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YOUR WEBINAR SPEAKERS

MANUEL TONZ
Customer Experience
Advisor, SAS

Over 15 years’ experience in
the evolution to customer
centric delivery models in

various industries

DR. CHRISTIAN VON THADEN
CEOQO, Batten & Company

Over 20 years of consulting
experience with focus on
strategic marketing, digital
transformation and marketing
automation




A GROWING PART OF OUR LIVE HAPPENS IN
DIGITAL AND SO DO DECISIONS
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NO MATTER WHICH AREA -
CUSTOMER EXPERIENCE IS KEY TO LEAD OUR DECISIONS
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THIS DEVELOPMENT DOES NOT STOP AT
THE AUTOMOTIVE INDUSTRY

OUT OF AN AVERAGE OF 24 TOUCHPOINTS, 19 ARE DIGITAL
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&—— Google

Visited OEM
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Asked

family,

friends,
coworkers
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brand’s
social page

Got
influenced
by online ad

Browsed

—— magazine ads

Watched
video ad
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YouTube

Searched
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a quote
online

Read
professional
review

Visited
newspaper

T : l site

Clicked
display ad

Saw a

TV ad
Used loan

calculator on
3rd party site

Visited
dealership

Located a Used model
dealer from comparison
mobile tool

T Searched
. Tier 2 dealer
inventory:.

Used
mobile on
lot
Read consumer
reviews

Filled
out a
form

Used
configurator
on OEM site

Test drove I
a vehicle

Based on multiple sources: Google, Millard Brown Digital and Polk




HYPOTHESES ON CUSTOMER EXPERIENCE
IN THE AUTOMOTIVE INDUSTRY

FOCUS ON DIRECT SALES

Direct Sales will be a
substantial sales channel -
CX in Pre-Sales needs
“Amazon® standard

“NEW*“ AFTERSALES

New Business Models in
Aftersales as a substantial
CX- and business factor

NEW ROLE OF DEALERS

Automobile dealership will still

be involved in the process but

differently - Early involvement
of dealers necessary

IN-CAR COMMUNICATION

Essential parts of CX take
place inside the car -
Product development

considerably shapes CX

CUSTOMER CONTACT

Manufacturers get in direct
contact to customers
through the car - New

relevance for an intelligent

CRM

NEW BUSINESS MODELS

“Sharing”“ might become an
option/expectation for
customers and should be
established as part of in CX



A COUPLE OF COMPANIES SHAPE OUR
DAILY LIFE AND DEFINE EXPECTATIONS ...
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ke Whids WE SHOULD LEARN CUSTOMER
EXPERIENCE FROM THE BEST IN
CLASS



... ON THE NUMEROUS FACETS OF
CUSTOMER EXPERIENCE
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MANAGING CUSTOMER EXPERIENCE = MANAGING COMPLEXITY



5 ESSENTIALS TO DEAL WITH HIGH
STANDARDS AND COMPLEXITY

A new way of

COLLABORATION Attributable DATA

A sound PLAN The right PEOPLE

An OPERATING SYSTEM that connects
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A STRAIGHT-
FORWARD PLAN
WITH CLEAR

PRIORITIES TO
STREAMLINE ALL
EFFORTS OF THE
ECOSYSTEM TO
THE SAME GOAL




SETTING THE FOUNDATION FOR CUSTOMER
EXPERIENCE MANAGEMENT

I. ASSESS Il. DEFINE Ill. OPERATE
OO Cross Industry View ny Defining the Players & ;ﬁ; Bring & Shape the Team
Playground .

I, Business Need - «0 Start the Transition

*  Analysis ® Rules of Play

©: Learn & Improve
Q Maturity Assessment £ Teams, Toys & Tools
DEFINE “YOUR” VISIONARY DELIVER

GOLD STANDARD BLUEPRINT GREAT WORK
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MOTIVATED AND
QUALIFIED
PEOPLE WHO ARE
ABLE AND '
WILLING TO MAKE |
THE ASPIRED
EXPERIENCE
TANGIBLE




EMPLOYING SPECIALIZED PEOPLE WHO
STILL SPEAK THE SAME “LANGUAGE”

... NEEDS T-SHAPED SKILLS
MORE THAN ANY OTHER

A MULTI-DISCIPLINARY TASK...

MARKETING TECHNOLOGY

» HIGH LEVEL

GENERALIST LOW LEVEL

SPECIALIST

CUSTOMER
EXPERIENCE
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NEW WAYS OF
COLLABORATION
OUTWEIGHING
THE BORDERS
BETWEEN
INTERNAL AND
EXTERNAL DOING ™




MANY PARTNERSHIPS FAIL DUE TO POOR
PROCESSES AND MISALIGNMENT

MAIN REASONS FOR CHANGING PARTNERSHIPS

85% 80% ‘ 70% ‘ 70%

Poor process and Constantly Poor digital Poor consulting Poor
project management changing team understanding quality strategy

Based on Francis Drake Pitchberatung in Horizont, 10/08/2020



Content & Experience Social & Relationships Commerce & Sales Data Management

- Mobile Apps s Call Analytics &Management Talent Management
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loser than ever to your customers. So
‘that you tell them what they need

efore they realize it themselves.”

bs, Founder of Apple

“We see our customers as invited guests to
a party, and we are the hosts. It’s our job
every day to make every important aspect
of the customer experience a little bit
better.”

Jeff Bezos, CEO Amazon




A CUSTOMER CENTRIC EXPERIENCE IS
BASED ON MORE THAN A GUT FEEL

PEOPLE
(NEEDS)

» CUSTOMER CENTRICITY
requires collecting,
analyzing and translating
enormous amounts of
data into strategies and

actions
BUSINESS TECHNOLOGY

(REQUIREMENTS) (OPPORTUNITIES) v v \’ \’
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TANGIBLE VALUE



AN OPERATING
SYSTEM TO TIE

ALL PARTS
TOGETHER AND
MAKE THEM
MANAGEABLE




MAKING COMPLEXITY MANAGEABLE
THROUGH A SUPPORTING SYSTEM

<

MANAGEMENT
OF A MASSIVE
NUMBER OF ...
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TOUCHPOINTS

ASSETS & ACTIONS

.. MATCHED IN BILLIONS
OF DIFFERENT
COMBINATIONS TO

CUSTOMER
RELATIONSHIPS

>

MARKETS ACHIEVE THE BEST
CUSTOMER EXPERIENCE
DATA SETS WITH THE USE OF

TECHNOLOGY
PEOPLE & SKILLS

PARTNERSHIPS



THANK YOU FOR YOUR INTEREST!

MANUEL TONZ
Customer Experience
Advisor, SAS

Over 15 years’ experience in
the evolution to customer
centric delivery models in

various industries

DR. CHRISTIAN VON THADEN
CEOQO, Batten & Company

Over 20 years of consulting
experience with focus on
strategic marketing, digital
transformation and marketing
automation
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