
Managing Your Customer Experience Signals



2

Through two Boston Globe case studies you’ll 

understand how to: 

• Manage your customer experience in 

crisis and steady state.

• Use practical methods for  recognizing

and responding to signals

Session Objectives



Managing customer experience signals 

is a challenge…
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Be the squirrel in crisis,

and

the hawk in steady state.
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Case Study #1

Being the squirrel.
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• New distributor 

• New market 

• New delivery routes 

• New problems…  

What happened to my newspaper?

Case Study #1 

BEFORE AFTER

5,000 complaints 100,000 complaints

8,000 calls 16,000 calls

1,000 emails 20,000 emails

500 chats 1,500 chats
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• When signals are clear…it’s about 

swiftly executing on a plan

• Onshore call center

• Employee volunteer call center

• Coupons at local stores

• Single copies at Century Banks

Case Study #1 

Use local solutions!
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• What do we already have that can be 

deployed easily?

• VOIP call center platform

• Voicemail for 2 week credit

• IVR adjustments

Case Study #1 

Use owned technology!
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• Get as close as you can to the problem 

• Decide and take quick action! 

• Leverage owned technology

Key Take Aways…

Case Study #1 

…be the squirrel.

When signals are 

clear…    
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Case Study #2

Being the hawk.



11

Disconnected Data

• Multiple departments 

• Separate reporting and 

success metrics

Buried in a mountain of data!

Case Study #2 

Overwhelming Data

• Large, cell-based sheets

• Limited context
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Case Study #2 

Group exercise

Draw a simple flow chart of your company’s 

customer experience:

• Include the customer 

• Include relevant departments

• Show activities by each department that 

affect customer experience
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Case Study #2 

Our CX sketch…
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A flow chart of your entire system:

• Connects all CX data in one place

• Shows inputs and outputs

• Identifies dependencies between 

departments

• Encourages cooperation

Case Study #2 

See one cooperative system
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Case Study #2 

Interactive reporting dashboard:
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Case Study #2 

Marketing Channels to Customer: Direct Mail, 
Group Commerce, OTM, Paid Search, Email

Product Channels to Customer:
Newspaper, BostonGlobe.com, ePaper, 
Newsletters

All outbound customer interactions in 

one place!
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Case Study #2 

Service Channels for Churning Customers:
Voluntary Stops, Non-Pay Stops etc.

Service Channels for Current Customers:
Complaints, Tech Issues, Billing, Saves etc.

All inbound customer interactions in 

one place!
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Case Study #2 
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• Learn a better way of interpreting your data

• Account for routine variation

• Using a common, easy to understand 

framework

• Meet the Process Behavior Chart

Case Study #2 

See signals within the data
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• Blue Dots – weekly data points

• Black Line – 12 week average for visual reference

• Red Lines – upper and lower “limits” using statistical 

formula

Case Study #2 

Meet the Process Behavior Chart   
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Four or more 

consecutive points 

above or below the 

average

Case Study #2 

What’s a signal?   

Points outside of the 

upper or lower limits
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• Big shifts not

necessarily signals

Case Study #2 

Better interpretation of data:   

• Small shifts 

sometimes are

signals
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Case Study #2 

Identify relationships between signals:
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• Develop a flow chart of entire 

CX system

• Stop interpreting noise as a 

signal 

• Stop ignoring signals as noise

Key Take Aways…

Case Study #2 

…be the hawk.

When signals seem 

hidden…    



Questions?
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