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Curtis	  Bingham	  is	  the	  recognized	  authority	  on	  chief	  customer	  officers	  and	  the	  first	  to	  promote	  this	  role	  as	  a	  catalyst	  
for	  competitive	  advantage.	  He	  is	  the	  creator	  of	  the	  CCO	  Roadmap,	  a	  groundbreaking	  work	  containing	  100+	  critical	  
strategies	  essential	  for	  customer	  centricity.	  As	  an	  international	  speaker,	  author,	  and	  consultant,	  Curtis	  is	  passionate	  
about	  creating	  customer	  strategy	  to	  sustainably	  grow	  revenue,	  profit,	  and	  loyalty.	  

	  

A	  common	  challenge	  of	  chief	  customer	  officers	  and	  other	  customer	  executives	  is	  the	  need	  to	  prove	  the	  
ROI	  of	  customer	  centricity.	  For	  better	  or	  for	  worse,	  business	  executives	  are	  primarily	  interested	  in	  
increasing	  revenue,	  decreasing	  costs,	  and	  mitigating	  risk.	  To	  effectively	  demonstrate	  value,	  customer	  
executives	  need	  to	  show	  how	  their	  customer	  initiatives	  impact	  one	  or	  more	  of	  these	  key	  factors.	  

One	  of	  the	  easiest	  and	  most	  powerful	  ways	  for	  customer	  executives	  to	  demonstrate	  value	  is	  to	  examine	  
historical	  trends	  of	  loyalty	  and	  revenue/profits,	  especially	  for	  key	  customers.	  Assuming	  that	  you	  have	  a	  
history	  of	  loyalty	  survey	  data	  (or	  even	  satisfaction	  survey	  data),	  correlate	  the	  incremental	  revenue	  (or	  
better	  yet,	  if	  you	  have	  it,	  the	  incremental	  profit)	  of	  a	  customer	  with	  improving	  loyalty	  measures	  over	  
time.	  Some	  local	  improvements	  may	  be	  due	  to	  a	  change	  in	  customer	  leadership	  or	  an	  improved	  sales	  
relationship,	  making	  it	  necessary	  to	  examine	  multiple	  customers	  in	  aggregate	  and	  by	  segment.	  Start	  
with	  the	  key	  accounts,	  as	  these	  accounts	  are	  supposedly	  enjoying	  the	  greatest	  attention	  and	  perhaps	  
unwittingly	  becoming	  the	  most	  loyal.	  

It	  may	  also	  be	  helpful	  to	  examine	  the	  opposite;	  what	  is	  the	  incremental	  loss	  as	  loyalty	  erodes?	  If	  you	  
plot	  for	  each	  of	  your	  customers	  their	  revenue	  (or	  profits)	  and	  their	  loyalty	  score	  over	  time	  and	  notice	  a	  
downward	  trend,	  the	  negative	  proves	  the	  loyalty-‐profit	  correlation	  in	  reverse,	  and	  elevates	  the	  
opportunity	  for	  increasing	  investment	  to	  stop	  the	  bleeding.	  

There	  may	  not	  be	  perfect	  correlations.	  Satisfaction	  and	  loyalty	  are	  subjective	  measures	  of	  an	  emotional	  
state	  and	  although	  loyalty	  correlates	  well	  with	  increased	  revenue	  it	  isn’t	  as	  strong	  as	  customer	  
engagement,	  which	  measures	  actual	  customer	  behavior.	  As	  well,	  without	  concerted	  efforts	  across	  the	  
board,	  some	  of	  your	  employees	  or	  processes	  may	  be	  destroying	  the	  loyalty	  you	  are	  working	  so	  hard	  to	  
create	  and	  measure.	  	  
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Are	  there	  holes	  in	  the	  customer	  or	  loyalty	  data?	  Do	  you	  have	  loyalty	  information	  from	  end	  users	  but	  not	  
decision-‐makers?	  Or	  poor	  loyalty	  survey	  participation?	  How	  about	  poor	  participation	  by	  certain	  key	  
accounts?	  Or	  worse,	  an	  inability	  to	  measure	  revenue/profit	  of	  an	  individual	  customer	  or	  segment?	  
Spend	  some	  time	  filling	  these	  holes	  in	  your	  data	  and	  analytics	  capability	  so	  you	  can	  conduct	  this	  analysis	  
again	  in	  the	  following	  quarter.	  	  

In	  examining	  historical	  correlations	  in	  this	  fashion,	  JetBlue	  found	  that	  a	  one-‐point	  improvement	  in	  their	  
overall	  NPS	  score	  equates	  to	  between	  five	  and	  seven	  million	  dollars	  in	  additional	  revenue.	  The	  goal	  isn’t	  
necessarily	  to	  prove	  that	  a	  specific	  customer	  initiative	  will	  raise	  revenue	  by	  30	  basis	  points.	  Instead,	  the	  
goal	  is	  to	  show	  an	  upward	  trend	  correlating	  increasing	  loyalty	  with	  increasing	  revenue/profits.	  
Demonstrating	  this	  trend	  and	  correlation	  is	  a	  significant	  step	  for	  CCOs	  in	  proving	  the	  ROI	  of	  customer	  
centricity,	  which	  validates	  the	  need	  for	  additional	  investment	  in	  activities	  to	  drive	  loyalty	  and	  customer	  
engagement.*	  

	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  

*Copyright Notice: All content contained in this article is copyright protected material. Reproduction, in whole or in 

part, in any form or medium, without the express written permission of the Chief Customer Officer Council is strictly 
prohibited. 
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About CURTIS N. BINGHAM 
The	  first	  to	  promote	  the	  role	  of	  chief	  customer	  officer	  (CCO)	  as	  catalyst	  for	  
competitive	  advantage,	  Curtis	  is	  recognized	  as	  the	  world’s	  foremost	  authority	  on	  
CCOs.	  He	  is	  founder	  and	  Executive	  Director	  of	  the	  Chief	  Customer	  Officer	  
Council™	  and	  creator	  of	  the	  CCO	  Roadmap	  and	  the	  Customer	  Centricity	  Maturity	  
Model:	  groundbreaking,	  proprietary	  works	  that	  assist	  companies	  achieve	  
customer	  centric	  culture	  and	  revenue	  growth.	  Curtis	  is	  a	  champion	  of	  customer	  
engagement	  as	  a	  critical	  growth	  engine	  and	  first	  to	  identify	  engagement	  as	  the	  
next	  evolutionary	  step	  beyond	  loyalty.	  An	  international	  speaker,	  author,	  and	  
consultant,	  Curtis	  is	  passionate	  about	  creating	  powerful	  customer	  strategies	  and	  
trusted	  for	  his	  business	  acumen,	  actionable	  insights,	  and	  commitment	  to	  
measurable	  business	  results.	  

	  

About THE CHIEF CUSTOMER OFFICER COUNCIL 

The	  CCO	  Council	   is	  a	  powerful	  and	   intimate	  gathering	  of	   the	  world’s	  
leading	   customer	   executives	   from	   widely	   diverse	   industries.	  The	  
Council	  helps	  executives	  achieve	  objectives	  faster	  and	  more	  easily	  by	  
leveraging	   best	   practices.	   It	   helps	   validate	   and	   refine	   strategies	   and	  
initiatives	   to	  avoid	  experimenting	  at	  customer	  expense.	  Membership	  
is	  by	   invitation	  only,	  and	  purposefully	  cross-‐pollinated	  with	  the	  most	  
forward-‐thinking	  companies,	   large	  and	  small,	   so	  as	   to	  help	  customer	  
executives	   deliver	   solid,	   customer-‐centric	   business	   results.	   For	  more	  
information,	  email	  info@ccocouncil.org	  or	  call	  978-‐226-‐8675.	  

	  

	  

	  
Join	  the	  conversation	  
	  www.ccocouncil.org	  

LEARN	  MORE	  ABOUT	  CUSTOMER	  ENGAGEMENT	  

The	   Customer	   Engagement	   Trajectory	   -‐	   In	   this	   Bingham	   Advisory	   Curtis	  
provides	   a	   framework	   for	   understanding	  where	   engagement	   emerges	   in	   the	  
business-‐customer	  relationship	  to	  provide	  its	  greatest	  value.	  	  

In	  addition,	  you’ll	  also	  learn	  how	  real	  world	  companies	  such	  as	  MetLife,	  Oracle,	  
and	   Riot	   Games	   are	   engaging	   their	   customers	   and	   enjoying	   bottom	   line	  
improvements	  to	  revenue	  and	  shareholder	  value	  as	  a	  result.	  

Download	  your	  free	  copy	  today	  at	  www.ccocouncil.org/thebinghamadvisory/	  
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LinkedIn	  Discussion	  for	  CCOs	  
(For	  VPs	  and	  above)	  
CCO	  Council	  Network	  


