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Customer Experience

Uncover the experience your
customers want, to create fans of

what you do
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STATE OF THE MARKET

Customer experience is more essential for
business success than ever before

In today's crowded and competitive markets, price and product are
no longer the sole determinants driving differentiation, customer
experience is now a critical component in enabling customers to

build affinity with a company’s brand.

¢y, 2020,
Vs , customer experience
§npanies rated as will overtake price and
CX leader S product as the key brand
outperform on both differentiator. b )
stock price and ROI, WALKER

compared to other businesses on the
US stock exchange S&P 500
list with a poorer CX. 39
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The rise of the experience economy

Given the growing number of ways in which consumers
now interact with a company, their experiences and the
way it makes them feel for many organisations is more
important than anything else. These experiences are
made up of many touchpoints and interactions with a
brand including its product, services, employees and
market messages across multiple channels over the
duration of a relationship.

The emergence of the experience economy is fundamentally changing
how companies go to market, influence their buyers and engage
individuals throughout the customer journey, with businesses doing more
and more to improve their customer experience (CX). This is reflected by

the upward trend in average CX performance across all sectors since 2017.

¢ UK organisations
are making steady progress

with the average
UK CX score in 2019

rising to 7.21.9?
KPMG




STATE OF THE MARKET

“66%
of respondents ;
|
state that personal experience-=

has a major influence on
their decisions about which brands they choose

to do business with. 22= "

Why customer experience matters

Customer experience and brand image are more
interrelated than ever. People remember great
experiences, but they also remember the bad too and
these days even the average customer can let hundreds
of people know about their experience through
social whether positive or negative in just a few taps!
Subsequently the overall feeling that a customer gets
from their numerous interactions with a company’s
brand is fundamental to future success.

If you take the example of a restaurant, it's no longer just about how
good the food tastes, but how an individual's overall experiences of
that brand, before, during and after their meal, made them feel. From
their initial interaction with the restaurant's website and phone booking
experience, to the quality of their interactions with waiting staff and
any post dining marketing information they were sent following their
visit. Frustration at any one of these touchpoints will result in a less that

positive experience.

Subsequently it's important to be acutely aware about the
consequences that any negative experience could bring. Being able
to identify and fix negative interactions quickly can be the difference

between maintaining or breaking brand loyalty.



Trust is everything

We live in cynical times and with consumers becoming
increasingly savvy about products, services and
the organisations behind them, it's important for
companies to be as open and truthful as they canin their
communications. Examples of activities could range
from a food retailer's commitment to the provenance
of its produce, to a fashion retailer offering consumers
greater visibility about its materials’ supply chain.

€€ o%
4 of consumers in 2019

are more anxious
than last year, about

possible misuse of

their data. 99
KPMG
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Improving customer experience
through feedback loops

From providing an enjoyable in-store experience, or
knowledgeable and helpful assistance ona support call, to
making it easy for a customer to quickly find the product
they need on a company website. Having recognised the
importance of providing a good customer experience
across all touchpoints, the most successful companiesare
developing and improving their CX strategies to maintain
and build satisfaction with their brand, and embedding
customer feedback loops into each touchpoint is crucial
to this process.



Using data insights to improve
your customer experience

If you're not alreéity coIIecting your customers' feedback, now is the

“time to make this aprlm‘.&y as without accurate data you're unable
to know what your customers are thinking, to in turn develop your
strategy and ultimately improve your CX.

From questions that measure happiness with your products or support services, to
how much a customer enjoyed interacting with your sales teams or website, there's
a wide range of experience, effort and satisfaction questions available to gather
customer feedback. The responses provide essential insight, which you can share
and evaluate right across your business to make the necessary improvements to

enhance your CX.
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TRANSITION FROM TRADITIONAL TO DIGITAL EXPERIENCES

The impact of digital transformation in driving CX

The growing influence of digital technology in driving CX cannot be overstated, it has
radically changed the way in which customers interact with businesses and vice versa.
While traditional channels such as in-store, face to face and telephone interaction are
stillimportant, the number of touch points has increased to include emails, websites,
apps, chat bots, SMS, social media channels and more, all of which can be easily
accessed by customers from their mobile device.

Today's consumers are no longer tied to a single channel and will use many different touchpoints
during their interaction with a brand. For example, a consumer looking to buy a product may begin their
journey by browsing in store, then check out review sites on their laptop, ask their social network for
recommendations via their phone before finally purchasing through the website. Post purchase may be
supported through any number of channels from phone, to chat app and ticket systems. Making it easy
for customers to interact on these channels is essential. It's the sum of all the parts that deliver a great
customer experience from that first interaction to post purchase and beyond. With so many touchpoints
across a multitude of channels it's no surprise that it becomes hard to identify points of failure in the
customer journey, unless there are automated feedback solutions gathering insight in real-time on behalf
of the brand.
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The challenge of providing a
consistent CX in today’s ultra-
connected world

While consumers in today's always on society expect
to make contact and obtain swift answers from an
organisation on any communication channel, companies
themselves are under increasing pressure to provide a
consistent CX from any of these touchpoints, at any time.

A good example of this is the customer experience standards individuals
now expect of companies who use social media channels to answer

service and support queries. According to a Search Engine Watch

study, more than half of all consumers now expect a customer service

response within one hour when using a social media channel.

As digital continues to gather pace organisations are faced with an ever-
growing number of channels to collect feedback from. Consequently,
more touchpoints and declining levels of human interaction collecting
customer feedback at the point of experience though digital methods
is more important than ever before. In a digital first world, without
feedback loops, organisations can be left in the dark as to whether
customers are happy with their processes, products and service levels

delivered.
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KEY CUSTOMER EXPERIENCE METRICS

While collecting as much feedback as you can is a good start for
developing your strategy and improving your CX, the ability to
contextualise what your customers’ experience is and develop
actions to help them based on this will resonate with them far
more deeply. It will also have a beneficial impact on your longer-
term brand loyalty. However, to achieve this, you will need to have
the right metrics in place to measure the success of any customer
improvements you implement.

The most commonly known CX metric in recent years is Net Promoter Score (NPS).
NPS was heralded as the quintessential metric for gauging customer loyalty. This
is based on the idea that those individuals most satisfied with your product or
service would rate you with a high NPS score, meaning that they would be more
likely to recommend your company to others. However, given the growing number

of touchpoints in today's customer journey its value is no longer quite so clear cut.




The metrics needed to measure today's more
sophisticated customer experience

To survive in today's more crowded and competitive markets,
businesses need more metrics to work with, that can allow
them to better contextualise their customers’ experience.
With more detailed customer feedback around issues,

businesses have much more information to drive
positive actions. Being serviced by you is an enjoyable experience that

evokes only positive emotions.
More recently we have seen the emergence of the ““
Forrester CX Pyramid, which can offer a more detailed ‘

measurement of how the customer feels, from

“I wish other companies made me feel as good”

Being serviced by you is an enjoyable experience
that evokes only positive emotions.

baseline essentials to more advanced sentiments. Tieref . o
I wish other companies made me feel as good
This measurement model asks three

key questions:
Being serviced by you is an enjoyable

experience that evokes only positive emotions.

1. Basiclevel: "Does my CX meet “I wish other companies made me feel as good”
my customer's needs?”

2. Intermediary level: “Is my CX ‘“
easy, requiring only minimal effort?” “S

3. More advanced level: “Is my CX enjoyable

for my customers?”

Forrester argues that if measured and managed effectively,
these three steps can help businesses to improve their NPS score

and their overall customer loyalty.
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Three steps to improving your
understanding of customer experience

Meeting customer needs: This first stage metric typically focuses on whether, or
not your customer was able to reach their goal and is often referred to as a goal

completion rate.

However, because there will often be different degrees to which your customer
may or may not have accomplished their goal, this question needs be structured
in a way that allows you the flexibility to capture this such as: 'Did you reach your

goal today? With options: Yes/ Partially/ No'

For those that provided a partial or no answer, it would also be useful to provide
an open text follow-up question, to better understand what your customers were
looking for or expected, so you could further improve the customer experience in

this area going forward.

Making things simpler for your customers: the intermediate stage, looks to
measure how easy it was for your customers to reach their goal, whether that's
going into a store to find and buy a specific product or completing a specific

task on your website.

This stage is measured using the Customer Effort Score
(CES), which is based on the idea that organisations create
loyal customers when it's easy for those customers to find

what they're looking for or solve issues with minimal effort.

The CES metric is often related to a certain task or action. It is commonly used to

measure a standard question such as: 'how easy was itto do X, Y, or Z?

A 5-point scale ranging from strongly agree to strongly disagree with more neutral
options in the middle is used to measure effort. For example, if you were an
e-commerce store owner and you wanted to gauge how well your support staff
were helping customers find and buy the products they needed, you might like to

ask a question similar to the following:

'How much do you agree to the following statement: Through live-chat, the support team

helped me resolve my issue easily.”"? (1is strongly agree and 5 is strongly disagree)’

SRCRORONS

CES and Goal completion rate used in conjunction can be a
powerful combination giving you insight into what your customer
wanted to achieve, whether they achieved it, how much
effort it took and what could be improved to make it
easier next time. These two simple questions asked in
the right way can uncover key insight that will enable
you to consistently improve customer experience across

a multitude of areas.



KEY CUSTOMER EXPERIENCE METRICS

ol

Making your customer experience enjoyable: during this final and st
sophisticated stage, you are looking to measure how much customers enjoyed
their interaction with your brand, which could be anything from an in-store visit to

a shopping experience on your website or app.

This stage is typically measured using a Customer Satisfaction (CSAT) ques
| sc

is a multi-functional metric. It can give you a general view of customer emotion,

which focuses on how your users feel. CSAT, also known as an emoti

or a magnified look at the mood around a specific topic, feature, or step in
customer journey. CSAT is typically based on a 5-point scale from very sa

very unsatisfied.

CSAT is calculated by dividing all the positive responses by the total
responses and then multiplying by 100. This results in your CSAT perce
scores closest to 100% indicate the highest levels of satisfaction and
other end of that spectrum the lowest satisfaction levels. For example, if you had

35 positive responses and a total of 50 responses, your CSAT would be 70%.

35/50 X = 70%
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Know why
customers feel and
behave the way
they do

When you collect different types of
feedback data, you get a more all
round, robust view of exactly what
is going through your customer’s
mind. That's why it's important to
incorporate GCR, CES and CSAT
metrics into your CX strategy. Its
these metrics that help to provide
context to NPS giving you greater
clarity over what could be the root
cause of passive and detractor scores
and where there is opportunity
to make change to create more
promoters. These metrics provide
you with a more holistic perspective
and provide you with the insight
to able to deliver the value-add
improvements needed to achieve a
higher quality customer experience

and stronger brand loyalty.
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COLLECTING DATA ACROSS DIGITAL AND TRADITIONAL MODELS
Collecting customer feedback response
rates across traditional and digital channels

Given the growing number of ways in which customers can now
interact with your organisation it may leave you wondering how you
collect all this feedback. The good news is that survey platforms
have kept pace with technology and best in class solutions offer
a wide range of distribution methods to enable you to capture
feedback from your customer ‘in the moment!

From a product, client or customer service satisfaction, to support
evaluation or buying experience, whatever area of your business
you need to improve, there is a distribution method to best meet
your scenario and touchpoint.

Outlined below are some of the most popular distribution methods
to connect with your customers via surveys and some examples of
scenarios where they are best suited:

r‘ Face-to-face This more traditional method of surveying is still popular
in certain situations. From remote locations to in-store, and on the high
street, F2F surveys can offer you more in-depth data collection and a
more comprehensive understanding with an interviewer able to see
body language, facial expressions and probe for deeper explanations or
responses. The downside of F2F is that is can be rather time consuming

and costly.

(\\Q Offline: Whether you're conducting a countrywide research road show, a
post-show survey of an agricultural event, or you're a regional sales exec
with numerous face-to-face appointments. There could be many occasions
where you find yourself in locations with little or no internet access. In such
a scenario, the ability to conduct an offline survey, where you collect and
store responses on your mobile device, ready for them to be uploaded to
your account, as soon as you are re-connected to the internet is extremely

valuable.

q Email: One of the most popular survey distribution channels for businesses,
its simple to setup and quick to deploy. The flexibility it provides to
personalise your overall message, embed a survey link, or add individual
questions into the body of an email such as 'How would our rate our service
today?’ - all help to maximise response rates and gather that all important
feedback.
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SMS: Modern consumers are literally attached to their mobile phones, and
as people tend to check messages more regularly than they do their emails,
you will want to consider collecting customer feedback via SMS survey
invitations. Its immediacy and ease of reach, makes the SMS ideal for a
range of scenarios, from a feedback survey sent to air travel passengers
immediately after their aircraft has landed, to a survey distributed to a
customer after they have had a product delivered or got off the phone to a

customer support team.

QR Codes: can be very effective when you want to garner your customers'
views about your product or experiences following an in-store visit. With
their ability to be easily printed onto range of material from product
packaging, catalogues, menus, posters and even at the bottom of sales
receipts, they are quick and convenient way of connecting your customer

with a relevant feedback survey.

For anyone not familiar with them, QR codes are very much like barcodes
that contain coded information. A QR code is an image that stores a url,
which can be scanned and opened by a QR scanner, or a directly via the

camera app on most phones these days.

Website pop up: Whether it's new messaging, a new product, a fresh page
layout, or overall views about your site, a pop-up is a great way to gather the

experiences of visitors at different trigger points across your site.

.<: Social media: With more and more people using social media channels as

a way of communicating with an organisation, this can be another effective

way to collect feedback from your customers.
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Using surveys and data collection mechanisms
to measure experience through the complete
customer journey

Having already explored the importance of a maintaining a great customer experience
across all touchpoints, we'll now examine the customer collection feedback processes
you need to put in place to support a robust CX strategy and help deepen your
understanding of what your customers are thinking.

It's vital to be able to collect feedback at every touchpoint along the customer journey. Whilst it may seem
daunting to create a multi-layered, multi-touch program the reward is a fuller and deeper understanding
of the overall customer experience your organisation delivers. With insight at every interaction you can

pinpoint exactly where you need to make change to drive improvement.

However, there is real danger of jumping in at the deep end’ of the customer feedback pool! You need
to balance obtaining feedback without overwhelming your customers. Presenting an in-depth survey at
every touchpoint wouldn't be feasible, long surveys presented frequently will result in ever decreasing

response rates.

You need to think about creating feedback loops use short surveys as close to the point of experience as

possible, you will be more likely to get the responses you need without annoying customers.

The customer experience evaluation process can be further enhanced by mapping these customer touch
points to more defined areas of the customer journey, from awareness right through to the purchase,

support and repurchase and advocacy stages.

“ Feedback collected
immediately after an

event is o%
407.

accurate than

feedback collected

24 hours later. b

“ Ask only one Open ended question (and

capture a score alongside this) at relevant parts of

the customer journey and lmmedlately

aﬁ:er service delivery.

This approach leads to 35_50%

response rates of between

(compared with 2—-5% for traditional surveys)
As well as much riCher inSight,

as we are getting the views of customers
in their own words. 99
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From sales and account management to service and support, your
customers will be interacting with different teams in your business
throughout their journey. From an operational perspective most
organisations use avariety of systemsintheirtechnology stackfrom
CRMto ERP tofield service and email marketing systems. To ensure
consistent and timely collection of feedback many organisations
are now leveraging application programming interfaces (APIs)
to connect their systems with their survey providers enabling
feedback loops to be triggered and data collected at any stage or
touchpoint.

From a live chat being ended to a ticket being raised you can
leverage APIs to send surveys in real-time to capture that ‘in the
moment feedback.’ You can set surveys to trigger based on criteria
in any of the different solutions in place and then seamlessly serve
response data back into your preferred system or to your preferred
business intelligence or statistical analysis tool.

When your feedback loops are integrated in this way, not only does:
it enhance your distribution and collection of data, it will help to
increase your understanding and control over the whole custom
experience process.




Getting a more holistic view of your
customer experiences

With the rise of the experience economy and an ever-growing
number of touchpoints, getting a deeper and more holistic
understanding of your customers’ experience is vital.

Fortunately, with the wide range of customer surveys and distribution methods
that are available, you can easily access some of the best tools available to develop
your CX strategy and achieve this. And if you're also using a broad range of metrics
to contextualise and measure what your customers are experiencing, you'll be

' better able to connect with them, deliver what they want and ultimately improve

the experience your organisation is delivering.




. SmartSurvey

Talk to our team about how we can help

achieve your CX goals

www.smartsurvey.co.uk k

SmartSurvey Ltd. Basepoint Business Centre, Oakfield Close, Tewkesbury, Glos. GL20 8SD, United Kingdom

\. 0800 0937 822 @ sales@smartsurvey.co.uk @ www.smartsurvey.co.uk



