MANAGE ORGANIZATIONAL EXPECTATIONS FOR THE PACE OF CULTURE
CHANGE

RECOMMENDATIONS
Culture transformations are hard, and they take a long time. Companies will find success
more likely if they set reasonable expectations for the difficult road ahead and the pace of
change. To do that, CX leaders should:

Analogize organizational culture change to individual behavior change
While the challenge of culture change is abstract and hard to internalize for individuals,
behavior change is not. Culture changes are composed of a collection of individuals changing
their behaviors. Employees can identify with the difficulty of personal behavior change. In
our lives, we have all tried to shed bad behaviors like smoking or a poor diet and adopt good
behaviors like reading or regular exercise.

Reinforce that the transformation will take at least five years
Make sure that all employees, especially executives, know that they are signing up for a longterm project. Customize the timeline in this report to create your own version of a high-level
road map that highlights major milestones of the transformation. Be transparent about which
metrics you will use to gauge the success of the transformation and what degree of
improvement you're looking for in those metrics. For example, SGI asked two questions of
employees to gauge their awareness and belief in the insurer's customer promises: 1) Do you
understand our customer promises? and 2) Do you think we're ready to deliver on these
promises? SGI set a threshold of 90% of employees giving a top-two box rating on both
questions before it would share its customer promises publicly.

Cite examples of companies that have transformed their cultures
Finally, provide hope to your colleagues that achieving customer centricity is possible.
Companies like Cleveland Clinic, Crowe Horwath, FCS America, John Deere, Safelite

AutoGlass, and VCA have transformed their cultures. Their examples push back against
skeptics who point to companies like Southwest, USAA, or Zappos and assert that if you
don't start out a customer-obsessed organization there's no hope. Transforming organizational
culture to be customer-centric isn't easy, but that just means that transformation success
provides a defensible competitive advantage for a long time.
Remember, you can refer to the Resources section of the navigation menu for additional
materials.
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The CX Course Pack contains downloadable tools, templates, and transcripts
referenced in this lesson.
Visit "Go Deeper" to explore this topic further with free and subscription-only
content. Forrester research clients can view all reports.

