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DIGITAL TRANSFORMATION…WHAT’S 

IN IT FOR THE CUSTOMER?





EXPERIENCE 
BEYOND 

EXPECTATIONS



WHAT IS YOUR STORY?



Experiences can be big, small, alone or with others.  

Experiences can even be something felt, that perhaps goes 

unnoticed but shapes your idea or perception of something.  



Experiences Matter

According to Gartner, 

89% of businesses now 

compete mainly on 

experience.



To start to understand what matters to our customers in

their daily life.



What is a customer experience?

CUSTOMER 

EXPERIENCE
Delivering consistent 

value beyond 

expectations through 

the most convenient 

touchpoint



BRAND

KINDNESS

INCLUSION

LEADERSHIP

ACCESS

INNOVATION

PERFORMANCE

To connect with 

customers 

beyond a 

transactional 

level, 

brands must 

ALIGN ON 

VALUES…



BRAND

KINDNESS

INCLUSION

LEADERSHIP

ACCESS

INNOVATION

PERFORMANCE

…and express 

themselves 

through 

ACTIONS that 

create 

MEANINGFUL 

experiences.



ACTIONS

STAND FOR 
SOMETHING

BUILD A 
COMMUNITY

CONVERGE 
WORLDS

ENABLE
ADVENTURE

ACTIVATE
INTELLIGENCE

ESTABLISH
EXCLUSIVITY

To conceive 

something 

new, let’s step 

outside our 

world…



MVB Principle: STAND FOR SOMETHING

ACTIONS

STAND FOR 
SOMETHING

BUILD A 
COMMUNITY

CONVERGE 
WORLDS

ENABLE
ADVENTURE

ACTIVATE
INTELLIGENCE

ESTABLISH
EXCLUSIVITY

“Love, that’s a Subaru” is more than an 

ad campaign.  It taps directly into the 

customer insight that they may want a 

car, but they need it to mean something.

“Subaru has linked the brand's core 

values to those of their active, pet-

owning, environmentally aware, socially-

involved customers. It's tied into causes 

and activities that matter to owners, 

such as signing on as sponsor of the 

ASPCA this spring, which included a trio 

of anti-cruelty animal festivals. New 

sales and repeat purchase are up.” 

– Ad Age



MVB Principle: BUILD A COMMUNITY

ACTIONS

STAND FOR 
SOMETHING

BUILD A 
COMMUNITY

CONVERGE 
WORLDS

ENABLE
ADVENTURE

ACTIVATE
INTELLIGENCE

ESTABLISH
EXCLUSIVITY

Do NOT call it a car. One need look no 

further than a simple Facebook search 

to find the thriving Jeep community 

(almost 800k and counting).  There’s 

even “the Jeep wave.”

"What Jeep is doing when it comes to 

retaining their current customers and 

attracting new buyers is extraordinary," 

said IHS Automotive's Tom Libby. "Its 

loyalty rate is up 8.1 points to 43.6 

percent compared to a year ago. That's 

a very big jump for any auto brand.“ 

– CNBC



MVB Principle: CONVERGE WORLDS & DEEP NEEDS

ACTIONS

STAND FOR 
SOMETHING

BUILD A 
COMMUNITY

CONVERGE 
WORLDS

ENABLE
ADVENTURE

ACTIVATE
INTELLIGENCE

ESTABLISH
EXCLUSIVITY

Great design.  It is a passion that is 

essential to inspired people. Lexus looked 

outside their category for design excellence 

and engaged with like-minded individuals to 

celebrate artistry in multiple forms.

“At Grand Central Station, Lexus revealed 

its custom LIT IS vehicle with an 

experiential installation. Commuters were 

able to view the runway shows on a large 

screen positioned as a backdrop for the 

car” – WWD

“… they aren't just getting their logos in 

front of show-goers; they're actually getting 

them to interact with their products in a 

meaningful way.”

– Fashionista



ACTIONS

STAND FOR 
SOMETHING

BUILD A 
COMMUNITY

CONVERGE 
WORLDS

ENABLE
ADVENTURE

ACTIVATE
INTELLIGENCE

ESTABLISH
EXCLUSIVITY

Land Rover is synonymous with the thrill of 

adventure.  Their adventure vacations put 

drivers in the deserts of Morocco to the 

volcanic terrain of Iceland.  Their team of 

ambassadors features explorers, 

conservationists and mountaineers.  With its 

humble roots in 4 wheel drive to today’s 

association with elegance and luxury, Land 

Rover owners experience journeys – not 

drives.  

“We are thrilled to take the Land Rover 

Experience Tour 2017 to car enthusiasts in 

more cities across the country and provide an 

opportunity to experience the unmatched off-

roading capability of these cars.”  

– Car & Driver

MVB Principle: ENABLE ADVENTURE



ACTIONS

STAND FOR 
SOMETHING

BUILD A 
COMMUNITY

CONVERGE 
WORLDS

ENABLE
ADVENTURE

ACTIVATE
INTELLIGENCE

ESTABLISH
EXCLUSIVITY

It’s not just another electric car.  It’s 

the convergence of intelligent 

design in every dimension, from re-

thinking fuel, systems, interface and 

artificial intelligence. Even how you 

test, configure, and purchase a 

Tesla is an experience in activated 

intelligence.

“Powered by new ideas and 

intelligent engineering, Tesla has 

surpassed GM and Ford in market 

value.  All while selling yet fewer 

cars.”   

– Los Angeles Times

MVB Principle: ACTIVATE INTELLIGENCE



ACTIONS

STAND FOR 
SOMETHING

BUILD A 
COMMUNITY

CONVERGE 
WORLDS

ENABLE
ADVENTURE

ACTIVATE
INTELLIGENCE

ESTABLISH
EXCLUSIVITY

Beyond the car, owning a Porsche represents 

membership in an elite club. It’s about how 

their customers are invited, engaged, and 

treated as owners and drivers.  From the 

thoughtful technical servicing to access to 

member’s only destination driving events, 

Porsche creates an exclusive experience.

“True sports-car lovers drive their machines 

through 

all seasons…but owning a Porsche and 

knowing how to make the best use of it in the 

dead of winter are two different things. Which 

is why Camp4 exists. It’s Porsche’s winter 

driving school, taught from behind the wheel.”

– Car & Driver

MVB Principle: ESTABLISH EXCLUSIVITY



Additional Consumer Examples

ACTIONS

STAND FOR 
SOMETHING

BUILD A 
COMMUNITY

CONVERGE 
WORLDS

ENABLE
ADVENTURE

ACTIVATE
INTELLIGENCE

ESTABLISH
EXCLUSIVITY



Transformation 
by shifting the 

Efficiency 
Frontier!



Can you describe the fundamental needs in the 

example that was just shared?  

How does the company meet those needs and builds a 

deep connection?

Moving up the 

hierarchy of 

needs!



How can we develop an insightful view of the customer?

?



Typical Persona Elements

Unique name

Realistic photo

Basic demographics & work profile

Life and career goals

Motivations and attitudes

Preferred devices & channel choices

Common objections



PERSONA EXPERIENCE TOOL

Satisfaction: What’s the real need we’re addressing, and can we legitimately address it?

Conversion: What could we share with customers to generate an action or change behaviour? 

Impact: What is the expected impact for customers, families, society, etc?

Attention: What can we do to cut through and gain customer attention?Attention: What can we do to cut through and gain customer attention?

2. Specify your Customer’s Motivation: ____________________________________________________________       

1. Specify your Persona (Customer Personality):___________________________________________________________________________________________ 

3. For these Motivations consider the following elements:

Summarize your findings in a 

short statement of the Persona 

Experience you could create



Understanding The Customer Experience

STAGES DISCOVERY

TOUCHPOINTS
The steps a customer take to reach out to the company – for example: 

saw an ad on internet, clicked the same to gather information

ACTIONS
The effort customer takes to meet her/his needs like using the internet 

to gather information

MOTIVATIONS
The trigger point or need of the customer which motivates him/her to 

reach out to the company

QUESTIONS What questions customers may have.

PAIN POINTS
The specific problem that the customers of your business are 

experiencing.



Connected Strategy

Connecting the customer experience and journey to 

strategy and transformation….



Connected Strategy

Transforming the relationship 

between firms and customers 

from few episodic 

interactions to a continuous, 

low friction relationships 

involving many smaller 

interactions. 



Customer Journey



Three-Part Mapping



Who Wants What?

Respond To Desire Customers are Knowledgeable Don’t want to share too much data 
and want to be in control

Curated Offering Customers are Overwhelmed 
with options

Fine sharing some data but still 
want to have final say in decisions

Coach Behavior Customers have inertia keeping 
them from achieving success

Ready to share their data that 
influences their behavior

Automatic Execution Predictable Behavior and Costs 
of mistakes are small

Customers ready to share personal 
data and having firms make 
decision for them



Transformation is all 

about becoming a 

trusted partner by 

recognizing deeper 

needs.



Building Blocks of Transformation

02 03

0401

Designing for Trust

Attract and develop the 

commitment towards 

Change

Creating a Strategic Identity
What differentiates you from other 

companies?

Sprint to Scale
Pick the practices that 

work and integrate them 

throughout your global 

enterprise

Legacy as an Asset
Built on your most relevant 

capabilities and maximize 

the value of everything else

Customer Experience



Reimagining 

the future 

through the 

customer 
experience!

THANK 

YOU!


