
Only a click away 
Delivering a great customer experience is vital in the digital world 

Ripples in a digital pond 

In the digital world, customer self-service is the norm: they see your service up so close that there’s 
no hiding place and they’re only ever a click away from moving to your competitors.  

Delivering a great customer experience is a vital part of keeping customers loyal and setting you 
apart from the competition, while building a valuable digital brand and enabling you to charge 
premium prices. If customers feel they are getting more, they’re willing to pay more - that’s why 
Apple can make profit margins bigger than many of their competitors’ retail price! Loyal customers 
tell their friends and a positive experience impacts not just one customer but many. Unfortunately 
this ripple effect works in reverse - one disaffected customer tells their friends through blogs, 
Facebook and Twitter and their friends tell other friends and before long somebody has started a 
website dedicated to showcasing all the bad things that you do!  

This digital ripple effect is very important: get it right and brand loyalty rises, churn decreases, and 
profitability rises. Get it wrong and the result is customer dissatisfaction, hassles, disappointments, 
annoyances, unnecessary costs, discounting and losing the customers.   

Companies that invest in and actively manage their customer experience do so because it’s 
hardheaded business sense - it costs a lot to acquire a customer and that’s money wasted if you lose 
them and others in the process. A customer centric organization is one which keeps the customer in 
the forefront of every decision made throughout the company, yet all too often, executives regularly 
make decisions which seem reasonable in isolation but have a very negative impact on customers.  

Great customer experience doesn’t happen by accident 

Good or bad customer experiences don’t just happen: they’re the consequence of company ethos 
and actions and result from the sum total of every interaction with the customer. A great customer 
experience has to be carefully designed and managed so that every touch point with the customer is 
optimized – if it’s not, every minute you have the possibility of losing a customer and their friends.  
At its most basic, the starting point might be as simple as “getting rid of things that annoy 
customers" but, to compete with the best, you should aspire to do “things that delight customers". 

To make that work, you need good insights into what annoys and delights customers. Data analytics 
and business metrics are at the heart of this but there are no absolute measures for these things - 
they vary around the world with different cultures and expectations change all the time, usually 
impacted by other companies that set the benchmark by which you are measured.  

But all too often, corporations have an inward view life as a series of departments, each with their 
own objectives with little care for the overall impact on the customer - one reason why Steve Jobs 
eliminated individual divisional targets at Apple in favor of an holistic approach.  

Do something:  don’t just talk about it! 



Companies like Apple and Amazon companies who deliver a great customer experience get 
discussed frequently at conferences and in many articles like this one. The problem is that when 
people get back to their normal job  little, if anything, changes unless there is strong, visionary 
leadership and a clear corporate mandate to do so.   

Complacency, hubris or simply bad management may survive when competition is weak but as the 
digital tornado gathers pace it is showing no mercy to businesses that don’t deliver what customers 
want.  Fixing bad customer experience isn't something you can bolt on just as your final customers 
are walking out of the door and turning round a poor reputation for quality and customer 
experience is a Herculean task.   

Eat your own dog food  

The danger of just paying lip service to customer-centricity is very real. You can't fix this problem just 
by a rousing speech from the CEO and it's vital that intentions are backed up by real change. That 
often means a fundamental rethinking of everything the company does that impacts the customer.  
 
It’s also very important to see life through the eyes of the customer. A very good way of doing this 
for all staff in an organization – and most importantly senior executives – to experience your 
products and services it in exactly the same way as a customer does. Instead of using "back door", 
informal ways of solving issues when things go wrong, staff need to work through normal customer 
channels and experience what a normal customer experiences – often a very revealing process.  
 
Poorly designed websites and interactive voice response systems are among the most visible sources 
of customer annoyance. Often implemented in order to cut costs, they often present a terrible start 
to a transaction or conversation, not only are the tedious, at times they just aren’t tested properly 
and lead you into dead ends.  When did you last browse your own website or ring in to one of your 
own call agents? 

Turning lead into gold 

Direct customer experience feedback from employees acting as customers can be very useful, but 
there are many other sources of information that you should also use. Virtually every aspect of 
customer experience hinges upon the accuracy and accessibility of information - a huge source of 
wealth if you can master it. Turning meaningless data into useful information is the 21st century 
realization of the alchemists’ dream of turning lead into gold!  

Real-time information, at your fingertips, about what your customers are doing now, what they want 
now and what they might be receptive to is a huge advantage if you can tap into it. It gives you a 
much better understanding how to package and position your own services or make real-time, 
context-based or location-based offers. It is also valuable information that can be monetized to 
others.  

Proactive and rapid analysis of what customers want is essential –being able to make appropriate offers in 
real-time offer, real-time customer assistance and real-time performance can help deliver a very positive 
impact on the customer’s experience and on your bottom line. Unpicking the spaghetti-like nature of 
information is challenging and excellent data management is a core competency of successful digital 



providers. So investment in smart business analytics tools to help offer highly personalized support to 
customers, while maintaining profitability is essential.  

So it’s no coincidence that two of the hottest areas in customer experience management are data 
analytics, which help providers understand what is happening, and policy management which helps to 
consistently deploy appropriate solutions to issues as they arise. If data is the backbone of great customer 
experience, then analytics is the brain that turns it into useful information and policy management are the 
hands that do the work. 

Don’t forget that customers often have different identities and personas; they may use a number of 
services together and they may interact with you through different channels. They may in ‘work’ mode or 
using the service personally and they will have different expectations in each. This is even harder to 
grapple with if different departments use differing customer identifiers or use different formats making it 
very difficult to have a single customer view - but be sure they will quickly get a collective view of your 
shambolic service!.  

The lack of joined-up thinking becomes very visible in a multichannel sales operation and  customers get  
very annoyed when they get a different information from the website, a physical store or when speaking 
to an agent. These channels may have different prices for the same product or carry different product lines 
and offers because they are run by different divisions and it says loud and clear to the customer that the 
provider is not joined up and is an amateur at managing customer experience.  

Trust – the ultimate prize 

An increasingly relevant and critical customer aspect is data privacy. While providers can derive big 
advantages from customer data it must be administered properly if the provider is to gain and keep the 
trust of the customer. As numerous players such as Facebook, LinkedIn, or Sony have found, nothing gets 
you headlines like losing customers’ data and nothing loses their trust faster. Limp responses like “lessons 
have been learned” generally don’t cut it and repeat offenders rapidly lose their customer’s trust. Lose that 
and you will soon lose their loyalty and that’s the slippery slope to oblivion.    

The digital shop window 

A physical retail store is the most personal experience that a provider’s customer is going to get - 
Apple is a great example and its stores are less about merchandizing goods than about reinforcing 
the Apple brand, identity and customer experience. 

But all too often a store reinforces the idea that the company cares little for its customers. Many 
companies and certainly most communications providers seem to have a blind spot about the 
physical interaction with the customer. Probably driven by specific profit targets, their shops are 
typically badly laid out, cheerless places stacked with a confusing array of technology and staffed by 
downbeat employees who often know little about the products or service plans. The impact on the 
customer’s overall impression of the company and its brand can be immense but all too often the 
divisional mindset is the driver, not the customers total experience.  

The good, the bad and the ugly  



In the digital world, the shop window is often virtual and intertwined with social networking. How 
you react to that is a key aspect of delivering a great customer experience: everyone loves to listen 
to what their customers say about them when it’s good, but switch off when it’s negative and start 
explaining why the customer is wrong. Although it might be painful, listening to the good the bad 
and the ugly is an essential part of helping you to figure out what needs to be changed to move 
customers along the pathway to super loyalty.  

While it’s easy to focus on the negative aspects of social networks, they can also be harnessed to influence 
customers positively about your products and services as well act as an excellent vehicle for listening to 
what the market is saying about you.  

A good example of this is Comcast, the U.S. provider which turned a social media disaster into triumph 
with its ComcastCares Twitter -based service. Their advice is, “Don’t delete online criticism, embrace it” 
and, of course, do something about it. Having somebody who listens, cares about your problem and sorts 
it out has done wonders for Comcast’s image.  

An art and a science 

In a high tech world such as ours, it’s tempting to think that there is a technological solution to every 
problem. And while data analytics and policy-based management are essential, good customer 
experience management is at least as much an art as it is a science because you’re dealing with 
human beings, their emotions, their prejudices and their foibles. Unless the customer is central to all 
of your decision-making right at all of the touch points with the customer, you’re unlikely to 
succeed.  

In the digital world the customer is very definitely the king and the clearest path to profitability is to 
make them, their friends and their families very loyal to you by never letting them down and always 
delivering a truly great customer experience.  

If you don’t, expect to fail! 
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