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 As with any planning cycle, the begin-
ning of the year recommends trends to 
watch and how they will impact the com-
ing year.  At mid-year, we wanted to go 
back and understand the continuing influ-
ence of these trends. 

 

1.Customer Experience Focus 
The Temkin Group’s report on Customer Experience 

Expectations and Plans for 2018 (https://tem-

kingroup.com/product/customer-experience-expecta-

tions-plans-2018/) finds that 62% of companies sur-

veyed expect to spend more on CX in 2018 than they 

did in 2017 and that 81% of companies expect CX to 

be more important in 2018 than it was in 2017 as 

companies strive to retain existing customers and 

compete for new ones.  

Previously it was the quality of the product and service 

which made companies successful. Then innovation 

became a key differentiator setting companies apart. 

Today it has become the experience that customers 

have as they interact with businesses which will either 

keep them as loyal customers or cause them to turn to 

competitors who provide a better experience. Today 

many companies and their CEOs understand this and 

are focusing their efforts towards improving customer 

experience. 

If companies are focusing on the cus-
tomer experience to differentiate them-
selves, how does this affect your busi-
ness? It means that you need to under-
stand the customer’s journey across the 

touchpoints, products, services and in-
teractions with your company – in short 
the relationship your customers have 
with your business.  

Many companies actively gather customer feedback 

but are not actively using it to drive improvements in 

the overall customer experience.  It is not enough to 

just listen to your customers, but also analyze what 

they are telling you and act upon the feedback to 

address their needs and expectations. To become a 

CX trendsetter this needs to become the way of life 

for your culture – an integral part of your company 

culture starting at the very top and engrained in 

every employee’s daily routine and decision making. 

Customer Experience’s ROI  

In the past, investment into customer support func-

tions was seen as an expense with no quantifiable 

return for the business.  With the rise in focus on the 

customer experience as a competitive differentiator, 
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more time has been devoted to quantifying the in-

vestments return to the business.  In a study con-

ducted by Harvard Business Review they found that in 

transaction-based businesses, customers who had the 

best experiences spent 140% more than customers 

who had the worst experiences and in subscription-

based businesses, customers who had the best experi-

ences had a 74% chance of being a subscriber one 

year later, yet customers who had the worst experi-

ences only had a 43% chance of remaining a sub-

scriber a year later. 

 

2.Mobile Interaction Increase 

In addition to a strong focus on customer experience 

other key trends for 2018 will be the growing influ-

ence of social media and the increasing use of mobile 

technology on businesses and the interactions with their 

customers.   

Gene Alvarez, managing vice president at Gartner, stated 

that “By 2020, 40 percent of sales organizations will rely 

primarily on mobile digital technology for their sales 

force automation initiatives. The types of devices and na-

ture of application will greatly expand to support pro-

cesses and real-time communication that were not possi-

ble with traditional computing technologies, such as lap-

tops. This means that mobile strategies need to go be-

yond smartphones and tablets. These strategies must 

move toward a multichannel approach to encompass and 

take advantage of concepts, such as the Internet of 

Things.” 

In addition, according to comScore, mobile platforms 

(smartphones and tablets) in 2014 combined to account 

for 60% of total digital media time spent, up from 50% a 

year ago. 

As mobile technology continues to play a larger role with 

customer’s daily interactions, businesses need to have a 

solid mobile strategy that plays a key role in overall cus-

tomer experience. One common request we hear from 

customers is how important time is to them and that a 

good mobile experience will allow them to save time and 

have a positive experience. Google researchers found that 

more than 80 percent of shopper’s users utilize their 

phone in the store to decide which product to purchase 

and that 90 percent of smartphone users look up infor-

mation while in the middle of another task.  

Well-designed mobile interactions can meet another key 

customer expectation – hyper-personalization. Today’s 

customers want companies they interact with to know 

them, understand them, and cater the experience directly 

to them. 

https://hbr.org/resources/images/article_assets/2014/07/customerdrivessales.gif
https://hbr.org/resources/images/article_assets/2014/07/customermembership.gif


  

3. Social Media’s Influence 

Tying right into mobile technologies is the power of 

social media. Its long been acknowledged how power-

ful word-of-mouth is to a business’s success, and to-

day it is even truer with customers’ ability for using 

mobile technology to immediately reach out to hun-

dreds if not thousands regarding their latest experi-

ence (good or bad) with a company. A Harvard Busi-

ness Review survey conducted in 2017: Anchoring 

Customer Experience in the Social Experience found 

business leaders strongly believe that social media is 

one of the most important elements of successful cus-

tomer experiences.   

 

 

 

 

 

 

 

 

B2B & Social Media 

This is all about B2C right? No! Today B2C influence 

on B2B is growing, which makes complete sense as 

B2B customers are also B2C consumers.  Recently, a 

client of ours shared a quote from one of their largest 

customers that perfectly describes the convergence of 

B2C expectations on the B2B world: 

“Shouldn’t I expect the same level of 

service when I spend $50M with you, 

as I do when I buy a $50 pair of 

shoes?” 

And the answer is a resounding yes! As consumers 

they use mobile technologies to pay bills, setup ap-

pointments, resolve issues, order products, check on 

deliveries and buy groceries and as B2B clients these 

expectations have been migrating to the B2B world. CX 

strategies for B2B will differ from their retail cousins as 

the buyer profile is different and the customer journey 

mapping is more complex. In the end, a successful cus-

tomer centric experience strategy will yield differentia-

tors that will impact the company’s bottom line. 

 

Next Steps 

Take a hard look at your business’s strategies for your 

CX program, and ask the following questions: 

• How do you use customer feedback to drive im-

provement in the overall customer experience? 

• How you are using mobile technology?  

• Are you maximizing the power of social media 

to create loyal customers who are strong advo-

cates of your brand?  

Set goals that will address all three of these key areas 

and bring them together into one cohesive strategy. 

Don’t forget that this strategy needs to be ingrained in 

your company’s culture and that it needs to impact 

every level of the business.  

Remember, if you are not improving your customer’s 

experiences then you run the risk losing customers to 

your competitors who will be focusing on customer ex-

perience improvements! 

 



 

Customer Centered Strategies uses a Customer First approach to help pinpoint what your customers value most in order to 

eliminate internal process barriers and quickly drive changes that improve your customers experience and the bottom line of 

your company. Our Mission is to help make the process of growing your business through happy customers easier and more 

enjoyable. 

 

 

 

It’s the Customer Experience that 

Drives Us 

www.ccsdelivered.com 

 

 

Author:  Robert Cowie is a Customer Experience Leader for Customer Centered Strategies.   
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