Will you hear what your customers
are not telling you?
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In most industries, switching brands has become
simple.

Customers are now driving

The shift in the access to information, coupled with
the ability to connect with a variety of companies,
has placed more control in the hands of customers.

Businesses used to be able to carefully control and
package their marketing messages. Now, companies
have to relinquish this control (like it or not) to their
customers…customers who share their experiences
with a company’s products or service online with
friends, followers, and rating engines.

Unfortunately, many customers distrust marketing
messages sent directly from companies regarding
their brand promises. Prospective customers now
want confirmation from other people who have
already directly experienced the product or service.
Customers are trusting reviews from other customers
before making a purchase. This lack of trust (without
external confirmation) creates a challenging business
environment, yet also provides an opportunity for
those willing to cede some of the control of their
brands to existing customers.

Customer expectations are
changing and rising
As the market continues to shift toward customers
having more information and knowledge than ever
before, keeping a close watch on how existing
customers experience your brand may mean the
difference between long-term success and failure.

A satisfied customer today may not
be good enough tomorrow

Customers have a variety of global options available
with just a few clicks on a keyboard or smartphone.

Even when companies opt to randomly survey
their customers and see positive results, it does not
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guarantee that a satisfying experience today will
mean return business in the future. Businesses need
to continually reevaluate their customer experience
survey process, not only to gauge customer
satisfaction, but to also uncover insight into what may
create opportunities for differentiation.

Turning ongoing customer feedback
into insights is critical
It is easy to
collect data to
measure customer
satisfaction, but
difficult to turn this
information into
valuable insight.
Delving into issues
that may result in
customer attrition
or opportunities
for future product
development requires expertise.

The landscape of competition also changes customer
expectations. Businesses are learning that they are
no longer judged solely by the actions of their direct
competitors. They are measured by almost any
other service provider. For instance, companies who
ship products to suppliers may now see clients who
are far less patient with excessive shipping times
or costs. If in their personal life they receive items
from a company free and next-day, this may transfer
into their expectations for fast and free shipping for
products from suppliers they use in their businesses.
Companies need to be proactive in understanding
these changes in expectations, to create a competitive
advantage, or, at a minimum, remain on par with
their competition.

In this changing environment, companies need to
develop multiple mechanisms to gauge, and act upon,
customer feedback. Partnering with an expert to gain
insight into how to best leverage customer feedback
will improve overall results.

Customers typically do not alert
companies before they switch

Actually talk to customers
and take action

A recent customer
experience study
released by
O’Keeffe reported
that 49% of
executives believe
that customers
would switch due
to poor customer
experience, while
89% of customers
said they actually
did so. Most of
those customers
also did not report
their intentions to
the company prior to making a switch1.

Almost all of us value the convenience of electronic
communications. Using online surveys, though,
is typically not enough to measure the customer
experience and truly understand their feedback.
Depending on the business and strategy, there may be
a number of recommended methods to elucidate the
most actionable insights.

Keeping your fingers on the pulse of customers’
feedback, and reaching out to those customers who
may have left the business, will provide valuable
information.
Schaeffer, C. (n.d.). The Business Mandate For Customer Experience (CX) Management. Retrieved November 6, 2014, from http://www.crmsearch.
com/cx.php#sthash.tXXmxn0D.dpuf
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One method many companies continue to value is
actually talking directly to their customers. Although
customers may avoid telephone selling, many enjoy
the opportunity to provide personal feedback to
those companies with whom they have chosen to
do business. Through this personal interaction,
professional surveyors are able to capture the human
emotion and details spoken directly in the words of
each customer. Companies can then use these insights
to uncover the customers’ true wants, desires, and
needs.

2015 is a new opportunity
for growth
There will certainly be challenges this year, as well
as opportunities. Those who are successful know that
planning for the road ahead is a top priority.
The increasing global competition and customer
experience expectations mean that companies
must be ready by ensuring they have the insights
they need. Simply gathering data is not enough.
Recognizing that customers now have control is
the first step. Developing an integrated strategy to
uncover these insights, and finally discovering what
your customers may not be telling you, is what will
bring real business growth in 2015 and beyond.

Once executives have access to these calls, they are
able to hear customer feedback and gain insights like
never before. Hearing a need stated in the voice of
their customer sets the stage for creating immediate
actions to prioritize changes and innovations that
may position the company over competitors well into
the future.

Customers are driving brand loyalty
In an age where
many consumers
report making a
purchase decision
based solely on
the reviews of
other customers,
it is exceedingly
more important
for companies to
know what their customers might say before they
read it posted online for the world to see.

Designing a customer experience program focused
on measuring customer satisfaction and engagement
will improve business results. Companies who
recognize that the customer is now in control of their
brand perception have the opportunity to create a
real competitive advantage that will last well into the
future.
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