WALKER  Listening Architecture

Overall listening system architecture, alignea
by journeys and customer personas

Recommended cadence, methodologies,
metrics, KPIs for listening posts

Prioritization of listening posts and roadmap
to full deployment

ROl and impact statement for each potential
listening post

Typical Investment: $40,000*

*Price assumes Walker paper (add 25% mark-up if on Qualtrics paper)
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CSM Feedback: Maintain cadence

JOURNEY/ PERSONA | Customer Milestone Surveys: Launch 3 in Year 1 [Win/Loss, First Payroll, +1]
I -

TARGETED SURVEYS
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Customer Experience CAB: Launch late Q1 allowing time for CAB strategy to be designed.

Year 2

Customer Experience Assessment: Plan for launch early Year 1 ta reinstate core KP| measurement.

Ad Hoc Listening: Field as needed, starting with 14-day Welcome in Year 0.
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In-Product Feedback: Launch Year 1 to test capabilities and usage; expand in Year 2 and Year 3

Year 3

!
. Add up to 3 per year in Y2 and ¥3.
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