Robust governance:

Audience of one, brand to many.

Adopting OpHX discipline has significant
implications for corporate governance. One-
size-fits-all policies, risk models, practices
and processes are ill-suited to a paradigm

in which the brand listens to each customer
and adapts accordingly.

Avital first step is recognizing what
customer data is ultimately useful to the
brand and what is not. There is risk—not just
in terms of customer relationships but also
brand, financial, and cyber risk. The biggest
risk is in collecting too much data, especially
in the face of new data privacy and
customer access regulations such as the
European Union’s General Data Protection
Regulation and the California Consumer
Privacy Act.

As you shift toward becoming a more
personalized and human brand, policies and

processes should be rethought in terms of
how you maintain appropriate boundaries
and consistency across millions of unique
relationships. The goal: to accelerate the
collection and connection of customer

data while setting the stage for the intuitive
experiences that inspire greater loyalty,
greater sharing, greater advocacy and
greater value.

Right time, right place.

For some customers, where you ask for their personal information is often as
important as what you ask. Surveyed consumers said they are twice as willing to
provide personal information online—primarily through the company’s
website—versus in person; they are much less willing to share information over the
phone. Understanding and adapting to these preferences can have a significant
impact on how soon and how much data you're able to collect from customers.
Moreover, it points to the importance of connecting customer identity and data
across channels so that the data you collect in one location can inform the
experiences you provide across other touch points.
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Finding your voice: Connect more data
to deepen individual relationships.

A consistent brand voice and reliable
experiences are central to building trust with
customers. But, as the previous sections

of this paper discuss, individual customers
often have unique and contradictory
preferences for how they want to engage
with you, what they're willing to share and
what they want in return.

This points to a challenging reality of
customer engagement: When it comes to
emotional needs and personal preferences,
no two people are the same. It's just human
nature. Moreover, customers aren't always
willing or able to declare those needs and
preferences, so interpretation and synthesis
fall to brands to solve.

Historically, brands have dealt with the
complexity of customers by clustering
them into broad segments based purely
on demographic and transactional data.
But that approach is insufficient to serve
customers who now expect brands to
recognize, glean insights from, and act in
response to contextual data across a wide
range and history of experiences and touch
points.

Our research found that even among
customers who consider themselves most
loyal to a brand there are those who would
no longer purchase from the brand if it acts
in ways that many other customers relish.
For example, 18% of surveyed consumers
said they don't want their favorite brand to
do anything with the information the brand
has about them. That's one out of every
five customers saying, in essence, that their
strong preference for personalization from
their favorite brand is ... none. In today’s
business environment, can your brand risk
losing 18% of its most loyal customers?

The list of disparate preferences revealed in
our research goes on:

18- to 34-year-olds are 1.3 times more
likely to accept self-help solutions from a
brand compared to people 55 and older.

One out of four consumers said they
would be unlikely to purchase from their
favorite brand again after receiving daily
communication from the brand; but
most consumers said they are neutral or
fine with daily contacts.

Most surveyed consumers said they
preferred to accept help from a store
associate (74%), while 30% preferred
help via social media.

It's unlikely that all of these variable
preferences can be solved by creating more
customer segments built on demographic
and transactional data. Instead, our
research supports the conclusion that
brands should reorient themselves to
focus on nurturing unique relationships

of shared value with each customer, by
leaning into the experience and contextual
data that customers provide. Doing so
means learning to balance consistency
and reliability with adaptability and
responsiveness—at an individual
customer level, at global scale.

Harmonious technology:

Harmonize to humanize.

Intelligent, integrated, interconnected
technology can make this possible. By
connecting everything you know about the
customer, applying machine learning and
artificial intelligence to glean predictive
insights, and infusing that intelligence into
every conversation, email and offer, your
brand can orchestrate tailored experiences
that honor the unique humanity of each
customer—while still being true to what
makes your brand valuable. And by

connecting the individual's experiences
across time, brands can foster a sense of
consistency and reliability.

This is the ultimate potential of OpHX
discipline: a relational, agile, emotionally
intelligent enterprise that can sense, react to
and serve its customers in much the same
ways that friends treat friends. Showing
them that they're not just valuable ... they're
valued.
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Emotional discipline: Infusing human
experience into the enterprise.

Because no two people are alike, no two
human relationships will ever be alike. This
truism can also apply to brand relationships
with customers. But for most large
companies, achieving dynamic, empathetic
and mutually valuable relationships with
customers has traditionally been more like a
distant aim than a realistic destination.

Today, that opportunity has arrived,

thanks largely to technology. Visionary
brands are leaning into the convergence

of mass datafication, faster and more
scalable processors, machine learning,

and artificial intelligence in ways that help
them identify, understand and interact
with customers at an individual level rather
than simply as segments. At the same time,
they are accessing an ever-wider array of
opportunities and channels to efficiently
and effectively connect with customers
across the journey from awareness through
purchase to ongoing engagement and
advocacy.

Every day, those companies are raising

the bar of what's possible through
personalization—and consumers are taking
notice.

Of course, businesses should first and
foremost solve problems for customers
through products and services. That

will never change. But in our ever-more
connected world, it is increasingly difficult to
carve out and defend marketspace based
purely on what you sell. That's why 86%

of marketing leaders expect to compete
completely or mostly on the basis of
customer experience by 2021

Between competitive pressures on
the one hand and rising consumer
expectations on the other, building
stronger emotional bonds with
customers is no longer just a nice-to-
have for businesses.

As our research demonstrates, those
bonds are what inspire customers to stay
loyal, to advocate on behalf of favorite

brands and to forgive them when problems
occur. Fostering those bonds most often
starts by consistently addressing rational
considerations such as the cost and quality
of your offerings. But beyond what you
create, it's how you relate to customers that
can set your brand apart.

We recommend that companies focus on
four key initiatives—the pillars of OpHX
discipline:

Reimagine your enterprisewide strategy
to better humanize core operating
principles and to tie more closely to
experience management operating
processes.

Reorganize, incentivize and empower your
people to build experiences, offerings
and systems of value for the customer
while creating a culture that is difficult for
competitors to match.

Recognize that customer data is likely
underutilized, undervalued and

increasingly a proprietary differentiator
for your organization—and that robust
governance can help you use that data
correctly in ways that elevate the
experiences of customers.

Respect that this new way of working

is difficult and cannot happen without
investing in harmonious technology that
helps meet customers where they are
and predict where they want to be—
and that can scale to meet the growing
demands of an increasingly diverse and
evolving customer base.

Fully embracing this new discipline can

have long-lasting implications across your
operations and culture—the why, how

and what of your brand core. Those that
succeed will find they have built a moat of
protection that can help thwart competitors,
while becoming more empathetic, more
responsive ... more like a good friend to the
customers who ultimately matter most.
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