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1. Target Group

The Executive Briefing on Customer Centricity with Stefan Osthaus is a high-
caliber one-day strategy workshop with one of the industry’s top thought
leaders. The event is ideal for

B Executives needing to define the corporate strategy and determine
the extent of customer centricity therein

B Functional and Regional Leaders who need to translate the corporate
vision and strategy for their area of responsibility

B Board Members who need to complete their insight into customer
centricity options and execution models.

2. Concept

Customer Centricity has comealong way, morphing from a utopia idea to lip
service, to experimenting across different functions all the way to a best-
practice-driven strategic option, thatpredictably impacts the bottom line.

While Customer Experience Masterclasses teach practitioners how to build an
effective CX program, this executive briefing enables corporate leaders to
choose the right customer centricity strategy and determine the realistic
results and pitfalls of such strategic choices.

The Executive Briefing also enables functional and regional leaders in the
organizationto effectively translate the corporate vision and strategy for their
area of responsibility.

3. Duration & Format

The Executive Briefing on Customer Centricity is a one-day event, held in

person and on-site.

Optionally, we can offer this program in virtual format and/or condensedto
shorter durations.
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4. Agenda

During the Executive Briefing on Customer Centricity with Stefan Osthaus, we
will cover all main aspects of determining the customer centricity strategy in a

Rat
medium to large organization or government entity. o %
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o
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Topics include:

B Customer What?
Why top global brands have made customers their focus

o How brands like Google, Amazon, or Microsoft have raised to
the top or turned around with customer centricity

o Trends and impact on the financial sector — in the Sultanate of
Oman as well as around the globe.
o The pixie dust in every customer centric strategy

B  What do | have to do with Strategy?
Strategy options for our organization and their impact on our
business

o Corporate strategy vs. business unit and functional course of
action — how does customer centricity show up?

B And what's the point of all this?
Return-on-Investment from customer centricity initiatives

B How customer-oriented are we?
Organizational maturity levels in customer centricity

o Basic elements of a customer-oriented strategy

o Whatis our current customer centricity “maturity level”?
What do we want it to be? What’s in our way to get there?

o The CX Assessment as an objective assessment of one’s own
customer orientation
B Customer orientation as a journey — where are we headed?
o The Strategy Journey
o The Cultural Journey
o The Organizational Journey
o The Governance Journey
H So what?
Putting insight to work (individual implementation planning)
o What can we do now ... given our resources?
o What are best practices in our situation?
o What help is available?

Material: Seminar workbook, included in the participation fee

Post-event follow-up: Complimentary individual follow-up conversations with
the Customer Institute are available as part of this
program
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© Customer Institute Institute



5. Briefing Elements

Beyond the agenda of the Executive Briefing on Customer Centricity, Stefan

Osthaus offers a wealth of opportunities to scale-up the knowledge of board
members, acquaint leaders with the principles of customer centricity, network
with peers from different industries, hear real-life best practices and
benchmarks, and discuss your organization’s individual challenges.

OPTIONS AND IMPACTS

Explore strategic options and understand synergies and conflicts with

customer centricity as you fine-tune your own vision and strategy. Make well-
educated choices understanding the impact on bottom line for eachof your
options.

Quantify the Return on Investment for customer centricity related cost and
investments to determine the benefit and justification for your customer @
centricity choices.
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FACTS AND FIGURES

From industry benchmarks to improvement potential, in this strategy briefing

you will gain an understanding of what’s achievable with your individual
strategic choices:

You will-also understand how to quickly and efficiently turn your customer
centricity strategy into a continuous improvement path for your organization.

CASE STUDIES AND INDUSTRY BEST PRACTICES

Exposing you to real-life challenges, typical pitfalls, and ways to avoid them, as

well as winning models from CX leading organizations from around the globe,
our Executive Briefing on Customer Centricity is hands-on-and focused on
pragmatic execution.

You will walk away with individual implementation steps to make your

customer centricity strategy sustainable and successful.

NETWORKING AND SOLVING YOUR OWN CHALLENGES

In our public Executive Briefings, you will meet like-minded executives from

4
various industries and companies. In-house briefings, on the other hand, give . \ * .
you a unigque opportunity to hone-in on-customer centricity related challenges \ /
with-your peers from other functional areas or regions.

Take advantage of the opportunity to expand your network and get to know
contacts for future exchanges of ideas. The briefing will provide enough time
to discuss your individual challenges with customer centricity strategy and
develop effective solutions.
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6. . Customer Institute Certified

The Customer Institute is an independent not for profit organization. Experts,
practitioners,authors, and educators from the field of customer centricity
make upthe institute’s board of directors as well as the much larger group of

contributors to their research and tool development.

This training program is certified by the Customer Institute as meeting or
exceeding industry best practices in management education. Participants will
receive a graduation certificate reflecting this Customer Institute certification.
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Certificate of Graduation

The Customer Institute on the nomination of the Leadership Team and the
recommendation of the Board of Directors hereby certifies for

Jobhn B). Swith

the completion of the Customer Institute Certified Training Program
Executive Briefing on Customer Centricity
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and have granted this certificate as evidence thereof on 15 November 2023

. Cotbina

Stefan Osthaus

President, Customer Institute
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7. Your Facilitator

Stefan Osthaus isone of the industry’s top thought leaders and consultants. He
has been aleader in Fortune 500 companies for more than 15 years and has
held global responsibility for the customer experience of 120 million customers
as well as the employee experience of tens of thousands of employees.

Stefan now helps leading organizations around the globe to combine their
Customer and Employee Experience practices and treat them as two sides of
the same coin. Stefan is the president of the Customer Institute, a global

keynote speaker, and an insightful author.




8. About the Customer Institute

We are the go-to destination for everyone looking to excel through customer

centricity. We-develop, promote, and certify best practices.

We help let the Global CX Community thrive in their professional development,

personal growth, and brand impact.

Our Board of Directors is made up of leading global CX thought leaders.

OUR BOARD OF DIRECTORS

Rugaiya Al lawati

Ledi Lapaj

Atasun Kagbag
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