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News & Trends for Customer Relationship Managers
Forrester’s Top Trends
For Customer Service in 2014

Brand Loyalty and Buying Behavior
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Customer Demand
Omnichannel Service
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Customer Service Will Adopt a
Mobile-First Mindset

3

BPM Tools Are Being Used to
Standardize Service Delivery

Read more at: http://blogs.forrester.com/kate_leggett/
14-01-13-forresters_top_trends_for_customer_service_in_2014

An Ernst & Young survey of nearly 25,000 people across 34 different markets around the world summarized its findings, “On
the whole across all 34 markets brand loyalty checks in just
under 40% as a determining factor in making a buying decision,
but that number dropped to just 25% in the United States, a
highly significant decrease in the number of American consumers who say brand loyalty is something that impacts their buying
behavior.”
Read More at http://www.socapcommunities.org/levesque

Read more at: http://experiencematters.wordpress.
com/2014/01/31/data-snapshot-cx-expectationsand-plans-for-2014/

According to a CEI Survey, 86% of buyers will pay
more for a better customer experience, but only
1% of customers feel that vendors consistently meet
their expectations. (Forbes)
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Read more at : http://www.forbes.com/sites/christinecrandell/
2013/01/21/customer-experience-is-it-the-chicken-or-the-egg
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10 Things Customer-Obsessed Companies Do Differently
1. THEY FOCUS ON CUSTOMER SATISFACTION
RETENTION OVER CUSTOMER ACQUISITION: In
a 2013 Forrester survey of global CMOs, 63%
listed acquiring new customers as their top
priority, while just 22% said retaining current
customers was their top goal. Customerobsessed companies don’t obsess over
wanting more; they appreciate and take
care of what they’ve got, letting the brand
advocates drive new customer acquisition.

22%

2. THEY ALIGN BRAND STRATEGY WITH THE
CUSTOMER EXPERIENCE: Customer-obsessed
companies don’t just talk the talk on being focused
on their customers; they walk the walk. A poll of
Forrester’s Customer Experience Council reveals
that just 18% align customer experience with the
brand strategy, a necessity in creating consistent
positive customer/brand interactions and conformational messaging.
3. THEY ARE NIMBLE AND CONNECTED: Customer-obsessed companies break down siloes and
create seamless service experiences and customer
experiences across the standard and emerging
channels their customers are using every day.
4. THEY USE MULTIPLE SOURCES OF CUSTOMER
DATA TO RESPOND IN CUSTOMER-FRIENDLY WAYS
AND PREDICT NEXT ACTIONS: Customer-obsessed
companies create a relationship of trust. They use
data to get to know and show that they know each
customer, and then they go beyond this to predict
and suggest best next actions and purchases.
5. THEY USE CUSTOMER INTELLIGENCE TO GAIN
INSIGHT AT SCALE THAT LEADS TO BETTER PRODes
UCTS OVER TIME: Customer-obsessed companies
don’t just listen to and solicit feedback; they actt
upon it to develop the products, services and
brand their customers desire.
Source: Lucie Colt. Reprinted with permission from Lucie
Colt. For more information, visit www.thenextten.org or
email her at lucie@thenextten.org.

6. THEY DON’T JUST TALK ABOUT THE CUSTOMER
EXPERIENCE; THEY INVEST IN IT: Notes David
Cooperstein in the Forrester report, Competitive
Strategy in the Age of the Customer, “a customerobsessed enterprise focuses its strategy, its
energy and its budget on processes that enhance
knowledge of and engagement with customers
and prioritizes these over maintaining traditional
competitive barriers.”
7. THEY RECOGNIZE THAT THE CUSTOMER
JOURNEY IS ALMOST NEVER A STRAIGHT LINE:
Customer-obsessed companies don’t just deliver
on Omni-channel service and support; they invest
in creating a 360-degree view of the
customer that maps the customer journey
and details customer history and feedback across all channels. Then they use
this in real-time service.
8. THEY CREATE A CONNECTION WITH THE
CUSTOMER POST-TRANSACTION: Customerobsessed companies focus on customer engagement both shortly and long after the sale. They
communicate proactively and personally in an
authentic way.
9. THEY INVEST IN CONTENT CREATION OVER
ADVERTISING: Customer-obsessed companies develop and deliver helpful, shareable content rather
than pushing promotional content and advertising.
10. THEY ARE FLEXIBLE TO CUSTOMERS’ NEEDS:
Customer-obsessed companies realize that customer service and the customer experience is not
one
one-size-fits all and align their processes and empow
power their staff to make sure that each customer
inter
interaction is personalized and satisfying.
Read more at : http://customerthink.com/10-thingscustomer-obsessed-companies-do-differently-2/
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