
Collection: Irreplaceable in the AI Era™ 
"Because leadership begins with you" 

This is not just another ebook.​
It’s a practical guide for leaders who—amid the relentless 
advance of technology and artificial intelligence—seek to 
ensure that their leadership, decisions, and results remain 
relevant and sustainable. 

It was conceived and written from a place of deep 
conviction—combining strategic clarity with the genuine love for positive impact, the 
personal power that comes from lived experience, and the essence of leading with integrity.​
Every concept, framework, and tool included here has been chosen with a single purpose: 
to deliver real value that can tangibly transform the way you lead and generate results. 

Experience shows that most failed transformations don’t fall short because of technical 
limitations, but because of invisible factors that silently erode performance: internal 
resistance, cultural misalignment, loss of strategic focus, or lack of team commitment.​
These rarely appear in the metrics—yet they determine the success or failure of any 
initiative. 

In this guide, you’ll find actionable tools and frameworks to help you: 

●​ Identify and anticipate risks that can slow or derail your strategy. 

●​ Protect and strengthen your leadership capacity in high-disruption environments. 

●​ Use technology—including AI—as a multiplier of results, not as a replacement. 

●​ Stay competitive without compromising your team’s cohesion or your 
organization’s future. 

This resource is available in PDF format for quick reference. If you prefer the editable 
version, you’ll find a link to the download center at the end, where you can get it in Word 
format and adapt it to your needs. A new ebook will be added to the collection every 
week—until all 25 are complete. Simply visit the download center to see what’s new each 
week. 

If these words have reached you, it’s likely not by chance. You are in the right position, at 
the right time, and in the right circumstances for this information to make a real difference. 
And as you put it into practice, you may discover it could also spark transformation in 
others. 

Because in today’s era, real value lies not just in the technology you use—but in your 
ability to lead with vision, precision, and purpose. 
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2. Central Theme – Boosting Customer Experience with 
AI and Human Insight 
“Boosting customer experience” here means much more than adding a chatbot or 
redesigning a mobile app. It means reimagining the end-to-end relationship your 
organization has with customers, using AI and automation as enablers—not as excuses to 
dehumanize the journey. 

The central promise of this guide is: 

Help you design a customer experience that is personal, efficient and consistent, powered 
by intelligent technology and responsible leadership. 

We will walk through the full journey: 

●​ Understanding each customer as an individual, at scale. 
●​ Automating what should be fast and frictionless, without losing empathy. 
●​ Connecting channels so customers do not repeat themselves across touchpoints. 
●​ Listening to feedback in real time, making decisions based on signals, not opinions. 
●​ Innovating after the sale, transforming support into a proactive relationship. 

 

3. Why Customer Experience Matters in a World in 
Transformation 
Technology is changing, but so are customers: 

●​ They are better informed, and can switch providers in seconds. 
●​ They share experiences publicly: one negative interaction can travel faster than a 

full campaign. 
●​ They expect relevance, speed and coherence across digital and human 

touchpoints. 

At the same time, organizations face: 

●​ Cost pressure and the need to automate. 
●​ Complexity of legacy systems and siloed data. 
●​ Cultural resistance to new ways of working. 

In this tension, customer experience can easily become fragmented: digital teams build 
features, service teams fight fires, and strategy documents stay in slides. This guide is an 
invitation to align those efforts around concrete, measurable outcomes. 

JavierSimpleMan™​
Collection: Irreplaceable in the AI Era™ — "Because leadership begins with you" 



 

4. Purpose of This Guide – Five Objectives 
This ebook has five practical objectives: 

1.​ Clarify the key concepts behind AI-powered customer experience in plain 
language. 

2.​ Provide tools (frameworks, templates and exercises) to move from ideas to action. 
3.​ Offer examples that show what “good” can look like in real organizations (through 

hypothetical cases). 
4.​ Create a common language for business, technology and customer teams to 

collaborate. 
5.​ Inspire action through checklists, KPIs and a self-assessment you can reuse with 

your teams. 

 

5. How to Use This Guide 
You can use this ebook in several ways: 

●​ Sequential reading. Read it from start to finish to gain a complete view of 
customer experience transformation. 

●​ Topic-based consultation. Jump directly to the lever most relevant right now (for 
example personalization or automation) and use the exercise and template as a 
workshop structure. 

●​ Team work sessions. Print selected templates, bring your team and populate them 
together. 

●​ Ongoing reference. Return to the checklists and KPIs when planning, reviewing or 
auditing your customer agenda. 

Keep a working document where you capture decisions, owners and dates related to each 
template. The goal is that, after working with this ebook, you will have a concrete 
roadmap for boosting customer experience in the next 6–18 months. 
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6. Subtopic 1 – Personalization with AI 

6.1. Definition 

Personalization with AI is the capability to understand each customer’s context, 
behavior and preferences, and use that understanding to adapt communications, offers and 
support in real time. 

It is not just inserting the customer’s name in an email. It is about: 

●​ Recommending products or content based on actual behaviors. 
●​ Adapting channels and timing to individual patterns. 
●​ Adjusting service levels based on value, risk and needs. 
●​ Respecting privacy and consent while creating relevance. 

6.2. Practical Framework – The P.E.R.S.O.N.A.L Model 

Use the P.E.R.S.O.N.A.L model to structure your AI personalization strategy: 

1.​ P – Purpose 
o​ Define why you want personalization: retention, cross-sell, satisfaction, cost 

to serve, or all of them. 
2.​ E – Ethics and consent 

o​ Clarify what data you use, how you protect it and how customers can control 
their preferences. 

3.​ R – Relevant data 
o​ Identify key signals: transactions, browsing behavior, interactions with 

service, demographic and firmographic attributes. 
4.​ S – Segments and micro-segments 

o​ Group customers by similar patterns, but keep the ability to act at individual 
level. 

5.​ O – Orchestration logic 
o​ Decide how AI models translate patterns into decisions: next-best-offer, 

next-best-action, channel selection. 
6.​ N – Navigation across channels 

o​ Ensure that personalization applies consistently in email, app, web, contact 
center and physical touchpoints. 

7.​ A – Adaptation over time 
o​ Continuously retrain models and rules based on new behavior and feedback. 

8.​ L – Learning metrics 
o​ Define how you will measure effectiveness: uplift, acceptance rate, 

incremental revenue, satisfaction. 
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6.3. Applied Example (hypothetical case) 

A retail bank wants to increase adoption of its mobile app and cross-sell digital products. 
Currently, communication is generic: mass emails and app banners that look the same for 
all customers. 

Using the P.E.R.S.O.N.A.L model: 

●​ They define the purpose: increase activation of digital services and reduce branch 
visits. 

●​ They review ethics and consent, making sure customers can manage 
communication preferences. 

●​ They select relevant data: transaction categories, app usage, visits to branches, life 
events inferred from patterns. 

●​ They create segments: digital enthusiasts, reluctant adopters, high-value traditional 
clients, etc. 

●​ They design orchestration logic: for reluctant adopters, the next-best-action is a 
human call explaining app benefits; for digital enthusiasts, personalized messages 
about advanced features. 

●​ They ensure navigation across channels: if a client accepts an offer online, contact 
center and branch see it instantly. 

●​ Models adapt every month with new data. 
●​ They define learning metrics: percentage of customers using digital features and 

reduction of low-value branch visits. 

6.4. Exercise – Designing Your AI Personalization Blueprint 

Objective​
Build a first blueprint of where and how AI-driven personalization should be applied in 
your customer journey. 

Roles 

●​ Customer experience lead (facilitator). 
●​ Marketing and digital product leaders. 
●​ Data/analytics lead. 
●​ IT representative. 
●​ Compliance / legal representative. 

Inputs 

●​ Current journey maps. 
●​ Available customer data sources and analytics capabilities. 
●​ Existing segmentation or persona definitions. 
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Time 

●​ Preparation: 3–5 days. 
●​ Workshop: 1 full day. 
●​ Refinement: 1–2 weeks. 

Step-by-Step 

1.​ Map the key stages of your customer journey (awareness, onboarding, usage, 
support, renewal, expansion). 

2.​ For each stage, list decisions where personalization could create value (for example 
which offer, channel, timing, message). 

3.​ Identify data already available to support those decisions and gaps that must be 
closed. 

4.​ Prioritize 3–5 high-impact personalization use cases. 
5.​ For each use case, define purpose, target segment, action logic and success metrics. 
6.​ Identify ethical considerations and consent processes. 
7.​ Assign owners and timelines for experimentation. 

Deliverables 

●​ AI Personalization Blueprint. 
●​ List of prioritized use cases with owners and next steps. 

6.5. Template – AI Personalization Use Case Register 

Use case 
(example) 

Journey 
stage 

Target 
segment / 

profile 
Data required Next best action 

logic summary Owner 

Personalized 
onboarding for 
new SMEs 

Onboarding 
New small 
business 
customers 

Industry, size, 
products 
contracted, digital 
adoption signals 

Recommend 
relevant services 
and training based 
on profile 

CX Lead 
– SMEs 

      

6.6. Checklist – Are We Ready for AI Personalization? 

●​ Business objectives for personalization are clearly defined and prioritized. 

●​ Data sources, quality and governance for personalization are documented. 

●​ Ethical principles and consent mechanisms are explicit and visible. 

●​ At least 3–5 use cases are defined with owners and timelines. 

●​ There is a plan to integrate personalization across multiple channels. 
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●​ Success metrics and monitoring routines are established. 

6.7. Suggested KPIs – Personalization 

●​ Uplift in conversion or activation rates for personalized vs. generic campaigns. 
●​ Increase in average revenue per customer for segments exposed to personalization. 
●​ Reduction in churn or inactivity in segments targeted with relevant actions. 
●​ Customer satisfaction or NPS for journeys where personalization is applied. 
●​ Percentage of communications or interactions that are personalized based on 

defined rules or models. 
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7. Subtopic 2 – Automation of Customer Interactions 

7.1. Definition 

Automation of customer interactions is the use of digital tools, workflows and AI 
assistants to handle repetitive, predictable and low-complexity contacts, freeing human 
teams to focus on high-value, sensitive or complex situations. 

Automation, when designed well, should increase convenience and speed while 
maintaining clarity and empathy. 

7.2. Practical Framework – The A.U.T.O.M.A.T.E Approach 

Use the A.U.T.O.M.A.T.E approach: 

1.​ A – Analyze interaction patterns 
o​ Identify high-volume, low-complexity reasons for contact. 

2.​ U – Understand customer expectations 
o​ Determine which interactions customers are comfortable handling with 

self-service or bots. 
3.​ T – Target the right journeys 

o​ Choose specific journeys to automate first, based on impact × feasibility. 
4.​ O – Orchestrate channels and handovers 

o​ Design seamless transitions between self-service, bots and human agents. 
5.​ M – Model knowledge 

o​ Create knowledge bases, decision trees and AI models based on clear 
content. 

6.​ A – Align with people 
o​ Involve agents to co-design flows and clarify new roles. 

7.​ T – Test with real users 
o​ Pilot automation with small groups, gather feedback and improve. 

8.​ E – Evaluate and expand 
o​ Measure performance, optimize and expand to other interactions. 

7.3. Applied Example (hypothetical case) 

An insurance company is drowning in emails and calls related to policy details, payment 
dates and simple status queries. Agents spend most of their time answering repetitive 
questions. 

Using A.U.T.O.M.A.T.E: 

●​ They analyze patterns and see that 60% of contacts are simple queries. 
●​ Through surveys and interviews, they understand expectations: customers are 

comfortable with self-service if answers are fast and reliable. 
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●​ They target three journeys: payment confirmation, policy coverage questions, and 
claim status. 

●​ They orchestrate a flow where customers first see answers in a help center, then a 
chatbot, and finally can escalate to an agent with full context. 

●​ Knowledge is modeled in a structured repository accessible to both bot and 
humans. 

●​ Agents are aligned and trained, understanding that complex cases will be their 
focus. 

●​ Automation is tested with a pilot segment and improved based on feedback. 
●​ They evaluate satisfaction, containment rate and average handling time, then 

expand. 

7.4. Exercise – Mapping Automation Opportunities 

Objective​
Identify interactions that can be automated and design an initial automation roadmap. 

Roles 

●​ Service operations lead (facilitator). 
●​ Contact center manager. 
●​ Digital product owner. 
●​ IT and AI representatives. 
●​ Frontline agents. 

Inputs 

●​ Interaction logs (calls, chats, emails). 
●​ Categorization of reasons for contact. 
●​ Customer satisfaction data. 

Time 

●​ Data analysis: 1–2 weeks. 
●​ Workshop: 1 day. 

Step-by-Step 

1.​ List the top 20 reasons customers contact your organization. 
2.​ For each reason, classify complexity (low/medium/high) and emotional sensitivity. 
3.​ Identify reasons that are low complexity and low to medium emotional sensitivity. 
4.​ Evaluate feasibility for automation (systems, data, knowledge availability). 
5.​ Prioritize 5–10 reasons as initial automation candidates. 
6.​ Define desired automation level for each (FAQ, guided self-service, AI chatbot, 

process automation). 
7.​ Assign owners and plan pilots. 
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Deliverables 

●​ Automation Opportunity Map. 
●​ Prioritized automation roadmap. 

7.5. Template – Interaction Automation Candidate List 

Contact 
reason 

(example) 

Volume 
per 

month 

Complexity 
(L/M/H) 

Emotional 
sensitivity 
(L/M/H) 

Automation 
type proposed 

Priority 
(H/M/L) Owner 

Payment due 
date and 
confirmation 

8,000 Low Low 

Self-service 
portal + 
proactive 
reminders 

High Service 
Manager 

       

7.6. Checklist – Are We Automating Responsibly? 

●​ High-volume, low-complexity interactions have been identified and prioritized. 

●​ Customers’ expectations and comfort with automation were researched. 

●​ Clear handover rules from bot/self-service to human agents are defined. 

●​ Content and knowledge bases are structured and maintained. 

●​ Agents were involved in the design and trained for new roles. 

●​ Quality, satisfaction and containment are monitored continuously. 

7.7. Suggested KPIs – Automation 

●​ Containment rate (percentage of interactions resolved without human agent). 
●​ Average handling time for interactions that still require agents. 
●​ Customer satisfaction with automated channels. 
●​ Reduction in response time for automated queries. 
●​ Agent satisfaction and perceived workload balance. 
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8. Subtopic 3 – Seamless Omnichannel Experience 

8.1. Definition 

A seamless omnichannel experience ensures that customers can move across channels 
(web, app, phone, store, social, chat, email) without losing continuity, having to repeat 
information or receiving contradictory messages. 

It is the difference between “starting again every time” and feeling that the organization 
recognizes and accompanies the customer regardless of the touchpoint. 

8.2. Practical Framework – The F.L.O.W. Omnichannel Model 

Use the F.L.O.W. model: 

1.​ F – Friction mapping 
o​ Identify where customers experience breaks between channels. 

2.​ L – Link systems and data 
o​ Connect identifiers, histories and context so interactions can be resumed 

anywhere. 
3.​ O – Orchestrate journeys 

o​ Design journeys that intentionally use multiple channels, defining roles for 
each. 

4.​ W – Work with governance and standards 
o​ Define design, tone and policy standards that keep experiences consistent. 

8.3. Applied Example (hypothetical case) 

A telecommunications company provides service through branches, call centers, website 
and mobile app. Customers complain that after contacting one channel they must repeat 
their problem in the next, and sometimes receive conflicting answers. 

Applying F.L.O.W.: 

●​ They conduct friction mapping and discover repeating pain points: lost context, 
inconsistent offers, and unclear next steps. 

●​ They link systems and data by implementing a customer interaction hub where all 
touchpoints read and write interaction records. 

●​ They orchestrate journeys: for example, a customer can start a plan change on the 
app, receive confirmation via email, and call the contact center with full visibility of 
the process. 

●​ They establish governance and standards to harmonize scripts, digital copy and 
policies. 
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8.4. Exercise – Designing a Priority Omnichannel Journey 

Objective​
Redesign one priority journey to be truly omnichannel and fluid. 

Roles 

●​ CX leader (facilitator). 
●​ Representatives from each channel (branch, digital, contact center, field). 
●​ IT / architecture. 
●​ Data representative. 

Inputs 

●​ Current journey map. 
●​ Customer complaints or verbatim feedback. 
●​ System landscape. 

Time 

●​ 2 workshops of 3–4 hours. 

Step-by-Step 

1.​ Select one high-impact journey (for example onboarding, claims, renewal). 
2.​ Map current steps and channels used. 
3.​ Identify friction points when customers switch channels. 
4.​ Define desired experience: what should remain constant (identity, context, 

promises)? 
5.​ Design a new journey map including clear roles for each channel. 
6.​ Identify system integrations and data needed to support continuity. 
7.​ Define pilot scope, metrics and responsibilities. 

Deliverables 

●​ Redesigned omnichannel journey map. 
●​ Implementation plan for integrations and changes. 

8.5. Template – Omnichannel Journey Snapshot 

Journey step 
(example) 

Primary 
channel Support channels Customer context that 

must travel with them Owner 

Start broadband 
upgrade request Mobile app Email confirmation, 

call center 
Current plan, address, 
device, previous issues 

Digital 
Lead 
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8.6. Checklist – Are We Truly Omnichannel? 

●​ Priority journeys and their channels are mapped and documented. 

●​ Customers can switch channels without repeating information. 

●​ Interaction history is accessible in real time to agents and digital systems. 

●​ Policies and offers are consistent across channels. 

●​ There is a clear governance model for experience standards. 

●​ Omnichannel performance is measured end-to-end, not only per channel. 

8.7. Suggested KPIs – Omnichannel Experience 

●​ Percentage of interactions where customers repeat their issue (self-reported). 
●​ Number of channels used per successful resolution (should be optimized, not 

maximized). 
●​ NPS or satisfaction per priority journey, rather than per channel. 
●​ Completion rate for processes started in one channel and finished in another. 
●​ Time-to-resolution across channels for key journeys. 
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9. Subtopic 4 – Real-Time Feedback Analytics 

9.1. Definition 

Real-time feedback analytics is the ability to capture, analyze and act on customer signals 
as they happen, instead of waiting for quarterly reports. It includes structured surveys, 
unstructured comments, reviews, social media and behavioral data. 

The purpose is to move from static satisfaction reports to a living system that informs 
daily decisions. 

9.2. Practical Framework – The S.I.G.N.A.L Loop 

Use the S.I.G.N.A.L loop: 

1.​ S – Sources of feedback 
o​ Identify all touchpoints where feedback appears (surveys, chat, calls, social, 

app stores). 
2.​ I – Integrate data 

o​ Consolidate feedback into a single view, tagging by journey, product, 
segment. 

3.​ G – Generate insights 
o​ Use analytics (including AI for text and voice) to find patterns and root 

causes. 
4.​ N – Navigate priorities 

o​ Focus on themes that affect revenue, cost or risk the most. 
5.​ A – Act and close the loop 

o​ Assign owners, implement actions and communicate back to customers and 
teams. 

6.​ L – Learn and refine questions 
o​ Replace overloaded surveys with targeted, contextual questions. 

9.3. Applied Example (hypothetical case) 

An online retailer runs periodic satisfaction surveys, but they arrive weeks after events. By 
the time problems are identified, many customers have already churned. 

Using S.I.G.N.A.L: 

●​ They list sources: post-purchase surveys, chat transcripts, product reviews, social 
comments, returns reasons. 

●​ They integrate data into a central platform, linking feedback with customer profile 
and journey step. 

●​ AI tools generate insights by clustering topics and sentiment. 
●​ They navigate priorities, focusing on late deliveries and confusing size guides. 
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●​ They act, redesigning the delivery tracking page and product descriptions, and 
respond to customers who left negative reviews. 

●​ They learn, simplifying surveys and adding micro-questions directly in the app. 

9.4. Exercise – Creating a Customer Feedback Command Center 

Objective​
Design a structure to consolidate and act on real-time customer feedback. 

Roles 

●​ CX or quality lead (facilitator). 
●​ Data/analytics team. 
●​ Product and operations representatives. 
●​ Customer service representatives. 

Inputs 

●​ Current feedback channels and data. 
●​ Example reports. 
●​ Access to interaction transcripts (if available). 

Time 

●​ 2–3 workshops of 3 hours. 

Step-by-Step 

1.​ List all feedback sources and their owners. 
2.​ Evaluate data quality, frequency and accessibility. 
3.​ Design a central taxonomy: journeys, themes, severity, sentiment. 
4.​ Define how feedback will be integrated (technical and process). 
5.​ Establish routines: daily/weekly reviews, escalation paths, action tracking. 
6.​ Decide how results will be communicated to frontline teams and leadership. 
7.​ Plan pilots for one or two journeys before scaling. 

Deliverables 

●​ Feedback Command Center design. 
●​ Implementation backlog and sequencing. 
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9.5. Template – Feedback Theme Tracker 

Feedback theme 
(example) 

Main sources 
(survey, chat, 

social, etc.) 

Volume / 
trend 

direction 

Impact 
(H/M/L) 

Owner 
responsible for 

action 

Current 
status 

Confusion about 
subscription 
renewal 

Post-call surveys, 
emails, chat 
transcripts 

Increasing High 
Head of 
Customer 
Success 

Under 
analysis 

      

9.6. Checklist – Are We Using Feedback in Real Time? 

●​ Feedback sources are mapped and integrated into a single view. 

●​ There is a taxonomy to categorize themes consistently. 

●​ AI or other analytics tools are used to extract insights from text or voice. 

●​ Owners and routines exist to respond to high-impact themes. 

●​ Customers receive visible responses to their feedback. 

●​ Learnings from feedback are incorporated into product, process and training 
decisions. 

9.7. Suggested KPIs – Feedback and Response 

●​ Time from feedback detection to first internal analysis. 
●​ Time from decision to implementation of corrective actions. 
●​ Percentage of high-impact feedback items with assigned owner and plan. 
●​ Change in satisfaction or NPS on themes that were acted upon. 
●​ Participation rate in feedback channels (without over-surveying). 
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10. Subtopic 5 – Innovations in After-Sales Service 

10.1. Definition 

Innovations in after-sales service transform support from a reactive cost center into a 
proactive value generator. It includes: 

●​ Preventive alerts and recommendations. 
●​ Predictive maintenance or issue detection. 
●​ Value-added services, communities and education after purchase. 

The goal is to make customers feel accompanied throughout the lifecycle, not only at the 
moment of sale. 

10.2. Practical Framework – The C.A.R.E. Lifecycle 

Use the C.A.R.E. lifecycle: 

1.​ C – Connect after the sale 
o​ Welcome customers, explain what to expect and how to get help. 

2.​ A – Anticipate needs and issues 
o​ Use data and usage patterns to predict when customers might need support 

or new value. 
3.​ R – Reinforce value 

o​ Help customers extract maximum benefit from the product or service 
through education and tips. 

4.​ E – Expand relationship 
o​ Introduce loyalty programs, communities and relevant cross-sell 

opportunities at the right time. 

10.3. Applied Example (hypothetical case) 

A B2B software provider traditionally focuses on closing deals. After contracts are signed, 
customers receive little guidance. Renewals become difficult and churn is high. 

Applying the C.A.R.E. lifecycle: 

●​ They connect after sale with structured onboarding, welcome sessions and named 
customer success managers. 

●​ They anticipate issues by monitoring product usage and sending alerts when 
adoption is low. 

●​ They reinforce value with training, webinars and best practice guides tailored to 
different roles. 

●​ They expand relationships with advanced modules once the base product is well 
adopted. 
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10.4. Exercise – Redesigning Your After-Sales Experience 

Objective​
Create a lifecycle plan that turns after-sales service into a strategic asset. 

Roles 

●​ Customer success or after-sales leader (facilitator). 
●​ Sales representative. 
●​ Product, operations and marketing representatives. 
●​ Data/analytics representative. 

Inputs 

●​ Current after-sales processes and metrics. 
●​ Churn, renewal and upsell data. 
●​ Customer interviews (if available). 

Time 

●​ 1–2 workshops of 4 hours. 

Step-by-Step 

1.​ Map current after-sales journey from “purchase completed” to renewal or repeat 
purchase. 

2.​ Identify gaps: where do customers feel alone, confused or undervalued? 
3.​ Define key moments where proactive contact would make a difference. 
4.​ Design new touchpoints based on C.A.R.E. (welcome, check-ins, education, value 

reviews). 
5.​ Specify channels, owners and automation opportunities for each touchpoint. 
6.​ Define metrics: retention, expansion, satisfaction, time-to-value. 
7.​ Build a phased implementation plan. 

Deliverables 

●​ After-Sales Lifecycle blueprint. 
●​ 90-day pilot plan for one segment. 

10.5. Template – After-Sales Touchpoint Planner 
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Lifecycle 
moment 

(example) 

Objective for 
customer and 

company 
Channel(s) Owner 

Automation 
elements (if 

any) 

Success 
measure 

30 days after 
onboarding 
completion 

Confirm value 
realization and 
solve early 
issues 

Email + 
video call 

Customer 
Success 
Lead 

Automated 
reminder + 
scheduler link 

Product usage 
above 
threshold; 
CSAT 

      

10.6. Checklist – Is Our After-Sales Experience Innovative? 

●​ After-sales journeys are mapped with clear objectives per stage. 

●​ There are proactive touchpoints beyond problem resolution. 

●​ Data is used to predict risk of churn or low adoption. 

●​ Customers receive education and resources tailored to their context. 

●​ Opportunities for value expansion are based on real usage and needs. 

●​ After-sales teams are recognized as strategic partners, not only cost centers. 

10.7. Suggested KPIs – After-Sales Innovation 

●​ Retention and renewal rates by segment. 
●​ Time-to-value (time from purchase to first meaningful outcome for the customer). 
●​ Net revenue retention (including expansions and contractions). 
●​ Adoption levels of key features or services. 
●​ Customer satisfaction with support and after-sales experience. 
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11. Global Tools and Templates for Customer Experience 
Transformation 

11.1. Prioritization Rubric – Impact × Effort (Cross-Lever) 

Use this rubric to prioritize initiatives across personalization, automation, omnichannel, 
feedback and after-sales. 

Initiative 
(example) 

Impact 
(1–5) 

Effort 
(1–5) 

Priority 
(High/Medium/Low) 

Responsible 
leader 

Next 
milestone 

Target 
date 

Launch 
AI-powered 
personalization 
pilot for digital 
onboarding 

5 3 High Head of 
Digital 

Finalize data 
requirements 
and pilot 
design 

30/09 

       

11.2. RACI Matrix – Governance of the CX Transformation 

Activity 
(example) 

R 
(Responsible) 

A 
(Accountable) 

C 
(Consulted) 

I 
(Informed) Deliverable Due 

date 
Approve CX 
transformation 
roadmap and 
investment 
plan 

CX Office / 
PMO CEO 

CFO, CIO, 
marketing, 
service, data 
leaders 

Board, 
extended 
leadership 

Signed 
roadmap, 
budget and 
governance 
structure 

31/01 

       

11.3. CX KPI Dashboard – Health of the Experience 

KPI 
(example) Definition Target Baseline Frequency Owner Data source 

Customer 
Experience 
Index 

Composite index 
using NPS, CSAT 
and effort score for 
key journeys 

≥ 
80/100 65/100 Quarterly CX 

Office 

Surveys, 
operational 
data 

Digital 
Self-Service 
Success Rate 

Percentage of tasks 
completed 
successfully without 
assisted channels 

≥ 60% 35% Monthly 
Digital 
Product 
Lead 

Analytics, 
system logs 
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11.4. Human–Cultural Risk Map for CX Transformation 

Risk (example) Probability 
(A/M/B) 

Impact 
(A/M/B) Mitigation strategy Owner Status 

Frontline resistance 
to automation and AI 
tools 

Alta Alto 
Co-design sessions, 
training, incentives 
aligned to CX 

HR + 
Service 
VP 

En 
curso 

      

11.5. 30–60–90-Day Plan for Launching the CX Agenda 

Horizon Objective 
(example) Key actions Responsible Indicators Deliverable 

30 days 

Build shared 
diagnosis of 
current customer 
experience 

Run leadership 
workshop; map 
priority journeys 
and pain points 

CX Leader 

Workshop 
completed; 
journeys 
documented 

CX diagnostic 
and prioritized 
opportunities 

60 days 

Design pilots for 
personalization, 
automation and 
feedback analytics 

Define 3–5 
pilots; assign 
teams; agree on 
KPIs and 
measurement 
methods 

Cross-functio
nal team 

Pilot charters 
approved 

Pilot portfolio 
and governance 

90 days 

Launch pilots and 
define 
omnichannel and 
after-sales 
roadmap 

Start pilots; 
design 
omnichannel 
blueprint; create 
after-sales 
lifecycle 

Relevant 
owners 

Pilots 
running; 
roadmaps 
approved 

Integrated CX 
roadmap for 
the next 12 
months 
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12. Summary and Next Steps 

12.1. Key Messages 

Across this ebook, you have explored how to: 

●​ Use AI to personalize experiences in a responsible, value-driven way. 
●​ Automate interactions that should be fast and frictionless, protecting empathy 

through smart handovers. 
●​ Build a seamless omnichannel journey where customers do not have to repeat 

their story. 
●​ Use real-time feedback analytics to detect signals early and act decisively. 
●​ Innovate in after-sales service, turning support into a proactive relationship engine. 

These levers are interconnected. Personalization depends on data from interactions and 
feedback. Automation relies on good knowledge management and omnichannel continuity. 
After-sales innovation uses the same insights and tools as acquisition and onboarding. 

12.2. Action Checklist – From Reading to Doing 

Use this table to consolidate your immediate actions: 

Next step (example) Responsible Deadline Status Observations 
Define and prioritize top 5 AI 
personalization use cases 

CX Lead + 
Data Lead 15/08 Planned Start with onboarding 

and retention journeys 
Build automation opportunity 
map for contact center 

Service 
Operations 30/08 Planned Use last 3 months of 

interaction logs 

Redesign one core journey as 
omnichannel pilot CX Office 30/09 Planned 

Choose claims or 
onboarding based on 
impact 

Design feedback command 
center and define taxonomy CX Analytics 15/09 Planned Integrate survey and chat 

data first 
Create after-sales lifecycle for 
one key segment (for example 
SMEs) 

Customer 
Success 30/09 Planned 

Combine proactive 
check-ins with education 
content 
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13. Self-Assessment – Customer Experience Maturity in 
the Age of AI 
Rate each statement from 1 to 5:​
1 = Strongly disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly agree. 

1.​ We have a clear strategy for customer experience that is known by leadership and 
key teams. 

2.​ Our organization uses AI or advanced analytics in at least some personalization use 
cases. 

3.​ Customers receive communications and offers that feel relevant to their context. 
4.​ We have identified high-volume interactions suitable for automation and are acting 

on them. 
5.​ Handoffs between automated channels and human agents are smooth and 

informative for the customer. 
6.​ Customers can move between channels (web, app, phone, store) without repeating 

information. 
7.​ Interaction history is available to whoever serves the customer, regardless of 

channel. 
8.​ We collect feedback from multiple sources (surveys, chat, social, reviews) and 

integrate it. 
9.​ Insights from feedback are used to prioritize improvements and are visible to 

leadership. 
10.​Our after-sales service includes proactive, value-adding touchpoints beyond 

problem resolution. 
11.​Data and analytics teams work closely with business and service teams on CX 

initiatives. 
12.​Frontline employees feel involved and supported in the CX transformation. 
13.​We track KPIs that reflect end-to-end journeys, not only individual channels. 
14.​We run regular experiments or pilots to test new CX ideas and technologies. 
15.​Overall, our customer experience is better and more coherent today than two years 

ago. 

13.1. Scoring Method 

1.​ Sum all scores (minimum 15, maximum 75). 
2.​ Divide by 15 to obtain your average CX maturity score (1.0–5.0). 

13.2. Interpretation and Recommendations 

●​ 1.0 – 2.5: Starting Point 
o​ CX initiatives are isolated, mostly reactive. 
o​ Focus on mapping journeys, defining a basic CX strategy and launching 1–2 

pilots. 
●​ 2.6 – 3.8: Building Momentum 
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o​ Several capabilities exist (digital channels, some analytics), but they are 
fragmented. 

o​ Work on omnichannel integration, feedback analytics and automation of key 
interactions. 

●​ 3.9 – 5.0: Strategic CX 
o​ Customer experience is a core part of your value proposition and operating 

model. 
o​ Continue refining AI-driven personalization, after-sales innovation and 

ecosystems partnerships, while strengthening governance and ethics. 
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14. Glosario – 15 Términos Clave de Experiencia de 
Cliente 

1.​ Customer Experience (CX)​
Conjunto de percepciones y emociones que una persona tiene al interactuar con una 
organización a lo largo de todo el ciclo de vida. 

2.​ Personalization​
Capacidad de adaptar mensajes, ofertas y servicios a las características y 
comportamiento de cada cliente. 

3.​ Next-Best-Action​
Decisión recomendada (siguiente paso u oferta) para un cliente específico, basada 
en datos y modelos. 

4.​ Self-Service​
Canales y herramientas que permiten al cliente resolver sus necesidades sin la 
intervención directa de un agente humano. 

5.​ Automation of Interactions​
Uso de flujos digitales, chatbots, asistentes virtuales y robots de procesos para 
manejar contactos repetitivos o de baja complejidad. 

6.​ Omnichannel Journey​
Recorrido del cliente que integra múltiples canales de manera coherente, con 
continuidad de información y contexto. 

7.​ Customer Identity and Context​
Información unificada sobre quién es el cliente, qué ha hecho y qué necesita, 
disponible en tiempo real para todos los canales. 

8.​ Real-Time Feedback​
Opiniones, calificaciones y señales del cliente capturadas poco tiempo después de la 
interacción. 

9.​ Sentiment Analysis​
Técnica que usa modelos de lenguaje para identificar la emoción predominante en 
textos o conversaciones de clientes. 

10.​Customer Success​
Enfoque que busca asegurar que los clientes logren los resultados esperados al usar 
un producto o servicio, especialmente en contextos B2B. 

11.​Churn​
Pérdida de clientes o cancelación de contratos en un periodo determinado. 

12.​Net Promoter Score (NPS)​
Indicador de lealtad que se basa en la disposición del cliente a recomendar la 
empresa a otros. 

13.​Customer Effort Score (CES)​
Métrica que mide cuán fácil o difícil fue para el cliente resolver su necesidad. 

14.​Lifetime Value (LTV)​
Valor total esperado de un cliente a lo largo de toda su relación con la organización. 

15.​Net Revenue Retention (NRR)​
Indicador que integra renovaciones, expansiones y cancelaciones para medir la 
evolución de ingresos recurrentes en la base de clientes existente. 
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Final Note of Gratitude 
Thank you for dedicating time and focus to this material. Each concept and tool here was 
designed to provide clarity and strategic vision. 

The fact that you are here—investing in yourself and your organization—is proof of 
leadership commitment. 

Remember: true impact comes not only from learning but from applying and sharing it. 
May this guide support wiser decisions, deeper conversations, and more meaningful 
transformations. 

 
 

Reference to the HBT PORTAL™ 
The place where each week you will find: 

​
• 📕 Practical ebooks.​
• 🎧 Podcast summaries on Spotify.​
• 🎥 Videos on YouTube.​
 

All designed to connect innovation with the human. 

🔗 HBT PORTAL™ 
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