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Managing 
Customer Experience

EXPECTATIONS IN A 

DISRUPTED WORLD
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AN EVER CHANGING WORLD…

• Digital generation, always on

• Changing family composition and values, rising middle 

income,

• Ageing population and declining birth-rates

Societal

• Smartphones, connected devices, AI and machine 

learning

• Open APIs and data sharing – new business 

models/competition

• Changing expectations as a results…

Technological

Economic

• Boom and Bust of nations (e.g. BRICS, MINT, PIGS), 

BREXIT, stop-start recovery, protectionism, populism

• Greater regulation and compliance, retrenchment 

• Urbanization & suburbanization

• Continued uncertainty, changed aspirations 

and motivations, self-service, overwhelming 

choice (and confusion) “Infobesity”, etc.

Consumer mind-set
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TECHNOLOGY IS 

IMPACTING ALL SECTORS
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THE CAR BUYING PROCESS

• Consumers spend an average 14.5 hrs

– 59% researching online, 36% in one 

or more dealership

• 78% used 3rd party sites

• For dealerships, 56% of initial contact is 

“walk-in”

• Only 56% satisfied with the length of 

purchase process
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73% USE ONLINE BANKING

53% OF THE WORLD BANK 

USING MOBILE APPS

FINANCIAL SERVICES

“Customers’ expectations are set by Uber 

and Skyscanner. How people can do things 

so quickly in other industries pays a role 

in how we do things in banking…to make 

customer experiences quicker, cleaner and 

smoother.”

Maeve McMahon, Marketing Director

at Royal Bank of Scotland
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WECHAT FROM TENCENT-KING OF RELEVANCE
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FROM PRODUCTS TO SERVICES
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FROM PRODUCTS TO SERVICES
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• We need to continue to evolve our understanding of service expectations, how 

we perform and manage those expectations and experiences

• What do customers expect to be able to do (via each channel) and their 

benchmarks?

• Jobs To Be Done

• With continued move to digital, make the most of interactions that matter, 

understand how to keep that emotional connection in an environment of fewer 

physical connections

WHAT DOES THIS MEAN

FOR US IN CX?
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Managing Customer 
Experience in an ever 
changing World 
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EMBRACE TECHNOLOGY IN

EXPERIENCE DELIVERY
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KONE using IBM Watson to anticipate 

issues with their elevator / escalator 

products and send out an engineer 

before the customer has to report the 

issue. 

Disney use “MagicBands” to 

predict and prevent long waits 

for rides at Disneyland. 

Pro-active vs reactive customer service



16



17

EMBRACE TECHNOLOGY IN

MEASURING AND MANAGING

THE EXPERIENCE
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Technology is opening up new ways for

insight and customer experience management

Analysis

analyse and 

integrate data 

Collection

measure 

and observe

Dissemination

deliver and 

make insights ‘stick’ 

Action

Drive impact
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Reporting, Closed Loop, Analytics
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Invitation File

Role-Specific Dashboards

Ops Data

(Quality, Call Ctr)

Financial Data

(Spend, Loyalty)

Mobile

All Channels, Products, Regions

Locations  |  Online  |  Call Center

Big Data Processing

Ingestion Engine | In-Memory| OLAP

Text Transformation

Social  |Verbatims| Email/Texts/Etc.

Social

Data collection mode

Contact Center

Recover Detractors Activate Fans

User Data

Business data

Targets

Expanded View

Complex Org. 

Hierarchy

Location/ Web

Technology platforms are a great enabler
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Customer contact pulled 
from CRM system in real-time

Data is combined with analysis fed 
back into organisation so informed 
decisions can be made

Multi-mode customer 
surveys via a device 
agnostic solution

Real time delivery allows staff to act 
on issues straight away through hot 
alerts & closed loop feedback

Improve the process to 
prevent future dissatisfaction

Process Device

Data Delivery

Contact

Technology is helping us monitor and manage

continuous customer feedback
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Implementation Ongoing support

The technology core

Pre-launch Post-launch

But technology on its own is not enough…
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Customer Experience | Delivering a Return on your CX Investment

Implementation

• Sampling integration

• Cleaning rules design and 

implementation

• Data migration 

• File transfer setup

• Set up survey fraud protection 

protocol

• Survey scripting

• Invitation design and scripting

• Report building

• Quality control 

• Set up data cleaning rules 

• Set up survey fraud protection 

protocol

• Set up QA process to ensure 

databases are consistent across 

Ipsos and client

• Create case management alert 

triggers and process

• Define escalation and closed-

loop processes

• Hierarchy build and 

management

• Single sign on integration

• Historic data upload and 

quality control

• Dashboard mockup and sign 

off

• Conduct UAT

• Conduct end to end test

• Platform user guide creation

• Platform training

Ongoing management

• Invitation maintenance 

• Ongoing sample management

• Sample maintenance

• File transfer maintenance

• Sample change requests

• Survey change request

• Dashboard changes

• New dashboard/reporting set up

• New data integration

• Ongoing quality control

• Ad-hoc survey design and execution

• Ongoing platform training

Platform implementation and management –

detailed activities
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No
prioritization of 
action that will 

drive ROCXI

Lack of 
time and insight 

to drive real 
change

Inadequate
program
design

Poor
implementation 
& management

Common reasons why CX Management 

programs fail
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ActivateEngage Listen Embed

.

Activating what 
needs to be done to 
ensure your CX 
delivers on your 
Brand Promise

Helping your 
organisation engage
around 
a common 
CX vision – from 
C-suite to frontline

Listening to the 
'Voice of your 
Customers' – across 
all touchpoints and 
channels. Creating a 
single source of 
customer truth

Embedding the 
structure and 
culture to drive 
continuous CX 
improvement and 
customer centricity

A framework is needed for long-term CX success
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Retention
Customers are retained 
and at-risk customers 
are recovered

Advocacy
Customers share their positive 
experiences with others

Operational Efficiency
Customers are served in a 

quality-driven, cost-effective way

Share of Spend
Customers choose 

you more often

ROCXI

To deliver a Return on your CX Investment
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Successful CX involves the entire organization

C-Suite

Corporate 

Strategy/ 

research
Training

Omni-channel 

Operations
Marketing Finance

Human 

Resources
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WHAT ABOUT THE FUTURE?
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Everything that can be automated

will be automated
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HUMAN ROBOTS TO

FROM…

ROBOT HUMANS
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CX JOURNEY

L’IMPORTANZA DELLE ASPETTATIVE

Managing 
Customer Experience
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CAPTURING AND MANAGING 

MOMENTS THAT MATTER TO DRIVE 

STRONGER RELATIONSHIPS 

Managing 
Customer Experience
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66%

35%

16%

14%

14%

11%

10%

7%

7%

Personal experience

Friends and family

Social Media

Experts online

Communication from the company…

Communication from the company…

Experts in traditional media

Opinion leaders in traditional media

Opinion leaders online

Customer experience matters

…of respondents 
state that personal 

experience has a lot of 
influence on how they 
make decisions about

which brands they choose 
to do business with

Source: Ipsos
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‘Critical incidents’ can make or break relationships
Behavioural outcomes following a negative experience

52%

50%

24%

12%

24%

Told friends and family

Complained

Stopped using / started using less

Shared on social media

Did nothing

Source: Ipsos



48

Customers are working harder than companies to get
issues resolved!

3% 5% 7% 9% 7% 13% 10% 8% 9% 8% 12% 12% 10% 11% 15% 13% 14% 12% 15%

29% 28% 30% 30% 32%
26% 31% 33% 33% 37% 33% 35% 40% 42% 38% 41% 42% 48% 47%

68% 67% 63% 62% 62% 61% 59% 59% 58% 55% 55% 53% 50% 48% 47% 46% 44% 40% 38%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Company Effort GREATER than Customer Effort
Same Effort
Customer Effort GREATER than Company Effort

Source: Ipsos



49

The link between CX success 
and financial performance is 
widely acknowledged

But managing the Customer 
Experience is not easy.

There is ample evidence many 
CX initiatives fail to deliver 
tangible results.

Optimising the CX to improve 
customer Retention, Share of 
Spend, Advocacy and 
Operational Efficiency; to 
deliver a Return on Customer 
Experience Investment (ROCXI).

Delivering a Return on Customer Experience 
Investment (ROCXI)
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MOMENTS MEMORIES

THE RIGHT CUES

THE RIGHT INGREDIENTS

THE RIGHT STAFF BEHAVIOUR

THE RIGHT BRAND ASSOCIATIONS

EMOTIONAL CONNECTION

STRONGER RELATIONSHIPS

Customers make decisions that affect the bottom line. Organisations need to understand how customers 
make these decisions and how to influence them…at any point in time people are influenced by both

CX STARTS WITH PEOPLE 
AND UNDERSTANDING CUSTOMERS
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Meeting expectations set by the Brand 
Promise

Providing the right ingredients to drive strong 
relationships – functional and emotional

Deploying the right Customer Experience 
through employees 

Three key principles 
to successful CX delivery 
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• Cognitive dissonance occurs when the 
experience does not match up to Brand 
Promise. When CX consistently fails to meet 
expectations, customers will most likely:

• Adjust attitude towards the brand 
(love them less)

• Adjust behaviour towards the brand 
(stop using or use them less).

• Conversely, when the experience 
consistently reinforces the Brand Promise, 
customers grow closer to the brand and use 
it more in the future.

Measuring the extent to which CX delivers on the 
Brand Promise is imperative.

Understanding how to truly align CX with the 
Brand Promise is key to business success.

Successful brands
align CX with Brand Promise
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Base: all respondents (excluding don’t know) who said the experience was worse than or unrelated to what was promised (678); who said the experience was in line with 
what was promised (3,285); who said the experience was better than what was promised (772)

65%

15%
6%

20%

37%

24%

16%

48%

71%

CX worse than promised CX in line with what is promised CX better than promised

Bottom Box Neutral Top box

Ipsos R&D

The impact of promise-experience dissonance on 
Likelihood to continue
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CX ingredients
to drive strong relationships

Beyond meeting functional needs, CX needs to 
create positive emotional response, memories and 
drive brand desire through day to day interactions.

This understanding feeds into the design and 
management of experiences which tap into human 
motivations, which, over time, lead to stronger 
brand perceptions and profitable relationships.
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Empowering customer-facing staff without them 
having a true understanding of what customers 
need,  feel and think, can be hugely detrimental to 
an organisation.

Identifying and closing gaps in employees’ 
perceptions of what customers need from 
interactions and relationships is essential to 
any CX strategy.

Empowering employees
to deploy the right Customer Experience
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Customer employee mirror framework
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The Five Forces of CX –
The science of strong 
relationships



58

This is achieved by getting customers to 

give you more of their business, through:

• Continuing to be a customer

• Giving you a higher share of their 

spend in a given category 

• Taking additional products and services

Customers will only do this if they:

Prefer your brand = think you 
are better than your competitors 
(your rank) 

or

Have no real choice = are locked in by 
situational/personal factors

Businesses need to build relationship strength 
and profitable relationships



59

P
re

fe
re

n
ce

Emotional attachment

Strong relationship between emotional attachment and 
preference is apparent at sector level

Source: Ipsos
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Creating a functional/emotional framework

Functional

Em
o

ti
o

n
al

Unfulfilled
Functionally 

Satisfied 

Emotionally
Attached

Dysfunctional

< 2%
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We need emotional attachment to drive preference and higher 
customer lifetime values

52

21

11

Preference

52

-4

-66

NPS

70

45

11

Likelihood to continue

Emotionally      
attached

Functionally
satisfied

Unfulfilled
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And emotionally attached customers are more likely to be 
forgiving. Strong relationships insulate you from mistakes

0%

10%

20%

30%

40%

50%

60%

Total Low Medium High

Likelihood to continue 
following a negative 
experience overall and 
by emotional attachment

Emotional attachmentSource: Ipsos
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30%

38% 36% 36%

31%
29%

27% 26%

21%
19%

Emotional attachment across sectors

Source: Ipsos
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So, what is it that 
helps create an 
emotional bond?
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Applying Behavioural Science to Customer Experience 

Organisations have invested a lot of effort in 
making their processes more efficient (e.g. speed, 
ease, no friction)

Clearly functional aspects are important to meet 
basic needs and prevent dissatisfaction. 

The psychology of human relationships can help 
achieve this goal by identifying the characteristics 
needed for strong, long-lasting relationships

By embedding core social motives, brands can 
move from creating experiences that are shallow 
and transactional to deep and truly relational.

Designing and delivering CX in a truly human-centric way

Strength of Relationship

Business Results

EmotionalFunctional
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CX ingredients
to drive strong relationships

We developed a framework for Customer 
Experience helping organisations to understand 
how to grow strong relationships with customers

Drawing on psychological literature telling us how 
social relationships are established and flourish 
(Fiske, 2003, 2004, 2008)
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Fair Treatment

Certainty

Recognition Empowerment

Shared Values

Introducing the Five Forces of CX –
The science of strong relationships

Empowerment
Help customers feel in control 

of the situation and in the 

driving seat

Recognition
Make customers feel valued, 

respected and worthy of 

special treatment

Fair Treatment
Make customers feel that there 

is a fair exchange in their 

relationship with you

Shared Values
Help customers feel a sense of 

belonging and show you care 

about the greater good

Certainty
Make customers feel that things 

are clear, transparent and 

working as expected

Source: Ipsos R&D 2019

The Five 

Forces of 

CX



68

Analytical framework

Diagnose whether the current experience 
drives the right response -> IDENTIFY GAPS

Assess impact and performance 
of the CX Forces -> PRIORITISE

Optimise the CX/journey by dialling up the 
right Forces when it matters -> REDESIGN
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Overall 
Impact

Assess impact of CX Forces onto Relationship Strength

27%

23%

19%

18%

13%

Fairness

Recognition

Empowerment

Certainty

Our Shared Values

Barriers Drivers

Source: Ipsos
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FunctionalSize of bubbles represents overall impact on KPI

70

Diagnose whether the current experience drives the right 
outcome

The CX Five Forces
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Optimise the CX/journey 
An online journey 

I need to buy party 
supplies for son’s 
birthday 

I look online and 
see if I can find 
something that fits 
with theme 

I choose the supplies 
and go through to 
check out 

I make the payment 
and choose the 
delivery date and 
time 

I wait for my 
parcel to arrive 

Recognition

Welcome customers 
back to your online 
store. Show them 
products they may like 
based on their 
favourites

Set ability to put 
birthdays in a calendar 
so they can prepare 
for upcoming parties  

Empowerment

Give the customer 
choices of different 
styles or ability to 
personalise their 
choice  

Fair Treatment

Give discounts or create a 
loyalty scheme to entice 
customers to return  

Shared Values

Support a charity or 
cause and say £1 of this 
sale will be donated  

Certainty 

Create an app to track 
delivery and be precise 
on date and time with 
a small window for 
people to be in 

Certainty Recognition Shared ValuesEmpowermentFair Treatment
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CX attribute 2

CX attribute 3

CX attribute 4

CX attribute n

Empowerment

Fair Treatment

Certainty

Recognition

Shared Values

CX attribute 1 Retention

Advocacy

Share of Spend

Operational Efficiency

Relationship 

Strength

OUR CX FRAMEWORK SUMMARY
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