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Ernan Roman 
ERDM conducts specialized CX and Loyalty research 
to help companies understand how customers define 
their human  expectations for high value, 
personalized customer experiences. 

Ernan Roman, President, ERDM Corp., was inducted 
into the DMA Marketing Hall of Fame due to the 
results ERDM’s VoC research-based CX strategies 
achieve for companies such as IBM, Microsoft, QVC, 
Gilt, Shinola, Kerry Group, and MSC Industrial. 
He’s been selected for numerous citations including, 
“Top 15 Influencers Changing the CS Game”, “Top 40 
Digital Luminaries”, “100 Most Influential People in 
Business Marketing”, and 2019 Customer Experience 
Update MVP Award, in Vision and Strategy. 

His influential blog, Insights on Marketing Best Practices 
appears in CMO.com, Forbes, CX Network, ANA, 
CustomerThink, CRMC and Business2Community.                                                         
He is the author of Voice of the Customer Marketing, 
Opt-in Marketing and Integrated Direct Marketing.                                                         
@ernanroman, ernan@erdm.com, www.erdm.com
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Scott Frey, Founder and CEO, PossibleNOW, CompliancePointSteve Baruch

EVP, Chief Strategy and Marketing Officer
MSC Industrial 

Steve has more than 20 years of experience in global 
supply chain strategy, B2B sales and marketing with 
focus on digital, web & eCommerce strategy and 
execution. 

Executive management experience with national and 
international organizations. 

Leader of large-scale, transformational initiatives 
with 3 multi-billion, multi-national companies. 

Skilled at re-inventing and redefining strategies for 
multi-channel complex marketplaces. 
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VoC research findings:
• 4 universal truths about optimal CX
• 7 essential points in the lifecycle where customers expect value and 

personalized engagement.
• How Shinola used customer insights to reinvent their customer experience and 

increased repeat purchase rates 25%.

MSC Industrial Case Study:
• Your customers shouldn’t have to tell you what’s keeping them up at night. 
• The more the world goes digital, the more important (trusted) people become. 
• Trust leads to CSAT, then to loyalty, and ultimately to higher lifetime value.  

Agenda



Consider this:

Given the stress and uncertainty of 
coronavirus, all the previous wishes customers 

had for CX and meaningful relationships are 
being  pushed to far higher levels of 

expectation. 

Per VoC research: this dark time is an 
opportunity to demonstrate:

unshakeable trust, authentic human 
understanding, empathy, and truly 

personalized engagement, to support 
customers.



CX Findings from 20,000+ Hours of VoC In-depth Interviews:
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There is a dangerous 
chasm between the 

CX fantasy of brands vs. 
the reality that people 

experience.

Consumers have 
unprecedented  

expectations 
when it comes to CX. 

When the reality fails to 
meet expectations, they 
move on to find it with 

another company.

True personalization 
requires a shift from 

Inferred data to 
Explicit data:                 

Self-profiled preference 
info customers provide 

in Preference 
Centers/dialogue 

boxes, etc. 

In spite of privacy 
concerns, customers are

willing to provide 
deep preference data

in exchange for true 
personalization and 

customization.

The trek is clear: It takes commitment, a holistic view of the customer experience, and a change in the corporate mindset. 

VoC Interviews uncovered 4 universal truths about optimal CX



Onboarding:
High value, 

high ROI

Purchase: 
Not “closing a 

sale”, but opening 
a relationship

1

2

Anticipatory responses
to decreasing  
engagement:

visits, responses,  
purchases 
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Surprise  & delight
thank you’s.
High value,

high ROI

5

Immediate 
response

to negative  
experiences

4

Value-added 
cross-selling & up-

selling

6

Personalized
repeat sales & 

renewals

7

Initial Relationships Deepening Relationships Earning Loyalty

Essential Engagement at 7 Critical Points in the Customer Lifecycle
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Case Study: 
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Actions
MSC collected customer 
feedback, used these insights to 
create a better way to connect 
with customers, and implemented 
their new program.

Situation
In a fragmented market, 
MSC wanted to gain greater 
market share and create 
deeper relationships. 

…Save Me 

…Help Me

…Understand 
Me



Da

Case Study: 
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Data Mining CRM Voice  of Customer Net Promoter CSAT Focus Groups 360° Customer 
View



Case Study: 
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Data derived 
hypothesis to 

anticipate customer 
specific needs

Validation of 
hypothesis with 
detailed custom 

analysis

Implementation of 
recommendations 

extracted from 
analysis

Quantification of 
value achieved via 

newly implemented 
solution

Review and results 
and preview of next 

opportunity to 
address



Case Study: 
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Four-Step BNA Approach*

Step 2

Process Review & 
Data Collection

Step 3

Current & Future 
State Model

Step 1

Discovery & 
Qualification

Step 4

Actionable 
Solutions

* Now performed virtually! 



Case Study: 
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• Too many suppliers

• Overstocked or hoarded 
inventory

• Lack of spend visibility

• Inadequate support and 
technical input from supplier

• General lack of indirect material 
controls

The most common findings that could lead to 
major cost and efficiency savings for your 
company:

• Order process 
inefficiencies

• Excessive floor labor 
hours spent on indirect 
material

• Missed opportunities for 
automation

• Lack of proper rationing 
and accountability leads 
to overbuying



Case Study: 
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Digitize and 
automate

Apply Lean-Sigma 
and 5S techniques

A single point of control enhances visibility and 
accountability of inventory, driving cost savings 

and streamlining operations*.

Increase visibility, 
control, accuracy, 

and quality

* Now performed virtually! 



Case Study: 
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Case Study: 
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Improving customers’ performance never stops
Continuous Improvement Reviews (CIRs)*

Collaboration Update

Relevant Problem/Solution 
Discussion

Savings Summary

Next Steps

* Now performed virtually! 



Case Study: 
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Results
Customer savings, better 
customer relationships, better 
results with MRO Go:

Higher C-Sat and more NPS 
‘promoters’

Improved annual retention up 
>10% 

Higher sales/customer and 
more referrals 

Promoters growing 8X faster 
than Detractors 

More Satisfaction:

More ‘Sticky’:

More Sales:

More Profit:





How a Company Used Customer Insights to Transform CX 

19
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Evolve the Foundry “loyalty” program in order to
establish a  deeper relationship with guests by:

• Recognizing them regardless of channel

• Including them in experiences that are 
aligned to Shinola’s brand

• Continuously providing guests with 
surprise and delight moments to show 
them appreciation

RUNWELL

CASS TOTE

JOURNALSCLOCKS BICYCLES

Scott Frey, Founder and CEO, PossibleNOW, CompliancePointShinola Goal
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Conduct one-hour interviews to gain an in-depth qualitative 
understanding of how Shinola guests define their expectations
of value and engagement from the Foundry loyalty program and 
brand.

Specific VoC Objectives were to gain deep and actionable insights regarding:

• Perceptions of Shinola and reasons guests buy from Shinola.

• Experiences that enhance or hurt the relationship and the brand.

• Shinola Foundry program perceptions/expectations.

• Detailed recommended improvements to Foundry: benefits, experiences, 
services and levels.

• Value exchange expectations regarding guest’s willingness to self-profile 
preferences in exchange for increased personalization and value.

Scott Frey, Founder and CEO, PossibleNOW, CompliancePointShinola VoC Rearch Objectives
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Omnichannel Experience
• Guests must be able to access 

and utilize loyalty benefits 
across multiple channels

Exceptionally Engaged Guests
• Engaged customer base
• Strong connection to the brand
• Strong views regarding what is 

brand appropriate and what is not

Curated Relationship
• Curate your relationships as carefully 

as you curate your products and brand!                                    

Experiential ROI
• Do not rely on just on 

traditional ROI

Surprise and Delight
• Important and highly valued 

Scott Frey, Founder and CEO, PossibleNOW, CompliancePointVoC Learnings
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VoC research identified 4 powerful 
expectations which became the “value 
propositions” and served as the core of 

the benefits and experiences Shinola 
provides guests.

INCLUSION

RECOGNITION

VISIBILITY

SURPRISE

Shinola guests emphatically stated 
that a traditional loyalty program 

would be inconsistent and damaging 
to their perception of the brand and 

its core values.

INCENTIVISING

EXTERNAL TIERS

EXCLUSION



Rethinking Loyalty & Relationships to be Inclusive

Shinola Inclusive 
Community

(These are internal levels)

COMMUNITY 
MEMBERS

One-time 
Purchasers with 

Shinola (regardless 
of spend)

Access Brand 
Benefits

Increases Inclusivity Simplified Structure & Definitions

FOUNDRY 
MAKERS

FOUNDRY 
LEADERS

Amplified Brand Access (meet 
with designers, co-creation 

participation)

Utilize Surprise & Delight
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Foundry
(Through 2018)

Traditional & Hierarchical

VIP 2

VIP 1

BASIC



Increases from New Loyalty Strategy:
“Since we fundamentally reengineered our Foundry loyalty 
program per the insights from the VoC research, we have 
seen Foundry member repeat purchase rates increase by 

over 25% and increased our “Leaders” group by 100%.” Shannon Washburn
President, Shinola



Consumers want unprecedented 
control of their CX and personalization. 

The Challenge: 
Requires transformation of  data strategies.

Essential for True Personalization: Explicit vs. Implicit Data

Explicit Data

Self-profiled preference information

Explicit data: Self-profiled preference info customers 
provide in the Preference Center of a site or through 
dialogue boxes. Examples:
§ Self-described personality type, attitudes, life stages
§ Issues, needs, expectations
§ Decision-making process
§ Message and media preferences/aversions

Data re: short-term interests or needs

Implicit data: Information you data mined, or 
the customer provided, to indicate 
short-term interests or needs, but not to 
intentionally indicate deeper or longer-term 
preferences.

Implicit Data
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The customers in this company’s VoC indicated their willingness to provide detailed levels of 
preference data resulting in this comprehensive set of guidelines for progressive profiling. 

B2B Opt-In Preference Profiling



• Today’s Presentation

• 24 Tips for CX Innovation

• CX Case Studies     

• Ebook; 5 Ways to Use Human 
Data to Drive Deep 
Engagement

• Blog: Insights On Marketing 
Best Practices

• Contact: Ernan@erdm.com

Additional Information For You
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