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HOW DO YOU CREATE
A BUSINESS THAT
CUSTOMERS LOVE?
It starts with understanding the importance of delivering an outstanding customer experience.
Customer Experience (CX) is about giving customers a great experience every time they interact
with your business.
To see how leading businesses are doing this, Optus Business commissioned research with business
and government organisations and customers in early 2014. The sample size and scale of the
research makes it one of the largest ever Australia-based customer experience studies.
Watch Video
Visit: yesopt.us/fob14vd
Scan:
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WHY CUSTOMER
EXPERIENCE
MATTERS
It’s simple: the better the experience a customer has, the more likely they are to purchase again and
recommend your business.
For businesses, this means gaining and retaining more customers, ultimately leading to
better financial returns.

SURVEYED CUSTOMERS LIKELY TO
REMAIN A CUSTOMER BASED ON
OVERALL LEVEL OF EXPERIENCE

95%
Outstanding

But our research reveals the importance of customer experience is far greater than many of
us thought. A customer experience that customers rate as ‘good’ is not enough to retain
them as customers. Loyalty falls away quickly unless customer experience is ‘very good’ or
‘outstanding’.

74%
Very good

SURVEYED CUSTOMERS LIKELY
TO REMAIN A CUSTOMER

95%
39%

39%

Overall
level of CX

Good

After an outstanding experience

After a good experience

18%

Average

13%
Poor, very poor or
terrible

View online report - yesopt.us/fob14
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“

If you remember a good experience then you’re more likely to refer it to your
friends. I know that if my bank and mobile provider have a great contact centre
that handles my enquiries well, I will stay with them – not just because of the
price but because I know that they’ve got short hold times and provide a nice
friendly experience when I call up.
We want our customers to get that experience as well and hopefully refer us to
their friends. Word of mouth is probably the best form of advertising and we want
that right across the company, not just in the customer service centre.
Customer Experience Executive, Financial Services

”

View online report - yesopt.us/fob14
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ONLY OUTSTANDING
CUSTOMER EXPERIENCE
CREATES ADVOCATES
Customers who receive outstanding customer
experience are five times more likely to recommend
a business than those who receive good customer
experience.
As customer experience declines, our research
shows that customers became far less likely to
recommend a business to a friend, family member
or colleague. Even those customers who rated
their experiences as ‘good’ were unlikely to be
advocates.
The message is simple: becoming a customercentric organisation isn’t easy, but the payoff can
be huge.

SURVEYED CUSTOMERS LIKELY TO
RECOMMEND A BUSINESS

94%
17%

PERCENTAGE OF CUSTOMERS LIKELY TO RECOMMEND
A BUSINESS DEPENDING ON THE OVERALL LEVEL
OF CUSTOMER EXPERIENCE THEY RECEIVED

CUSTOMERS LIKELY TO RECOMMEND TO A
FRIEND, FAMILY MEMBER OR COLLEAGUE

37%

38%

Industry Average

Finance & Insurance

45%

48%

Retail

48%
Education

Health

30%

Federal Government

After an outstanding experience

After a good experience

34%

State Government

18%

Local Government

View online report - yesopt.us/fob14
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BAD NEWS
TRAVELS FAST
THE IMPACT OF CUSTOMER EXPERIENCE
The consequences of a bad customer experience
can be dire. Of those customers who reacted to
a bad experience, nearly half told a friend, family
member or colleague, 23 percent researched or
considered a competitor and another 10 percent
actually left.
13 per cent of surveyed customers who had a bad
experience posted about their experience online. If
that message is delivered via social media the bad
experience can quickly be broadcast far and wide.

79%
59%

Surveyed customers acted
after a bad experience

Surveyed customers acted
after a good experience

‘HONEYMOON’ PERIOD

At least four in 10 customers indicated they
called or wrote in to complain, or completed a
customer feedback survey, giving businesses an
opportunity to gain insights and feedback around
the experience.

6-11

A well-defined and structured feedback program
can help ensure these problems are identified and
rectified.

is the ‘honeymoon’ period during which customer experience has the
greatest influence on a customer’s loyalty and advocacy. Customer
experience remains important after 11 months, but businesses
may need to work harder to re-engage long-term customers.

We provided a detailed guide to this in our Listen,
Learn and Act series of Customer Experience
papers:

months

WHAT CUSTOMERS HAVE DONE AS A
RESULT OF A POOR EXPERIENCE

46%

Told a friend, family member or colleague

28%

Called to make a complaint

23%

Researched or considered a competitor’s products
and services

13%

Completed a customer feedback survey

13%

Written to make a complaint

13%

Posted online about the experience

10%

Used or switched to a competitor instead

Visit: yesopt.us/cxblog
Scan:
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8

“

It’s no secret these days that you can refer to a whole variety of people if you
want something done cheaper. But if you had a provider that could promise you
the same pleasant, friendly experience time and time again, and they provide
you with premium products or services, you’re going to continue using that
organisation.
CIO, Property, Business and Professional Services

“

”

One of the most dangerous things as a service provider is complacency… thinking
‘we’ve had this customer a long time; we’re not going to lose them’. The next
week you’ll lose that customer.
HR Executive, Transport and Logistics

”
View online report - yesopt.us/fob14
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CUSTOMER EXPERIENCE
CAN IMPACT REVENUE
DECISION MAKERS AND CUSTOMER EXPERIENCE
With greater customer loyalty and advocacy,
outstanding customer experience can increase
revenue and efficiencies – yet most businesses
don’t understand its financial impact.
Less than half of the executives surveyed in our
study understand how customer experience has
an impact on revenue and profitability. But if only
39% of customers who had a good experience say
they are likely to remain a customer, the financial
consequences for businesses are clear.
Businesses that provide outstanding customer
experience can potentially have a huge competitive
advantage. Based on our survey results, customers
are:

•
•

five times more likely to remain loyal to
businesses that provide outstanding customer
experience than businesses that provide average
customer experience
30 times more likely to be advocates.

That means reduced churn rates and customer
acquisition costs, and increased sales are more
likely to result.

45%
of surveyed decision-makers understand the impact
customer experience has on revenue and profits.

BUSINESSES THAT HAVE AN UNDERSTANDING
OF HOW CUSTOMER EXPERIENCE IMPACTS
REVENUE AND PROFITABILITY

45%

35%

Industry Average

Finance & Insurance

63%

33%

Retail

48%
Education

27%

State Government

Health

25%

Federal Government

30%

Local Government

View online report - yesopt.us/fob14
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WHAT CUSTOMERS
REALLY WANT
The key for businesses to achieve outstanding customer experience is to understand what customers
want. There is a disconnect between what customers want and what businesses think they want. Despite
the rise of digital channels, most customers still want the option to deal with a real person – and one who
is friendly and knowledgeable.
Human considerations featured at the top of the surveyed customers’ most-wanted list. The majority of
customers expected to be able to interact with friendly and knowledgeable employees, and they preferred
dealing with real people rather than machines.
On the flipside, businesses didn’t have a clear understanding of what customers really wanted. They
believed customers’ top priorities were quality products and fast service. Only a small minority of
businesses understood that the human factors, such as friendly staff members, are what customers value
the most.
Businesses also believed customers were becoming more demanding and wanted lower prices or better
value. This indicates many businesses lacked an understanding of the specific customer expectations that
they should meet.

CUSTOMER EXPERIENCE TIP: UNDERSTAND THE REAL CUSTOMER EXPERIENCE
There are often big differences between the experience customers actually receive and the experience the
business believes it is delivering. A solution is to map how employees and customers each perceive the
experience across all key facets of your customer experience to help identify gaps and problem areas, and
prioritise improvements.

TOP 10 CUSTOMER EXPECTATIONS

1

Staff are friendly or polite

2

My needs are met

3

Staff are knowledgeable

4

I am able to interact with a real person

5

I get a quick result

6

I feel valued as a customer

7

I can interact at my convenience

8

It takes me minimum effort

9

Business is honest and transparent

10

I feel listened to

View online report - yesopt.us/fob14
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CASE STUDY SNAPSHOT: OPTUS

Optus isn’t just talking about Customer Experience, we’re living it. Vicki Brady,
our Managing Director, Customer, Jenni Farrow and Dan Sunderland, Directors
of Customer Experience; discuss what Optus is doing to put the customer at the
heart of everything we do.
Watch Video
Visit: yesopt.us/ocs
Scan:

View online report - yesopt.us/fob14
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HOW BUSINESSES SEE CUSTOMERS’
EXPECTATIONS CHANGING

WHAT MAKES AN IDEAL CUSTOMER
EXPERIENCE: BUSINESSES’ VIEW

20%

They want more for less, lower prices or better
value

Quality product or service

12%

Becoming more demanding

BUSINESSES WITH A DESCRIPTION OF THE IDEAL
CUSTOMER EXPERIENCE FOR THEIR CUSTOMERS

28%
Timely or minimum time for customer

20%

11%

Ability to do more via digital channels

Customer’s expectations are met

10%

Faster turnaround times; wanting things done
quicker

Competitive pricing or value for money

32%

25%

Industry Average.

Finance & Insurance

45%

26%

17%
14%

Based on spontaneous responses from businesses.

Retail

Health

Accurate information provided and easily found

7%
Repeat or returning customer

7%

38%
Education

31%

Federal Government

Staff members are friendly or polite

7%
*Businesses’
responses
that align
*Businesses’spontaneous
spontaneous
responses
thatcustomers’
align with top
customers’
top 10
with
10 expectations.
expectations.

24%

State Government

30%

Local Government

View online report - yesopt.us/fob14
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CUSTOMER
EXPECTATIONS ARE
RISING FAST
Customers will continue to expect good personal
service, but they also want faster, more flexible and
personalised digital interactions.
Customers’ expectations are rising across the
board. Human considerations will remain vital
but more practical factors, such as getting a
quick result and with minimum effort, will grow in
importance over the next one to two years.
Our research identifies a number of factors – such
as having a single point of contact or employees
taking initiative – that could be described as
“nice to have” but are not yet seen as vital by
many customers today. However, these customer
expectations are set to rise considerably.

PROVIDING FLEXIBILITY IN CUSTOMER EXPERIENCE

27 41%
The percentage of surveyed customers who expect a personalised,
flexible experience is set to grow significantly over the next 1–2 years.

10 KEY CUSTOMER EXPECTATIONS
OVER THE NEXT TWO YEARS
1-2 YEARS

CURRENTLY

57%

I get a quick result

49%
52%

I feel like a valued
customer

42%
51%

It takes me minumum
effort

41%
51%

I am given consistent
information

39%
50%

Business is honest and
transparent

41%
49%

I feel listened to

40%
Staff take initiative to do
more for me

42%
32%
41%

Single point of contact

28%
Personalised, flexible
experience

41%
27%
40%

I am kept in the loop

28%

View online report - yesopt.us/fob14

14

“

In theory, those self-service features seem awesome, but when it comes down
to actually using them, it can be pretty confusing. I know when I call up and get
the monotone ‘press one, press two’, I get irritated because I know what I want
straight away and I just want to talk to a real person rather than having to wait
for a machine.
Customer, Federal Government

”

View online report - yesopt.us/fob14
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CASE STUDY SNAPSHOT: UNSW

UNSW is one of Australia’s leading research and teaching universities. With more
than 5,000 employees and 50,000 students, UNSW faces similar challenges to
other large organisations to remain competitive in an increasingly tough, global
market. Their goal has been to improve the campus experience for students and
employees, by introducing a number of technology initiatives.
To learn more about how UNSW is enhancing their campus experience, see our
full case study:
Visit: yesopt.us/unsw
Scan:

View online report - yesopt.us/fob14
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PEOPLE FIRST, THEN
TECHNOLOGY
EMPLOYEE ASSISTANCE IN CUSTOMER CARE
Customers used different channels for different
reasons, but most still preferred some human
interaction over the entire customer journey.
More than a quarter of customers indicated they
didn’t need any human contact while researching
products or services, but few wanted to handle
their own after-sales problems with self-service web
features.

93%
7%

CUSTOMERS’ PREFERRED LEVEL OF HUMAN
CONTACT DURING THE CUSTOMER JOURNEY

Surveyed customers
preferred assistance

FULLY ASSISTED BY
A STAFF MEMBER

SOME ASSISTANCE BY
A STAFF MEMBER

FULLY SELF-SERVICE,
NO HUMAN CONTACT

28%

Research

46%
26%

Surveyed customers
preferred self service

38%

Purchasing

46%
16%

Customers’ methods of interacting with an
organisation often changed depending on what
they wanted to do. In fact, they frequently used
a combination of channels at each stage of the
customer journey. The increasing use of digital
channels does not necessarily mean a decline in
traditional channels. If businesses can get the right
mix of services, this is an opportunity to increase
customer engagement.

39%
44%

Receiving product or
service

17%
58%

Customer care or support

35%
7%
Receiving updates or
information

29%
43%
27%

“

I think it’s important for different types of people to have different
avenues to be able to enquire, so those who do want the human contact
can call up and those who are quite happy to do everything online,
they’ve got that option as well.
Customer Experience Executive, Financial Services

”
View online report - yesopt.us/fob14
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CASE STUDY SNAPSHOT - BRISBANE CITY COUNCIL

Brisbane City Council (BCC) is Australia’s largest local government, supporting
more than 1 million people and 7,700 employees in one of the nation’s fastest
growing capital cities.
“It’s very important to BCC that when a resident contacts us they have a great
experience. There’s always new ways that residents want to communicate
with you, whether it’s through voice or social media. We always maintain our
traditional [communication] methods as well, our 24-hour call centre will always
be a vital part of our operation, but being able to respond when people want to
use new channels to contact us is incredibly important.”
Councillor Julian Simmonds, Brisbane City Council

To learn more about how the council is achieving this, see our full BCC case
study:
Watch Video
Visit: yesopt.us/bcc
Scan:

View online report - yesopt.us/fob14
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DELIVERING
OUTSTANDING
CUSTOMER EXPERIENCE
What sets an outstanding customer experience
apart from an average or even good one? Exceeding
customers’ expectations – and our research
shows it’s the human elements that can make the
difference.
Customers valued some practical attributes of an
interaction, such as getting quick results and with
minimum effort. But mostly, they wanted to be able
to interact with friendly, knowledgeable staff.
They also wanted to feel valued – which is the main
thing customers didn’t feel when they had a bad
experience.

TOP 8 AREAS WHERE EXPECTATIONS
WERE EXCEEDED FOR OUTSTANDING OR
VERY GOOD CUSTOMER EXPERIENCE

45%

36%
Staff were
knowledgeable

Staff were friendly
or polite

I got a quick result

To help maximise the return on investment of
your customer experience program it’s vital
to understand what customers’ fundamental
expectations are and what things will “wow” them.
Leading businesses have a detailed understanding
of their customers’ pain points, the areas that need
improving and present opportunities for innovation
and then apply economic modelling to determine
where improvements will deliver the most value.

Staff took initiative to do
more for me

33%
I felt valued as a customer

30%
CUSTOMER EXPERIENCE TIP: THE BASICS VS “WOW”

35%
I was able to interact with
a real person

What
customers
want

32%

TOP 8 AREAS WHERE EXPECTATIONS
WERE NOT MET FOR TERRIBLE OR VERY
POOR CUSTOMER EXPERIENCE

31%
30%
I felt listened to

It took me minimum
effort

87%

I felt valued as a customer

86%

I got a quick result

83%

My needs were met

81%

It took me minimum effort

79%

Staff took initiative to do more for me

76%

I was given consistent information

75%

I felt listened to

73%

Personalised/flexible experience

View online report - yesopt.us/fob14
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“

You want the people you’re dealing with to take accountability and be prepared
to go that extra step. They’re the things that will make people loyal customers,
because it’s not always about price. People are often prepared to pay more and
get good service.
Customer, Local Government

”

View online report - yesopt.us/fob14
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CUSTOMER
EXPERIENCE
SCORE CARD
Businesses are beginning to recognise the importance of customer experience, but they face a number
of roadblocks.
Customer experience is increasing in priority on the business agenda. In fact, our research shows it’s
second only to improving efficiency and productivity as businesses’ top priority. It’s even higher than
increasing revenue or profit.

CUSTOMER EXPERIENCE AND ADVOCACY
ARE TOP BUSINESS PRIORITIES

45%

TOP BUSINESS PRIORITIES

23%

Improving efficiency or productivity

21%

Improving customer experience

16%

Increasing overall revenue

15%

Increasing profit

Of businesses ranked improving customer experience
or advocacy as their #1 or #2 top priority

View online report - yesopt.us/fob14
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CUSTOMER EXPERIENCE
ROADBLOCKS
Businesses say limited funds and internal tensions
are their biggest hurdles to delivering outstanding
customer experience.
Budget constraints are the biggest challenge
nominated by businesses in delivering their
ideal customer experience. But internal tensions
between departments might be a more serious
problem. Half of the surveyed businesses
nominated competing agendas or lack of alignment
between departments, or both, as key challenges.
By contrast, only 9 per cent of surveyed businesses
rated their departments as very well aligned in
delivering customer experience.
Our research shows that businesses with wellaligned departments were far more likely to
deliver great customer experience. Only 5 per cent
of surveyed businesses delivering outstanding
customer experience had department alignment
issues.
Businesses with average customer experience
were also more likely to be struggling with other
employee-related challenges, such as lack of buy-in
among staff members and lack of skills. And many
of these businesses didn’t have a clear strategy.

PERCENTAGE OF BUSINESSES FACING KEY
CUSTOMER EXPERIENCE CHALLENGES
OUTSTANDING

CUSTOMER EXPERIENCE TIP: STOP THE BLEED

AVERAGE

Lack of alignment between departments in delivering customer experience

5%
48%

There are many potential causes of poor customer
experience, including ineffective policies and
processes, poor service levels and underwhelming
product experiences. For businesses suffering
from multiple problems, an initial step may be to
consider a customer experience triage program that
includes:
1. identifying the key problem areas by using simple
modelling based on average lifetime customer
value, churn, complaints management cost and
estimated brand value impact

Lack of buy-in or engagement among staff

5%
38%

2. developing a short program targeting those key
problem areas

Lack of in-house skills or expertise

0%
43%

3. undertaking frequent reviews to assess progress
4. developing a more holistic, longer-term customer
experience strategy after these urgent problems
have been fixed.

Lack of clear strategy

5%
32%
Based on businesses own customer experience rating.

View online report - yesopt.us/fob14
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DEPARTMENTS VERY WELL ALIGNED TO DELIVER
OUTSTANDING CUSTOMER EXPERIENCE

9%

Industry Average

15%
Retail

10%
Education

16%

State Government

10%

Finance & Insurance

3%
Health

0%

Federal Government

5%

Local Government

BUSINESSES’ TOP 10 CUSTOMER
EXPERIENCE CHALLENGES

1

Budget constraints

2

Competing agendas or priorities within the
organisation

3

Lack of alignment between departments in
delivering customer experience

4

Difficulty changing processes to respond to
new customer developments

5

Actioning customer feedback

6

Lack of buy-in or engagement among staff
members

7

Capturing structured customer feedback

8

Lack of in-house skills or expertise

9

Lack of clear strategy

10

CUSTOMER EXPERIENCE TIP: ALIGN
AND EMPOWER YOUR TEAMS
To help assess the roadblocks to becoming
a customer-centric organisation, focus on
specific areas that might indicate a lack of
alignment between teams. For example,
how well are departments working together
to solve customer problems? What’s
preventing each team from providing better
service? Then create targeted programs to
enhance collaboration and empower teams.
Q&A with Mal Thatcher, Executive Director
& Chief Information Officer, Mater Health
Services talking about the role of a CIO,
the challenges faced and how CIOs can
influence the board:
Visit: yesopt.us/qamt
Scan:

No clearly defined ideal customer experience

View online report - yesopt.us/fob14
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WE’RE NOT THERE YET
Our research shows that only 12 per cent of
businesses are delivering outstanding customer
experience and reaping the benefits of high
customer loyalty and advocacy.

HOW CUSTOMERS RATED THEIR MOST RECENT EXPERIENCE

Encouragingly, 37 per cent of surveyed customers
rated their most recent experience as ‘very good’,
indicating that many businesses are on the right
track. But as technology continues to evolve,
competition increases and customer expectations
rise, businesses need to continue improving,
with the goal of delivering outstanding customer
experience.

View online report - yesopt.us/fob14
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ROADMAP FOR
CUSTOMER
EXPERIENCE
SUCCESS
Great customer experience starts with having the right mix of channels that offer a consistent experience,
and empowered employees with the right tools to respond to feedback and complaints.

WHICH HIGH-LEVEL CUSTOMER EXPERIENCE
INITIATIVES BUSINESSES HAVE IN PLACE
ORGANISATIONS’ OWN CX RATING
OUTSTANDING

AVERAGE

A customer feedback program that provides actionable insights

76%

But that’s not all that is needed. Our research reveals that businesses with outstanding customer
experience are also more likely to:

•
•
•

have a formal strategy in place and a description of the ideal experience for their customers

50%
A detailed understanding of the current experience from your customers’ point of view

60%

a feedback program to gain insights into changing customer expectations

31%

a detailed understanding of the current experience from their customers’ point of view.

A description of the ideal customer experience

53%
23%
A formal customer experience strategy

51%
30%

View online report - yesopt.us/fob14
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BUSINESSES WITH A FORMAL CUSTOMER
EXPERIENCE STRATEGY

CUSTOMER EXPERIENCE TIP: DEFINE YOUR
CUSTOMER EXPERIENCE STRATEGY
To develop a core strategy that’s central to your
organisation’s customer experience initiatives:

41%

Industry Average

43%

Finance & Insurance

1. define your baseline customer value proposition
and key differentiating experiences
2. analyse the importance of all customer processes
and channels, based on how they are perceived
and how much value they bring
3. identify customer pain points, areas that need
improving and opportunities for innovation

53%
Retail

34%
Health

4. define what customer-centricity really means to
your organisation
5. develop your roadmap and proposed initiatives.

44%
Education

42%

Q&A with Rachel Slade, General Manager,
Transformation & Delivery, Westpac Group
discusses how to sustain a customer-centric
approach to an organisation:

Federal Government

Visit: yesopt.us/qars
Scan:

29%

State Government

43%

Local Government

View online report - yesopt.us/fob14
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“

Customer experience is about building a corporate culture that’s focused on the
customer, on customer interaction and on the results that are complementary to the
customer.
IT Executive, Property, Business and Professional Services

”

View online report - yesopt.us/fob14
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ARM YOUR WORKFORCE
Customers expect to interact with knowledgeable
employees, so it’s vital to empower your teams with
the right tools.
Today’s sophisticated customer can spot if
employees are well equipped or otherwise. Only a
third of surveyed customers felt the staff members
serving them were very well equipped, with
behaviours such as being passed from person to
person or being put on hold for long periods of time
indicating ill-equipped team members.
Only a small portion of decision-makers believed
their employees were very well equipped via
employee tools to deliver an ideal customer
experience. Businesses’ top priorities for
technology investments to equip staff were:

•
•
•

mobile devices and mobile device access to
corporate network or mobile apps
customer relationship management (CRM), billing
and other systems to help employee responses to
customers, and
collaboration tools to help improve the speed and
accuracy of employee responses to customers.

It’s also important that employees are provided
with the right training, processes and incentives to
deliver outstanding customer experience.

WELL EQUIPPED EMPLOYEES DELIVER
OUTSTANDING CUSTOMER EXPERIENCE

71%
of surveyed businesses with very well-equipped employees
delivered outstanding or very good customer experience.

TOP 5 TELL-TALE SIGNS THAT EMPLOYEES
ARE POORLY EQUIPPED

59%

Staff couldn’t respond to my enquiry

48%

I was passed around from person to person

38%

I was put on hold for long periods of time

34%

I had to wait while staff members looked for my
customer information

27%

Staff had trouble retrieving my information

HOW CUSTOMERS CAN TELL IF EMPLOYEES
HAVE THE RIGHT TOOLS
First person I spoke to was able to deal with my enquiry

63%
Staff were able to respond to my enquiry while I waited

53%
Staff had relevant customer information at hand

52%

View online report - yesopt.us/fob14
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CASE STUDY SNAPSHOT - CANCER COUNCIL QUEENSLAND

Cancer Council Queensland is a not-for-profit organisation focused on fundraising
and investing in cancer research, prevention and education programs. Arming
employees with the right tools and systems was vital for Cancer Council
Queensland to grow across the state and deliver a consistent experience for
customers.
To learn more about how the organisation achieved this, see our full Cancer
Council Queensland case study:
Visit: yesopt.us/ccq
Scan:

View online report - yesopt.us/fob14

29

“

It’s important for staff to have a direction that shows how they’re important to
the customer, the brand and customer experience – not just plonked in the corner,
expected to handle all enquiries and then forgotten about. They need to know what
they’re doing is important to the business, that they’re making a difference.
Customer Experience Executive, Financial Services

”

View online report - yesopt.us/fob14
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CONSISTENCY IS KEY
Customers want a consistent experience regardless
of channel – and their expectations are rising.
For many businesses, this may mean a significant
shift. Aspiring to multiple channels is only part of
the equation. Customers want consistency in their
experience and in the availability of information.
Our research shows that businesses with
outstanding customer experience were three times
more likely than average to have fully integrated
channels, but less than a fifth of all businesses
currently have fully integrated channels.

CHANNEL CONSISTENCY EXPECTATIONS

39% 51%
The percentage of surveyed customers who found the
overall level of service to be consistent across channels,
compared to those who expect this in the next 1–2 years.

“

CUSTOMER EXPERIENCE TIP: USE THE
RIGHT CHANNEL, NOT EVERY CHANNEL

THE KEY CHALLENGES FOR BUSINESSES
IN INTEGRATING CHANNELS

The best channel strategies don’t just shift
everyone to the cheapest channel, they aim to
serve different customers in the right way using
the most suitable channels – also known as “right
channeling”. This is done by:

60%

Cost

49%

Technology integration issues

47%

Staff investment or training required

36%

Legacy systems

35%

Process and policy issues

32%

Organisational culture

29%

Organisational or management structure

29%

Changing customer expectations

17%

Cannot demonstrate return on investment

1. analysing customer experience and channel
performance by segment, measuring advocacy,
satisfaction, cost-to-serve and value
2. understanding channel preferences, including
how key customer segments prefer to be served
3. developing an optimised channel strategy that
balances customer preference and value
4. deploying migration plans that aim to shift
customers to the most suitable channels.

Our new IT platform is fantastic. Our customers have full access to it;
they can see how their shipments are going, and their arrival times.
HR, Transport and Logistics

”

View online report - yesopt.us/fob14
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FULL CHANNEL INTEGRATION

49%
1%

CUSTOMERS’ EXPECTATIONS OF CONSISTENT SERVICE ACROSS CHANNELS IN 1-2 YEARS
Businesses delivering
outstanding experience have
fully integrated channels

Businesses delivering
average experience have
fully integrated channels

BUSINESSES’ CHANNEL INTEGRATION IS
ABOUT TO INCREASE DRAMATICALLY
CURRENTLY

1-2 YEARS

Not at all integrated

7%
1%
Partially integrated

75%
38%
Fully integrated

16%
53%

View online report - yesopt.us/fob14
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CASE STUDY SNAPSHOT - AUSTRALIAN INSTITUTE OF MANAGEMENT

Australian Institute of Management is the nation’s largest professional body
for managers, offering a broad range of career development services, including
courses and qualifications.
With 250 employees, 1,200 external facilitators and over 20,000 members,
Australian Institute of Management has had to transform its technology to meet
the expectations of its customers. The organisation introduced a blended
technology solution to streamline operations, overcome integration complexities
and remove legacy systems.
To learn more about how the organisation achieved this, see our full Australian
Institute of Management case study:
Watch Video
Visit: yesopt.us/aim
Scan:

View online report - yesopt.us/fob14
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MEASURE THE VALUE OF
CUSTOMER EXPERIENCE
Improving customer experience is a relatively new
goal for many businesses, and this is illustrated by
the ways they measure their success.
Based on our research, the most commonly used
measure of success for customer experience was
customer satisfaction. While this is an essential
measure, it doesn’t quantify the value customer
experience creates. Measures such as customer
acquisition, customer retention and expenditure per
customer can help fill this gap.
But it’s a different story in industries where
customer experience is a more mature business
function. For example, retailers tend to use valuecreation metrics significantly more than other
sectors.

CUSTOMER EXPERIENCE TIP: MEASURE
PERFORMANCE AGAINST CORE CUSTOMER
EXPERIENCE PRINCIPLES
To continually improve customer experience, your
feedback programs should measure how teams
and individuals are performing against your core
customer experience principles. This may be done
by:

HOW BUSINESSES MEASURE THE SUCCESS OF
THEIR CUSTOMER EXPERIENCE INITIATIVES
OVERALL

RETAIL

Customer satisfaction

71%
77%
Customer retention

57%

1. defining your customer experience principles
2. creating the right questions to help measure
performance and elicit actionable insights
3. providing frequent feedback along with formal
action plans for problem areas
4. integrating customer experience principles into
employees’ key performance indicators.

70%
Customer acquisition

30%
43%
Customer advocacy

29%
38%
Expenditure per customer

23%
42%

View online report - yesopt.us/fob14
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GET TO KNOW YOUR
CUSTOMER
CUSTOMER FEEDBACK PROGRAMS
Businesses with outstanding customer experience
used feedback programs and data insights to better
understand their customers.
Regular customer feedback programs ensure
decision-makers understand their customers’
changing needs – and leading businesses have
programs that provide insights to help improve, not
just measure, customer experience.
Businesses with lots of customer data are also
implementing advanced analytics, or big data
technologies. Their most common application
is to gain a deeper understanding of customer
behaviour, but as business analytics become more
sophisticated businesses will be able to predict
customer needs, personalise offers, and tailor
products or services.

60%

of surveyed businesses have a feedback program

HOW BUSINESSES ARE USING BIG DATA
TO IMPROVE CUSTOMER EXPERIENCE
1-2 YEARS

CURRENTLY

Understand customer behavior

24%

have difficulty capturing the feedback

25%

have challenges actioning the feedback

72%
67%
Targeted marketing

61%
55%
Recommend appropriate content

50%
50%
Tailor products or services

59%
47%
Predict customer needs

To learn more about balancing the benefits of
in-depth customer insights with the need to build
trust, see our paper on Earning Trust Pays Off:

59%
47%
Personalise offers

54%

Visit: yesopt.us/trustop
Scan:

37%

View online report - yesopt.us/fob14
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“

It’s all about systems and technologies that highlight issues as opposed to people
trawling through large amounts of reports every morning and seeing what’s wrong.
So it’s about notifying the right people about the issue straight away.
CIO, Retail

”

View online report - yesopt.us/fob14
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HOW TECHNOLOGY
POWERS CUSTOMER
EXPERIENCE
Technology decisions should not be made in isolation from customer experience strategies.
The top business priorities driving technology investments are still primarily nuts-and-bolts
considerations: improving IT applications or infrastructure, reducing costs and improving productivity.
Improving customer experience is not far behind, with around half of the surveyed businesses claiming
this is driving their technology investments.
However, CIOs and IT managers face considerable challenges in using technology to deliver customer
experience. Among businesses that said customer experience was driving technology investments:

•
•
•
•

54% had a formal customer experience strategy
43% had a description of the ideal customer experience
41% had a roadmap
33% had aligned their customer experience and digital strategies.

This suggests some IT decision-makers are being asked to improve customer experience with little
vision, strategy or planning. Not surprisingly, the businesses that get this right are more likely to be
delivering outstanding customer experience.

“

We live in the era of IT and
you need to have better
systems and services than
your competitors. Your IT
platform can actually give you
a significant edge.
HR Executive, Transport and Logistics

”

View online report - yesopt.us/fob14
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TOP 5 BUSINESS PRIORITIES DRIVING
TECHNOLOGY INVESTMENTS

61%

Improving IT applications and infrastructure

57%

Reducing business costs

56%

Improving productivity

BUSINESSES WHERE CUSTOMER EXPERIENCE HAS A
MAJOR INFLUENCE ON TECHNOLOGY INVESTMENTS

35%

Industry Average

“
33%
Retail

51%

Improving customer experience

45%

Attracting new customers

48%

Finance & Insurance

34%
Education

39%

State Government

28%
Health

28%

Federal Government

33%

Local Government

We normally go for
technologies that complement
the customer experience. Most
people identify technology as
a commodity, but we believe
that in fact it’s about people.
IT provides a very powerful
toolset but it’s not the end
result itself. I try to mentor
employees to help them
understand the importance of
customers.
IT Executive, Property, Business
and Professional Services

”

View online report - yesopt.us/fob14
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BUSINESSES ARE
FOCUSED ON DIGITAL
Businesses are mainly investing in digital tools for
customers, but they are undervaluing the personal
interaction offered by traditional channels.
Businesses see digital channels as the future for
interacting with their customers. The web is the
most common channel used to engage customers
and it is set to receive the most investment in the
near future, followed by social media and mobile.
This investment shift to digital channels has been
underway for a number of years, and it’s hardly
surprising given the efficiency and productivity
improvements they offer.
But given the importance customers place on
personal interaction, many businesses seem to be
undervaluing their traditional channels, such as
contact centres.
Sherman Young, Pro Vice Chancellor, Learning &
Teaching, Macquarie University talks about how
technological trends affecting higher education and
how these new technologies are transforming the
way students learn:

WHICH CHANNELS BUSINESSES ARE
INTENDING TO INVEST IN 1–2 YEARS

THE DIGITAL TOOLS BUSINESSES ARE
OFFERING AND INVESTING IN
CURRENTLY OFFERING

73%
51%

Website

NEAR-FUTURE INVESTMENT

48%

Website self-service

37%
47%

Website purchasing and
payments (e-commerce)

40%

Social media

36%
41%

Mobile website

48%

Mobile app or website

29%

Mobile apps

43%
26%

Telephone self-service
(interactive voice response)

39%

Contact centre

16%
22%

Peer to peer communities

13%

34%

17%
16%

Live chat

Bricks and mortar

17%

Mobile self-service

25%

Visit: yesopt.us/qasy
Scan:

17%

Mobile payments
(m-commerce)

Social media payments
(social commerce)

24%
2%
7%

View online report - yesopt.us/fob14
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“

Everything is evolving technologically but I think it’s important to still have staff
on the phones and actually speak to the customer about their needs, rather than
everything being moved to digital without that experience of human-to-human
contact.
Customer Experience Executive, Financial Services

”

View online report - yesopt.us/fob14
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INCREASING DIGITAL
ADOPTION
Self-service and other digital tools need to be
convenient, require minimal effort and deliver quick
results before customers will use them.
Our research reveals considerable gaps between
the availability of digital tools and customers’ use
of them.

CUSTOMER EXPERIENCE TIP: BECOME A DIGITAL
BUSINESS, NOT A BUSINESS WITH DIGITAL
It’s common for businesses’ digital channels to
grow organically, adding new features as they come
into vogue. And while these tools can often bring
efficiencies, they don’t always add meaningful
value to the overall customer experience. Try to
avoid this trap by:

Newer channels, such as mobile websites and
apps, are where customers are slow to take up
these tools despite high availability. More mature
tools, such as website self-service and e-commerce
features, are more widely used, reflecting customer
confidence.

1. defining your digital ambition and aligning it with
your customer experience strategy

Even so, more than a third of surveyed customers
reported that they hadn’t recently used any of a
businesses’ digital tools.

3. optimising all digital tools based on your digital
plan, customer experience strategy and the value
they bring customers.

DIGITAL TOOLS USAGE

37%

PERCENTAGE OF DIGITAL TOOLS THAT BUSINESSES
OFFER AND THAT CUSTOMERS USE
CUSTOMERS (USED IN LAST 3 MONTHS)

BUSINESSES (OFFERED)

48%

Website self-service

26%
47%

Website purchasing and
payments (e-commerce)

25%
36%

Mobile website

2. understanding what digital activities occur across
the business and what benefits they provide
customers

12%
29%

Mobile apps

10%
26%

Telephone self-service

(interactive voice response)

19%
22%

Peer to peer communities

4%
17%

Live chat

6%
17%

Mobile self-service

7%

of customers haven’t used a businesses’ digital
tools in the past three months.

17%

Mobile payments
(m-commerce)
Social media payments
(social commerce)
None of these

7%
2%
2%
10%
37%

View online report - yesopt.us/fob14
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“

We are investing in a whole new customer relationship management system that
connects to customers’ Facebook and Twitter accounts, and you can see everything
you need to be able to see about customers to give them a good experience.
Customer Experience, Financial Services

”

View online report - yesopt.us/fob14
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WHAT’S NEXT?
While technology is a vital enabler, a first-rate customer experience program is about your
customers being at the heart of your business.
Our research reveals a number of important insights, including four key points for businesses
that want to become a business that customers love:

Align technology and customer experience strategies. Leading businesses make technology
investments based on a customer experience vision, strategy and plan.

Focus on key human services. Don’t underestimate the importance of personal channels
such as contact centres, and remember that customers value friendly, knowledgeable
employees.
Empower the workforce with the right tools. Provide employees with the information systems,
communications tools, processes and training they need to help customers.
Fully integrate channels and systems. Fully integrate channels to help ensure customers receive
consistently good service.
These and other important initiatives should combine to provide a continuous cycle of
improvement, from customer feedback to all relevant employees and back to customers
again.

View online report - yesopt.us/fob14

43

WHO WE SURVEYED
550 business decision-makers 5,000 customers
Industries included:

•
•
•
•
•
•
•
•
•
•

Banking, Finance and Insurance
Education and Training
Government
Health and Social Assistance
Manufacturing
Media*
Property and Professional Services
Retail
Telecommunications*
Transport and Logistics

Who we spoke to
IT, Customer Experience, Marketing, Finance and Human Resources Executives.
* Customers only surveyed

View online report - yesopt.us/fob14
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CREATING A
BUSINESS YOUR
CUSTOMERS LOVE

OPTUS FUTURE OF BUSINESS REPORT 2014
For further Optus Future of Business insights and
related content please visit:
OPTUS.COM.AU/FUTUREOFBUSINESS
#FUTUREOFBUSINESS
Join the conversation
Web			
Twitter			

optus.com.au/business
@optusbusiness

Linkedin			
Blog			

yesopt.us/li
yesopt.us/blog
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