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Fact: The “always-connected customer” has unprecedented access to  
your organization. 

C-suite executives need to realize that how their business operates, what their 
organization believes in, the actions their employees take and the messages 
used to describe their business are … omnipresent. These messages and  
interactions define the employee and customer experience with your company. 
They also represent the new competitive environment that C-suite executives 
must contend with today. 

What does this mean for the C-suite? Business transparency, employee  
engagement and the customer experience demand complete alignment  
between your company’s words (story) and actions (strategy). 

It means your company’s words and actions matter more than ever before. 

The words you use and the actions you take … define how employees and 
customers perceive their experience with your company.

While your strategy drives desired actions, your message drives the storyline 
these critical stakeholders experience throughout their journey with your 
company. That’s why your story and strategy must be fully aligned. When they 
are not, the employee and customer experience breaks down. The perception 
of your brand is damaged. Employees and customers lose faith and trust in 
your company. And worst of all … they leave and go to the competition. 

C-Suite: In the  
Experience Economy,  
There’s No Place to Hide.

BY: JAMES O’GARA
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Achieving clarity and connectivity between your story 
and strategy. 

A recent article in the Journal of Business Strategy stated...

“In its simplest sense, a corporate story is a  
narrative tool that tells the tale of a company’s  
strategy in action. It is a clear, structured, compelling 
articulation of ‘who we are’ and ‘where we’re  
headed’ that rallies emotional and rational support 
from stakeholders.”

The article goes on to say ...

“More than mere words, however, the corporate story’s 
strength lies in its ability to align leaders, drive  
decision making and mobilize the organization.”

That’s why every stakeholder involved in the employee and  
customer experience must deeply understand how your story  
and strategy connect. 

Getting stakeholders to “instinctively” activate desired 
words and actions. 

As a C-suite executive, it is your job to ensure that the corporate 
story and strategy are embraced at every level of the organization.  
This means every employee should be able to communicate  
with conviction … your company’s higher purpose … core  
go-to-market strategy … the value your company delivers and … 
your promise to customers. 

However, for this to happen, C-suite executives must lead the 
charge. They must secure unwavering commitment from the 
entire leadership team to infuse shared beliefs and behaviors 
throughout the employee population. This is accomplished by 
designing and implementing a sustained internal organizational 
change initiative that ensures every employee can “instinctively” 
activate the company’s story and strategy as they engage with 
customers … and one another. 
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Does it Really Matter? 

C-suite executives who maintain alignment between  
their corporate story and strategy will deliver a superior  
employee and customer experience. And as a result, 
they will reap the rewards that they secure from  
increased employee and customer acquisition,  
retention and loyalty.

In fact, according to Bain & Company, “Great customer 
experiences produce great business results. Look at 
companies such as Apple, Costco, American Express, 
Philips and Allianz. Different industries, different  
business models. But they have one thing in common — 
large and growing groups of passionate customer  
advocates, earned by delivering an experience  
competitors can’t match.” 

James O’Gara is the CEO and Founder of 

OnMessage, a management consulting firm 

that specializes in helping C-suite executives 

formulate intentional messaging and  

communication strategies to create clarity 

in the minds of employees and customers. 

Clarity that increases employee engagement, 

improves the customer experience and  

maximizes organizational performance.

Mr. O’Gara is also an active member of the 

Forbes Communications Council and his 

thought leadership often appears on  

Forbes.com.

To learn more about OnMessage visit www.itsonmessage.com.

http://Forbes.com
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14 Changes Every  
CEO Must Contend 
with to Win in the  
Experience Economy.
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BY: JAMES O’GARA

If you’re a CEO or C-suite executive, it has taken you 
awhile to get to where you are in the organization. 
So, it’s probably safe to say that a significant amount 
of time has passed and a lot of changes have taken 
place in the business world since you were on  
the frontline.

Since then, some of the most significant changes 
have been in customer buying behavior, the  
sales process, marketing strategies, self-service  
technologies and communication channels. All  
of which have changed the way companies must  
go about engaging and converting prospects  
to customers.

As a C-suite executive, it’s always a good idea to  
stop down and take a hard look at how these  
changes should be driving changes in your business. 
Changes in your go-to-market strategy, culture, sales 
efforts, marketing investments and what it takes to 
compete and win in the “experience economy” you 
operate in today.
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YESTERDAY: Marketing “controlled and pushed” the corporate  
message out into the marketplace through defined channels.

TODAY: Your message is actively consumed by prospects and  
customers 24 / 7 / 365 from any and all communication channels.

YESTERDAY:  Marketing’s biggest priority was acquiring leads.

TODAY: Marketing must not only focus on securing new business, 
but also play a significant role in how your company retains, grows 
and increases loyalty among customers.

YESTERDAY: Employee communication and engagement with the 
customer was limited, contained and controlled.

TODAY: Customers communicate and connect with your employees 
through numerous channels and methods every day.

YESTERDAY: Brands were built through controlled campaigns, 
channels and messages.

TODAY: Brands are defined by the words and actions customers 
experience across unlimited touchpoints throughout your business.

YESTERDAY: Product features and functionality were the basis  
of differentiation.

TODAY: Products are commodities — the end-to-end experience 
customers have with your company is now the battlefield of  
differentiation.

Here are 14 changes that every C-suite executive must contend with to experience 
success in the future …

YESTERDAY:  Sales reps were the primary way customers got to 
know your company.

TODAY: Customers experience your products, services and story 
without human intervention — when, where and how they wish.
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YESTERDAY: Executives were the only thought leaders and voice behind the brand.

TODAY: Every employee has a voice on the web and impacts brand perception 
and loyalty – every day.

YESTERDAY: Employee engagement was a given — they worked for a paycheck.

TODAY: Employees want to work for a higher purpose and understand the role 
they play in your company’s purpose and story.

 YESTERDAY: Corporate message consistency was controlled by marketing 
through traditional campaigns.

TODAY: Your message must be managed and delivered consistently across the 
entire employee population, sales and marketing partner ecosystem, as well as 
online and offline communication channels.

YESTERDAY: Shifts and changes in your business strategy were not  
immediately visible to customers.

TODAY: Misalignment between leadership and the frontline is immediately 
recognized and damages customer acquisition, retention and loyalty.
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YESTERDAY: Sales reps controlled their pipeline and qualification 
process.

TODAY: The self-service buying process puts the customer in  
control — they can opt in or out before the sales cycle even begins.
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With all of these changes, CEOs and C-suite executives must recognize that customer engagement 
and communication strategies from the past are a recipe for disaster in the future. Forward-thinking 
executives will take time to reconnect themselves with the realities of the business world today. They will 
evaluate and ensure their company’s go-to-market strategy, culture and business processes align with 
the “experience economy” — so they can compete and win for years to come

YESTERDAY: Poor customer experiences and stories about your business  
were contained.

TODAY: Negative messages and stories can be shared with the world  
anytime … anywhere.

YESTERDAY: Customer loyalty was achieved based on the strength of very few, 
trusted relationships.

TODAY: Customer loyalty is based on minute-by-minute, day-by-day experiences  
with every team member and technology platform that enables each step of 
the customer journey.

YESTERDAY: Alignment between your corporate story and strategy was critically  
important at the leadership level.

TODAY: Customers expect the words and actions of every employee to align 
with your corporate story and strategy.
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As a CEO or C-suite executive, it is critical that you 
think about one simple fact: Today, your prospects 
and customers have unlimited access to your 
business. Their experience spans more people, 
processes and technologies than ever before. This 
has resulted in an explosion in the number of ways 
prospects and customers interact with your  
company. The greatest impact of this explosion  
has been felt in three key areas: 

Organizational structure: There are more individuals 
and teams that have customer-facing communication  
ownership and responsibility within the enterprise 

than ever before. Think about all the customer- 
facing areas of your business and the interactions 
they have directly or indirectly (via technology) with 
your customers every day. 

Communication channels: Never before has there  
been more channels through which companies  
communicate with customers and through which 
customers communicate with companies. From 
websites to social channels, customer portals,  
online chat and email, the list goes on and on. 

Barriers Preventing CEOs from  
Delivering a Consistent Story 
Throughout the Customer Experience.

BY: JAMES O’GARA
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Partner ecosystem: Technology has had a dramatic impact on the number 
of sales and marketing partners companies must manage. A few years 
ago, a single agency may have handled the majority of how, when and 
where the company story was told in the marketplace. Today, companies 
have dozens of partners developing and delivering messages at distinct 
points in the customer experience. 

These changes become more difficult to contend with when you add 
barriers that have been constructed throughout your organization: 

Distributed ownership: The number of individuals, teams, partners that 
are responsible for developing and / or delivering the corporate story 
throughout the customer experience has dramatically increased. 

Functional silos: The independent functions / roles within departments, 
business units, divisions and partner ecosystem that communicate and 
engage with customers has grown significantly. 

Multi-channel integration: The sheer number of channels and  
 communication vehicles used to communicate and interact with  
customers has exploded. The complexity of integrating and synchronizing 
all these channels can be daunting.

All of these changes, combined with barriers that have been formed 
over time, have had a tremendous impact on how companies develop 
and deliver their story. 

Visualize How Your Story Is Told Today. 
Take a moment to paint a customer-facing picture of your organizational  
structure, communication channels and partner ecosystem. Look at 
each of these through the lens of how your corporate story is developed 
and delivered throughout the customer experience. Which areas of your 
organization interact with the customer? How many communication 
channels are being utilized to connect with prospects and customers? 
Which partners play a role in each dimension of the customer  
experience? If you are like most CEOs, the picture you see includes: 

>  Highly distributed ownership of messaging development and  
delivery internally and externally. 

>  Functional silos across the business that interact with customers  
on a consistent basis. 

>  Limited connectivity between a wide range of technologies  
and communication channels used in each phase of the  
customer experience. 
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Regain Control Over the Story You are Delivering.
Ultimately, this picture illustrates the very real and  
growing complexity that you must contend with if you 
want to develop and deliver a consistent corporate story 
throughout the customer journey. Ask yourself …

“Do I really have disciplined,  
enterprise-wide processes in place  
that will ensure our organization  
delivers a consistent story throughout 
the customer experience?” 

If you are honest, the answer is probably no. And that’s 
OK. Currently, most executive teams don’t have the  
disciplined processes in place to break down these  
barriers and ensure that a consistent story is told 
throughout the customer experience. However, those 
executives who address these barriers and deliver a 
consistent story reap significant rewards. 

In fact, a recent McKinsey study revealed the No. 1 trait 
of companies that succeed in delivering a superior  
customer experience is the ability to develop and deliver  
a clear, consistent corporate message. That’s why, if 
CEOs want to establish competitive differentiation based 
on customer experience, they must deliver a consistent 
story across all three phases of the customer experience 
(self-service, sales, post-purchase). 

The Story Your Customer Consumes Can No Longer Be Ignored.
The simple truth is, CEOs and C-suite executives can  
no longer ignore the enterprise-wide messaging  
development and delivery problem that exists within 
their companies. If you are serious about organizational 
clarity, alignment and performance, and if customer 
experience is a true priority for your executive team … 
then it’s time to apply the discipline, energy and  
resources required to break down these barriers. It’s 
time to put intentional processes in place that will  
ensure your company is well-positioned to deliver a 
clear, compelling and consistent story throughout the 
entire customer experience. 
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10 Commitments CEOs 
Must Make to Experience  
CX Success.
For customer experience to translate into improved financial performance and serve as a 
competitive advantage, it must be embraced enterprise-wide. It must be implemented in a 
cross-functional manner — and, it has to be a priority for you and your entire C-suite.

Here are 10 commitments you must make, as the CEO, if you want customer experience to  
materialize into positive business results… 

12
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Commitment to a Customer-Driven Culture  
and Strategy 

First and foremost, you must make customer  
centricity a cornerstone of the company’s business  
strategy. You must be committed to driving  
customer knowledge deep into the fabric of the 
company’s culture. A superior customer  
experience can’t take shape without your  
commitment to securing and sharing rich,  
actionable insights about your customer. This 
commitment should take the form of increased 
funding in support of customer research and 
knowledge-sharing systems. 

Commitment to Customer  
Experience Ownership 

If you are committed to creating a customer-centric  
culture and institutionalizing customer experience  
as a cornerstone of the company’s business 
strategy, ownership must be clearly established 
and defined. You should appoint a sole leader of 
customer experience management who can be 
fully responsible for defining, managing and  
optimizing the customer experience. This  
individual must be equipped with the authority 
to manage across organizational and political 
boundaries and be empowered to influence or 
enact change. 

Commitment to Direct C-Suite Reporting 
Relationship 

With an executive-level owner in place, you must 
formalize a direct reporting relationship with the 
C-suite. Ideally, this individual would report to 
you. However, this is not a requirement. What 
is required is a direct reporting relationship to a 
C-level executive and direct access to the  
executive team. Why is this critical? Because it’s 
imperative that the customer experience leader 
ensure executive business decisions are aligned 
with customer requirements and vice versa. 

Commitment to C-Suite Involvement  
and Funding 

Each member of the C-suite must play an active 
role in shaping the customer experience strategy.  
Finance, operations, marketing and other  
functional leaders must be held accountable for 
actively managing customer experience initiatives 
that pertain to their area of the business.  
Performance metrics and budget dollars that  
pertain to C-suite areas of responsibility should 
also be assigned. This is the only way you can 
enforce accountability and the customer  
experience leader can secure executive-level  
time and attention. 

Commitment to Cross-Functional  
Leadership Accountability 

Active C-suite involvement must go beyond the 
boardroom. You and your C-suite executives must 
hold lieutenants accountable for leading initiatives 
that are designed to improve the customer  
experience. Leaders must understand the  
strategic nature of customer experience initiatives 
within their area of the business. They must  
realize these initiatives and the associated  
business results will be visible at the highest level 
of the organization. Not momentarily, but over a 
sustained period of time. 
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Commitment to Organizational Change (People, 

Process, Technology) 

You must ensure everyone in the organization  
embraces changes that are required to deliver a 
superior customer experience. You need to make it 
absolutely clear that there are no sacred cows, that 
political motivations are outlawed and that functional 
barriers are being torn down. You should constantly 
remind everyone that it’s all about the customer and 
about delivering a consistent experience. In addition, 
your customer experience leader must have complete 
autonomy and authority to inject change into  
customer-facing areas of the business. 

Commitment to Crystal-Clear  
Performance Metrics 

A critical part of customer experience management 
is securing agreement on the CX metrics that matter. 
What business performance improvements are we in 
search of? What specific dimensions of the customer 
experience do we need to improve? What metrics will 
we use to measure the results? Once customer  
experience metrics have been defined, your job is 
to get every member of the C-suite to lock arms and 
communicate that these are the KPIs we are focused 
on. This is the data set that you will be using to 
monitor and determine what is working … and what 
is not. 

Commitment to Measurement and  
Reporting Systems 

Securing commitment on performance metrics is only 
half the battle. You must get the C-suite and leadership  
team to implement data collection, measurement  
systems and reporting processes so you can capture 
and act on those insights. Your team should  
implement systems that will provide you with visibility 
and access to the metrics that matter at every level 
of your organization. The key to success is prioritizing 
and starting small. Don’t overcomplicate things. Start 
gathering metrics that require the least amount of 
lead time and disruption. This will enable you to start 
surfacing meaningful data early in the process. 
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Commitment to Realistic Timeline for  
Business Impact 

The most critical factor in achieving success is 
ensuring executives are fully aligned with respect 
to timing. More specifically, when do you expect 
customer experience management to materialize 
into business results? Do you expect business 
results to come next quarter? Next year? Two to 
three years down the road? Setting “time-to- 
impact” expectations across the executive team is 
critical. When expectations are out of alignment, 
uncertainty and doubt creep in and commitment 
quickly becomes compromised. 

Commitment to Sustained CX Cadence 

The final commitment you need to make  
pertains to the cadence of communication and  
management of your overall customer experience 
initiative. You need to ensure the strategic  
importance and business value of customer  
experience remains omnipresent. This is  
important because the only way to change the 
corporate culture — and ultimately the customer 
experience — is to ensure customer-centricity is 
woven into the fabric of the company. You, your 
C-suite, business unit leaders, directors and  
managers must follow a consistent cadence  
by which changes, progress and results are  
captured and shared. 

All 10 are non-negotiable — if you want CX to be  
a difference maker. 

If you want customer experience to deliver material 
results, these are non-negotiable. You and your entire 
C-suite must be willing to stand behind these  
commitments if you want to compete and win in  
the experience economy. 

James O’Gara is the CEO and Founder of 

OnMessage, a management consulting firm 

that specializes in helping C-suite executives 

formulate intentional messaging and  

communication strategies to create clarity 

in the minds of employees and customers. 

Clarity that increases employee engagement, 

improves the customer experience and  

maximizes organizational performance.
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