
Mitigate 
market 

disruption 

As indust r ies  across  the  board f ind themselves 

hav ing to  t ransform to  keep up wi th  a  d ig i ta l 

economy,  customer  exper ience (CX)  is  p lay ing  

a  s ign i f icant  ro le  in  prov id ing bus inesses wi th 

opportun i t ies  for  innovat ion  and  

susta inabi l i ty,  wr i tes  cer t i f ied  customer  

exper ience profess iona l  (CCXP)  Ju l ia  Ah l fe ldt .

maximizing 
customer 

experience

by
Over  the  pas t  18  months ,  CEOs have  been wak ing  up  to  the 

fac t  tha t  they  need to  more  ac t i ve l y  l i s ten  to  the i r  cus tomers 

and manage the i r  exper iences ,  i n  no  sma l l  pa r t  due  to  the  ag-

gress i ve  emergence  o f  d i s rupto rs  to  the i r  t rad i t iona l  marke ts .

 

For  those  w i l l i ng  to  l i s ten ,  the re  i s  no  shor tage  o f  da ta  to 

work  w i th .  Soc ia l  med ia  fo r  i ns tance  has  g i ven  every  cus tomer 

a  megaphone and brought  to  l i gh t  exper ience  i ssues  tha t  may 

have  p rev ious l y  gone  unheard .  B ig  da ta  and ana ly t i cs  too ls 

have  a l so  evo lved ,  enab l ing  bus inesses  to  ga ther,  conso l ida te 

and more  mean ing fu l l y  unders tand the i r  cus tomers ’  exper i -

ence  o f  the i r  p roduct  o r  se rv ice . 

Whi le  s t i l l  in  i ts  in fancy,  Ar t i f ic ia l  in te l -

l igence (A I )  i s  a lso increas ing ly  p lay ing 

a  ro le  in  gather ing ins ight  as  we l l  as 

enab l ing customers to  reso lve the i r 

own prob lems,  o f ten v ia  chatbots .

 

Deal ing wi th  data :  Boon or  bust

Whi le  the  in f l ux  o f  da ta  can  be  a 

boon,  i t  can  jus t  as  eas i l y  be  a  bane , 

overwhe lm ing  cus tomer  suppor t  teams 

and caus ing  an  a r ray  o f  reac t ions . Ju l ia  Ah l fe ldt

 customer experience. 



Whi le  some compan ies  s t i ck  the i r  heads  in  the  sand,  o thers 

p rov ide  ha l f -hear ted  responses  to  the i r  cus tomers  on  soc ia l 

med ia .  Ne i the r  i s  adv ised . 

Rather  assess  incoming  feedback ,  unders tand i t ,  and  use  the 

ins igh ts  to  a f fec t  improvements  to  both  bus iness  p rocesses 

and cus tomer  exper iences .  Th is  a l so  needs  to  come f rom the 

top ,  where  an  o rgan isa t ion ’s  l eadersh ip  recogn ises  the  va lue 

and power  o f  becoming  cus tomer  cent r i c ,  and acknowledges 

the  danger  o f  fa i l i ng  to  do  so . 

Nobody  knows where  the  nex t  d is rupto r  w i l l  come f rom,  and 

by  the  t ime a  new th rea t  s ta r ts  accru ing  marke t  share ,  i t  may 

be  too  la te  to  respond.  Th is  i s  a  par t i cu la r l y  wor r i some r i sk  fo r 

l a rger  bus inesses  tha t  a re  o f ten  less  ag i l e  than  the i r  sma l l  and 

med ium counte rpar ts . 

Those  tha t  can  success fu l l y  l eve rage  the i r  da ta  to  under-

s tand the i r  cus tomers ’  exper iences  w i l l  f i nd  themse lves  be t te r 

equ ipped to  reac t  to ,  and even  m i t iga te ,  the  impact  o f  a  d is -

rupto r  to  the i r  marke t  a l together.

 

Compan ies  o f ten  have  a  g rea t  dea l  o f  r i ch  in fo rmat ion  a t  the i r 

f i nger t ips  tha t  j us t  needs  to  be  conso l ida ted  and eva lua ted 

w i th in  the  contex t  o f  the  cus tomer  jou rney.  Gather ing  da ta  and 

mak ing  sense  o f  i t  i s  thus  an  essent ia l  f i r s t  s tep .  Ins igh ts  then 

need to  be  t rans la ted  in to  rea l  wor ld  ac t ions . 

Two mis takes  many  bus inesses  make a re  tha t  they  e i the r  a ) 

chase  symptoms ra ther  than  address  under l y ing  causes ,  o r 

b )  approach improv ing  the  cus tomer  exper ience  as  a  once-o f f 

p ro jec t  vs .  an  ongo ing  ac t i v i t y  tha t  must  be  in tegra ted  in to 

the i r  bus iness . 

Landscape sh i f t

Customers  themse lves  a re  a l so  impact ing  change.  Bus inesses 

a re  now dea l ing  w i th  cons iderab ly  more  tech-savvy  consum-

ers ,  rang ing  f rom mi l l enn ia l s  –  no to r ious  fo r  be ing  in to le ran t 

o f  i ne f f i c iency  –  to  baby  boomers  who have  become more 

comfor tab le  w i th  on l i ne  shopp ing  and techno logy.  Both  g roups 

need to  be  ca te red  to  in  a  way  tha t  i s  cons is ten t  and t rue  to  a 

b rand’s  p romise ,  regard less  o f  channe l .  

Across  a l l  segments ,  cus tomers  a re  inc reas ing ly  w i l l i ng  to  re -

so lve  s imp le  p rob lems themse lves  too .  Th is  means  tha t ,  when 

cus tomers  do  contac t  a  ca l l  cen t re ,  the  query  i s  l i ke l y  to  be 

complex ,  and the  person  on  the  o ther  end must  be  su i tab ly 

p ro f i c ien t  i n  te rms o f  sk i l l s ,  knowledge and ab i l i t y  to  address 

the  concern .  Even  as  A I  takes  over  some o f  the  s imp le r  cus-

tomer  quer ies ,  i t  w i l l  l i ke l y  be  used to  hand le  second and th i rd 

t i e r  cus tomer  reso lu t ions  in  due  course  too . 

 

Know thy  customer 

So how can  bus inesses  s tay  ahead o f  th i s  i nev i tab le  d is rup-

t ion?  Mapp ing  the  cus tomer  jou rney  to  c rea te  a  p ic tu re  o f 

the  company ’s  long  te rm re la t ionsh ip  w i th  the  cus tomer  i s  a 

v i ta l  s ta r t .  W i th  th i s  added cus tomer  contex t ,  tu r n ing  to  b ig 

da ta  to  g lean  ins igh ts  then  a lso  becomes more  v iab le ;  a  move 

tha t  can  enhance  a  bus iness ’s  ag i l i t y  to  innova te  and rema in 

compet i t i ve  in  an  inc reas ing ly  un t rad i t iona l  and unpred ic tab le 

env i ronment .  «
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