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Data Science Skills Needed in a Big Data World 

Bob Hayes, PhD 

Based on a factor analysis of many different skills, data science skills fall into three broad skill areas. These skill 

areas are: 1) subject matter expertise, 2) technology/programming and 3) statistics/math. Data science is essentially 

a way to extract insight from data using these three skills.  

Within each of these skill areas, there are specific skills on which data professionals rely to get at that insight. You 

might think of these skills as different tools in a data science utility belt. Let’s take a closer look at each of these 

skill areas.  

Subject Matter Expertise  

Data science doesn’t happen in a vacuum. Your ability to use technology and statistics to get insight always starts 

with interest in a specific domain. You can think of subject matter expertise as a body of knowledge that you need 

to possess to tackle a domain-specific problem. In the business world, you’ll need expertise regarding how 

businesses run. If you’re tackling a problem in education, you’ll likely need expertise in the education arena. If 

you’re trying to cure cancer using Big Data technology, you will definitely need to possess expertise in oncology; 

knowledge in oncology will help you collect the right data and understand what that data is telling you.  

Technology/Programming  

Another important data science skill area is that of technology/programming. Skills in this area are necessary in 

order to get at the data you need. The list of specific skills includes the following:  

 Back-End Programming (e.g., JAVA/Rails/Objective C)  

 Database Administration (MySQL, NOSQL)  

 Systems Administration (e.g., UNIX) and Design  

 Cloud Management  

 Front-End Programming (e.g., JavaScript, HTML, CSS)  

 Big and Distributed Data (e.g., Hadoop, Map/Reduce, Spark)  

 Managing structured data (e.g., SQL, JSON, XML)  

 Managing unstructured data (e.g., noSQL)  

 Natural Language Processing (NLP) and text mining  

 Data Management (e.g., recoding, de-duplicating, Integrating disparate data sources, Web scraping)  

 Statistics/Math  

Statistics/Math 

The final set of skills that are needed to extract insights from data are related to statistics and math. These types of 

skills are necessary in order for you to extract the insights from whatever data set you are using. These skills 

include:  

 Statistics and statistical modeling (e.g., general linear model, ANOVA, MANOVA, Spatio-temporal, 

Geographical Information System (GIS))  

 Bayesian Statistics (e.g., Markov Chain Monte Carlo)  

 Science/Scientific Method (e.g., experimental design, research design)  

 Data Mining (e.g. R, Python, SPSS, SAS) and Visualization (e.g., graphics, mapping, web-based data 

visualization) tools  

 Optimization (e.g., linear, integer, convex, global)  

http://www.customerthink.com/
http://customerthink.com/author/bobehayes/
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 Math (e.g., linear algebra, real analysis, calculus)  

 Machine Learning (e.g., decision trees, neural nets, Support Vector Machine, clustering)  

 Algorithms (e.g., computational complexity, Computer Science theory) and Simulations (e.g., discrete, 

agent-based, continuous)  

 Graphical Models (e.g., social networks)  

 Communication (e.g., sharing results, writing/publishing, presentations, blogging)  

 Focus on One Data Science Skill Area  

We found that skills within each of the skill areas are highly related to each other. A factor analysis of the specific 

skills showed that specific skills within a given skill area (e.g., math/stats) are closely associated with each other; if 

you’re good at statistics and statistical modeling, you’re likely good at algorithms and simulations.  

 

Figure 1. Descriptive Statistics of and Correlations Among Data Science Skills 

There is little overlap, however, among the three broad skill areas. We found that proficiency in one skill area is 

weakly related to proficiency in the other skill areas (see Figure 1). That is, possessing proficiency in one area does 

not guarantee proficiency in the other two areas. For example, the correlation between business and math/statistics 

proficiency is only .27, meaning proficiency in those two content domains have very little in common (they share 

only 7% of their variance with each other). The two skill areas that have the greatest overlap are 

technology/programming and math/statistics as r = .57.  

If you want to get into the field of data science, the current results suggest that you are better off identifying where 

you are most proficient and focusing on expanding your knowledge within that skill area. If you are good at 

statistics, you might consider becoming an expert in related skills. If you are good at programming and technology 

(or, at least, have an interest in those areas), you might consider specializing in skills related to computer science.  

The data scientist who is an expert in every skill area is non-existent (we didn’t find one). It’s better to think of data 

science as a team sport. Successful data science projects require different types of data science experts with 

complementary skills to work together toward a common goal. Become an expert in one area and work with experts 

in other areas.  

http://www.customerthink.com/
http://businessoverbroadway.com/empirically-based-approach-to-understanding-the-structure-of-data-science
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For Employees and Customers, Should the Goal Be Higher 
Engagement or Higher Experience Value? 

Michael Lowenstein, PhD, CMC 

Several years ago, in worldwide customer service experience research conducted for a major high-tech client, to 

drive stronger downstream customer behavior, it was found that processes and customer interaction had to take 

service employees well beyond the basics of knowledge, efficiency, and friendliness. Consistently, and irrespective 

of continent or country, the most effective reps showed true empathy for the customer’s issue, literally “owning” 

the issue as if it were theirs as well, walking in their shoes. and making a true emotional connection. 

What wasn’t so completely understood at the time is that that this level of employee commitment and personal 

investment also positively impacted the employee experience. This was something of an epiphany for our client, 

representing an unanticipated ‘bonus’ result. 

Customer experience pros can argue back-and-forth about whether a vendor can create deep emotions such as 

bonding and love in a customer. There are lots of articles and studies around stating things like “Highly engaged 

customers are loyal customers”. There’s little doubt that engaged customers can, and do, help shape the brand. They 

can also provide useful feedback and build brand-based communities. Today, is that enough? 

From my perspective, at least, experiences that drive customers’ emotional brand trust and bonding can be both 

shaped and sustained. That’s largely a function of organizational culture, customer-focused processes – – and the 

direct and indirect contribution of employees through ambassadorship behavior. 

On the employee side of the equation, ambassadorship builds both passion and partnership, enhancing the customer 

experience. And, as importantly, it also enhances the employee experience, something HCM and HR execs are just 

coming to realize and leverage. 

There have been a number of professional and academic studies, in multiple industries, linking employee attitudes 

and behaviors with the value customers perceive in their experiences. Through targeted research, and resultant 

training, communication, process, and reward and recognition programs, what we define as ambassadorship 

formalizes the direction in which employee engagement has been trending toward for years.  

Simply, the trend is optimizing and connecting employee commitment to the organization and its goals, to the 

company’s unique value proposition, and to the customer. This creates a state where all employees are focused on, 

and tasked with, delivering customer value as part of their job description, irrespective of location, function or 

level. 

http://www.customerthink.com/
http://customerthink.com/author/michael_lowenstein/
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In other words, though there needs to be coordination and management of initiatives through HR and a CXO/CCO, 

everyone in the company, from the file clerk to the CEO, has this day-to-day responsibility embedded within their 

job descriptions. 

This raises a classic chicken-and-egg question: Does focusing on the employee, and the emotions inherent to 

creating and sustaining a positive employee experience, generate as much benefit for the organization as enhancing 

the customer experience?  

There is ongoing debate about which should be the priority. Several entire books, in fact, have been written on this 

subject (such as The Customer Comes Second by Hal Rosenbluth and Diane Peters, and Firms of Endearment by 

Sheth, Sisodia, and Wolfe). There is general agreement that both developing employee ambassadors and customer 

advocates should receive high priority and emphasis if an enterprise is going to be successful. What building 

ambassadorship does mandate, however, is that having employees focus on the customer will definitely drive more 

positive experiences and stronger loyalty behavior for both stakeholder groups. 

A recent article by a major employee research and engagement consulting organization were reported on results of 

their national workforce tracking poll, the highlight of which was that employee engagement had risen 1.2% 

between January and February, 2015 (to 32.9%) and that this new level was the highest engagement rate reported in 

the past three years. 

The consulting organization went on to conclude from these findings that “Recent trends suggest that improvements 

in engagement coincide with improvement in unemployment and underemployment,” with the bottom line 

statement that 

“A decline in the percentage of unemployed and underemployed Americans may have some influence on 

the percentage of engaged workers. As the job market for skilled employees becomes more competitive, it 

is possible that companies are putting more effort into engaging their current workers.” 

At best, this conclusion feels like a major s-t-r-e-t-c-h of correlation analysis results. This same organization 

believes that “Employee engagement is a leading indicator of future business success….”; and, to the degree that 

engagement level can impact staff turnover and productivity, both key contributors to profitability, this is a fair 

statement.  

However, when this organization, and others in the employee engagement research, training and consultation space, 

makes claims that engagement, in and of itself, contributes to customer value and loyalty behavior, two important 

questions need to be asked. Those questions are: 1) Really? and, 2) Where’s the consistent proof for individual 

companies? 

Whenever encountering white papers that conflate the connection between employee engagement and happy 

customers, the above questions need to be asked. Further, there is no specific connection to the emotional drivers of 

employee experience. Emotions, understood on an accepted negative to positive hierarchy (see below), are critical 

to understanding experience and behavior. 

http://www.customerthink.com/
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Source: Beyond Philosophy 

Just as satisfaction has little proven connection to customer behavior, employee engagement was not specifically 

designed to drive customer behavior nor was it designed to enhance the employee’s experience.  

To build on this statement, let’s begin by looking at the results of satisfaction on downstream customer action. 

Beyond extremely macro connection to sales, customer satisfaction (as expressed through the ACSI) has been 

shown to have little direct connection to purchase behavior, to the tune of 0.0% to 0.1% correlation. Many 

companies are still measuring customer sat in hopes that learning about its drivers will help build customer loyalty 

behavior, but satisfaction isn’t contemporary regarding longitudinal experience, decision-making, or reflective of 

what is going on in the customer’s real, emotional world. 

As discussed on multiple occasions, and as proven in our own research ‘employee engagement’ has many meanings 

and interpretations, but relatively little of it has to do, at least by conceptual definition, specifically with impact on 

customer behavior. Typically, there is little or no mention/inclusion of ‘customer’ or ‘customer focus’ elements 

either in measurement or analysis of employee engagement. Though there is proof that customer experience, and 

resultant behavior, is impacted by engagement, it is more tangential and inferential than purposeful in nature. 

A 2015 Advertising Age blog by a leading marketing research consulting organization encapsulated employee 

ambassadorship very well: Ambassadorship should be an enterprise-wide mantra for every organization:  

“All employees need to embody the intended customer experience. A narrative must be cascaded down to 

every single individual in the organization. Your employees must clearly understand their role in delivering 

the promise the narrative makes to the end customer. This requires multiple conversations and socialization 

across all business divisions and at every level, not just for customer support roles.” 

To that quote, I say Amen. 

http://www.customerthink.com/
http://beyondphilosophy.com/defining-link-employee-engagement-employee-ambassadorship/
http://beyondphilosophy.com/defining-link-employee-engagement-employee-ambassadorship/
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Are You Competing on Customer Experience to Keep Up, Get Ahead, 
or “Leave a Dent”? 

Bob Thompson 

Did you know that in 2016, “89% of companies expect to compete mostly on the basis of customer experience”? 

That statistic was generated from a 2014 Gartner survey of marketers, reported on analyst Jake Sorofman’s post 

declaring that “customer experience is the new battlefield.” In that same survey, only 36% of marketers said their 

businesses were competing “mostly” based on CX in 2012. 

Wow — a shift of 53 percentage points over a four-year period! According to Sorofman, the marketers in the 

Gartner survey understood the context to be the “whole experience or relationship” – not just marketing 

interactions. 

I polled two dozen industry thought leaders whether they agreed with the Gartner statistic. The consensus answer 

was a resounding “NO.” Colin Shaw, a CX industry luminary with several best-selling books, sums up this way: 

“I think 89% is high by 2016, assuming that CX is not their ‘product or service’. For me the acid test is ‘if 

you took their products away what would you be left with’? So for example, I can see that you could take 

Ritz Carlton people out of hotels and put them in a retail store and do a good job. How many companies are 

like that? Very few. They are still dependent on their product and service.” 

In short, I think 89% of these marketers might think their organizations need to change. But are they really 

competing mostly on CX in 2016? 

Not Everyone Gets a Trophy 

In business, winners have to compete. They don’t just do the basics like opening a store for business, processing 

orders, or keeping the lights on. No more than a basketball team competes just by donning uniforms and showing 

up for games on time. 

http://www.customerthink.com/
http://customerthink.com/author/bob_thompson/
http://blogs.gartner.com/jake-sorofman/gartner-surveys-confirm-customer-experience-new-battlefield
http://customerthink.com/author/colin_shaw/
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Turning to Customer Experience, a MaritzCX maturity study found that 87% companies are stuck in the doldrums 

of the first four stages of CX maturity, with no significant difference in performance from the initial stage of 

“apathetic.” 

 

Source: MaritzCX 

Only those in last four stages (13% of respondents) show significant performance gains (aka winning). You don’t 

get any real advantage just from investigating, measuring, and responding. 

And let’s remember that there are many ways to compete. Walmart competes based on low prices and supply chain 

management. Apple competes based on innovative, must-have products. Tech companies compete based on brand 

reputation and product features. Utilities compete based on being the only game in town. The corner store competes 

based on convenience. 

Now, some argue that these are all forms of customer experience. But if so, then 100% of companies are already 

competing based on CX because a) all companies deliver a customer experience whether they do so intentionally or 

not and b) everything (including products) is already included in the customer experience. 

This is nonsensical. Howard Lax of TNS points out that “this casts the definition of CX so broad that it loses 

meaning.” While Lax agrees that CX is growing more important, “not even close to 89% even measure the 

customer experience, let alone compete on it.” 

Over all, I think it’s fair to conclude that Gartner’s 89% statistic may reflect good CX intentions, but it isn’t backed 

up in the real world with the actions necessary to get a competitive edge. Let’s take a look at three strategies to play 

the CX game with an intent to win. 

Strategy 1: Keep Up with Touchpoint Improvements 

Every customer touchpoint can potentially be improved. Advertising and marketing communications can be made 

more engaging. Sales reps can be trained and outfitted with the latest sales tools. Products can be upgraded and 

made easier to use. Self-service can be provided via mobile devices. 

No matter how you define Customer Experience, you can generate a long list of interaction points and get to work 

improving as many of them as possible. Until the money runs out. 

http://www.customerthink.com/
http://customerthink.com/does-customer-experience-management-include-products-or-pricing/
http://customerthink.com/author/howardlax/
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A decade ago banks made the transition to online banking. As a Wells Fargo customer, I remember it taking some 

time to get used to web-based banking, but now it’s routine and expected. If Wells Fargo had not invested in online 

banking, I might well have taken my money elsewhere. I could say the same about ATMs in the 1980s. 

In recent years, the financial services industry has focused on mobile. Despite huge investments, has any major 

bank realized a sustainable competitive advantage by just adding this touchpoint? The order of banks is essentially 

unchanged in ACSI benchmark data, where most of the major banks can be found in the low to mid 70s. Ironically, 

Bank of America is mired in last place at 68, despite its all-automation-all-the-time strategy with a heavy emphasis 

on mobile. 

A recent TNS study of generational differences sheds some light on why this is happening. It’s true that millennials 

are “significantly more dependent on mobile banking than other generational cohorts.” However, across all age 

groups and other demographic factors, the study found that consumers value banks that: “communicates honestly 

and clearly; looks out for your best interests; is accurate and reliable; shows customers their business is appreciated, 

and has knowledgeable employees.”  

Meeting these needs requires a lot more than adding mobile technology. 

Nancy Porte, VP of Customer Experience at Verint, says while consumers want quick and effortless service, it’s not 

enough to drive loyalty. Human-to-human interactions still matter, and have to be designed into the overall 

experience. For example, says Porte, Hilton Hotels invested in digital check-in to bypass the front desk, but found 

removing personal contact actually decreased loyalty. So, the hotel is now looking for ways to increase personal 

engagement in other ways. 

Companies have made massive investments to upgrade touchpoints and find themselves no better off vs. their 

competitors. Is this a form of competing? Maybe. Actually, it can more correctly be called “not losing.” With rare 

exceptions, the result is what Frank Capek dubbed “better sameness” in 2009. 

“Better sameness is doing what you’ve always done… and what pretty much all your competitors do… a 

little bit better and faster; providing friendlier customer service, incrementally faster response times, a more 

appealing retail environment, a more streamlined web catalog and ordering processes, etc.” 

A recent Michael Hinshaw post highlights ways that mobile tech can disrupt the insurance industry. However, I’ll 

wager that if we check back in a few years, mobile touchpoints will be SOP while the competitive order of major 

insurance companies will be unchanged –- unless they compete with one of the following strategies. 

Strategy 2: Get Ahead with Seamless, Customer-Focused Journeys 

A couple of years ago, my wife and I moved to San Diego which, among other things, required that we find new 

health care providers. We ended up choosing Sharp Rees-Stealy because of 1) high-quality care (doctors, facilities); 

2) convenience (network of local service providers); and 3) access to FollowMyHealth® (secure online access to 

health information, records, appointments, and more). 

Now, I’ll be the first to say that if the doctors weren’t first-rate, points 2 and 3 wouldn’t matter. This is the core 

“product” we wanted. Fortunately, we have found Rees-Stealy doctors to be skilled, empathetic, and willing to 

spend the time necessary to answer questions. I’ve never felt rushed even though I know doctors have very 

demanding schedules to keep. 

With great doctors as the foundation, an integrated network of service providers supported by the FollowMyHealth 

tool makes Rees-Stealy a cut above our previous health care providers. From the check-in using kiosks and hand 

scanners, to appointment settings and reminders, to easy access to personal health care records, it’s clear they 

http://www.customerthink.com/
http://theacsi.org/index.php?option=com_content&view=article&id=147&catid=&Itemid=212&i=Banks
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https://customerinnovations.wordpress.com/2009/10/31/customer-experience-beyond-better-sameness/
http://customerthink.com/insurance-customer-experience-innovation-5-disruptive-examples/
http://www.sharp.com/rees-stealy/
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invested a lot to make it all work together. The result is a (mostly) seamless end-to-end experience that increases 

our loyalty. 

What I’ve described, of course, is what the CX industry calls the “omni-channel” experience. My 2009 study of 

considered purchases with US consumers found that 70% of large enterprises admitted they don’t remember 

customer information from one touchpoint to the next. And 78% of consumers reported that information had to be 

repeated during complex (multi-touch) service experiences. The result of this “touchpoint amnesia” was that 

customers were 50% less likely to recommend and up to 35% less likely to purchase. Ouch. 

What about more complex journeys? Recent McKinsey research found that “distinctive performance on journeys 

can set a company apart.” One good example, according to innovation expert  Omni-channel can help a company 

break out of a commodity rut is START Lighting, says B2b marketing consultant Chris Ryan. 

“The commercial manufacturer/supplier of LED fixtures and lighting to the electrical distribution industry 

adopted a highly flexible approach that made the buying process more pleasant and customizable. In 

practical terms, this meant investing in more personal contact with clients and changing the measurement 

of success from revenue to satisfaction. This CX focus has led to three positive outcomes: loyal clients, 

more profitable transactions, and lower client churn rate.” 

For real omni-channel success you’ll need that right platform and integration to share data throughout the end-to-

end experience. But the real secret is improving journeys that help customers accomplish their goals. That requires 

customer research, journey mapping, and innovating with a jobs-to-be-done approach. 

Strategy 3: Stand Out with Signature Experiences 

Close your eyes and imagine finding yourself in an Apple store. Or waiting to board a Southwest airplane. Or on 

the phone with a Zappos customer service representative. 

Odds are you’d recognize these experiences without any logo or company name in sight. That’s because these 

companies have created an intentionally differentiated or “signature experience,” defined in a Harvard Business 

Review article as: “the odd or unique process that makes your company stand out in people’s minds.” You could 

also call this a distinctive or branded experience, uncommon practices that CX pioneer Shaun Smith has been 

advocating for years. 

In the past few months I’ve become an Uber fan. It’s convenient, affordable, and fun. I’ve struck up interesting 

conversations with every Uber driver save one ex-taxi driver with a sour attitude. Suppose taxi fleets had 

implemented smartphones; would that be enough to match the total Uber experience? Not even close. 

Also, note that truly signature experiences may break some of the rules. For example, Amazon doesn’t try to 

support every interaction channel. Yes, most do the basics well (touchpoints) and support customer journeys 

(onmni-channel). But they also deliver a unique combination of elements that create a truly differentiated 

experience. 

So, what should be your firm’s “signature experience”? I have no idea. That’s entirely the point: You can’t be 

different by copying others or taking the advice of consultants or pundits. Great business leaders know their values 

and purpose. As Steve Jobs famously said: “We’re here to put a dent in the universe. Otherwise why else even be 

here?” 

Why else indeed. For those wishing to ascend to the upper tier of industry leadership, start by challenging yourself 

and the leadership team to answer this question: “What dent are we trying to make?” And then make sure you 

express that purpose in the customer experiences you deliver. 

http://www.customerthink.com/
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The Future of CRM Software 
Chuck Schaeffer  

Customer Relationship Management is a business strategy aimed at growing mutually rewarding and profitable 

customer relationships. CRM software is the enabling technology for CRM strategy. However, there’s a disconnect 

as most CRM software is internally focused on what’s good for the company and lacks both purpose and 

capabilities to inspire customers to grow their relationships with suppliers. 

The next generation of CRM software is needed for two reasons. First, businesses need new strategies and 

supporting technologies to proactively respond to more empowered customers. Second, CRM software is a 23-year-

old customer data management technology that lies somewhere between mature and commoditized. It’s time for a 

technology refresh. Here’s what’s needed for the future of CRM software. 

A New Purpose 

CRM software must transition from an internally focused, sales driven, customer data management application 

designed for monologue communication, process efficiency and cost reductions, to an externally focused, 

conversation driven, customer engagement application designed to engage customers in dialogues across channels, 

deliver consistent and rewarding customer experiences, and build customer relationships based in part on goals 

important to customers. 

More Customer Engagement 

Since customers now initiate the conversations in their preferred online and social channels, CRM software should 

alert the right business practitioners to these conversations so they can act and engage. Maybe the technology is 

social listening and engagement. Maybe. If it is it’s in need of a lot of improvement. Social command centers and 

dashboards look cool in demos, but ever try to use this stuff? It’s like performing a Google search and having to 

scroll through 15 search result pages to find what you’re looking for. You know anybody that goes beyond 2 search 

result pages? I don’t. 

The challenge here – and the CRM innovation opportunity – is to better separate signals from noise and 

significantly improve sentiment analysis. The web has a lot of noise. Finding the needle in the haystack requires 

much more search intelligence than keywords with simple parameters. Once found, the CRM software should 

prioritize, categorize and route the social content to sales, service or other queues so it can be acted upon quickly by 

the right people. The technology should tell me when there’s a selling opportunity, a customer problem that needs 

http://www.customerthink.com/
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addressed, a potentially viral situation, a competitor scenario that gives me a business development opportunity or a 

market movement that may trigger a shift to business strategy. 

Improved Customer Experiences 

CRM software should help improve the customer experience (CX) at every customer facing interaction. CRM is my 

customer system of record so I don’t want to go elsewhere to automate my CX strategy. I need a method to actually 

identify and measure CXs. I need voice of the customer (VOC) tools so customers can tell me what they want and 

how I’m doing. I need some journey mapping design tools integrated to my existing CRM marketing, sales and 

service processes. I need intelligent Next Best Offer (NBO) or Next Best Action (NBA) automation to recommend 

the ideal offer, answer or response – not just based on what’s good for me, but surveying the customer profile and 

recommending what’s good for me and my customer. 

I need CRM technology to deliver the optimal information needed to the resource or customer interaction, 

engagement touch point, or moment of truth in order to improve the customer transaction, decision, resolution, 

experience or relationship. And please don’t deliver the proverbial 360-degree customer view, deliver just the 6 or 8 

degrees that I need at that point in time. I also need some workflow or business process management (BPM) tools 

to orchestrate customer journeys in order to deliver consistent, rewarding and memorable customer experiences … 

and in turn achieve strategic objectives such as loyalty, advocacy, customer lifetime value, customer retention and 

increased revenues and margins. 

We all agree that customer experience management is a strategy that grows customer relationships and creates 

connections that can withstand disruptive technologies, competitor encroachment and the erosion of other 

competitive advantages. Now I need some technology enablement. Oh, and in the future CX technology will not be 

separate from CRM. The two will morph. Plan accordingly. 

More Business Customer Intelligence 

I’m trying to change business culture from opinion driven, gut based or trial and error decision making to data 

driven, fact based decision making. But without the tools it’s tough. Most CRM software systems deliver basic, 

historical information reporting. I need to look forward and I need my entire organization to make better business 

decisions. 

Better business intelligence should start with more intelligent customer profiles. Consumers are prolific in social 

channels, permitting businesses to understand sociological attributes. Knowing what each customer ‘Likes’, 

forwards, retweets or comments on creates a highly specific customer social graph. Help me collate online data 

from social networks, web browsing patterns, forums, communities and other social media and append social 

attributes to the customer profile in the CRM system so I can improve customer segmentation, deliver more 

relevant messaging, offer higher fit products and provide services that influence loyalty. Then help me determine 

profiles and traits of high contribution customers and identify other customers with the same characteristics, but not 

yet in the top contribution segment. Here’s some additional asks. 

How about an algorithm that looks at customer profiles and churn patterns and alerts which customers are likely to 

defect? How about some Bayesian algorithms that examine customer segments and cohorts such as each customer’s 

existing products, items acquired by like customers, and applies relatively simple predictive analytics to determine 

the most likely accepted cross-sell or up-sell offer? How about giving my staff what Amazon gives me with its 

recommendation engine based on other customers with similar interests or behaviors? 

Referring back to my social engagement ask, how about using social monitoring tools to analyze what prospects 

and customers think about each of my products or services, and my competitors’ products or services, and correlate 

this sentiment analysis to help me improve sales efforts, product mix, marketing spend, advertising expense, loyalty 

programs, market share, customer share, competitor programs and specific cost and profit measures? Taking this a 
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step further, there’s also an opportunity to correlate customer sentiment analysis with broad economic factors, 

specific market indicators, competitor moves or other factors that may uncover patterns that permit companies to 

model changes for improved customer consumption and company performance. 

How about telling me which customers offer the biggest revenue potential at any particular point in time or for 

particular product lines? How about showing me the customers that deliver negative profits? How about an 

integrated revenue cycle? How about pro forma revenue modeling (aka Revenue Performance Management) so I 

can model and manipulate, see impact and adjust my strategies? I know, there are tools outside the CRM arena that 

can help me, but integration, ETL, staged data and the custom creation of reports that I suspect virtually every 

business needs seems laborious and inefficient. 

You know how much CRM data goes unused? Most of it. Like a lot of companies, I’m drowning in data but starved 

for information. I’m looking for help to consolidate, mine, append and apply data to understand how to delight 

customers, create differentiating customer experiences and make new products and services that are more 

enthusiastically embraced. 

Here’s the Upside 

No CRM software publisher offers what I’m asking. Several CRM vendors offer first generation tools but the 

market needs much more. The balance of power in commerce is forever changing from vendors to customers. To 

respond, vendors must implement compensating shifts to business strategies and support these strategies with more 

innovative technologies. Customer demand is running well ahead of technology availability which offers a market 

disruption opportunity. 

The CRM publishers who deliver first to market or early to market innovation will capitalize on a reset moment, 

assume market leadership and become the disrupters in what will be the next generation of CRM systems. 

CRM publishers with extensive resources and install bases who miss first to market innovation delivery but can 

implement a fast follower strategy via acquisition or reprioritization of internal resources may be able to closely 

follow and compete with the market innovators. Maybe. 

All others will compete for the remaining market, incurring greater risks, higher costs and less margin. Most will 

not survive. 
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10 Silos Impact Customer Experience 

Lynn Hunsaker  

Does your business have a silo detective? This might be the highest-ROI effort of your customer experience 

council, chief customer officer, chief operating officer — or better yet, every employee. Things that don’t make 

sense in the way business is done can almost always be traced to silo-ization. And the pain of business silos is well-

known to everyone, whether employee or customer. 

But don’t throw the baby out with the bathwater. Silos in business, like most things in life, have “two sides to the 

coin”. The good side: variety, ownership, accountability, specialization, and efficiency — yes, we need these. The 

bad side: short-sightedness, self-centeredness, inaccessibility, and inefficiency — of course these are painful. Use 

wisdom in determining whether a silo should be eliminated. In some cases, elimination creates its own set of 

downsides. Overall, the key to dealing with silos inside a business is in expanding our perspectives and 

motivations in the work we do. This is the genesis of collaboration and universality (i.e. compatibility) needed to 

overcome the negatives while benefiting from the positives.  

Your silo detectives should seek ways to expand perspectives, motivations, collaboration and universality whenever 

a silo is identified. Did you know there are at least 10 silos impacting customer experience?  

1) Organizational Silos 

“Another department handles that” is all-too-common for customers to hear. In customers’ minds, “You have to go 

to X to get that” or “I’ll transfer you to Y” means delays in getting on with their objective. It means hassles: having 

to re-explain the situation, or worse, having to recite yet again account numbers and security answers.  

Obviously, businesses must have departments to specialize knowledge and streamline work. what’s missing for the 

customer experience is information-sharing, empowerment and collaboration among departments to minimize 

delays and hassles. Additionally, chronic thorns in customers’ sides typically span multiple organizations, 

emphasizing the dire need for organizational collaboration. 

2) Channel Silos 

“We only handle in-store transactions; you’ll have to contact the dealer you bought from, or our online group.” In 

customers’ minds, this means extra costs, delays, premature roll-outs, and lack of brand integrity: am I dealing with 

one brand or a mish-mash of opportunists?  

A variety of sales and service channels help customers get what they need when they need it. What’s missing for 

the customer experience is integrated data, policies, and procedures, and experience continuity across sales 

channels, across service channels and between sales and service channels. 

3) Systems Silos 

“You’ll have to log-in to our other site” or “That mobile app isn’t available for the type of account you have” or 

“That went to the fax machine at our national site”. In customers’ minds, this means red tape nuisances, mustering 

patience to understand the lack of logic, chasing things that fell into a black hole, and tiresome delays. 

Businesses acquire other businesses and adopt new technologies, and it takes time to consolidate or integrate. 

What’s missing for the customer experience is proactive communication about what to expect, carrying the ball for 

the customer rather than pushing the inconvenience on them, and taking initiative to prevent black holes. 
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4) Data Silos 

“That’s in another database” or “thanks for being transferred to me; what is your account number and situation 

again?” In customers’ minds, this means repetition, wasted time, and uncertainty. 

Businesses capture data all along the customer life cycle, from different sources, and in various formats. What’s 

missing for the customer experience is minimization of the mundane and laborious steps to get what they need. 

5) Process Silos 

“Welcome from your dealer” and “welcome from your success manager” and similar messages from so many 

departments might underscore your enthusiasm for the customer, but multiple groups sending onboarding notes, or 

requesting survey feedback, and so forth indicate broken processes. In customers’ minds, this means extra reading, 

redundant interactions, and confusion about who to go to for what, another set of things to integrate into their 

already busy life. 

Businesses have many moving parts that serve customers and want customer inputs. What’s missing for the 

customer experience is simplicity, with a focus on their own life/business rather than a sizable amount of their 

mindshare on the supplier’s business. 

6) Vision Silos 

Different people managing different parts of the customer experience have different visions of the customer 

experience strategy. Information Technology’s vision may be at odds with Marketing’s vision, and so on across the 

C-suite. Furthermore, voice-of-the-customer managers envision survey responsiveness that maximizes referrers, 

while loyalty managers envision renewals that hit monthly quotas, digital marketing managers envision 

personalized interactions, and customer care managers envision first contact resolution. In customers’ minds, this 

means enticements to behave when and how the company wants them to, and policies and requests that don’t 

always seem to be in their best interest. 

Businesses have targets for growth, cost containment, and risk reduction, adjusted for each functional area. What’s 

missing for the customer experience is an irrefutable feeling that their well-being comes first, when and how it best 

fits their objectives, as a trust-builder and precursor to organic growth, cost containment, and risk reduction. 

7) Assumption Silos 

Different people throughout a company have different understandings of customers’ realities. Focus on survey 

scores rather than customer survey verbatims, journey maps focused on a touchpoint, and other common practices 

obscure an accurate big picture of the end-to-end customer life cycle. In customers’ minds, this means inconsistent 

empathy for their plight, and inconsistent experience across their end-to-end journey or life cycle. 

Businesses are busy with running the business, and it takes a concerted effort to create a common understanding 

across thousands of employees. What’s missing for the customer experience is “doing the whole job” across 

customers’ needs and feeling valued as a long-term customer as much or more than a new customer is valued. 

8) Goal Silos 

Customer-facing staff have customer experience goals, but staff that doesn’t interface with customers typically do 

not see a connection of their work to customer experience; they’re focused on productivity or other internal criteria. 

In customers’ minds, this means products, processes, policies and business models that don’t always respect 

customers’ expectations. 
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Businesses have multiple obligations: shareholders, industry analysts, customers, and so forth. It’s easy to dilute the 

over-arching importance of customers as the lifeblood of funding for all the business does. What’s missing for the 

customer experience is getting things right the first time and all the time, as much as is humanly possible — 

preventing the need to rely so heavily on customer-facing staff and enticements. 

9) Metrics Silos 

Performance measurement of the business may be different from performance measurements of organizations, 

individuals, and teams. Particularly when it comes to dashboards, incentive pay, and recognition. In customers’ 

minds, this means heroics take precedence over prevention of issues, they’re directed to give a certain rating when 

the survey comes around, issues are resolved for individuals rather than customers collectively, and the supplier is 

content with industry-leading survey scores rather than resolving chronic issues once and for all. 

Businesses measure what’s tied to goals; this may work well if the goals are accurately tied to accurate assumptions 

and well-founded shared vision for customer experience excellence. What’s missing for the customer experience is 

prevention of issues and anticipation of their expectations and reactions. 

10) Handoff Silos 

“That’s not my job” may be heard anywhere in a company, and anywhere across a customer experience journey or 

the customer life cycle. “That’s the fault of Y” is often heard by customers when sloppy handoffs occur between 

software or hardware or services, or between headquarters or branches, or between alliance partners, and so forth. 

In customers’ minds, this means headaches in trying to achieve their objectives, a possible bottomless pit of time 

and effort to figure things out on their own. 

Businesses need to define scope and boundaries to maintain productivity and return on investment. What’s missing 

for the customer experience is prevention of surprises and true solutions toward their objectives. 

Next Steps 

Your silo detectives will certainly be busy identifying missed opportunities among these 10 silo categories. Missed 

opportunities mean precious resources are wasted, potential growth is unrealized, money is left on the table, 

avoidable churn of customers and employees takes a toll on the whole business, and return on investment across a 

wide variety of business endeavors could be much higher.  

If you’re seeking to stand out from the crowd, span silos. If you want to thrive in ease-of-doing-business, span silos. 

If your aim is customer experience excellence, it’s imperative to span silos. 
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Customer Experience Improvement: 7 Best Practices 
Michael Hinshaw  

With much of the online conversation taking place around customer experience innovation, it almost feels like 

everyone is focused on customer experience as way to ‘make a dent in the universe’ as Steve Jobs so eloquently put 

it. Unsurprising, as Forrester Research Inc. reports that a “whopping 80% of customer experience (CX) 

professionals say that their firms’ goal is to be a CX leader in their industry, or across all industries.” 

But the reality is, only 11% of companies succeed in delivering an excellent customer experience. Which brings us 

to the “other i word.” Improvement. The reality is, most organizations we work with are putting a majority of their 

resources and focus to this decidedly less-sexy but equally important objective; after all, a little bit better is much 

better than not better at all. 

With that, some best practices for a more modest (but potentially more realistic) goal. No, this isn’t everything and 

by it’s nature top-level and directional at best. But we’ve seen each of these 7 best practices drive significant 

customer experience improvements across dozens of organizations. The more you’re able to spin up, the greater 

your improvements will be. 

And if you do these well enough, it’s possible that other i word might just start creeping into your organizational 

vocabulary: innovation, after all, is just a really big improvement. 

1. Align your business and brand strategy with CX strategy.  

Understand and focus on the implications of your business and brand strategies – and how that informs the 

experiences your customers expect. By identifying unmet customer wants and needs in this context, you’ll be able 

to deliver on the promises your brand makes, and the expectations set as a result. (Put another way: identify and 

solve real customer problems in a way that is relevant to you.) 

2. Customer experience improvement is a discipline. Treat it accordingly.  

Engage in a proven, defined process – customer experience management (and improvement as part of that) is a 

discipline that requires hard work. Sorry. Shortcutting the process not only wastes time and money, it can lead to 

the erosion of faith in the power of customer experience. Doing it ‘right’ will drive measurable success, and allow 

you to replicate that success – and improve on it – across your business. 

3. Understand what your customers see when they interact with you.  

You see things one way; your customers see things another way. To improve their experience, look at your industry 

and your company through their eyes, from the “outside-in.” Customer listening (e.g. VoC Programs and other 

research tools) can help you see and adopt their view of your world, creating the understanding and empathy that 

can help drive customer-centric decision making. 

4. Fix the small things – but keep your eye out for the big things.  

Keep your eye firmly on those “incremental improvements” to customer journeys, journey stages and individual 

customer touchpoints – in aggregate, small changes can add up to big improvements. But stay focused on 

innovation in the process, and don’t settle for simply meeting expectations. Innovations can help exceed 

expectations, whether a small fix to an existing process, or a radical change to the ways your customers find, get 

and use what they need from you. 

http://www.customerthink.com/
http://customerthink.com/author/michael_hinshaw/


10 Big Ideas for Customer-Centric Success 

18 

 

 

© Copyright 2017 CustomerThink Corp. 

5. Know your return on CX improvements before you invest in them.  

The end game is, of course, greater customer loyalty. Countless studies support the links between it and better CX, 

driving outcomes from retention and wallet share to greater lifetime value. But it is critical to model ROI at a more 

granular level; a business case can build support for customer experience improvements, and provide specific 

objectives against which to measure success. 

6. Customer experience improvement is a team sport.  

Customer experience is typically driven and delivered across organizational silos, and touches all your customers. 

To improve it, you’ll need to engage with other stakeholders, employees and customers throughout the process. 

From defining customer journeys to mapping improvements, it typically does “take a village” to find pain points, 

prioritize initiatives to eliminate them, and test and measure the success of your solutions. 

7. Get used to it – you’ll never be “done.”  

Your customers change. Your company, products and services will change, too. As will your market and the 

competition. As a result, customer experience improvement is an ongoing process. From reacting to changing 

conditions to prototyping, testing and refining new or improved services, experiences and products before they are 

taken to market, the art and science of listening to your customers and giving them what they need is both an 

ongoing and highly rewarding effort. 

 

 

Top 7 Tips to Create a Customer-Centric Culture 
Ian Golding, CCXP 

As customer experience has become increasingly recognised as a thing of tangibility, so has the need to adopt and 

embed the skills and competencies that make managing it (customer experience that is) a reality. Any ‘concept’ that 

becomes something requiring methodologies, approaches, tools and techniques, also requires the need for people to 

understand how to use, deploy and embed them. Fortunately, the profession that customer experience has become is 

steadily building a burgeoning number of just such people.  

What all seasoned customer experience professionals know, is that you can have all the tools and methodologies in 

the world, but if the culture of an organisation does not support your ability to transform the way that organisation 

behaves, then customer centric transformation may remain a pipe dream. Culture change underpins all other aspects 
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of customer experience transformation – in this article, I am delighted to share with you my top 7 tips to achieve it 

based on my experiences both on the inside and outside of organisations in a multitude of industries all over the 

world.  

Tip 1 – Make customer experience a priority for the whole company! 

Now it may sound obvious, but if an organisation aspires to have a customer centric culture, then 

it MUST make customer experience a priority for everyone. It is not exclusively the domain of 

the customer experience team; or marketing; or customer service. It is not a project or an 

initiative.  

To transform the culture of a business to one that is focused on enabling everyone to think and act in the interests of 

the customer, then everyone must be clear about the tole they play in making that a reality. In practice, linking 

performance objectives and remuneration of every single employee to a continuous improvement of customer 

experience is the most effective way to achieve this.  

Tip 2 – Embed a customer experience framework 

I have written recently about what I describe as the ‘Customer Experience Jigsaw Puzzle‘. To 

create a customer centric culture, it is critical that a business is able to introduce and embed some 

rigor and structure into the way it goes about managing the customer experience. The deployment 

of a customer experience management framework not only enables an organisation to focus on 

connecting multiple activities, it also creates an 

environment that engenders a sustainable approach to 

continuous improvement of the customer experience.  

Many frameworks have been created around the world – 

this is the generic one that I use to teach organisations 

about the principle.  

A number of organisations have chosen to deploy a 

‘maturity model’ approach to embedding rigor to the way 

the customer experience is managed; I am also a big 

advocate of that concept. Whatever you choose to use, I 

believe that the structure a framework or maturity model 

will afford an organisation, the more likely it is that the 

underpinning culture will be able to transform into one 

that is sustainably customer centric.  

Tip 3 – Experience your customer and employee journeys 

If a business wants to transform its culture, then it is vitally important that its people at all levels 

understand how it FEELS to be a customer and to be an employee. The over used phrase of 

‘walking in the customers’ shoes’ is one that must not just be said – it must be one that is 

genuinely and authentically applied.  

To embed a customer centric culture, all leaders would regularly be meeting and speaking to customers. They 

would regularly be experiencing what the customer experiences to enable them to understand what works and what 

doesn’t work. Their understanding of what it feels like to be a customer will give them an inherently better ability 

to make customer focused decisions.  

Yet it is just as important for leaders to understand how it feels to be an employee – to work on the front line to get 

a sense of how easy (or not) it is to be able to deliver the customer journey. It is also just as important for 
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employees at all levels to have an appreciation of each other – to know what everyone does to deliver the end to 

end customer journey.  

Tip 4 – Engage your people in improvement activity 

To move step three one stage further, if you want to embed a customer centric culture, then 

engaging your people in improving the customer experience is a fantastic way to make it happen. 

Too many organisations try and ‘DO’ things to their people. When it comes to influencing your 

people to change the way they behave, make them part of the change that needs to be made, 

rather than just doing it to them.  

If you ask your people to help you improve the customer experience, they are only too willing. Too often an 

organisations employees are the ‘missing voice’ when it comes to customer strategy. Yet a customer centric 

organisation is one that recognises the critical role its people plays in being able to understand where and how to 

improve the customer journey. Encouraging them to suggest ways to not just correct issues that occur, but to find 

ways of preventing them from happening again is remarkably empowering and a sure fire way of continuing to 

transform organisational culture.  

Tip 5 – Ensure customer experience is a key element of the business 

strategy 

An organisation with a customer centric culture is one that recognises it does not just exist to 

make money. Whilst this may seem like a rather strange statement, in reality, too many 

businesses have actually lost sight of the fact that they do not exist to make money – they do so to 

fulfil a purpose. The better able an organisation is to fulfil its purpose, the more money it will make.  

This is a subtle but very significant difference. If a business subconsciously believes it exists solely to make money, 

it will only focus on the things important to it (the business) in developing and deploying its strategy. If that is the 

case, what the customer wants and needs from the organisation will be subconsciously absent from the strategy. To 

be a truly customer centric business, it is vital that customer experience is a key element of the business strategy.  

Strategy needs to be a balance between what the business wants and what the customer wants. Creating that balance 

would mean that the strategy does not just focus on business driven metrics (revenue, profit, cost etc..), but also 

customer driven ones (loyalty, satisfaction, effort etc…). The better able a business is to create that balance, the 

more likely it is that it will not just deliver a better customer experience – it will also deliver a better employee 

experience.  

Tip 6 – Communicate, communicate, communicate! 

When it comes to creating a customer centric culture, you cannot over communicate the 

importance of the customer experience and work being done across the organisation around it. A 

customer centric business talks about customer experience regularly – not just once a month or 

once a year – but all the time. Through intranets; corporate magazines; leadership presentations; 

physical events; badges and leaflets; no employee can avoid the fact that the customer is at the 

heart of everything the business does.  

If you want to be sustainably customer centric, you must tell everyone that is the case – and then tell them again – 

and again – and again. Communication is such a vital component – the more creative and inventive you are in 

getting the message across, the better!  
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Tip 7 – Get recognition and build authority  

To sustain a focus on the customer experience and the desire to be a business that is customer 

centric in the way it behaves, getting recognition for the way you do it and for what has been 

achieved is incredibly effective.  

I am a huge advocate of winning external awards for the work does is done around customer 

experience – in my experience, where external recognition has been gained in this way, it has been hugely 

significant in motivating people at all levels of the organisation to stay focused on driving the customer centric 

agenda.  

Winning awards gives an organisation ‘authority’ in customer experience – it allows people to recognise the great 

things that are being done and drives them to want to do even more. Yet recognition of the importance of customer 

experience also comes in the form of knowledge. Your ability to transfer knowledge to your people will also build 

their personal authority in the subject. That authority will have an effect of driving them to focus on the customer 

indefinitely – it is that that sustains a customer centric culture.  

So there you have it – my top tips to create a customer centric culture. It is very likely that you have more to add – I 

would encourage you to comment on this article and share your thoughts so that others can benefit from as wide a 

perspective from the customer experience community as possible.  

One thing I can say confidently, is that the tips in this article work – I have seen them deployed in real life – they 

are not just theory. Yet creating a sustainable customer centric culture is not easy – if you work in a business that is 

not there yet – get them to read this!  

 

13 Ways to Calculate the True Cost of Customer Service 
Jeff Toister  

You’ve heard the heady numbers. For example, a 2014 NewVoiceMedia study revealed that U.S. businesses lose 

$41 billion per year due to poor customer service. You see that number and think, “Wow! Let’s get on this 

customer service thing!” 
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Your executives aren’t as excited. They like the idea of good customer service. They’re just reluctant to invest in 

improving it. Things like creating a customer service vision, implementing a more useful survey, or training 

employees cost time, money, and resources. 

New flash – three things executives don’t like spending are time, money, and resources. So, how can you get your 

executives’ attention? General statistics won’t do it. You need to put some real numbers on how customer service is 

affecting your business. Here are 13 ways you can calculate the true cost of customer service. 

Revenue 

Your executives are much more likely to listen if you can show them that investing in better customer service will 

generate more revenue. These examples won’t apply to every situation, so try to find one that works for yours: 

1. Repeat Business. Start by identifying your churn rate (the percent of customers who leave). Use your 

Voice of Customer Program to estimate how many leave due to poor service. Calculate the lost revenue. 

2. Average Order Value (AOV). This statistic works great in environments like retail where service has a 

direct impact on sales. Determine the average value of a single order. Identify specific ways that improved 

service could increase that number. Calculate the additional revenue you could gain. 

3. Sales Per Hour. I like this metric even better than AOV for situations where hourly employees are 

generating sales. You pay employees by the hour, so why not calculate how much revenue they generate 

per hour? Determine the current rate, identify factors that will improve it, and calculate the potential 

revenue gain. 

4. Lifetime Value. A customer who spends an average of $50 may not be impressive. But, what if they 

spent $50 every other week and could reasonably be expected to remain a customer for ten years? That 

customer is suddenly worth $13,000 to your business. Calculate the average lifetime value for your 

customers and you’ll see exactly how important they are. 

5. Returns. Customer service can prevent products from being returned due to customer error. Better 

customer education can lead to better customer satisfaction with your product. Estimate the percentage of 

your returns that could have been prevented. Multiple this percentage by the dollar value of your annual 

returns. This calculation, known as preventable returns, represents the potential saved revenue due to 

improved service. 

6. Lost Sales. Poor customer service can cost you sales in a number of ways. Rude employees and long 

lines might cause customers to abandon planned purchases. A phantom stockout (where the item is in 

stock, but can’t be found) can also cause customers to leave empty-handed. Calculate the revenue lost to 

these problems and you might have a case for investing in service. 

Cost 

It stands to reason that better service will reduce costs. The trick is showing your executives exactly how this 

happens in your business. Here are a few examples. Try to see if any are relevant to your business. 

7. Service Discounts. Companies often give customers freebies or discounts to compensate for poor 

service. For example, a restaurant might offer a free dessert when a meal is poorly cooked. Calculate the 

cost of these discounts and estimate the potential savings you could achieve by reducing the problems that 

cause them. 

8. Employee Attrition. Customer service employees don’t like to play for a losing team. Turnover often 

improves when employees feel they are empowered to help their customers. Calculate the cost of turnover 
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(including recruitment, training, and lost productivity costs). Estimate the savings you could achieve from 

reducing turnover by a reasonable amount. You’ll need to know your labor cost per contact for the next few 

examples. This is your employees’ fully loaded salaries (including taxes and benefits) divided by their 

average contacts per hour.  

For example, if you pay a customer service agent $15 per hour (including taxes and benefits) and they 

handle an average of 10 calls per hour, then your cost per contact is $1.50. 

9. Contact Reduction. Identify the top reasons why customers contact you. Determine whether there’s a 

problem you can solve that would prevent customers from needing help. Estimate the number of contacts 

that could be reduced by solving that problem and calculate the potential savings by multiplying the 

number of contacts saved by your cost per contact. 

10. First Contact Resolution (FCR). Determine the percentage of issues that are resolved on the first 

contact. (Here’s a handy guide from Oracle.) Improving FCR means reducing wasteful contacts. Set a 

target for FCR improvement and use your cost per contact to calculate the projected savings. 

11. Escalation Rate. Complex contacts often get escalated from a less expensive source to a more 

expensive source. For example, escalating an issue from chat to phone costs extra money. Start by 

identifying the number of escalations for a specific time period (week, month, quarter, etc.). Next, multiply 

this figure times your cost per contact for the more expensive channel. Finally, estimate the potential 

savings you could achieve from reducing escalations by a reasonable amount. 

Marketing 

You can also acquire more new customers through better customer service. See if either of these examples will 

work for your business. 

12. Referrals. Track the number of new customers you gain via referrals from existing customers. (You 

can also use a Net Promoter Score survey to gauge your customers’ likelihood to refer.) Calculate the value 

of these new customers using Average Lifetime Value or a similar statistic. Estimate the revenue gain from 

improving your referral rate. 

13. Online Rating. Your business’s ratings on online review sites like Yelp and Trip Advisor directly 

correlate to new customers. One study estimated that a one-star increase in a restaurant’s Yelp rating leads 

to increased revenue of 5 – 9 percent. You can put together a business case for improvement by making 

some reasonable assumptions about the value of enhancing your company’s online reputation. 

 

http://www.customerthink.com/
http://www.oracle.com/us/products/applications/improving-contact-resolution-1599286.pdf
http://www.netpromotersystem.com/about/measuring-your-net-promoter-score.aspx
http://hbswk.hbs.edu/item/reviews-reputation-and-revenue-the-case-of-yelp-com
http://customerthink.com/author/toister/
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How the Business with the Best Customer Focus Always Wins 
Sven-Olof Husmark  

It doesn’t matter whether you have a shop, a restaurant, or a bank. Without customers, your business doesn’t exist. 

And thanks to the ease and connectivity of social media and online review sites, your customers hold more and 

more of the cards. In the Age of the Customer, the business with the best customer experience is the one that is 

most likely to win. 

Your customers trust each other more than they trust you. 

When your customer has a particularly good or bad experience, the likelihood goes up that he or she will share their 

experience with someone else. In the pre-social media era, these customers would share their experience with up to 

9 people. Today, social media expands the reach of your customer’s opinion to 42 people. 

Even if they aren’t on social media, your customers have online reviews as a mouthpiece. Even large businesses 

with well-funded advertising campaigns are subject to the power of the customer voice. Online reviews influence 

the buying decisions of 90% of customers. 

And keep this in mind – potential customers do take positive online reviews seriously, but customers are actually 

much more likely to post a review if they have had a negative experience. 

You can’t control what they say, but you can shape the customer journey. 

People have trouble remembering actual details of an interaction, but no trouble remembering how those details 

made them feel. This means that perception is as much a part of customer experience as the actual customer 

experience. A great actual and perceived customer experience comes down to three factors – success, effort, and 

emotion. 

 Success: Did the customer accomplish the goal of their visit? Enabling the customer to accomplish what 

they came to do is the first part of a quality customer experience. That might mean putting in place virtual 

line management solutions to control the number of people standing in a physical line, providing self-

service kiosks, using clear digital signage to keep people well informed about their progress or supporting 

their journey with mobile applications. 

 

 Effort: How much effort did it require on the customer’s part? Online shopping has made it incredibly easy 

to purchase a product. Particularly for retailers, making sure your brick and mortar locations flow as 

smoothly as your online presence is vital to a seamless, high quality brand experience. A consistent look 

and feel across channels and solutions like Click & Collect can bridge the touch points, making it simple 

for your customers to keep buying from you.  

 

 Emotion: What emotions did the customer feel while they were in your environment? Frustration, anxiety, 

and uncertainty will kill a positive customer experience. It is not only possible to keep people informed at 

every step in their journey, it is vital to the strength of your brand. From efficient online appointment 

booking, to relevant on-premise communication channels, to well-informed employees, you can support 

positive emotions from start to finish. 

The final piece of the puzzle is the customer’s voice. Before your customer ever leaves your environment, give 

them the chance to share their feedback – simply, honestly, and quickly. Show you care about their opinion. Not 

only do you amass valuable insights and business intelligence you can use to inform strategies for creating a better 

brand experience, you become a channel through which your customer can raise their voice with a review.  

http://www.customerthink.com/
http://customerthink.com/author/husmark/
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And a personal advice from me; provide realtime journey insights to your employees dealing with your customers 

“here and now” – yesterday’s data is good – but realtime actionable insights are much better. 

Social media and online reviews can be the Wild Wild West for brands, or they can be powerful viral marketing 

tools. It may be the Age of the Consumer, but brands that listen and respond with an excellent experience still hold 

the control.  

Sources: 

– “When it comes to service, perception is reality”, Corridor Business 

– Survey: “90% Of Customers Say Buying Decisions Are Influenced By Online Reviews”, Marketing Land 

– “Consumer Trust In Online, Social And Mobile Advertising Grows”, Nielsen 

 

 

Say Goodbye to Marketing and Brand Building, Say Hello to 
Consumer Centricity 
Denyse Drummond-Dunn  

Marketing is an old profession. It’s been around for hundreds of years in one form or another. If you’d like to see 

more about its complete history, then I highly recommend this Hubspot infographic. 

With the advent of digital marketing in the early 80’s, many companies began to take a serious look at their 

marketing. They realised that their primarily outbound strategy had to change. Consumers didn’t appreciate being 

interrupted in their daily lives. However, with the creation of inbound marketing, they still irritated consumers with 

spammy emails, popups and subtle cookies for following their every move. 

Brand Building 

Many large CPG companies such as P&G and Nestle changed the name of their Marketing departments to Brand 

Builders, in the hope of adapting to this new world. But they failed because they continued to run their marketing in 

the same old way. With few exceptions, it’s still all about them and their brands and not much about the consumer.  

Luckily some other consumer goods companies realised that to satisfy the consumer they had to do things 

differently. They were the ones that moved to consumer centricity. Or to be exact they started on their journey 

towards putting the customer at the heart of their business. Customer centricity is not a destination because 

http://www.customerthink.com/
http://customerthink.com/author/denysedd/
http://blog.hubspot.com/blog/tabid/6307/bid/31278/The-History-of-Marketing-An-Exhaustive-Timeline-INFOGRAPHIC.aspx#sm.001jnsyyr1dynd5zq3u20l8ux0zex
http://customerthink.com/author/husmark/
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consumers are constantly changing and their satisfaction never lasts for long. The aim for satisfaction and delight 

will never end. 

I think we have taught our consumers far too well! They understand a lot more about “marketing” than they used to. 

They understand that companies have marketing plans and regular promotions, so they wait for their price offs. 

They realise that in today’s world, products have become more and more similar. Their format, colour or perfume 

might be different, but there are strong similarities in their performance. 

That’s why consumers now have a portfolio of 

brands from which they choose. They are far 

less likely to be loyal to only one brand than 

they used to be. They have come to expect 

constant innovation so they quickly adapt to the 

once novel idea and start searching for the next 

big improvement. According to Accenture’s 

“Customer 2020: Are You Future-Ready or 

Reliving the Past?“ almost a half of consumers 

believe that they are more likely to switch 

brands today compared to just ten years ago. 

Customer Centricity 

In response to these ever more savvy 

consumers, marketing has to change. In the 2015 Korn Ferry CMO Pulse Report, it is confirmed that new skills are 

now needed. The most sought-after skills today are analytical thinking and customer centricity. Marketing is now as 

much an art as it is a science. In order to take full advantage of the enormous availability of information about our 

customers, we can no longer rely on our creativity alone. 

How to Know if you’re Customer Centric 

Companies which place the consumer at the heart of their business are easy to recognise. Their websites are filled 

with useful information, entertaining videos and games, and their contact page provides all possible forms of 

communication. Their advertising is consumer centric and emotional, with the consumer and not the brand as the 

hero. They involve their consumers in many aspects of their business.  

If you’re not sure how good your customer centricity is, just take a look at your own website, or why not complete 

the C3C Evaluator? 

Move Beyond Brand Building 

Whether you are still doing marketing or have already moved to brand building, here are a few of the essential first 

steps that you need to urgently make to adopt a more modern approach: 

1. Place pictures of consumers everywhere, so people start to naturally think about them. This can be at the 

beginning and end of presentations, in your office reception, in the lifts or anywhere many employees 

spend time. 

 

2. Whenever a decision is taken, ask “What would our consumers think about the decision we have just 

taken?” This will avoid such practices as hiding price increases by reducing pack content without telling 

the consumer. Or asking credit card details for the use of a “free” trial, in the hope that the consumer will 

forget and be automatically charged for a service they may not want. 

 

http://www.customerthink.com/
https://www.accenture.com/t00010101T000000__w__/it-it/_acnmedia/Accenture/Conversion-Assets/DotCom/Documents/Local/it-it/PDF_3/Accenture-Customer-2020-Future-Ready-Reliving-Past.pdf
https://www.accenture.com/t00010101T000000__w__/it-it/_acnmedia/Accenture/Conversion-Assets/DotCom/Documents/Local/it-it/PDF_3/Accenture-Customer-2020-Future-Ready-Reliving-Past.pdf
http://www.kornferry.com/institute/marketing-pulse-survey-2015
http://www.c3centricity.com/c3c-evaluator/
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3. Review the language of your website. If there are more “we’s” than “you’s” then you know what to do.  

While you’re online, check out your contact page for possible improvement opportunities, as detailed 

above. 

 

4. Take a look at your target consumer description or persona. When was it last updated? If you don’t even 

have a written document clearly describing them, then use C³Centricity’s 4W™ Template until you 

develop your own. (you can download it for free here.  

 

5. Examine your advertising. Who is the hero? Consider developing concepts that are more customer centric, 

by making use of your understanding of them and their emotional triggers. 

 

6. Spend time with your front-line staff and consumers. Make use of call centers, in-store promotions and 

merchandisers to talk to your customers, as well as to the employees who connect with them. They will 

almost certainly be able to tell you a lot more about your customers than you yourself know. 

 

7. Share your latest knowledge about your customers with the whole company. Help every employee to 

understand the role they play in satisfying the customer. Make them fans of your customers and you will 

never have to worry about such questionable practices as those mentioned in #2. 

These are your starter tasks for moving from marketing and brand building to a more customer centric approach. 

 

 

 

http://www.customerthink.com/
http://c3centricity.s3.amazonaws.com/workbooks/Workbooks_4W%20Template.pdf

