\3"/ SAVVY

POWER GOALS

Using Client Experience to Solve Any
Business Problem

Ryan Suydam, Chief Experience Officer, Client Savvy
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Defining
client experience

THE EMOTIONAL REACTION CLIENTS HAVE TO ANY INTERACTION
WITH YOUR BRAND
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Why is the heart at the heart of it all?
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\%f'/ SA/VY

The

Prololenns

W@ AHH Differentiation

Ealce Inconsistent Brand Flag

Market Penetration
Lack of Referrals

Competitors Encroaching
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Low Win Rates

Provlems Not Enough A-Teams

W@ AHH Pricing Alignment
F@ CE Low Share of Wallet
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Th@ Underperforming Subs \S&/g/&VVY

War for Talent
Prolems ar-for-jaten

New Hire Integration
W@ AHH Optimizing Staff Assignments

FECE
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bﬂ Disruptive Change-Orders
P HORICIS Difficult Clients

We All Too Much Fire Fighting
Falce Delivering Quality




The

Prololenns

W@ AHH Slow Payment
Write-Offs & Mark-Downs

F dCE Low Utilization

Too Much Utilization

Value Justification




The @ Ry sy
Prololenns
W Al Client Churn
New Client Churn
FEICE

Succession Planning

Lack of Cross-Selling
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Listen for
what hurts




Probe to
Learn More




Prioritize Top
Challenge




The
Solutioning
Model

Restate the
Problem

=

Brainstorm
Root Causes
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Brainstorm
Solutions

Agree to !

Evaluate f

Quantify

the Impact
Identify .

Who's
Impacted
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W%&/W
Restate the

Problem

Restate the problem to
.v assure you understand.
The Get agreement.

Solutioning
Model
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“What could cause this?”

The

If you have ideas, only ask
questions. “Could it be
caused by?”

Brainstorm

Solutioning
Model

Root Causes

Guide toward a capability
you can offer.




The

Solutioning
Model

These people will support
the solution!

“Could it also impact so-
and-so?”

Identify

Who's
Impacted
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e
The hardest part! Show W%&/W
your business acumen.

“What does this cost the
business?”

-

The

Solutionin , Quantify
5 “Could it also cost us here? the Impact

Model

What’s that worth?”

Be conservative! Don’t let
anyone argue the numbers.




The

Solutioning
Model

“Have you thought about
how to solve this?”

Build an action vision of
the solution:

SOMEBODY does
SOMETHING when this
HAPPENS in order to
create a RESULT.

“Would it help if....”

.

Brainstorm
Solutions




The

Solutioning
Model

Agree to

Evaluate

“If I can put together a
plan to address this
challenge, would you
agree to take a look at it?”
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Create a Plan




Write the

Story

Executive Summary

';he f‘.hent S‘avvv team of Ryan Suydam (Chief
xperience Officer) and Kate Lucey (CX Consultant) met
with Alex, Tom, Kelly, and Clare. Over the two-hour
working gession, We discussed the primary business
objectives of ACME Technologies: and discovered
critical issues impeding attainment of those objectives:
ights the primary jssue discovered,

This document highti
and outlines root causes business impact, " a
(ramework for how ACME Technologies could address
the root causes:
critical gusiness |ssue:
ACME Technolog‘\es’ top strateglc goal ! 1o drive
increased shal wallet with strate i accounts and
per of clients: At aining 8 20%
uld ouble

reduce U o total number
share © wa witl just et 15c||ents
dlncrease 1055

p? .
relationfh'
thel”

the dent”

of

YA
VY ACMET jes Cli
echnologies Client Experience / Strategy Assessment

Business Impact:

Concentrating revenue into strategic accounts would
increase 8ross margin per man-hour from $25/he to

$35/hr.

Aligning more seller-doers with the new strateglc
account focus would enable the objective of growing

gr0s5 revenue from ¢518MMt0 $700MMin 2018,

The combined higher revenue and increased 8105

margin will result in a bot! nline increase of
6.7%t0

(from $35MM oMM @ 10%)
solution Appmch and Compom nt
If Alex could request feel ack at def‘med
moments on alf of growP managers: ered bY
datain galesfor (i her syst ),and if, when
t
he clients res| eted to
ou| nd pré s calations 87 g
' tpV and Pré ) a couldresPO"
; ts, addre i atimely fashion
they ere
ore

'0§|
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Agree to
Implement




Measure

Progress &
Results




Complete or

Revise the
Plan
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Repeat for the
Next Problem
and Grow
Your
Leadership
Role




| et’s

practice!
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Solutioning
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Restate the
Problem

=

Brainstorm
Root Causes
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Brainstorm
Solutions

.

Agree to
Evaluate f
Quantify

the Impact
Identify .

Who's
Impacted
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Restate the

Problem

Restate the problem to
.v assure you understand.
The Get agreement.

Solutioning
Model
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“What could cause this?”

The

If you have ideas, only ask
questions. “Could it be
caused by?”

Brainstorm

Solutioning
Model

Root Causes

Guide toward a capability
you can offer.




The

Solutioning
Model

These people will support
the solution!

“Could it also impact so-
and-so?”

Identify

Who's
Impacted
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e
The hardest part! Show W%&/W
your business acumen.

“What does this cost the
business?”

-

The

Solutionin , Quantify
5 “Could it also cost us here? the Impact

Model

What’s that worth?”

Be conservative! Don’t let
anyone argue the numbers.




The

Solutioning
Model

“Have you thought about
how to solve this?”

Build an action vision of
the solution:

SOMEBODY does
SOMETHING when this
HAPPENS in order to
create a RESULT.

“Would it help if....”

.

Brainstorm
Solutions




The

Solutioning
Model

Agree to

Evaluate

“If I can put together a
plan to address this
challenge, would you
agree to take a look at it?”

\;"/ SAVVY



o/ SRV
V Y ACME Technologies Client Experience / Strategy Assessment

Executive Summary "
Business Impact:

The Client Savvy team of Ryan Suydam (Chief Concentrating revenue into strategic accounts would

Experience officer) and Kate Lucey (X Consultant) met
e, Over the two-hour §35/hr.

increase gross margin per man-hour from $25/he to

Putti
o
I n with Alex, Tom, Kelly, and Clar
working session, We discussed the primary business
Cankl . Aligning more seller-doers with the new strategic
objectives of ACME Technologies: and discovered o
 those b i account focus would enable the objective of growing
critical issues impedin attainment of ¢ ose objectives: P s o ST00MM o
This document ghlights the primary {ssue discovered: d
r and outlines root causes business impact, " a The combined h!gherbrevenu; arl\d lncrei;e 4105
] addr margin will resultind ottom-iiné ncrease
framework for how ACME Technologles coul
he root CaUseS (from Ga5MM @674 s70MM @ 108}
the ro0 .
{cal Busines Jssue: Solution ppproach and Campone"® )
caee - )  at define
) uategic goa| 1o drive |f Alex ¥ B could request feee':cmass e
ACME TechﬂO‘OE‘QS i trategic accounts and moments on ehalf of vou: msr;gmsi'a“dif’wm
increased sha of walle! w“h? a( y ttaining 2 20 datain Salesfoue(ﬂr‘ or@ :!’ey Ier(s'WE"( o the
reduce the 1al numb f c\le"c;.em d double the clients respon?® , ol " el it
o iustthe toP , nd preo" m :
chare ofwaletwllh o o " in, While the roupV: a:dPrES) regrotP™ ersmuldrlespo
d incredse & el Jlture s not uptoVP ool “s.ma,;me]yfashwm
ir
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Putting it
Together

Executive Summary

Executive Summary

Over the course of three 2-hour working sessions, the
leadership team met at ACME Engineering identified and
examined the firm’s primary business objectives. During these
meetings, they discovered critical issues that are impeding
attainment of those objectives. This document highlights the
primary issue discovered, and outlines root causes, business
impact, and a framework for how ACME Engineering could
address the root causes.
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Together

Critical Business Issue

Critical Business Issue:

ACME Engineering’s top strategic goal is to increase their
share of wallet in a growing and strategic market sector. The
firm has evolved into being perceived as a leader in providing
services in this market area. However, the firm is also in the
midst of leadership transition. And, it has been challenging to
build alignment among all members of the team for this
vision.



Putting it
Together

Root Causes

Root Causes:

One cause of the lack of alignment is the difficulty in letting go of
some clients that, while holding the position of long-time clients
(and friends) do not fit with the new growth model of the
business. The small projects typically associated with these
clients consume resource allocation that is out of alignment with
the financial goals of the firm.

Another reason is a change in the communication structure that
has taken place as leadership transitions. The firm has gone from
five members of the leadership team to eight. And, without a
clear framework of communication, some members of the
original leadership team are feeling displaced. Used to a
decision-making process that made it possible for everyone to
bring their ideas for open discussion, the addition of new
members to the team has adjusted the weekly meeting agenda.

With the restructuring that has taken place during the leadership
transition, there are some members of the leadership team that
are unintentionally creating bottlenecks in delivery. This has also
resulted in inefficiency as team members find themselves having
to reacquaint themselves with projects when meetings are
rescheduled.



Putting it
Together

Business Impact

Business Impact:

Increasing the firm’s share of wallet with this growing and
strategic market would increase firm’s position in the industry
and potentially increase gross revenue from S15MM to
S22MM in 2019.

Aligning the communication framework within the leadership
team and developing a structure where all leadership roles
have a primary and secondary contact would reduce or
eliminate the project bottlenecks. This would reduce wasted
manhours, saving up to $430K per year and allow the firm to
maintain profitability levels by not needing to hire additional
staff to get the work done.



Putting it
Together

Solution and Approach

Solution Approach and Components:

Working with Client Savvy, the leadership team identified a
need to develop an “Ideal Client Profile” making use of
metrics to quantify the value of a client and guide consistent
selection criteria when intaking work. ACME Engineers needs
a clear understanding of the Client Lifetime Value (CLV — the
aggregated profit of the client over the life of the
relationship) and clear insights into client sentiment and
loyalty indicators. By aggregating these two insights, the
leaders will know which clients to focus growth efforts on,
and which to diminish services with.

Further, the leadership team agreed to create a Journey Map
of their decision-making process for each of the internal
stakeholders. This map makes clear how each stakeholder
arrives at a need to make a decision, and who/how they
interact with others to arrive at the decision. Once the
decision journey map is complete, a decision-making
framework will be communicated to the broader staff, so all
members of the team are informed and enabled to get
answers when needed.



Measure

Progress &
Results
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Solving any problem with
client experience

RYAN SUYDAM CHIEF EXPERIENCE OFFICER CLIENT SAVVY
RYAN@CLIENTSAVVY.COM

BLAKE GODWIN VP OF GROWTH & MARKETING CLIENT SAVVY
BLAKE@CLIENTSAVVY.COM
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