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The world’s most influential and customer-centric firms lead with technology — but do not let technology lead their customer relationships
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Iconic firms are already ‘sweating’ their technology assets —and are now driving customer satisfaction performance
goals throughout their CX operations
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What makes a firm ICONIC?
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Iconic firms manage customer experience expertly across channels and ecosystems

[l Customers move seamlessly from our
channels to those of our partners

Il We can 'follow' customers across all the
channels in their journey

Leading global firms know their

customers history across their entire

journey, and empower them to use

the channel they like best

Il We can influence customers to move to
more efficient channels

I We have an optimal mix of human and

automated customer-facing channels
Big data helps lconic firms
understand their customers, and
their CX preferences—all the
while increasing efficiency

B we share our customer insight with our
partners

There are imits to ecosystem
collaboration

Source: Getting To Iconic survey and briefing paper, MIT Technology Review, 2017

What makes a firm ICONIC?
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Outside of the US, firms need to do more to make CX ‘seamless’ across the ecosystem
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More focus on omnichannel management required in traditionally ‘high touch’ regions
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Iconic firms are far more
likely to sync up their CX
with their partners—but still

keep key customer insights
close to their chest
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Artificial intelligence is already widely deployed by leading firms to create CX efficiency. Increasingly it will be used to deepen insight.

Leading frms are investing in BR&D, and using it to

Al deploymentin CX Alisincreasingly critical in running successful CX operations—and Iconic firms know it
support humans—not replace them
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91% of respondents from lconic firms indicate they use Al solutions to some degree to increase customer satisfaction

Source: Getting To Iconic survey and briefing paper, MIT Technology Review, 2017

What makes a firm ICONIC?



