Channel Crossing:

the gap between Employees and Customers
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Desired State:

ABecome theValue Leader

ADifferentiate on Total
Customer Experience

AFocus on and develop
people

ADeepen commitment to the
Brand

AAlIgn customer, channel,
and empl oyee
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Where does it begin i end? What support is needed?



TYPES OF MARKETING CHANNELS*

*UAB
(University of
Alabama at
Birmingham)
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Google Hits:

1,620,000 for employee engagement
1,610,000 for consumer engagement

40,700 for channel engagement
\ I | /
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Definition (Wikipedia):
An "engaged employee" is one who is fully involved

In, and enthusiastic about, his or her , and thus will
act in a way that furthers their 'S Interests.

Engagement measures the extent to which a
consumer has a meaningful brand experience when
exposed to commercial advertising, sponsorship,
television contact, or other experience.

Channel engagement (none listed)


http://en.wikipedia.org/wiki/Wage_labour
http://en.wikipedia.org/wiki/Organization

- How would we

- If channel engagement is
then s ol ut whatins, o
thenpr obl (ermo
opportunity)?

- Whatisthendesi r e
state?o0

- How do we define It?

access/measure it?




What is the
Problem
/Opportunity?

Can we identify the
Awhy ?0




Customer experience and
brand - dependent on the
channel

Share of mind is critical
Partnership vs. competitor
ACoopetition o
Engagement & Experience

Moving beyond financials
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Describe Channel
Engagement at its
best:




Describe Channel
Engagement at its best:

Trusted relationship
Mutually beneficial
Concern for each other
Respect for each other
Successful




Definition(s)

__________________________________________________________________________________________

Employee Channel Customer
- Rational - Satisfied,
acceptance L loyal, and
- Behavioral Positive, Influencing
performance | prcl)ééactlvet - Emotional
. iInvolvemen
- Emotional bond or
connection By both parties attachment
- Passionate




- Attributes included:

- Positive, proactive
Involvement

Rational/functional (What)
Behavioral (How)
Emotional (Why)

. Experience ® Engagement




Example: Current State
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Example: Desired State

I
ReISOLII’CG

Tools

Relationship/

Brand Experience Sector(s) Experience
I
Stgategy .
Messages '
| J Knowledge Service/ Experience
Initiatives Product

Business
Planning Technology




Hypotheses

1. Enterprise engagement Involves
choice, experience and loyalty

2. Channel Engagement  has similar
characteristics as an effective

alllance




Choice- Experiencel Loyalty*

cno:2 EXperience

Customers return
repeatedly and
recommend to othe

Brand image and Promise and delive

Customers repléLaStégrr:qg;tsractS are consistent

Brand Image and

reputation attracts
Channel customers and

channel partners

Promise and delive Channel remains
are consistent (for a committed to brand
channels) and supplier

: Have what they - :
Brand image and need to consistentl Top talent is retaine

Emp|0yees reputation attracts t meet or exceed employees act as
best talent expectations advocates

* Maritz Research




Building and maintaining internal alignment
Evaluating and considering relationship fit with potential partners

Building a strong working relationship while negotiating an
optimal deal

Establishing common ground rules  for working together
Having dedicated alliance managers

Having collaboration skills in alliance (facing) employees
Having a collaborative corporate mindset

Managing multiple relationships with the same partner
Auditing alliance relationships

Managing changes that affect alliances

* Managing Alliance Relationships: A Cross-Industry Study
of How to Build and Manage Successful Alliances; vantagepartners



Alliance Relationships

NWhen thinking about
capabillities] | thought some people have
these, but the organization does not . 0

A North American bank

NYou can put as much as 'y
and the plan, but if the relationship  Is not good, the
all i1 ance 1 s worthl

Air Freight Company
-
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Importance of Managing the Brand in the Sales Channel

Factors Contributing to Customers’ Marketing Communications Budget
Brand Understanding and Preference

Chanel Partner
Communications Budget

Other Factors

Other
Communications

Sales Force
(Direct & Dealer)

—— ——
e-mail Internet Direct mail & 1-2-1 Print Face-to-face

*Bill Field, “Manage Your Brand in the Channel of the Channel will Manage Your Brand,”
www.mintz-hoke.com




Channel Communications

- Factors Contributing to
Understanding and Preference

Up to 70% of the final customer brand image and preference

|l s created by the sales organ
- Marketing Communications Budget

...yet the majority of companies spend only 20% of their
marketing communications budgets on channel
communications to ensure I nde
reinforcement of key marketing initiatives




ANSymbi ot ifoc Syst

Does the distribution channel
have a way to connect to
employees at the sponsoring
company?

Are the members of the
distribution channel consulted
on how the customer loyalty
program is designed and
delivered?

Do members of the distribution
channel have any way to
customize the consumer
program for their audience?
(Within the scope and strategy
of the base program of course.)

How does the program pull
in the channel members and
make them want to support the
consumer program?

! Source: Loyalty Management, January 2009

Paul Hebert, i2i
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Channel Engagementi Key Questions

Can we
impact it?




ENTERPRISE

ENGAGEMENT ALLI

’ROI-----llllll
L of ENGAGEMENT




Allsante
Encounter
Objectives

- Increase sales & profits in specific

geographic markets

- Fully engage selected channel

partners with t
brand, products and personnel

h




Audience

- 50 Targeted Health Insurance Brokers in GA and LA
- Brokers currently under contract
+ High growth potential

- Allsante Personnel
+ Corporate Leadership
.+ Sales Management
+ Sales
- Department Heads
+ Service Personnel




Strategy

C>CONFIDENCE

FsKILLS

OTRUST

O RELATIONSHIPS

MOTIVATI(

Presentations

Quotes

O




2Why do we run these e

“a2Do they pay off?
a&Should we continue the
adf so, how sho




ROI Methodology ™

Five Evaluation Levels

IMPACT

APPLICATION

UNDERSTANDING

REACTION




The Process

Evaluation Data Data
Planning Collection Analysis

Reporting

Develop
Evauation Plan

Collect Data
after the

=
| ]

A disciplined step-by-step process for planning, collecting and analyzing data, isolating the
effects, converting data to money and calculating ROI.

Used in thousands of studies each year in over 50 countries.




Data Collection




Engagement Indicators

Phase One revealed a profound change i
about Allsante. An average score of 4.64 on a five point scale was received on 12
guestions about engagement levels.

Engagement Indicators - Percent Positive Responses

100.00 100.00 . " 100.00 100.00 9762 a7.62 100.00




Application/Implementation
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Business Impact

Premium % of Change 2008 - 2009

—4— Attending Agents == Control Group

300%

250%

200%

150%

100%

50%




ITEM

Travel costs for attendees paid by sponsor

Lodging &daily expenses paid by attendees covered by sponsor
Transportation

Meeting promotional expenses

Cost of meeting materials (handouts, signage, decorations)
Cost of food and beverages provided during the meeting
Facilities rental costs

Entertainment and recreational costs

Audio-visual rental and services

AMOUNT

$30,275.84
$11,134.35
$3,599.10
$2,812.62
$1,296.20
$13,400.39
$1,000.00
$960.00
$351.52

FULLY LOADED COST

$149,880



Monetary Benefits

C

$434,224
]




Calculating RO

O

Monetary Benefits

ROI (%) =

X 100

Costs




Allsante Encounter ROI

Meeting Benefits $434,224

Meeting Costs $149,881

Return on Investment 190%




ROI of Allsante Insurance Benefits
Measuring . Understood Barriers & Enablers
Results - ldentified Gaps
Measure it to manage it - Implemented Action Plan
mproved Results Midstream
- Validated the Investment
- Justified Future Spend

Continued -
Allsante Encounters - -
in 2010 -




Available at:
www.enterpriseengagement .org
www.ROIlofEngagement.com




Take-aways:

- Engagement: it is in the mind of the audience
- Employees
- Channel partner(s)
- Consumers

- It is based on key attributes:
Trust

Rational exchange

Behavioral interaction

Emotional relationship/connection

=

=

=

=

THEIR perception of value and experience!




Define Channel Engagement:positive, proactive
Involvement

Rational - what

Behavioral - how

Emotional - why

Describe channel engagement(for your channel)

Build the key elements required to achieve the
desired state

Measure engagement/experience and refine



Enterprise
Engagement

astrategy -
seeking to
achieve long
term financial
results by
fostering the
pro-active
Involvement  of
all of the key
constituencies




Channel Crossing:

the gap between Employees and Customers
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Rodger Stotz Todd M. Hanson
Delta Qi Consulting Catalyst Performance Group,
deltaqi@snet.net INnc.

todd.hanson@catalystperform
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ENTERPRISE ENGAGEMENT ALLIANCE
JUNE 2010

Thank Youl!




