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EXECUTIVE SUMMARY

Customier exparience (CX) as o cfallenge or an opportnioe appears frequenily fn g varien of corpovale discwssions o business
strateny, warkering strategy, and customer service, The cueeent fleld af CX has peimarily emerged from the rapid technological
pavaricemeants and the resuliing connurer empovernient throwgh almost-free social-media vecessilility by consumers-ui-large.
Accordingly, comperitive and cvolving veganizatiens seed (o develop CX programs io sirengthen thear CXorelated performenice
thatt e be J‘t?.ﬁf?r.‘ft‘:'l" o Cusieaner allraciion. ensfomer aoguisition, and custormer retention. The cnrrent fraper disrussey o
fodisiic OX framtework and design along with some implementation suggestions fin suwch competitive and evalulionon
oigatizodions.
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INTRODUCTION

Customer experience (CX) has become a hot wpic of discussion in the corporate board room today. Since the mid-2000s, the
topic has been appearing with mercasing [requeney in & variety of corporate discussions on business strategy, marketng
strategy. custoumer service. and peneral business management (Batra 2016), As customers” expectations from imleructions with
businesses have been evolving al a rapid pace in today’s dyvnamic era of consumer empowerment and digital disruplion, o
variety of modern CX programs have been created, and more programs are in the making. The Blending of new strategic

thoughts with digital techoology advancements provides a tremendous opporunity for practitoners Lo capitalize om this
emerging frontier of customer service excellence,

Customer centricily in organizations 15 not new, [ has been an organizational focus for the last sialy years with pericdic
primary emphasis on its sub-dimensions, such as customer satistaction, sarvice qualily, relationship marketing, custorner lile
time value, customer delighl, cle, However, the eorrent emerging dimension of CX is much broader in scope, which has resulted
from the recent advancements in digital teehnelegy and the resulting consumer empowermient, The weehnological advancements
n the form of digital disruption have led wthe crestion of numerous innovative CX-related digital products (such as solla
mased customer journey map, wst unalylics, predictive analytics, prescriptive analyiios, descriplive analylics, Bz data analytics,
self-learning video unalytics, true driver analysis, and consumer data muming) that arc available through some popular digital
vendors, such us MaritzOX, Forrester, and CXNetwork. Further, the omni-presence ol social media and mobile platforms alang
with their casy and free-of-charge (or low-priced) accessibility o consumers have empowered the consumers, thereby raising
their expectalions from the corporations.

The rising expectations of the empowered consumers place pressures om organizations to continually evelve fram the mere
CX-tuetical organizations to CX-focus organizations to CX-adaptive organizations. Accordingly, the evolving organizations
need to consider the holistic CX programs for better CXereluted performance in terms of customer alicaclion, cuslomer
acyuisition, customer retention and customer lovalty, increascd share of customer wallet, increased revenue, profitahility, and
business growth, The current paper discusses a holistic CX framework and design along with some implementation sugzestions
for such evolutionary arganizations.
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A HOLISTIC CX IIRAMEWORK

What is CX7? Whar js 5 holistic X program? And, what dilferent elements are included in a hofistic CXx tramework? As stated
earlier, customer CROITICIY &5 a lopie ol discussion mnay not be new, however, its current farm ol customer experience (CX)
has evolved from (he Customer centricity's diflerent versions in the past. The earlier torms ol comorate discossion for the last
SEXLy years have been customer buving behavioy Process models, customer sutisfaction and loyalry, service quality, relationship
marketing, customer relationship tanagemenl, customer CEntricity, and customer chigagement. CX can be looked at as a much
broader concept than i1 predecessors. In terms of academic rescarch terminclogy, CX s g nultidimensional construct (hay
focuses on 4 customer’s cognilive, emotional, behavioral, sensarial, and social fesponses (1o a firm’s offering) during the
vustemer’s entire purchage Journey (Lemon & Verhoef. 20167, In other words, tustomer experience may he conceptualized as
a “L‘uHTome:“s_,"uurn-:y“ with a business firm over time during the fustomer’s purchase crele across multple wuch pomts, The
lotal customer experience can also be conceptualized as g “dynamic process,” This tterative and dynamic CX process Mows
[rom pre-purchase slage (need recognition, search of alteratives, consideration] in purchase stage {cholee, ordering, payment)
fk post-purchase stage Leansumption, usuge, shigdgement, service requests). This brocess also incomorates Past experiences
(previous purchases) as well as the external inllyences fclimale, ceonomy, culture, unemplovment), In cuch of the three
purchase stages uhove, cuslomers may experience numerous touch points, not ull of which are tvpically under the hysiness
firm's contral, Lemon and Verkoel (2014) SUZgest Four calegories of such cuslomer touch paints— brand-owaned, customen.
awaed, partier-awned, and soctaliexternaliindependent ~thar the customers might interact with in cach stage o the customer
experience. The hrand-ovwned towch points are managed by the firm, and are under the firm’s conral (for example, media.
related wuch points such s advertising, wehsites, lovalty programs: and. marketing-mix related taych pomnts such as atfributes
ot product, price, packaging, service, sales force). The partner-nwned tonch points are cusiomer interactions uring the cuslomer
experience that are jointly desizned, managed, or controlled by the firm and one of its partners | for example, marketing rescarch
daencies, advertising azencies, multi-channed distribition PATINCTS, eommunication chaane| partrers, and mult-vendor lovalry
program pariners), The cislomer-cwned toych poinLs are customer actions that are part ol the overall customer experivnce, byl
that the firm o irs partiers doe not influence or control {for example, numerons customer-generared and uploaded videos on
YouTube, and the customer’s choice of payment methad ). The socialéexternal touch points include other customery” viewpoints
and opinions, pecr ing] tences, third-party information sources, such as the TripAdvisor review site, and brand “Jikes™ on sicial
media. Depending Upon the nature of the productservice, or fhe CUStomer’s own journey, the strength or importance of cach
leech point catesory may differ in cacl purchase stage. 'irms need 10 ask the customers direetly which touch points are
important for (he Customers, rather than assuming what managers imagine to he important,

The ahoye-stared CX jouney analysis serves us g guide o examining the customer EXPLIICNCEs over ime during the customer's
entire purchase cycle. This analysis guides the firm in understanding the effvcts of different touch points on the customer’s
expenenee, The anaiysiz further helps the firm in understanding s performance in the area of CLstodner experience in iy
faraling,

In today's context ot rapid digita) advancement, a holjstic comprehensive CX program utilizes the lates) Cx sofiware platforms

and the best research and consulting expertise svailable ig the market, Apparently, a holistic CX Progeant is much mare than
mere CX ool used inan ad hoe tashion to gather CX data and feedback, Tt is not [ahewd a5 a holistic CX Program if'a company
cecasionally uses a customer Survey to gather feedback and does not do much based upen the data gachered. Alternatively,
cathering data fram employees about customer fecdback, and FEperting i o selective pecple in the organization is also not g
comprehensive holistie CX Frogram. Numerous elements (hat aught 1o be meluded in a holiste CX program are identifiad and
discussed helow,

CX Program Vision

tic CX program has 3 clearly articulated visjon, Hlusiratively, a €X program vision could emphasize that all internal
slakeholders are joined together jn ensuring continual in cuslemer experienge.,

CX Program Goals

In a holistic €X program. a business firm needs 1o identify specific annyal strategic ohjectives which shoyld emphusize
customer-ceniricity in irs organizational goals. For example, “Improve customer experience so that fewer cuslomers churn




prematurely, resulling in increased revenue of 5 percent annually.” Specifically, a firm may consider poals in each of the
{ollowing areas:

L Customer experignce-orientation—for EXE][TJIJ[E. jmpm‘-;e the overall customer experience, improve an aspect of the
customer experience, improve customer experience for a specific business unit or line of husiness, and/or respond to
and alleviate negative custamer experiences.

*  FEmployee engagement-orientation—for example, build a cullure of cuslomer-centricity within the organization,
and/or raise sensitivity to the customer experience among the internal stakeholders.

CX Processes

A firm may make sure thal its existing organizational processes have customer-orientation. For example, the processes need 1o
be designed 1o maximize not only the operational efficiency bul the customer expericnce also; the processes need to be well-
docurnented so that both rew and existing employees can identily customer expectations and their delivery modes: employees
need o have strong knowledpe of customer-related processes; and, the application of these processes should be consistent from
one customer inleraction Lo the next customer interaction { [mman & Bolger 2017),

CX Big Data and Feedback

CX “big” data comes from different sources: traditional surveys (for example, transactional survey, relationship survey,
employee survey), mobile platform, social media, corparate Intranet and Intermet websites, customer contacticall conter
teedhack, customer-specific account inlormation, purchasze history, and payment history, Structured as well us enstroctured
feedback and comments from different sources such as customers, employees, lines of businesses, CX- and operational-
processes —when integrated and displayed on digital software platforms--are fashionably and respectively known as the Voice
of Customer, Voice of Emplayees, Yoice ol Business, and Voice of Process. The integration of this “aig data™ from different
sources is usetul as it can be analyzed and viewed {on digital dashboards) side-by-side for hroad consumption across the
organization. Numerous analytic processes, toaols, techniques, and metrics assist in assessment, integration, and interpretation
ol such big data and customer feedback and are explained in the subsequent sections.

Basic CX metries: Organizations [rom different industries use different types of basic CX quality metries. For example,
retailing and service organizations may use these basic CX metrics—cnsiomer response tinre (1Tow long does an organization
lake to respond to customers? Customers usually expect a reply within a week, but an organization that wants w diflerentiate
itself from competition can reply within 24 to 48 howrs): cusiomier satiyfietion meric this simple metrie can be used dircetly
following the transaction when the experience ts sl fresh in customers’ minds; product/service findabdine (how long does it
tuke for customers fo find what they are looking for onling or in the store—a laster findability brings them buack o the
organization for mare business), visitce-fntens compferion (what was the caslemer’s intent in coming o the organization site,
and was that purpose fulfilled?). and customer referrads (how many customer relerrals are received by the orgunivation?—an
indirect metric of customer loyaliy)

CX research tools: These wols are typically used by CX-focused organizations and include root cause analysis, customer
Jjourney map, net promoter score, human sigma score, customer salisfaction index, and customer effort ndex.

«  Root cause analvsis (ROCAY RCA may be conducted on mlormation trom numerous data sources seeh s Voice of
Customer, Veice of Employee, Voice of Process, CX trudivional surveys, CX relativnship survevs, and CX
transactional surveys. RUA helps in identifying any common themes against all data sourees. and looks for recurring
seasonal trends. For a large service organization, RCA ol unstructured comments and feedback provided by customers
is rooted in a four-step systematic methad, First, articulate problem statement—uwhat is the firm trying to accomplish,
that is, whal 15 the problem whose rect causes, tl identified, will help the firm in solving 1he customer experience
problem. Seeond, conduct data analysis—that s, utilive snalytics and tools that will help the frm know that a change
will result in improvement, For this purpose, the process 1s something like this: a group of people conduct RCA using
analytic toals; they identify 2 or 3 theoretical observations for a root cause; based upen the root cause, they ideniily
initiatives (such as complaint‘prablem incident reduction, cost to serve, and demand management), and evaluate their
impact; they engage partners in risk. complivnce, product, channel and technology as needed; and then, they define
measures of success. Third, they identify process changes that can be made, and that will result in improvement from
the viewpoint of customer. For this purpose, the process is something ke this; a group of people generate and select
solutionsfchanges: develop implementaton, training, commumication und readiness plans; update process flows,




policies and procedures; share the proposed solution with the RCA |l.::_1|.'|l:r and management team for approval: launch
a signilicant initiative assessment provess; pilet, i necessary, to validate resulis: and, monitor measures of success
|1n.'1Ei|1:g1]|:n1unlu'.im]. Lastly, the firm’s specific line of business raises cross-tunctional issues/concerns: and, shares
customer experience impacts/successcs with the remaining stakeholders in the organization.

e Customer journey map: Customer journey mapping is an increasingly popular strategic management tool recornized
by both academicians and practitioners for ifs usefulness in understanding an organization’s customer cxperience
program. Further, a customer journey map has become a strategic lool for service innovation and visual depiction of
hivas a service system can work together @t each touchpeint 1o improve a customer’s experience | Rosenbaum ard
others, 20170

*  Det promoter score (NPSY NPS s a simple metric that assesses the customer experience in just coe simple question,
using a 0w 10 seale: “How likely is 1t that you would recommend X (company, brand) to a friend or cilleague® [t
analyzes the responses, and categorizes the respondents into three groups; Promoters (9-10 rating), Pussives (7--4
rating], and Detractors (-6 rating). The percentage of Deteactors is then subtracted from the percentage of Promoters
to obtain @ NPS. NPS can be as low as minus 100 when evervhody is 1 Detractor, or as high as plus 100 when
everyhody is a Promoter. The metric has gained popularity in the corporale world because it is stmple 1o understand,
and is not subjected to proprietecship rights by its developers Frederic Reichlheld and Dr, Lawre Brooks {Reichheld,
201a)

= Humun sigme seorer Though the human sigma scare is used by numerous large organizations hecause of its blended
foeus on two major elements of customer experience (namely. customer engagement and employee engazement), this
toal has not gained main-stream popularity as it is still maintained as a proprietasy tool by John H. Fleming and Tim
Asplund along with Gallup Consuliing, Incarporated, Human Sigma is well-understood when paralleled with the six-
sigma standard which is largely applicd to the manufacturing seetor to raise the product quality excellence. Six Sigma
has changed the face of manufacturing quality, creating excellence by reducing variance in finished aoods,
revelulionizing businesses, and boosting profits, Human Sigma is poised to do the same tor sales and service
argantzations {Fleming and Asplund, 2007} It aims at driving suceess by effectively managing the moments when
employees interact with customers. The Human Sigma business model, when operationalized, invalves maeastring the
extent of employee and customer engagement, and the quality ol employee-customer encounter. The interaction of
employee engagement average scores und customer engagement avernge scores produces one HS merric that is an
indicalor of enhancement in business growth and financial performance of sales and service oruanizations {Gatra,
2015).

o Customer salisliction index: According o www theacsi.org, the American Customer Satisfaction Index { ACST} is the
only national cross-industry measure of customer satisfaction in the United States. which is based cpan rioghly
130,000 customers being surveyed each year about the products and services that they use the mosL. ACS1s scientific
model provides key insights across the entire customer experience. The ACST model as developed by the University
of Michigan's Ross School of Business is a cause-and-effect econometric model with indices lor drivers of customer
satistaction on the leff side (customer expectations, perceived quality of a product/service, and pereeived value—that
5, product quality relative o price). satisfaction (ACSI} in the center, and outcomes of satisfaction on the right side
{customer complaints and customer loyelty, including customer retention and price tolerance) (ACS], ).

»  Customer ellorl index: A higher customer eflort is the reflection of the customer’s negative inleraction experience,
The higher the customer effort—that s, the harder a customer must work to understand, purchase, and use a product
or service--the more is the extent of custemer's interaction dissutisfaction, negative word of mouth, and dizlovalty
(Georgesen, n.d ). Further, customer efforl is directly related to inereused operational costs by the business firm, Every
additional contact or channel used, every ncidence of non-resolution, every time a customer is on hold, there is an
meremental operational expense. An action-oriented implication s to do what cuslomers expect from the
arganization/brand, that is, solve their problems quickly, Customer effort is an actionable metric. That is, it provides
focused and dingnostic information whout the strengths and weaknesses of service and interuction quality, thereby,
sugpestmg process-improvement elTorts, Geoergesen {n.o. stales that the customer effort ndex incorporates multiple
dimensions that make up the customer-cmployee interaction. For example, the customer e[forl index can be created
by combining three service factors, namely, the lack of first contict resolution, taking too long, and having to repeat.
The more of these three factors rellect the more customer elfort, which, in turn, can exacerbate a poorly handled
contact 1o the point that the customer stops doing business with the firm,

CX analyties: Many digital vendors effer a variely of analytic solutions across a spectrum of statistical techniques, digital
technologies, and soltware applications. These digital solutions fall into the arens of data cleansing, data mining, opinion
mining, text analytics, survey statistical analytics. predicuve analytics, preseriptive analytics, sell-leamning video analvtics,




visualization, and reporting through dashboards, ele. Four major types of CX analytics as prevalent in the digital market are
discuszed below,

»  Textanalytics: Drion Scheidel, Text Anlaytics Director at MartitzCX, states that 80 to 90 percent of the hig dala deluge
in today’s digital market is unstructured data that comes from sources such as survey verbatim, call center notes,
website forms, social media, and online reviews. Numerous text analytic software are available in the digital sufiware
market, which help categorize this data, and can help detect emerging dynamic themes in an organization. These
software assist in understanding customer emoetions, gaining a 360-degree view ol the customer, capturing diversity
of discussion in social media, and identilying “hot customer issues™ that may include customer defection, legal threats,
non-compliance with regulations, and questionable product quality,

s Descriptive analytics: These analytics range from traditional ad-hoe reporting Lo online analytical processing (OLAF)
and dashboard-based advanced visualization techniques. Such solutions give hindsight—telling what happened in the
past, so it is easy to identify tactics and processes that can be avoided or soughl in the fuure.

s Predictive analviics; These analytics are olfTered by software vendors, data scienlists, and predictive modelers who can
identify cause and effect through a variety of statistical technigues. These lechniques answer the question why
something happened, or what is likely w happen. These modeling technigues provide insight abour what might he
dome dilferently next time 1o achieve a difTerent outcome,

s Prescriptive analytics: The field of operutions research provides the techniques for preseriplive recommendations that
answer the question “Ilow to optimive the solution to a given problem?” Shuheen Dil, u managing director of
Profivili’s advanced analytics practice, states thal “as computing power has become alundant, the discrete solutions
of lincar, integer, and mixed-infeger programs have given way to stochastic optimization techigques that allenw the
determination of optimal cutcomes given uncertain mputs™ (Dil, 2006},

Customer-centric Culiure

Corporate management necds w develap a customer-centric culture througheut the arganization, Typically, the belicfaspect of
the customer-centric cullure is easy, as nearly all employees in any organization typically affinm that they believe in delivering
a good customer experience. However, it is much diffieull to commis to the customer-centric cullure {lnman & Bolger 20171,
Cultural commitment is vsually reflected in customer-focused process design, resource allocation for customer-centricity, the
words and actions of leadership supporting customer-engagement, frequency of senior Jeaders’ engagement with customers,
and commitment to act on voice el customer insights, Creating a costomer-centric culture in the organization means making
plan for each of these iters, ensuring accountability for success, and tracking progress periodically. For example, in the context
of employee-recruitment, a customer-centric company needs o lire employees not only with a spect(ie techinical skill ser, b
with customer-orientalion alsa, Insights gained from the customer feedback program should be shared regularly with all
employees. The company should align its employee rewards, recognition, and performance reviews around customer [mpact.
This ultimately shows 1o the employee that the leadership considers customer-focus to be their highest pricrity.

Customer Response

Whether experience-related customer feedback is solicited, unsolicited, purchased, or statistienlly-derived, customers need o
be shown that their feedback is important and recognized, A simple immediate follow-up with the customer who provided a
positive, newtral, or slightly negative feedback demonstrates that the organization 15 listening, and it cares and values the
customer’s business. Some orgamizations give “just-fix-it” autharity fo their employees for an immediate “repair™ ol the
cuslomer’s nezative experience, After the issue has been resolved, the employee is expeuted o generate a corrective-iden for
the organizational process which in tumn is sent “higher up™ for consideration lor permanent re-tuning of the organizational
processes and lactlics.

CX-focused Structure

An organization should muke sure that its CX-focused employees and managerial staff who have gradually acquired signaficant
customer insights {which can be used to improve the customer experience) are given an ample autharity to dictate their creative
sugpestions upen the lines of business within the erganization. As ohserved by two CX experts (Inman & Bolger 2017), this
authority is usually denied w the CX managerial stalf which is 1 common mistake committed by numerous organizations.
However, some CX-committed organizations have begun o fine-tune their crganizational structures o include a “Journey
Product Manager™ (the customer journey’s economic and ereative steward with an ultimate accountability for the journey’s



business performance, managing it the way a traditional product 1s munaged inthe organization) who reports to the "Customer
Lxperience Olficer/Lxecutive™ who, in turn, heads the “O0Tice of the Customer™ at the corporate level, In such a “Joumey
Management Organization,” the “Journey Product Manager” is supported by a traditional preduct manager s well as a
“Journey-focused Strategist™ whao helps identily customer journey investments and customer segments to focus on and wha
pricritizes current customer journevs foc digilal development and spots opportunitics Tor new cnes, To build successful
cuslomer journeys, the journey management organization relies on “scrum feams” ol specialisis from aceoss 1T, analytics,
operations, marketing, and other fnctiens. The teams are execution-oriented, Tastand agile, and constantly testing and iterating
improvements (Edelman & Singer 200 5).

Action Planning and the Continual Improvement Loop

Action planning and the continueal improverment loop; CX-tooused organizacions convert gradually acqguired CX iesighis ineo
CX action program through employee engagement, employes feedback and recognition, human sigma minimizalion, and
assurance of customer-centric culture throughout the oraanization, They refine CX targets and objectives bazed upon feedhack,
insichis and actions (Improved CX) They contnually refine and repeat all of the steps and dimersions to strengthen the CX
program as i the CX program were a non-stop spiral loop.

SUGGESTIONS FOR THE CX PROGRAM IMPLEMENTATION

Bring extreme persanalization to custemer expericice (00X

The world of marketing has heen moving from the era of mass communications to that of ene-to-one marketing, Recently, the

blending of customer centricity with persomalization has picked-up momentum because of the advancement in fechnology, In

this context, the convergerce of Internet of Things and Artificial Intelligence is notewarthy, The Internet of Things provides

cormectivity, as well as the exchange of data between the connecred objects. Aroficizl Intellizence allows for the simulation of
-3 = - =

human nlellizerce with a computer thal leamns throush date. The convergence ol the two lechnolomies Gacilitales the

personalization ol customer expericnce. In the personalization contexl, Tummer (2017 provides numerous intuilive managerial

SUIIEsLIOm S,

o For exumple, persoralization does nol mean “sprinkling™ just the customer’s name here and there inoa liom's
communicaltions. Te he meaninglul, it has to be purposc-driven Tor the custmer, 16 must deliver the right produect or
service-content al the right thine i the customer purchase jowney. Personalizetion must meke cuslomer experiences
sitnple and painlezs.

s As custommers interact wilh business fonns throush multiple channels, and as they have a preferred chaonel at the
momenl of a speetfic need, business (ems must demenstrate omni-channel presence 1o the customer o their
personalized communications,

o Businesses should bring personalization Lo the customer cxpericnee process gs well, For example, i the case of
traditicnal CX survey process, a business lrm should otilize the costomer inlormation it already bas, that 15 the frm
should pot ask guestions aboul the customer inlormation alveady collecied and compiled inle a single customer
portiolio, Inthe case ol e transactional survey, the (rm shoeuld prespopulate relevant details showt the transaction such
s the dale of the ranssction, location of the ransaction, and channel ased for the tanzaction, They should cenler
aeleliviomal guestiars anly on further ransactional details and experiences,

o The emerging Matural Languase Processing by machines in the orm of charders helps mimic the foel ol a real
comversation with o customer, Uilize this arifeial intellizence device Tor persenalizetion o the exlenl relevant and
leasible.

o A business irm should “leverage peolocation lechnology o gather CX feedback and enrich the customer expericnce
through location-based surveys close to the point-ofsale,” Using GPS or heacon technolopy to identify customers at
Lthe point ol experience, firms can aather higher quality customer feedhack in the moment when the recall is at s
prak. The locetion-bused surveys wsing mobile phones can also caplure photos, videos and the GPS comordinates
acleing texiure Lo the cuslomer expericnee.

s Businesses need w keep up with emerging conmmunication modes and preferences Tor CX feedback, As more
cuslomers beeome digilal natves, al g minimom, CX surveyvs need to be fully optimized for the mohile experience,
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So. survey delivery needs not only be through emails, website, online and SMS, but also through messenger app
options such as Facebook Messenger, WoeChat and WhatsApp,
Net, firms need to demonstrate to cuslomers through the CX process thal they value their time, listen to them, communicate
on their terms, and engage with them when the time s right. Exireme personalization tirough the advanced technelogy has
hecome unavoidable,

Elnderstand the emotions connected with cusiomer experiences

Tu strengthen the customer experience, CX professionals need 1o acknowledge and understand the emotions thal customers
may be experiencing during the purchase journey. This enables an organization 1o make better strategic and tactical decisions;
an emaolion may provide cues for an emplovee to “humanize™ the customer interaction. For example, in the case of a negative
expericnee, the associated emotion may be fear, anger, frustration, or griel. 1§ & specific situation causes such emotions, the
employee may address them by staying culm, speaking slowly, sympathizing, or using effective questioning Lechnigues.
Specifically, situations that cause the fear emotion may he addressed through assurance supplemented by cducationul
brochures, werranties, and customer testimonials (Fflugheefl & Whitaker, 2017}

Here, it is worth noting that some industries and transaction types are more prone W emoticnal intensity than others, For
example, @ rip to Wall Disney 15 an emotional experience by nature, whereas g visil W conveniznce store is more shoul
functional needs than feelings or emotions, The vtilities and fast-lood restaurants are fowe-emoticn businesses, whercas the
high-end restaurunts and aulomotive are high-emotion businesses,

Provide ommi-channe! cuvioner experience ax much as possibfe

Advancemert in technology has made customers’ experience feasible through multiple channels such as social, mobile, web
site, and contuct centers, Consistent with rising customer expectations, it is imperative Tor companies to deliver the uniform

experience, customers should be able to complete the same tasks, obtain the same infonmation, and experience the same
outcomes regardless ol their path, At somewhat a more advanced level, companics must ke thelr customers, that is, they do
not merely track expericnees, bul integrate experiences across channels, Mustratively, in anintegrated system, a customer while
talking to a representutive al the call center realizes that the dialog with the rep started from the point where the customer Tefi
his recent online aclivitv—as the representative apparently was already well-avware of what the customer had earlier done
online. Note that & commilment 1o such an integrated consistent omni-channel customer experience may require a significant
financial investment by the company, owever, it may be further noted that in loday’s regulatory environment, some
businesses, especially the ones [rom the fnancial services sectar, may be able to provide a limited omni-channel experience
only {Passini, 20173, For example, it may not be possible for banks to let customers open business/commercial accounts through
digital channels, It may be pessible to open the accounts face-to-face in a branch sclling because of the excessive documentation
and its verification reguired.

Lirilize the arrificial inte!figence-based (Af-bared) products and opplicarions

Use as much artiticial inelligence-based applications and innovations as feasible to strengthen the customer experience
program. As mentioned carlicr, artificial intelligence is the simulation of human intelligence processes by machines, especially
computer svstems, These provesses include three things: learning (the acquisition of information, and rules Tor using the
information), reasoning (using the rules woreach approxunate or definte conclusions), and sell-comceetion. Al primarily
consists of three dimensions —maching learning (ML), retural language processing (NLPL and cognitive computing, The
rapidly advancing last dimension of cognilive computing 1% the simulation of human thought processes in u computerized
model. Cognitive computing invelves self-learning systems that use date mining, pattern recognition and nutural language
processing o mimic the way the human brain works. Cognilive computing is used in numerous artilicial intelligence
applications, mcluding expert systems, natural language programming, nevral networks, robotics, and virlal realily.

Companies like IBM, Google, Microsoft, Facebook and Amazon are mvesting heavily in their own R&D, as well as buying
slart-ups that huve made progress i areas like machine learning, neural nebwarks, and natural language and image processing.
Al is already being used by Netflix in the form of recommendation engine for suggested movies/shows to watch, iPhone’s Siri
{un intelligent digital assistant), Amazen Echo’s Alexa (another intelligent digital assistant), ete. As per Devendra Mangani, a
senior consultant at Birolit, commercial banks can strengthen customer experience by using Al in the areas of ant-money
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laundermg pattern detection (replacing rule-based sollware systems with cognitive computing), chat bots { Al-based aulomated
chal svstems which stimulate human chats without any human intervention, for example, Bank of America’s Lrica), algorithimig
hedae fund- and stock-tradmy (by aotomated artificial intelligence systems), fraud detection {by using a neural network shel|
tor deployment of sophisticated deep learning-hased Al systems), and customer recommendations for financial products and
services (by using recommendalion engines),

CONCLUDING REFLECTIONS

lhdn ldLLl" u:usmmel l viel (x ase Itlﬂnﬂﬂumumj lhl., "W“F"LL.tll._ cuslomer |L'=I_,| fL,'l...T‘ it |T|.1r.1"|_'11|_nLj anil Ih Organizs Lhnlm] ]E", LI
{knowledge management). When indivichia! customers provide leedback, whether nesutive (complaint), neutral {comment), or
positive {eompliment), the business should reciprocate or respond inoa tmely fashion, An sctomated case management is a
process inowhich a customer’s Teedback is awomatically recognized, it s rowted Lo the appropriate emplovee, and the
employes’s reply is autommatically tracked to close the loop with the customer, This pricess repairs o damaged relaticnship or
strengthens the duvc]ﬂp'r“' one. The analyvsis ol aeeresare cuslomer feedback mey uncover oppartunities to instinstionalize CX
provess improvements in the company through a change management process, Acting on a customer feedback has a knowledge
munagement component inwhich, for example, an effective CX technigue learmed (knowledzed to overcome a problem in one
site location muay later be applied lt: the entire crggnization to address the similar problems,

As a finn passes through gradual stages of s customer-centrie maturity (for example. from tacticalioptional customer-
leedhack L|'||.Lr|'.||.|'\.. Lo customer-focused enlerprise w eustomer-adaptive enterprise)., its holistic CX program also advances and
matures steadily, At the very last stage, the OX program hes already gone through numerous fterations and adjustments and
cunnol be developed Turther, At this stage, the firm has the robust customer experience program that cannot be sasily imitated
by its other competing organizations. And, this s the stage where the holistic advanced CX program may vield customer
retention, revenue growth, and profitabilivy.

Inn this paper, in addition 1o the discussion aboul the common dimensions of g heliste CX program (vision, goals, processes,
feedback, analytics, metrics, research wols, cullure, structure, and action-planning), we have also delineated numerous
implementation-related sugeestons for example, personalization, cmotion comprehersion, omni-channel utilization, and
applicazion of Al-based innovations. These suggestions are bascd upon the advancement ol wechnology in the busingss world,
As the technology has been advancing continually at a rapid pace, more technoloay-hased applications are likely 1o cvalve
which the business firms need ro wiilize to astay competitive.
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