
CONSUMER EXPERIENCE MOVEMENT 



Welcome & 

Introductions 

Marty Field 
Consumer Experience 
Manager - Americas 



Agenda 
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1. Welcome & Overview    

2. Our Fast Changing Marketplace 

3. How CEM Works  

4. A CEM Experience | Sample Coaching Exercise 

5. CEM Is Working | Store Owner Testimonials 

6. CEM – Things we’ve learned 



 

Our Fast-

Changing 

Marketplace 
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Customer Experience  
is the New Battleground for  

Enhancing Our Reputation and Winning Customer 

Loyalty 
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Customer Experience  
is the New Battleground for Winning Customer Loyalty 
• 81% - customers are willing to pay 

more for a superior customer experience. 

• 89% - customers switched brands after 

a poor customer experience. 

• 20% - annual percentage revenue 

losses due to poor customer experiences 

Source: Oracle Corporation 



Consumption Spreads Faster Today 
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Welcome to the  
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NEWRETAIL 
C o n s u m e r  E xp e r i e n c e  Mo ve m e n t  



How CEM Works 
 
Sebastian Finocchiaro 
Field Mentor – West Market 



The New Reality 

Engagement is the new standard 

for driving loyalty & advocacy. 

Connected 

Authentic 

Relevant 

Inspiring 

Warm 
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Consumer Experience Movement – Our Vision 
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The “Movement” is all about…  

 

“We go further to create consistent 

experiences our customers LOVE” 



 An Emotional Connection is Our Most Powerful Tool for Engagement 



Some of the Best Companies Support 
This Thinking 

13 

These Companies Have One Thing in Common … 

They Focus on Their People to Deliver A Great Experience 



The  Loyalty 

Premium 

$$$$$$ 

Emotionally Engaged 

Only Satisfied 

Really 

LOVES 
Us 

Just  

Considers  
Us 

Perpetual 

Discounting 

WOW! 



Please Pay Close Attention to the Following Slide 





Too Quick?  Let’s Try Again! 





Engaged 
Employees 

Engaged 
Customers 

Long-Term 

Loyalty & 

Profits 

When You Break It Down… The Formula is Simple 
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Benefits of Engaging, Meaningful Connections 

Source: State of the American Workplace – Gallup, Inc. 
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Level of 

Employee 

Engagement 

Level of 
Customer 

Engagement 

Customer Engagement is usually less than Employee Engagement 
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CEM Coaching Discovers Connections   
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Customer  

Viewpoint Verbatims 

Loyalty Reports 

ABC Ford Inc.Category	Score	Distribution

Cat egory Year	 NES Top	10%

Overall	Engagement Y1	 38 81

Vision	and	Values Y1	 59 84

Teamwork Y1	 8 68

Leadership Y1	 26 77

Right	People/Right	Jobs Y1	 37 81

Performance	Management Y1	 42 79

Accountability Y1	 43 78

Overall	Average Y1	 34 78

%	=	5 %	=	4 %	<= 	3

48% 28% 24%

59% 27% 14%

35% 26% 40%

46% 22% 31%

46% 30% 24%

48% 31% 22%

51% 27% 22%

47% 27% 26%
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T e a m  M e m b e r  
Engagem ent  Survey 

Departm ent -by-Departm ent  

New 

Sales 

Used 

Sales 
Fixed 

Operat ions 
Parts Admin 

Quick 

Lane 
Body 

Make 

Ready 

Blind Spots 

How We Feel How We Act 

Bright Spots 



CEM Coaching Focus  
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Engage the Employees Increase Loyalty & Profits Engage the Customers  



Coaching not Consulting… 
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Coaching not Consulting… 
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“We focus on what’s working” 
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(  PLEASE ORDER OR SEND IF WE HAVE IT )      



4 Principles of Human Connection 
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25% 25% 25% 

CEM is the Differentiator for Ford and Your Stores 

OPERATIONAL 

EXCELLENCE 

EMOTIONAL 

EXCELLENCE 

25% 75% 

25% 
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• Today‘s Hybryd Coach 

• Building Connections 

• Identify Bright Spots      Signature Moments 

• Uncovering Blindspots 

• Collaborative Co-Creating 

• Accountability for Meaningful Goals 

 

 

CEM Coaching…  

New Space for New Conversation  



The CEM Focus is Clear 
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Product Price Promotion Placement Process People 

Dealer 

Network 

Retail 

Designing, Making, Planning & Positioning Awareness & Learning Experiencing & Feeling 

Where does the Consumer Experience Matter Most? 



And When The Experience Is Right, It Looks Like This…. 
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Customer 

Feedback from 

Long Island, NY 



A CEM EXPERIENCE  
 

Dwain Kester 
Ford CEM Coach 



FAST FRIENDS 



Round One  
1. Before making a phone call, 

do you ever rehearse what 

you are going to say? 

2. When did you last sing to 

yourself or someone else? 

Allow 6 Minutes  
(3 Minutes A Piece) 



1. Any thoughts? 

2. What did you notice? 

3. Did you learn much about one 

another? 

Debrief 
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Round Two 

1. What is your most enjoyable 

memory? 

2. Is there something you’ve 

dreamed of doing for a long time?  

3. Why haven’t you done it? 

Allow 6 Minutes  
(3 Minutes A Piece) 



1. Any thoughts? 

2. What did you notice? 

3. Did you learn much about one 

another? 

Debrief 
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Round Three 

1. Tell us about by yourself? 

2. So…     What is YOUR 

deeper story? 

Allow 6 Minutes  
(3 Minutes A Piece) 



1. Any thoughts? 

2. What did you notice? 

3. How do you feel about one another 

now? 

Debrief 
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The Point? 

 

Lead to Emotional Connections 



 

CEM IS WORKING 

 



How does your story  

create experiences  

customers LOVE? 

What’s Your Story? 
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Store Owner Testimonials & Discussion 
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Store Owner Testimonials & Discussion 
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Store Owner Testimonials & Discussion 

44 

Ford Consumer  

Experience Movement 



 

Things We Have 

Learned 



What We Have Learned 

•  “Completely Satisfied” is no longer 

enough. 

• Loyal customers have an attachment 

beyond reason ... because they are  

emotionally engaged 

• We will not have engaged customers 

unless we have engaged employees. 

• Customer Engagement is a good 

business proposition. 

 

 

 

 



Thank You! 

Contact Information: 
Marty Field / mfield1@ford.com / 313.248.1669 


