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Are We Measuring
CX Accurately?

Matt Inman
Senior Director, CX Strategy

& Design Consulting
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Fulltime 

Employees

18
Offices

500+ 
Clients Around the 

World

100
Countries

60
Languages

1 million
Users
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Where we have succeeded
Measuring the voice of the customer
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Are we measuring CX accurately?

• Knowledge of 
Representative

• Avg. Handle Time

• Courtesy of 
Representative

• Customer ease
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Is it fair to measure CX this way?

• Lack tools/information
Can’t see what customers see

• Lack resources
Can’t answer questions easily

• Lack authority
Can’t do what customers ask

• Lack rewards/recognition
No incentives

• Don’t understand customer 
needs
No access to VOC info.
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INFORMATION
PROCESSES PEOPLESTRUCTURECUSTOMERCULTURE

Application

Knowledge

Documentation

Design

Governance

Design

Commitment

Belief Response

Rewards

Discretion

Training

Hiring

Integration

Sources

VoC Program

Dashboards

Data Sources

Analytics

Social Media

Hot Alerts

Use of 
Technology

Predictive 
Analytics

Employees know 
what’s expected 
of them

Recognition 
Programs

Variable Income

Policies

Formal CX 
Programs

Employee Authority

Role of Sr. Leaders

Actions of Sr. Leaders

CX Strategy

Goal Setting

Clear Vision

Resource Allocation

CX Communications
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The Impact of a Comprehensive 
Approach to CX

Apathetic

Measure

Respond

Standardize

Solve

Align

Enculturate

Investigate

87%
of companies are here

Customer
Retention

Financial 
Performance



12 Confidential and Proprietary

Where EFM Technology Can Help

Apathetic
Measure

Respond

Standardize

Solve

Align

Enculturate

Investigate

VOC 
Dashboards

Data 
Analytics

Action 
Planning

Case 
Management

Text Analytics
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Dashboards



14 Confidential and Proprietary

Impact of having access to data

10%

44%
36%

46%

0%

20%

40%

60%

80%

100%

Global Avg. CX Leaders

Info. From CX System is 
Continuously/Widely Shared

Strongly Agree Agree

10%

46%30%

41%

0%

20%

40%

60%

80%

100%

Global Avg. CX Leaders

I Have Access to a VoC 
Digital Dashboard

Strongly Agree Agree
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What to Consider When Building a Dashboard

Objectives:

• High level company results

• Individual level results

• Trending results

• Prioritizing of improvement efforts

• Seeing customer comments

• Benchmarking against 
peers/regions/segments/company

• Data analysis

• Mobile access

• Integrating data from other VoC sources or 
operational/demographic data
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Get the Right Info to the Right People 
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Data Analysis
Spotlight
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Data Analysis: Spotlight Overview
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Spotlight: How it works
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Turning VoC into $$$

For a $1 billion restaurant chain 4% = $40 million 
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Case Management
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How Does Case Management Work?
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Case Management Features
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Respond at the organizational level

Action Planning
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What does this look like on 100 customers?
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SYMPTOMS

PROBLEMS

Cause

Cause

Cause Cause

CASE MANAGEMENT

ACTION PLANNING
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Identify CX 

Improvement 

Opportunities

MaritzCX Action Planning

Update Plan 

at Key 

Milestones

Create a 

Plan of 

Action

Investigate 

Root 

Causes

Follow 

Through on 

Commitments

Evaluate 

Results
Do more than identify 

opportunities for 

improvement…take action!

V

Action 
Planning
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Action Enable the Data

PRIORITIES FOR IMPROVEMENT

Metric My Score Area Score Delta Priority

Knowledgeable staff 71.0 72.5 -1.5 1 Create Action Plan

Post sales follow up 68.4 69.7 -1.3 2 Create Action Plan

Etc.

MY ACTION PLANS

Plan Name Focus Metric Owner Target Start Target Completion

Rotating mentorship

program

Knowledgeable 

staff

Janice 

Reynolds
75

July 15, 

2016
Aug 31, 2016

Etc.

Action Owner
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Creating and Editing an Action Plan

Action Owner
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Track individual Plans & Rolled Up Progress Reports
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View and Update Plans on the Go



Remove Barriers, 
Empower Action & 

Drive Change

Stacey Nevel, Director
Customer Experience Management
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Confirmit in Brief
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completed surveys in 2015. 10 million 
questionnaire pages delivered per day

180M
report page views by execs
and managers in 2015

75M

uptime percent in 2015 
100%

staff worldwide
400+

year founded
1996

The leader in VoC and 
Market Research solutions 
 Deliver to 800+ customers in 100+ countries

 Clients include the world’s largest research 
companies, consultancies, and leading 
financial services organizations

 100+ R&D members, all with a continuous 
development cycle
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Richer insights
 Listen across all your customers’ preferred 

channels
 Deliver a more engaging respondent experience
 Capture and map all insights in one central hub

Smarter decisions
 Provide predictive analytics capabilities
 Quickly deploy powerful dashboards
 Deliver relevant insight for all stakeholders on all 

devices

Faster reactions
 Instantly analyze feedback
 Immediately identify potential issues using 

alerts
 Easily assign and track actions.

Confirmit in Brief
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Five Facets of VoC Maturity

1. Create 

Vision

2. Draw 

Design

3. Drive 

Action

4. Grow 

Culture

5. Show 

Value
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“Vision is not enough, it must be combined 

with venture. It is not enough to stare up the 

steps, we must step up the stairs.” 

- Vaclav Havel
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90%

50%

30%

10%

5%

What are the Biggest Barriers to Action

Collect consumer feedback

Alert staff to findings

Make decisions using insights

Deploy improve

Inform customers of change

What are the Biggest Barriers to Action? 
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What are the Biggest Barriers to Action? 
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Barrier = Culture
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Engage the 

business

Break down 

silos

Empower

for action

Culture: Just What Makes That Little Old Ant…
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Break Down Silos

Break down data silos that negatively 
impact your customer experience
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Engage the Business

1. Share feedback

2. Create employee advocates

3. Celebrate success
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Empower for Action

1. Close the loop

2. Be strategic

3. Innovate
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Barrier = Listening



Copyright © 2016 Confirmit. All Rights Reserved. Confirmit Confidential.  |

Barrier = Listening
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How do we Encourage Feedback?

 WHO do we listen to? 

 WHEN do we listen? 

 HOW do we listen?
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How do we Engage With the Customer?

Pete.Smith@btinternet.com

SAS Lounge Customer Experienced

App

Web

SMS
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When do we Engage With the Customers?

Source: McKinsey Customer Experience Practice 

Touchpoints

Journeys

Search Online
Search in 

Store
Ask Friends

Choose 
Product in 

Store
Ask Advice Buy Product Use Product After Service
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Using the Right Channel

Web
Email / Overlay

Mobile
Web / SMS / App

In Person
Interview /

Kiosk / Paper

Phone
Interview / IVR

Social Media
Social Networks

Integration
Data Feeds
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Managing Unstructured Feedback
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Barrier = Data Overload
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Driving Action

Act

 Closed Loop – Tactical

 Strategic Drivers

Customers

ROI

Action

Alert

Customer

Capture

Action

Prioritize

Root Cause 

Analysis

P

P
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Super 
Promoters

• Engage at a truly personal level, individual by individual (no automated communications)

• Involve in future marketing, product development, sourcing, etc. 

Promoters

• Identify the reasons and sources of their promotion, which help fuel future marketing campaigns

• Give them tools to actually promote (stories to tell, gifts to give…)

Passives

• Ensure that the passives know what drives the promoters, i.e. highlight what is good and positive

• Capture if they just want to be left alone (lest they might turn into detractors)

Detractors

• Based on root cause analysis engage early and on the topics that matter most

• Show that you actually listen and are serious to resolve issues – i.e. list current issues on the website

Brand 
Terrorists

• Engage directly and personally to resolve their issues, see what it takes to stop them from damaging you

• Turn them into ambassadors – also internally, to teach the organization how to stop creation of ‘terrorists’ 

Differentiate Conversations
Based on Customer Attitude
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Understanding the Root Cause
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Monitoring the Action

Not enough ‘just’ to take action…
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Action Drives Results

Revenue 
retention rate
Improve revenue
from new and 
existing customers

93%
Insurance

Reduction in 
customer 
defections
Increase employee 
retention

12%
Consumer Electronics

Reduced annual 
contact center 
turnover 
Reduce customer 
churn rates

40%
Packaging & Logistics

Improved 
timeliness of 
problem resolution
Optimize business 
processes

15%
Medical Devices
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“Things may come to those who wait, but 

only the things left by those who hustle.” 

- Abraham Lincoln



Thank You! Q & A

Matt Inman

Senior Director, CX Strategy

& Design Consulting

636/827-2925

matt.inman@maritzCX.com

Stacey Nevel

Director, Customer Experience 

Management

973/220-7138

stacey.nevel@confirmit.com



• Richer insights
– Listen across all your customers’ preferred channels
– Deliver a more engaging respondent experience
– Capture and map all insights in one central hub

• Smarter decisions
– Provide predictive analytics capabilities
– Quickly deploy powerful dashboards
– Deliver relevant insight for all stakeholders on all 

devices

• Faster reactions
– Instantly analyze feedback
– Immediately identify potential issues using alerts
– Easily assign and track actions.

Confirmit in Brief
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Check for upcoming webcasts at

www.omegascoreboard.com/webcast.php

Bill Bradley
VP, Marketing & Business Development
Omega Management Group Corp.
bbradley@omegascoreboard.com
Tel. 978-715-2587


