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Why a formal CX insights program? Why now?

CUSTOMER EXPERIENCE HAS ALWAYS BEEN PART OF THE ATLANTIC PACKAGING DNA

Customer expectations changing

» Experience increasingly influences loyalty and HMarke O ARG P SR GO MG S CHOFR. TS
retention -

* Need for visibility into friction points and
service gaps i

» Customer experience as a differentiator in a P

in person or by mail.

competitive industry

They are not dependant on us
We are dependant on them
Customers are not an interruption of our work

Operational complexity increasing - Theyare the purpose of .
. . e Ve We are not don.ngafavour by serving them
» Achieve scale without sacrificing agility They s g » fvour b gving s
e opportunity.

Nobody ever won an argument with a customer.

* Need for a consistent service experience

Customers are people who
bring us their wants.
It is our number one responsibility

Leadership needed structured insight o e amr
. .« e For them and for ourselves.
» Reactive feedback loops no longer sufficient
» Actionable customer intelligence needed
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The turning point for Atlantic Packaging

What leadership recognized
e Customer-centric culture existed, but was
mostly about firefighting and individual
heroics

The organizational challenge
* No unified operational view of customer
experience
* Important issues identified, but not
consistently prioritized

The shift
* A need for a common CX language and
governance and discipline in collecting and
acting on customer feedback
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Final Customer Experience Commitments

Honest and transparent communications,

HONESTY keeping me informed along the way

Care about the success of my business
CARE by being proactive, coming with solutions,
and going out of the way to help

[ can rely on them because of their
CONSISTENCY | consistency in communications, processes,
delivery... no surprises!

They are there when I need them, fast.
AVAILABILITY | And they bring experts (designers and tech engineers)
to the table to get us to solutions, faster

They are our valued partner in growth
PERSONAL because they visit, watch, listen, advise.
They build a relationship by understanding my needs.




Desighing the Atlantic Packaging CX insights program

HINT: ROME WASN'T BUILT IN A DAY

Core design principles

» Consistency across regions and Atlantic g;mlah‘h‘
brands with flexibility for local operational Beyond the box w
realities

« Governance to establish and reinforce
responsibility and accountability

Operational principles 1.l Mitchel Lincoln
» Gathering actionable insight tied to decision-

making
* Clear ownership structure
 Start somewhere, review, repeat, expand

PACKAGING
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Atlantic Packaging’s CX insights program continually evolving

Customer workshops

 Developing CX
Commitments and
Roadmap

« Find the right partner for
measurement

e Pre-Year 1

Phases. ﬂ

A‘b rilie
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Year 1

B (2023)

o Start small

« Focus on Ontario brand

« Establish baseline KPIs
 Develop internal structure

for regional expansion

Qualitative for key accounts

J

« Expand program to include
Quebec, U.S. brands

« Shorter, more actionable
surveys

 Overall, regional reporting

« Begin quarterly, semi-
annual data collection

reporting

* Build closed-loop hot alerts
» Develop dashboard

J

« Continue quarterly data
collection

« Plans to integrate Al,
consider transactional
measurement

Year 4

(2026)




Turning CX insights into action

Governance and accountability
 Executive sponsorship reinforces the strategic

Importance
 Structured review cadence improves

accountability

Operational engagement
* Regional teams involved in interpretation and |
action
- s .

« Cross-functional collaboration (leveraging

employee experience) improves the action _

taken

Cultural shift
* The focus shifted from firefighting to driving

sustainable change
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How Atlantic Packaging drives CX change

1. Capture and analyze
feedback

e Collect customer feedback
across the journeys

« |dentify patterns, trends,
operational themes
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2. Prioritize and assign
ownership

« Evaluate issues on impact and
feasibility

« Assign accountability and
action plans

3. Operationalize and
validate

« Implement improvements,
track progress

« Validate the impact of
changes on the customer
experience

4. Close the loop with
customers

« Thank them for their

participation
e Let them know what Atlantic is

doing with their valuable
feedback to drive change




Lessons learned along the way

Surprises?
* Dashboards alone do not create
accountabllity
« Adoption, especially across regions,
takes time

Where clarity was established
» There is no perfect way, continue to
act and course correct along the way
* Culture change matters more than
tools
« Employees are at the heart of CX

The biggest takeaway
 Sustainable programs evolve through
continuous learning and adjustment
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PROACTIVE

PARTNER

They are there when | need them, fast. They stay on top of our needs, plan ahead, provide peace of mind.
They are reliable, providing timely, honest, and transparent communications. And they consistently deliver
on their promise... no surprises!

They care about the success of my business by proactively communicating, sharing information, keeping us
current on industry trends, providing advice, and coming with solutions to prevent and avoid future issues.
And they bring experts (designers and tech engineers) to the table to get us to solutions, faster.

They listen, take the time to learn the business and understand our needs.
They have that personal touch, going out of the way to help, and they are easy to deal with.

They feel like an extension of our team, we make decisions together. They are our valued partner in growth,
helping us attract and retain new customers —and we make sure that they grow with us.

They are experts, investing in facilities and equipment, providing innovative and creative solutions
to improve our product, helping us sell more, save costs, and enhance safety.




What CX measurement has meant for Atlantic Packaging

Improved organizational alignment
* Buy-in: CX as a growth driver
» Consistent decision-making across regions
» Greater alignment around customer priorities

Operational improvements
» Consistency is key
» Better responsiveness and coordination
* Proactive communication
» Stronger ownership and accountability
* Focus on employee experience to match the
customer experience

Business impact

« (X as part of strategic and operational conversations,

not just another separate initiative
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REGIONS
Aligned decisions
across geographies

o Qo
L)
ST

OPERATIONS

Responsive,
coordinated,
efficient

CUSTOMER
PRIORITIES
Shared focus on

what matters
most

A
WWW
CUSTOMER
EXPERIENCE

0Qo0
" e e
EMPLOYEES

Better experience.
More engaged.
Stronger culture.

OWNERSHIP &
ACCOUNTABILITY

Clear ownership.

Measurable
accountability.




Where will Atlantic Packaging go from here?

Where the program is evolving
* Real-time action on insights
* More predictive and proactive insight models
« (X and EX alignment

Operational integration
« Deeper integration into strategic planning, operational systems and workflows
* More closed-loop accountability
* Training employees to put CX first

Longer-term vision
* Embedding customer insight into enterprise decision-making
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Five takeaways for CX Leaders in this environment

1. CXis a strategy, not a project
* You will never be done with focusing on CX

2. Governance matters as much as methodology
 Strong structure reinforces accountability

3. CX measurement is an operating discipline
* Measurement must support decisions and actions

4. Insight without action creates little value
* Operational accountabllity drives change, all employees involved

5. Sustainable programs evolve over time
» Don't wait for perfection, continuous learning is essential
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Q&A

"Customers are not an interruption of our work.

They are the purpose of it
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Thank you!

Phased.

Drive Bold Decisions.
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