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Dr. Lynn W. Phillips: Customer-centric teacher and
practitioner to leading edge enterprises worldwide.
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My practice in helping companies to implement CX
and CVP best practices is global and cross-sector.
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Powerful converging forces have combined to create

‘new-game’ competitive landscapes where the legacy
business models for creating value for shareholders,
customers and the world at large is rapidly changing.
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These forces have transformed the way enterprises
compete on CX, primarily due to generational shifts
in customers’ value hierarchies and ‘digitization’, a

game-changer altering economics across all sectors.
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CX engineering advances flowing from a tsunami of
hew digital technologies and business models have
demonstrated their powers to overturn incumbents
and reshape markets faster than any force in history.
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Examples of CX engineering breakthroughs based
on digital technologies and business models that

have overthrown dominant incumbents in the 21st
century are abundant, worldwide and cross-sector.
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The life cycle of industry leaders has shortened and
old-game predictors of competitive advantage—size,
scale, product-range, brand valuation, geo-footprint,
assets, resources, incumbency etc.—no longer apply.
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CX engineering as the crux of competitive advantage
doesn’t just rest on anecdotal case studies. Research
shows brands that embrace this approach outperform
others, esp. those scoring high on social mission CXs.

Companies embracing CX
engineering approaches to '

CVPs far outperformed S&P

500 over an 8 year period. See TheOuts:de In Approach to
Customer Service, Ranjay Gulati

http://hbswk.hbs.edu/item/6201.html
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Social missions far transcend traditional ESG values

like sustainability and are increasingly integrated into
CVPs as new-game branding shifts from trying to sell
products to standing for causes customers care about.
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Companies and brands today are transitioning faster
through Simon Zadek’s stages of being a responsible
corporate citizen, moving from defensive/compliance
tactics to see CX as a strategic competitive advantage.
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Most companies and brands | work with in my practice
have transitioned to this stage but face key challenges
on how to measure-monitor the impacts of their social
mission and influence policy to gain further advantage.
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RADIX should ask how these trends impact its agenda—
e.g., pursue a dual mission of aligning public policy with
responsible business practice and encouraging firms to
innovate building social-environmental CXs into CVPs?

~ GROSSING 2
THEGHASM - e

Imract
Early

Innovators Adopters

Y
]

Early
Majority

Late
Majority

Laggards

What more could RADIX do
to support the early adopters
spearheading this movement?




