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Varig Vakst via kundeloyalitet

Bedre lonhsomhed og hojere vaekst

En 20% forbedring af CX vil forbedre en
virksomheds finansielle resiultater med 5%’

CX ledere har ~6x sa hgj vaekstrater som de
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Kundeloyalitet er “Top of mind” hos de fleste topledere

virksomheder med den laveste kundeloyalitet?

89% af verdens virksomhedsleder betragter CX som Danske topledere betragter kundeorientering
den primeere differentiator> som deres absolut vigtigste ledelsesvaerktgjs

Topcheferne: Kundefokus er vigtigst

Tiforskellige ledelsesvaerktejer med supplerende udsagn er prasenteret i tilfldig raekkefelge og har faet
karaktererne fra 1 til 10, hvor 1 er den vigtigste og 10 den mindst vigtige.
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Som skaber hgj vaerdi for aktionaererne

Loyalitetsledere giver et markant bedre afkast
til aktionzererne over en 8 arig periode?®

8-year stock performance of
CX Leaders vs. Laggards

~72%

~28%

CX Laggards  S&P500 CX Leaders

Der er en staerk sammenhang mellem
kundetilfredsheden og aktionzerernes afkast*

Total return to shareholders with above- and
below-average customer-satisfaction
scores / %
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Men de fleste har stadig et uudnyttet potentiale

Stor forskel pa topchefernes og kundernes op-
fattelse af, om virksomheden er kundeorientet’

80%

“Delivery gap”

1 8%
”””” T —
Companies believing  Companies whose
they provide a customers agree

superior experience

2/3 af verdens 2000 stgrste virksomheder anvender
Net Promoter, men <5% far det fulde udbytte?

<5%

Share of companies that fully utilize Net
Promoter

CXO Kilder: 1. The difference is the experience, PA Consulting, 2. Forrester, “Customer Experience Drives Revenue Growth”, June 2016, 3. Watermark,

2015 “Customer experience ROI study”, 4. Medallia / NACSI, 5. ‘Customer Experience Primer for 2016’, Jake Sorofman et.al, 6. Bgrsen Executive,

Customer Experience Offce “Her er topchefernes foretrukne ledelsesvaerktgjer”, April 7'th 2016, 7. ‘Closing the delivery gap’, Fred Reichheld et.al.”, 8. Fred Reichheld



Vi ber nok bruge en mere nuanceret opdeling end 95/ 5
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Lidt inspiration til at komme (ordentligt) i gang
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NPS = Net Promoter Score, System, Strategy & Spirit
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6 rad til de virksomheder, som ikke er kommet i gang

o TFBELSE

Vil I have
lensom vaekst?
— Sd dyrk jeres

Lav en business case
som er ‘CFO proof’

Luk gabet mellem ledelsen og kunderne

Erstat gaetterier med
facts

1YW : : ==y Skaf mindst én
N\ Kend jeres barrierer ST RAT&Q!&
S | topleder som
og faldgruber “

ambassador
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"Taenk Stort, Start Smat og Skalér Hurtigt”

il

START SMALL SCALE FAST
PLAN & MOBILIZE DESIGN & LAUNCH MEASURE & ACT PLAN TO SCALE
UGE 1 UGE 2 UGE 3 UGE 4
1. Halvdags ledelsesworkshop 3. Design og implementering af operationelt loop 4. Design af den samlede Igsning
- Fzelles forstaelse af NPS i ledergruppe - Kick off: Konfigurering af NPS.Today - Lgbende kunderopfglgning og sparring - Handtering af taktiske issues
- Overordnet business case - Treening af kundeansvarlige i responsopfglgning - Ugentlig rapportering og coaching - Fase 1-evaluering & Fase 2-scoping
- Ledernes proaktive rollemodellering - Launch event med onsite coaching - Resultatpraesentation for topledelsen - Design af taktisk og strategisk loop

-
=
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-
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Promoter-leads og
detractor alarmer

2. Organisatorisk mobilisering

- Informationsmgde for medarbejderne

- On-line Net Promoter Masterclass

- All Hands on Deck on-line traening af alle

"N FORBEDRINGAF . FORBEDRINGAF
OPLEVELSERNE S ggyﬂs"étﬂsfgi
PR . TV/ERS AF HELE
. PUNKTER 1 | KUNDEREJSEN

2

Informationsvideo: cxo.as/e-learning/
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https://customerexperienceoffice.com/e-learning/

Inspiration til at accelerere resultatskabelsen
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4 rad til jer som vil accelerere resultatskabelsen

aaaaaaa

Saet strom til hele
kunderejsen gennem
omni-channel NPS

Skab en faelles
ambition for
‘Kundetilfredshed 2.0’
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BORSEN.
LEDELSE LEDELSE |

Digitalisér Ia Men start med en
kundeorienteringen af Sl grundig
GAP analyse

jeres organisation
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Vi har faet 50+ virksomheder til at evaluere indsatserne
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De har evalueret 21 kompetencer fordelt pa 7 kategorier
Strategy’scprogramiivianagement

Leadership Organizational Yearly Assessment of Loyalty Tactical Yielding

Commitment Mobilization Plan Performance = Strate Actions ¥ The Results
g9 & =2 % )

&

Conceptual . . Communicate &
. Comprehension Operational Loo
Alignment P P P Celebrate Calculate

Strategic . . . Improve & .
Anchoring Commitment Tactical Loop Must Win Battles Innovate Investigate
3 6 9 15 e
. _— . ... Analyze &
Role Modelling Capabilities Strategic Loop Directions Accelerate

L 4
CXO Eller tag testen online her: customerexperienceoffice.com/loyalty/
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Det kan du ogsa gere, nar du modtager dine hand-outs

Culture & Processes Measurements

Leadership

Commitment

1) Topledelsen har en 100%
feelles forstaelse af, hvordan
kundeloyalitet og
medarbejderengagement
pavirker virksomhedens
gkonomiske resultater?

2) Kundeoplevelser og
udvikling af kundeloyalitet er
vigtige elementer i
forretningsstrategien?

3) Alle top- og mellemledere
er proaktive rollemodeller i
relation til forbedring af
kundernes oplevelser?

Organizational

Mobilization Qg
WD

4) Alle medarbejdere har en
god forstaelse for hvorfor og
hvordan virksomheden
skaber gode
kundeoplevelser?

5) Alle medarbejdere er
topmotiverede for at bidrage
til at skabe gode
kundeoplevelser?

6) Alle medarbejdere har de
forngdne kompetencer til at
skabe gode
kundeoplevelser?

Yearly
Plan {3

)

7) Der er et effektivt
operationelt kundefeedback
loop, hvor de
kundeansvarlige fglger op
over for de kunder, der har
givet negativ feedback inden
for 24 timer for min. 90% af
respondenterne?

8) Der er et effektivt taktisk
kundefeedback loop, hvor de
relevante mellemledere
driver forbedringerne af
kundeoplevelserne i de
relevante
kundekontaktpunkter?

9) Der er et effektivt
strategisk kundefeedback
loop, hvor topledelsen sikrer,
at der gennemfgres de
ngdvendige forbedringer pa
tveers af organisationen pa
baggrund af kundernes
feedback?

Assessment of
Performance =
'a;g?

10) Mindst en gang om
maneden males
kundetilfredshed/NPS,
kundeafgang og
medarbejderengagement pa
alle niveauer i
organisationen?

11) Minimum en gang om
aret fastleegges der
kvantitative mal for NPS/
kundetilfredshed,
kundeafgang og
medarbejderengagement pa
alle niveauer i
organisationen?

12) Mindst en gang i
kvartalet vurderes det pa alle
niveauer i organisationen
om de indsatser, som er
igangsat for at realisere de
kvantitative mal for
kundeloyalitet giver den
forngdne effekt?

Loyalty

Strategy

13) Loyalitetsstrategien
indeholder et estimat af den
samlede effekt pa top- og
bundlinje ved at realisere
malene for de 2-3 vigtigste
KPI'er (nggletal)?

14) Loyalitetsstrategien
indeholder 1-5 strategiske
initiativer/Must Win Battles
til realisering af de fastlagte
mal?

15) De strategiske initiativer
er beskrevet sa konkret og
specifikt, at de enkelte
medarbejdere praecist ved,
hvad de skal ggre for at
bidrage til at gennemfgre
dem?

Tactical
Actions

16) Den kundeorienterede
kultur forstaerkes Igbende
ved at fejre de opnaede
resultater og hylde de
stgrste helte i
organisationen?

17) Nye servicekoncepter
testes Igbende for at finde
helt nye mader at skabe
bedre kundeoplevelser pa?

18) Resultatskabelsen
accelereres ved Igbende at
@ge hastigheden af
eksekveringen af
loyalitetsstrategien?

Yielding
The Results ®
<§E7

Q

19) Den realiserede
pkonomiske effekt af at
forbedre kundeoplevelser
udregnes minimum en gang
om aret?

20 ) Effekten af de enkelte
strategiske indsatser i
loyalitetsstrategien vurderes
Igbende sa de bliver op- eller
nedprioriteret sa snart det er
ngdvendigt?

21) Den samlede
loyalitetsstrategi tilrettes nar
det er ngdvendigt for at
revitalisere processen eller
fastholde momentum?

CXO

Customer Experience Office
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Scoren er middelmadig pa 17 ud af 21 parametre
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Der er dog ledelsesmaessig og strategisk forankring

Culture & Processes Measurements Strategy’&sProgram Vianagement
Y,
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Men der mangler finansielle estimater og effektmalinger

Leadership

Commitment

1
Conceptual
Alignment

2

—

Strategic

Anchoring

3

Role Modelling

CXO
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Inspiration til at blive en del af verdenseliten
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4 rad til jer som vil (for)blive en del af verdenseliten

Skab en faelles

ambition for
‘Kundetilfredshed 3.0’

Anvend Kunstig
Intelligens pa en
intelligent made

Skab synergi mellem Hent inspiration fra de
digitalisering og gode ittt bedste i verden (som
kundeoplevelser er relevante for jer)

WwWw.customerexperienceoffice.com



Fa helt ny indsigt ud fra de eksisterende kundedata

Avancerede
tekstanalyser

Responsrate pa 100%
via Predictive NPS

‘Profitsimulering’ pa
churn eller SOW

Mal ogsa jeres
‘Super Promoter
Score’

WwWw.customerexperienceoffice.com




Skaf helt nye typer af kundeindsigter og kombiner dem

Double-blind Tilfgj
competitive NPS ‘The Jenny Question’

Lav fasevise 100%
individualiserede Key
Account surveys

Brug Needs Based
Segmentation

WwWw.customerexperienceoffice.com



Etabler et netvaaerk med samme CX / NPS modenhed
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CXO
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Jesper Krogh Jogrgensen, CEO

Amaliegade 6
1256 Kgbenhavn K
+4531 797970

jkj@cxo.as
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Lasting

Profits &
Growth

via
Customer
Loyalty

CXO
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ABOUT CUSTOMER EXPERIENCE OFFICE/MISSION & VALUES

About Customer Experience Office

Our Mission

Lasting Profits & Growth

via

Customer Loyalty

Customer Experience Office contributes to profitable and lasting growth by developing and measuring customer and employee loyalty. This is done by reducing
customer output, increasing sales to existing customers, and streamlining sales, service, and marketing by leveraging the Ambassador effect.

For the past 25 years, we have contributed to profitable and lasting growth for more than half of the 100 largest Danish companies.




ABOUT CUSTOMER EXPERIENCE OFFICE/MISSION & VALUES

About Customer Experience Office

Your Guarantee of Value

We are ambitious on
behalf of our
customers

We do not make Results are created One implemented
small projects large by people and change beats 10

or large projects maintained by well-written reports
small measurements

* We lift the bar significantly for
customer loyalty and
profitable growth

* We always go for lasting
significant results for

| We strive to define goals and *.»We,only succeed with customers

frameworks together with' our proactive leaders and

I ORI our customers customers motivated employees

with their customers' eyes

We believe in small, fast

We choose tools for the task We only maintain high ST L D L I

= not vice versa performance by measuring

We believe that good
constant

cooperation requires
constructive debate

We write to change, not to

cover us in
We create momentum by

manning tight We set ambitious goals and
make everyone in the
organization strive for them

CXO 25
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ABOUT CUSTOMER EXPERIENCE OFFICE/TYPICAL PROJECTS

Typical Projects

.

C_us"ftom"a-c'entric

. Customer-centric 3
Culture & Leadership '

\Organization -
We can help create a more “We can help youorganize your
customer-centric culture g businiess so that it becomes*mqre
based on a factual basis ' nEustomer centric and that this’

BusineseTontits. from NPS measuresand on- change is actua penenced by
line training of attitudes, » customers-

competencies and behavior.

i 'omer Journey Respons Optlmlzatlon
& Service Design - & Artificial Intelligence

We can help create a customer ?Ne tI:an tosetl:fer':naltyhs et L
journey_that is both value-creating !mp bbcil o s S can.
I and seaniless for customers and increase response or otherwise
cost-effective. for the company. complement your knowledge.

Customer Experience Office



CUSTOMER EXPERIENCEOFFICE/ TYPICALPROJECTS/ CUSTOMER-CENTRIC CULTURE & LEADERSHIP

Customer-centric Culture & Leadership

The process will typically contain
these elements :

- Business case — describing the purpose
and value of increased customer-
orientation for all key interests.

- Competency upgrade and CX / NPS
certification of managers, employees and
CX specialists.

- Digitalization and gamification to secure a

effective organizational involvement and
Customer-orientation is an endless process because the goal is constantly moved. implementation

So if you want to live up to the customers’ expectations — or maybe even surpass
them — customer-orientation must be deeply anchored in the business’ culture. It
has to be a part of the formalized as well as the informal culture in all functions and

- Proactive and customer-centric role
modelling through symbolic managerial

departments. We can help map your customer-orientation and establish a new actions

customer-centric culture based on a factual foundation from e.g. NPS - eNPS and I-NPS for measurement and

measurements and implemented through very cost-effective tools for gamification development of employee engagement

and on-line training. and a customer-centric management
culture.

CXO 27
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CUSTOMER EXPERIENCEOFFICE/ TYPICALPROJECTS/ NPS AND E-NPS SOLUTIONS

NPS and eNPS solutions

N W

NPS

Does your business want to work in a structured way to increase customer loyalty
and employee engagement based on facts?

The Customer Experience Office can then develop and implement a complete setup
that matches your ambitions and budget, as well as internal resources and
competencies. A solution that is addressed to the company's existing organizational
and technical architecture.

CXO

Customer Experience Office

The process will typically contain
these elements :

* Ambition and Leadership anchoring
* Audience definition and scoping

* Selecting transaction or relationship-based customer
metrics

* Overall analysis and survey design for NPS

* Overall analysis and survey design for eNPS (employee
metrics)

* Process and IT Design
* Choice of software solution and Supplier
* CRM Integration

* Organizational mobilization (attitudes, competencies
and tools

* Training of managers and employees in service
recovery and customer feedback loops

* Continuous data collection and response optimization

* Analyzing customer and employee data by using text
analytics & artificial intelligence (Al)

* Ongoing reporting on role-specific dashboards

* Operation and management of the cross-cutting
processes for customer feedback loops

* Customer-oriented and fact-based management,
competence and organizational development



CUSTOMER EXPERIENCEOFFICE/ TYPICALPROJECTS/ DEVELOPMENT OF CUSTOMER LOYALTY

How do you get form measuring the customers’ satisfaction to increasing their
loyalty (from NPS to actual customer retention, increased sales and positive word-
of-mouth).

We can help your business analyze status as well as identify and develop activities
that create business results. From possibly low-hanging fruit to more complex
projects like implementing customer feedback in your innovation processes.

CXO

Customer Experience Office

The process will typically contain
these elements :

- Strategic clarification and anchoring
« Reporting and KPI-setting
- Organizational mobilization

- Development of a customer-oriented
culture

« Customer-driven innovation

- Development of customer value
propositions

+ On-site and on-line NPS training and
certification

- Implementation of solutions for
development and measurement of NPS
and customer satisfaction

29



CUSTOMER EXPERIENCE OFFICE/ TYPICALPROJECTS/ CUSTOMER STRATEGY DEVELOPMENT

Customer Strategy Development

The process will typically contain
these elements :
- Segmentation of the market based on

traditional demographic and firmagrafiske
methods

- Needs- and behavior-based customer
segmentation to get a more precise
picture of the customers

- Estimation of customer life time values
for the identified micro-segments

- Prioritization of customer segments

Which are your primary customer segments and what should your unique value based on life time calculations
proposition for these segments be? How do you attract, retain and develop the - Development of segment-specific
customers in these segments the best way? Are you prioritizing the customers customer value propositions

. e L. 5
based on the estimated customer life time value? . Design of new services for improving the

We can help you make your business strategy more customer-centric or develop a overall customer value proposition
separate customer strategy which concretizes your efforts and prioritizes a few,
clear Must Win Battles.

CXO 30
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CUSTOMER EXPERIENCEOFFICE/ TYPICALPROJECTS/ CUSTOMER JOURNEYS & SERVICEDESIGN

The process will typically contain
these elements :

- Mapping and prioritization of the current
customer journeys

- Clarification of the customers’ ‘jobs to be
done’ to identify the 5-10 most important
customer journeys

- Elaboration of a concrete future design for
the future customer journeys

- Design and implementation of new
services, customer experiences and

How do the customers meet your business? customer value propositions

Do they experience logic and continuous processes? Or do they feel that they start - Process-optimization to reduce silo
over every time? Can you canalyze the customers to where they get the best mentality between Sales, Service,
experiences and where you increase both the customers’ profitability and loyalty? Marketing, R&D, Production, IT, HR and

And is it, at the end of the day, easy for customers to find what they're searching in Finance

relation to where they are on their customer journey? We can help your business
create a customer journey which is both value creating and seamless for your
customers and at the same time cost-effective for your business.

CXO £l

Customer Experience Office




CUSTOMER EXPERIENCEOFFICE/ TYPICALPROJECTS/ CUSTOMER-CENTRIC ORGANIZATION

Do you wish to make your business more customer-centric?

Then you have to collect, understand, respond, learn and develop from customers’
feedback in your most important customer contact points. It requires a customer-
centric organization with seamless and efficient processes across all functions, so
that the dialogue with the customers doesn't fall between different stools. We can
help you organize the business to make it become more customer-centric and so
that this change will be experienced by customers.

CXO

Customer Experience Office

The process will typically contain
these elements :

« Governance model for customer-
orientation, CX and NPS

- Governance model for coordination of the
operational, tactical and strategic
customer feedback loops

« Coordination of CX initiatives
- Consolidation of CX initiatives

- Appointment and training of local change
agents

- Allocation of CX resources (e.g. people,
budgets and IT-support)

57



CUSTOMER EXPERIENCEOFFICE/ TYPICALPROJECTS/ RESPONSEOPTIMIZATION & ARTIFICIALINTELLIGENCE

Response Optimization & Artificial Intelligence

The process will typically contain
these elements :

- Al-based Key-Driver analysis and churn
predictions (based on both customer
feedback and intern customer data)

« Customer-centric communication of new
value propositions and service
improvements

- Response rates maximization and quality
assurance of CRM Data

- Testing of the relevance and effect of

Is the response to your NPs and customer satisfaction measurements not living up customer contact surveys and
to your whishes? measurements
Then we together can analyze the reasons and carry through the activities that can « “Mobile First” Survey Design

increase the response or in another way supplement your knowledge on the
individual customers, their opinions and satisfaction with your business (by using
Artifical Intelligence, forexample).

CXO 33
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CUSTOMER EXPERIENCEOFFICE/ TYPICALPROJECTS/SOFTWARE SELECTION AND PROCESSDESIGN

E Software Selection and Process Design

3 o
e ¥ £
;:

The process will typically contain
these elements :

- Independent expert appraisal of current
tools, processes and IT solutions.

- Design of process- and IT support of
customer feedback loops and service
design

N : i ey o - Business requirement specifications for
) ' W the new IT solutions
e l : , - i - Software and supplier selection for IT
solutions for NPS, VoC and Customer
The customer experience becomes only as good as the processes and tools the Journey mapping
business provides the employees.

From sales and marketing to customer service and product development. The better
you get at collecting, processing, distributing and acting on knowledge on the
customers, the more complete and unique customer experiences you can create.

CXO 34
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CUSTOMER EXPERIENCE OFFICE/NPS CERTIFICERING

Digitalized Customer Orientation

We offer on-site and online education,
training certification and mentoring

designed for the individual managers,
specialists and additional employees.

Digitally supported customer
orientation of the entire organization
ensures a fast,

cost-efficient and consistent
development of a customer-oriented
culture in the entire company.

The courses can consist of on-site
training workshops and online learning
and can be supplemented with
webinars, coaching and mentoring as
well as conferences, seminars and the
professional network Customer Clistomer Experience Office
Experience Club.

CXO
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CUSTOMER EXPERIENCE OFFICE/NPS CERTIFICERING

Digitalized Customer Orientation

%
"’NET PROMOTER
.I' - & -
o '- EX[_:_[U_SWE
The investment per
ALL MANAGERS AND EMPLOYEES employee is typically
TOP MANAGEMENT PROJECT MANAGERS, CX/NPS : : between 99 and 480
We create he foundation of your company’s
SPECIALISTS AND HR-PARTNERS . Y DKK + VAT
We appraise the company'’s o success with customer loyalty by explaining the .
special needs to ensure a Get the necessary qualifications for benefits and clarify the roles of the employees Get a 15 days’ free trial
relevant focus. The contents starting or boosting your Net Promoter regarding Net Promoter programs. Ashortand ¢ 4ha online training
are custom-made for the top program with the official CX & NPS effective online training course in only 40 min. program for all
management and delivered by certification of the people who have the spread out in a series of short entertaining employees:
globally leading NPS experts responsibility for running the process of videos ensures that all managers and
from OwenCX and Customer measuring and developing customer employees get:
Experience Office. The forma noed, the course will typioaly consietof A general understanding of NPS, the
is a 100% custom-made half ’ ypicatly ' systematics and success criteria
day workshop for the top ) )
management. . Lessons with videos, handbooks, check + Understanding of how NPS contributes to

questions and FAQ increasing of customer life time value

Lessons in how the individual manager or
employee will be able to contribute better
customer experiences and thereby higher
Training in and access to digital tools customer loyalty, earnings and growth.
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Access to asking experts for specific
advice




OM CUSTOMER EXPERIENCE OFFICE/ SELECTED CUSTOMERS

Selected Customers
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CUSTOMER EXPERIENCE OFFICE/ CLIENT TESTIMONIALS

Client Testimonials

Arbejdernes
d_ Landsbank

“We completed three pilot projects where we tested a
transactional NPS survey on 750 customers.
Afterwards, we trained the bank managers in the
concept and a few months later, we had all 350 bank
managers included. The collaboration with Jesper
and his team has worked very well. They have been
proactive and competent. And | have to highlight their

speed. It is impressive to finish such a project in only
“We used Jesper to get our NPS solution launched in four ~ “The loyalty analysis and the needs-based customer 90 days. Our NPS score is very satisfactory. Our

countries in only 90 days and operate the solution until segmetation that Jesper and his colleagues put through prand is strong, and the customers experience the

we established the right internal team on our own.” have created the best ever customer and market concept positively.”

Rene Falch Olesen insights for our company.” Simon Sinding Jergensen

Chief Commercial Officer, DSV Group Troels Petersen Strategy and Business Development Director,
Senior Vice President, Danfoss Arbejdernes Landsbank
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CUSTOMER EXPERIENCE OFFICE/ CLIENT TESTIMONIALS

Client Testimonials

Danfi

“The customer loyalty project is the most professional
project we've ever had.”

Kent Kongsdal Rasmussen, Gobal Sales Director,
Danfoss

“The process had helped prioritizing customer loyalty “The pilot project that Jesper’s team contributed to having done in
four countries happened in only three months. An achievement

even higher in Danfoss and the fundamental philosophy t alobal i id be h to h ded withi

for this mindset and method is now rolled out globally TZOS g ?h a TC;;) mplar;lels wou d € napp %’ fo Zvet.sucfceethe ;Mb ’In

with great success. | find Jesper Krogh Jargensen a months. /e pliot also made a great foundation forthe gioba
roll out which we subsequently completed on our own in sprints of

fessional ho deli |
gg;i ; iilggritgﬁgltirr:zr g\;, oou?g llj‘;%z Sgso? dresults and a 3 months - inspired by the pilot and Jesper’'s methods.”

Nis Storgaard,
Anders Norman

Executive Vice President & Chief Development Director, Customer Experience and Sales Platforms, DSV
Officer (CDO), Danfoss A/S Group
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CUSTOMER EXPERIENCE OFFICE/ CLIENT TESTIMONIALS

Client Testimonials

“For a long time, we have focused on sales
effectiveness toward our greatest international
corporate clients. Still, with support from Jesper

Krogh, we managed to establish an even more

effective and customer-oriented sales process based
Sahva Mé on a completely new sales paradigm. The process

Et liv i bevaegelse gave us inspiration and implemented some simple,
effective and proven sales methods and tools at the
The strategy workshops which Jesper Krogh facilitated “The project with Jesper and his project team had a same time.”
started our journey towards customer orientation of the unique approach. Focus was just as much on process Henning Skaarup,
entire company because we got a common optimization, competency development and cultural Vice President, Tryg

understanding within our management grouo of ‘why’ change as it was the actual NPS analysis.”
and ‘how’ we can improve customer experiences.”

Hildegard Artlieb Geciova,
René Engskov, Global Channel Development
CEOQ, Sahva Director, Danfoss
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CUSTOMER EXPERIENCEOFFICE/ CUSTOMER CASES

Customer Cases

Danfoss DSV

Customer loyalty is on Danfoss’ agenda in earnest. DSV has given all managers and employees in
With help from management consultant Jesper German, UK, Sweden and Denmark access to at
Krogh Jgrgensen and based on a successful pilot least 200 fresh customer evaluations on their
project, Danfoss has rolled out a group wide smartphones every day.

customer loyalty concept in all 111 countries. The effect was dramatic.

CXO

Arbejdernes Landsbank

Arbejdernes Landsbank didn’t rest on their
laurels although the bank by the beginning of
2015 had had the highest customer
satisfaction among Danish banks for eight
years in a row . Instead they took a new step
and started a Customer Experience project with
BEC and Jesper Krogh Jgrgensen.

Customer Experience Office



OM CUSTOMER EXPERIENCE OFFICE/ KUNDEUDTALELSER

Client Cases

DANFOSS
PROFITABLE GROWTH THROUGH GLOBAL NPS SOLUTION

Approach to the project
“The loyalty analysis and the needs-
based customer segmentation that

CUStomer onalty has been pUt On * A global Chage Office will ensure strong
the corporate agenda at Danfoss cupport and document efiec ﬁesperan;j Qi:lshcolljleatgues putihrough

With help from management consultant Jesper Krogh milestones as well as roles and and market insights for our

* Clearly defined project goals and

. . responsibility company.”
Jorgensen and based on a successful pilot project,
Danf h lled t t | It tin 111 * Ppragmatic and results-oriented marked Troels Petersen, Senior Vice
anfoss has rolled out a customer loyalty concept in focus on change management President
countries.  “Train-the-trainer” will create ownership and “The Ptr?jeCT \?/1”2 Jesper and his )
. . PR . . . . . project team nhad a unique approacn.
It began with Heating Divisionen completing a pilot project lift the competencies on all levels Focus was just as much on process
in Sweden in order to explore if the development of Striking results optimization, competency )
. . development and cultural change as it
customer loyalty can contribute to boosting the market « Yearly growth rate doubled was the actual NPS analysis.”
position and create higher profitable growth. As the result « Break-even after only seven months Hildegard Artlieb Geciova,, Global
was very positive, the experiences from the pilot were used + ROl was ~157% already after eight Channel Development Director
as foundation for the global roll-out in the entire group. months
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CUSTOMEREXPERIENCEOFFICE/CUSTOMER CASES/DSV

Client Cases

DSV
DSV MAKES THE CUSTOMER EXPERIENCE STRATEGIC

Let’s start the meeting by looking
at what five customers have said
about us today

DSV has given all managers and employees in German,
England, Sweden and Denmark access to at least 200 fresh
customer evaluations on their smartphones every day. The
effect was dramatic/spectacular.

With 220 legal entities, 47.000 employees og almost
500.000 customers, DSV is the fourth largest transport
company in the world. And in a company of that size, some
would expect a certain distance between the customers
and the top management.

CXO
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The whole organization speak the same
language

Besides the measurable and expected
improvements the project has also shown to
have a positive effect on the internal co-
operation. Because even though DSV operate
in 75 countries, you now speak the same
language when it comes to customer
experiences.

Loyalty and turnover have
gone up

The customers’ personal opinion counts
for DSV. The customers can feel that and
it has created great results quite fast.

* Loyalty has gone up since the first
quarter of 2015

* The turnover is growing almost twice
as much for the loyal DSV customers
as for the average

“The pilot project that Jesper's team
contributed to having done in four
countries happened in only three
months. An achievement most global
companies would be happy to have
succeeded within 12 months. The
pilot also made a great base for the
global roll out which we subsequently
completed on our own in sprints of 3
months — inspired by the pilot
and Jesper’'s methods.”

Anders Norman, Director, Customer
Experience and CRM




CUSTOMER EXPERIENCE OFFICE/ CUSTOMER CASES/ ARBEJDERNESLANDS BANK

Client Cases

ARBEJDERNES LANDSBANK
EXTRA FOCUS ON LOYALTY

If you have a high level of
customer satisfaction, you
naturally have to maintain it

Arbejdernes Landsbank didn’t rest on their laurels although the bank
by the beginning of 2015 had had the highest customer satisfaction
among Danish banks for eight years in a row . Instead they took a
new step and started a Customer Experience project with BEC and
Jesper Krogh Jgrgensen. From looking at statistics to serving the
customers based on their individual experiences.

At a time when digitalization strikes through and industry after
industry are disrupted, there is even the more reason for being near
the customers. Particularly in banking, where the customers to a high
degree serve themselves via online solutions.

CXO
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Personal consulting on a whole
new level

Arbejdernes Landsbank developed and
introduced a new private customer concept
with more benefits for the customers. Among
other things, personal consulting meetings
with the bank managers. And in relation to
that, it was decided to collaborate with
Jesper and his project team to develop a
concept for — and a follow-up on - the
customers’ experiences.

Solution developed and
implemented in 90 days

Together with Arbejdernes Landsbank
we selected three branches for the
pilot project after which we
implemented the project from A-Z.

"We completed three pilot projects
where we tested a transactional NPS
measuring on 750 customers.
Afterwards, we trained the banking
managers in the concept and a few
months later, we had all 350 banker
managers included.

The collaboration with Jesper and his
team has worked very well.

They have been proactive and
competent. And | have to highlight
their speed. It is impressive to finish
such a project in only 90 days.

Our NPS score is very gratifying. Our
brand is strong, and the customers
experience the concept positively.”

Simon Sinding Jgrgensen, Strategy
and Business Development Director




CUSTOMER EXPERIENCE OFFICE/ABOUT JESPER KROGH JORGENSEN

About Jesper Krogh Jorgensen

One of Denmark’s most experienced experts in developing and measuring customer and employee loyalty

Profile

Jesper Krogh Jgrgensen is one of Denmark’s most experienced experts in
developing and measuring customer and employee loyalty— including NPS, Net
Promoter Systemer, Customer Journeys, Service Design and Customer
Experience (CX). He has more than 25 years of experience from a series of
internationally leading management consultancies. He has — as an advisor and/or
project manager — been a part of running more than 50 projects at especially B2B
companies and B2C companies with direct customer relations (especially finance,
service, telecom, media and technology companies) among the 100 largest
Danish companies. .




CUSTOMER EXPERIENCE OFFICE/ABOUT JESPER KROGH JORGENSEN

About Jesper Krogh Jorgensen

One of Denmark’s most experienced experts in developing and measuring customer and employee loyalty

Career Courses & certifications Education

CXO
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Customer Experience Office -
Founder and CEO

PA Consulting Group — Global Head
of Customer Strategy and Loyalty

EY Strategy — Director,
Strategy & Business Innovation

Deloitte Consulting — Senior
Manager, Customer & Channels
Solutions

Rambgll Management Consulting -
Senior Partner, CX and NPS

FranklinCovey Consulting —
Client Partner & Director of
Commercial Excellence

Model Design at Strategyzer

Certified Executive Coach at The
Leadership Company

Certified Customer Experience Professional
at CXPA

Net Promoter Masterclass Certification

Voice of the Customer Certification at
MaritzCX

Strategic Selling at Miller Heiman Group
NPS2 Certified Associate at Satmetrix
Blue Ocean Strategy at EY Strategy

The 4 Disciplines of Execution at
FranklinCovey

» Customer Value Proposition & Business « CBS - cand.merc. (IMM)

» Harvard Business School — Creating
Breakthrough Service Strategies Wharton -
Executive Programme

» Henley — Executive Certificate in
Management Business institute — MBA2 in
Top Governance

* McKinsey & Co. — eBusiness Strategy

News letter with inspiration

Jesper continuously writes about customer orientation, strategy,
management and innovation for Bgrsen Ledelse and often speaks
at Danish and international conferences. The news letter from
Customer Experience Office therefor offer a lot of relevant
inspiration.
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Customer Experience Office
Jesper Krogh Jgrgensen
CEO

Telefon: +4531 797970
Mail: jkj@cxo.as
Web: cxo.as
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