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Q:

WHAT ROLE DOES YOUR EXECUTIVE CX CHAMPION TAKE?
A: As part of Reliant’s program, we’re very fortunate

promoters, passives, and detractors. It’s not just the

to have strong executive leadership and buy-in that

positive. She’s willing to tackle the big issues and invest

supports customer experience (CX) and our efforts

her time. On customer experience day, Elizabeth spent

every step of the way. When we first decided to form the

time in our contact center, talking to customers, and

“Customer First” program and set out on this journey,

thanking them for their business. She spent time with

Elizabeth Killinger, our President, was actively engaged

our employees handing out doughnuts and saying thank

and passionate about the initiative. She helped guide our

you for being a part of our organization, and for giving

CX strategy and direct and shape the program—while

their time to create a culture that puts our customers

infusing customer experience as an objective for her

first. She integrates customer experience into town hall

leadership team and the entire organization. To have

meetings and she doesn’t shy away from holding people

an executive champion is an absolute game changer.

accountable to the needs of our customers.

Instead of customer experience just being something
else on the side that folks may or may not pay attention
to, it became an immediate priority throughout the
company.

Without Elizabeth’s leadership as our number one CX
champion we would not have the success of the program,
the change in culture, and the benefits our customers
are realizing that we’ve had over the past several years.

Over the years, we evolved and continued to strengthen

And without her drive to differentiate our company

our customer experience by making our CX metric

on customer service and experience by treating our

one of the primary metrics that our employees are

customers as if they’re family, we wouldn’t have seen the

held accountable to. Every leadership meeting our

success in the metrics we’ve seen over the past year.

President reads real quotes from all types of customers—
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Q:

WHAT IS A CX FANATIC AND HOW DO YOUR EMPLOYEES BECOME ONE?
A: One of the ways we have really ingrained “Customer

development plans to encourage everyone to drive

First” into our organization is by identifying a small

towards a common goal.

group of subject matter experts within key functional

We trained the team on customer experience, including

areas to include “Customer First” as part of their job

our Voice of the Customer platform, and made each of

responsibilities. Prior to that, we had a larger group of
approximately 45 employees that were asked to join us
on the crusade and participate as they were able. We
found that while this strategy did engage employees, it
was less effective at holding teams accountable. Once
we put the new program in place we made sure each CX
Fanatic had “Customer First” as part of their personal

them responsible for looking into root causes to either
drive change or reinforce all that we do well. This group
meets regularly. We share best practices and work
together to advance our organization on our mission of
putting our customers first. We also inform our executive
team and employees together.

We trained the team on CX, including
our voice of the customer platform,
and made each of them responsible for
looking into root causes to either drive
change or reinforce all that we do well.

Q:

HOW DO YOUR BUSINESS MANAGERS AND FRONT-LINE EMPLOYEES SUPPORT
YOUR CX PROGRAM?
A: Since our team is from different organizations

We engage the team not only in digging into root

throughout the company like IT, product development,

causes, but also to help engage their teams in being

and segment marketing, we realize that many of them

customer-centric. When we celebrated Customer

may not be comfortable with customer experience.

Experience Day, everyone participated by creating a

We understand it’s not their background, so we feel

customer room that more than 300 employees visited to

strongly about the importance of investing in training

walk in the shoes of a customer. Our goal is to shape the

to help them feel comfortable and empowered in their

culture so every employee feels excited and passionate

stretch role.

about doing what’s right for our customers.
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Q:

WHAT BUSINESS IMPACT ARE YOU SEEING AROUND YOUR CUSTOMER FIRST PROGRAM?
A: There are several metrics we track to validate the

year, during peak summer months, our complaint rate

success of our CX program.

dropped 60 percent in one of our main sales channels.

INDEX SCORE:

CUSTOMER EFFORT SCORE:

We use the index score that’s based on survey feedback

We also measure Customer Effort Score on a continual

from our customers at different touchpoints in the

basis. Our change in culture and consistency in focusing

lifecycle. In just one year, our index score metric

on customer experience has been proven by our

improved by 150 percent. The tremendous growth was

Customer Effort Score which is well above the industry

something we all celebrated and we look forward to

average and we have continued to see it improve the

realizing more growth.

past few years.

MONITOR COMPLAINT RATES:
We also closely monitor customer complaint rates. In
the utility industry, our peak call months tend to be in
the summer, which is historically when we see more
customer complaints. With our new program, last

Q:

At Reliant, we believe in celebrating our successes,
challenging ourselves to manage and measure many
different aspects of our business, developing plans
and driving actions based on what we’re hearing from
our customers, and developing a culture that is truly
customer first.

WHAT IS THE STRATEGY BEHIND YOUR PROGRAM AND HOW OFTEN DO YOU REVISIT
THE PROGRAM?
A: Our overall strategy is to not lose focus that this is

structure that involves everyone in the organization. We

a journey. This is not a program we implement for a

use Voice of the Customer (VoC) insights to drive our

few months or a year; it’s a long-term strategy to drive

program and we constantly push ourselves to be best-

loyal customer relationships. We shifted away from a

in-class and not just within the utility industry.

dedicated CX department to creating a more integrated

Q:

WHAT IS THE STRATEGY BEHIND YOUR PROGRAM AND HOW OFTEN DO YOU REVISIT
THE PROGRAM?
A: There are many ways to define winning. Our

Winning for Reliant is not just being the best customer

President Elizabeth Killinger says:

experience from an electricity or home services

“Winning for Reliant is ensuring that customers love
us, they want to do business with us, they want to
buy more from us, and they want to promote us to
their friends and family. The example I think about is
when they see our brand, like in the market, they smile,

company perspective, it’s also being best-in-class
relative to the champions in customer experience.
Companies like USAA, companies like Amazon. Being at
that same level so we’re delighting our customers every
step of the way.

and they like who we are as a company and want to
continue to do business with us.”
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