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Understanding
and significance
of  TRUST in a

CSR
The question is “to trust” or “not to 

trust” …. and the dilemma

still prevails… Often we tend to 

decide “not to trust” by default

- without even trying to develop 

“trust”.
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growth in innovations and adoptions of 

technologies relating to Social
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It was September 12th 2017. 

Millions of people across the

world and across time zones 

were glued to screens.

It has been quite some time since 

Starbucks, the well-known

coffee shop, started offering its 

customers a multi-sensory

experience wherein the customers 

can watch the arrival of their freshly 

roasted beans, chat with those 

coffee specialists, enjoy sipping the 

coffee brewed multiple ways while

experiencing the unique beverage 

and food menu.

Anyone who's ever held a job 

has had an “employee

experience.”
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Let's assume you walk into a 

mobile store looking to purchase

a new phone. You are 

approaching “Rep-A” who asks 

you, “May I know what product 

are you looking for?” for which 

you respond, “I'm looking for the 

latest mobile phone.”

Research has shown that customers 

are more likely to buy

from our competitors if their 

problem is service related, and

for me that is so true.

I have always liked Skoda cars. 

When there is a talk of buying

a car, my inner mind always tells 

me that I would get a Skoda.
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Editor's Notes 

Bindu Vijayan

There's always something new on the horizon, technologies, 

products, services, all in the name of easing life, making profits 

and growing businesses.  And at the crux of it all is customer 

satisfaction, that one, all-important constant behind every 

successful business and engagement.  Are we all quite up 

there, do we remember the real worth and value of customer 

/ employee delight or do we forget to give engagements our 

best amongst the struggle of multi-delivering across various 

time-zones, effectuating unrepairable struggles and losses?

Customer / employee engagement needs to be real and 

genuine, it has to connect emotionally, in addition to 

delivering the promised requirements, and it has to create that 

all important loyalty. There are such delightful customer stories 

- a man dropped his brand new Macbook and cracked its 

screen, you may know how Apple reacted - the staff member 

came back to tell the customer that he might have dropped it 

while checking the piece and that they would have to replace 

it with a new one:) can you read 'delight'?? A kid lost his Lego 

ninja at a supermarket and when he wrote the Lego company 

about it, the company responded by sending him one of a 

kind Ninja along with an enemy to fight!!!  An Alaskan town 

felt let down when they realized that the news they got about 

a Taco Bell restaurant starting in their area is a hoax, Taco Bell 

responded by airlifting a Taco Bell truck filled with 10,000 tacos 

into their town!  Can you picture the whole Alaskan town 

smiling?



Easing the 
Customer Pain 

of  Adopting 
Disruptive 

Technology

By Arup Gupta

A recent issue of CIO Magazine rightly indicated that as the 

enterprise customers in the USA adopt disruptive technologies 

like Mobility, Big Data and Analytics Solutions, Cloud 

Computing or Robotics, in certain cases it may not be the best 

way for them to go to the existing vendors. In other cases, it 

may be advantageous for the customers to use the existing 

vendors simply to leverage existing contractual terms and 

conditions, but then the customers need to manage the 

challenges of integrating the disruptive technologies into 

existing contracts, especially the existing vendors adopting 

state-of-the-art-solutions available on the cloud and the 

contractual implications of such adoptions.

In this Blog, we discuss the steps that need to be taken by the 

US Enterprise level customers while planning to adopt 

disruptive technologies include:

In-Depth analysis of customer' business to assess 

technology needs: Not all technologies need to be 

adopted by all businesses. Technology road-map needs to 

be aligned to the business vision.

Solution Architecture that is Adaptable and Forward 

looking: Having identified the technology road-map, it is 

imperative that a solution architecture be developed that 

will ensure seamless adoption of the identified disruptive 

technologies by the customer without any disruption in 

customer' business.

Effective Management at Push-Pull Boundaries: Certain 

parts of the business may still be best left in old 

technology (Gartner' Bimodal Technology Architecture). 

The push-pull boundaries between old technologies and 

the new disruptive technologies need to be carefully 

identified and defined.

Proper evaluation of Onshore-Offshore based on 

Technology Road-map and Design: While adoption of new 

disruptive technologies is important for business growth, 

the talent pool needed to make the transition and the cost 

impact need to be analyzed to decide which parts should 

be done onsite and which parts need to be shipped 

offshore for development and testing.

Planning Dependency and Communication Management: 

Proper methodologies and processes (Agile, DevOps etc.) 

need to be put in place to ensure that the dependency of 

activities done onshore and offshore are managed 

properly with effective communication.
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Planning for test of quality and readiness at each 

transition point from old technology to new disruptive 

technologies:  To ensure that there is no disruption in 

business resulting from adoption of new disruptive 

technologies, quality of solution and readiness of business 

to absorb the new technology based solutions at each 

transition point need to be analyzed and defined clearly.

Demand Matching Capacity Options to finalize onshore-

offshore workload: The quantum and type of work done 

onshore and offshore need to be matched to available 

capacity.

Program Management to monitor progress and quality 

control throughout the lifecycle of transition from old 

technology to new disruptive technologies: Effective 

program management is undoubtedly key to successful 

transition from old technologies to the new disruptive 

technologies as needed to achieve the business vision.
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Understanding 
and Significance 

of  TRUST in a 
Customer-

Supplier 
Relationship – A 

Conceptual 
Framework on 

Outsourcing 
Engagement 

Success

By Dr.Shantanu Banerjee

The question is “to trust” or “not to trust” …. and the dilemma 

still prevails…Often we tend to decide “not to trust” by default 

- without even trying to develop “trust”. Industry reports reveal 

that there has been a 46% failure in outsourcing engagements 

globally in the past 2 decades. To address this issue, there has 

been a lot of research around the management of cost, 

quality, flexibility, process, culture, risk, governance etc. but 

hardly any in relational intensity development & management.

Therefore, picking up on this gap, my research focused on the 

relational intensity through "trust" development & factors 

associated with it, based on various "trust" studies across other 

disciplines like social sciences, economics, health care and 

engineering. It also imbibes the Nobel Prize winner Prof. 

Herbert Simon's theory of decision sciences in economic 

organizations. A simple yet interesting conceptual framework 

(as below) has been developed for this purpose. The genesis 

of each construct in the framework is based on research gap & 

established organizational theories.

For example, Legal contract is based on Agency theory; 

Relationship-specific investment is connected to Transaction 

Cost Economics; Information sharing with Resource Based 

View; Information security is linked with Dynamic Capability 

and Trust (the central theme) is founded on Social Exchange 

Theory.

“Trust” is a fuzzy concept and difficult to measure & hence I 

have cherry picked some closely related attributes of trust like 

commitment, reliability, dependency, ethics, integrity, 

capabilities, performance, honesty and other variants of trust 

configured into one single construct (TRUST) for measurement 

purposes. 

The framework has been empirically tested with 150 European 

client organizations (service receivers/buyers) coupled with 50 

service providers and analyzed with Structural Equation Path 

Modelling technique (PLS-SEM). A closed-ended 

questionnaire and interview used the commonly accepted, 

odd-numbered five-point Likert scale.

The benefit of this strategy is that questions are usually easy to 

understand and so lead to consistent answers. The results 

confirmed all the Hypotheses (except Legal Contract) are 

positively & significantly contributing towards trust 

development - thereby reducing uncertainty and leading to 

overall engagement Success.
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This study revealed "trust" is positively influenced by relevant 

critical factors like relationship based investment, 

information/knowledge sharing and information security 

practices. However, the relationship hypothesis of a legal 

contract as a determinant of trust was not empirically 

supported. A lot of theoretical research also backed this saying 

a tight legal contract is Deterrence-based trust. This type of 

trust is primarily based on the calculation of rewards and 

penalties. Shapiro et al. (1992) viewed that deterrence-based 

trust is based on the behavioral consistency that the 

transacting partners will do what they had agreed upon. This is 

based on the fear of the consequences in case of failures. Such 

consequences have greater implications than the agreed 

reward mechanism in this type of "trust". Contract 

Management driven trust is breakable and is usually 

incomplete. Therefore, flexible Relational Governance based 

contracts may be better suited in such a scenario to promote 

both the buyers and providers of services to go “beyond the 

contract” in favor of the engagement success.

The conclusion is - most likely failures could be addressed 

through establishing a salubrious relationship between the 

client & supplier with trust development, that is knowledge-

based and identification-based (and not based on fear factor). 

So it's not about cost, quality, contract or flexibility, capabilities 

but there is an inherent need for “trust-to-trust”.

The results of this study should hopefully be beneficial to the 

sourcing professionals/practitioners by the way of adopting 

the above "Conceptual Framework" linked with hypotheses as 

a point of reference to begin with, to accomplish a healthy 

exchange relationship.

However, a further deep dive and fine tuning the sub-units & 

composition characteristics of each critical factor may be 

needed for individual outsourcing initiative(s) 

characteristics/objectives.

This study may particularly be relevant to the client-supplier 

firms already engaged in a relationship but can also be useful 

to those clients who are planning to begin their journey in the 

near future, as a preparatory platform.

(the article is an excerpt & a small part from my post doctoral 

research work).
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Is Integrated 
Innovation the 

Answer To 
Enhance 

Customer 
Delight?

It was September 12th 2017. Millions of people across the 

world and across time zones were glued to screens. No it was 

not a Federer vs Nadal grand slam final nor was it the FIFA 

world cup final. It was the much awaited Apple autumn 

keynote. It was the inauguration of the Steve Jobs auditorium 

at Cupertino. And most importantly it was to celebrate one 

decade of one of the most revered phones by mankind- The 

iPhone. Cook ensured that the nostalgia of the Steve Jobs led 

era was there by using his style and patented phrases. Steve- 

the man respected and adored by innovators, for he changed 

the landscape and meaning of innovation. 

Apple has cash reserves equivalent to 67% the forex reserve of 

the world's 4th fastest growing country- India. It speaks 

volumes about the success of Apple in what it does- giving the 

complete technology experience. The big reason why Apple is 

there is the success of iPhone in doing what Apple has been 

known for – an unmatched user experience.

The September 12th event saw launches across Apple Watch, 

Apple TV, Apple Services and the iPhone. And each of them 

had their own features. People today argue that the coveted 

iPhone will lose its sheen for the Androids of the world are 

catching up when phones become commodities, but that time 

will only tell. 
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Figure 1: Apple's revenue streams

Source- www.statista.com
By Rajalakshmi M
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The year that the iPhone was launched Forbes had the below 

cover page, which looks like a cruel joke even after 10 years 

down the line.

The question is what did Apple do so differently that it got 

crowned as the king of phones? What was the innovation 

recipe? The answer is integrated innovation.

It all goes back to the days of the peak of iPod sales. Nokia's 

phones were ubiquitous. So when Steve Jobs looked at his 

iPod users' characteristics he noticed that they all carried a cell 

phone too. Phone fulfilled the necessary of calling while the 

iPod that of the pleasure and leisure of music.  If Kano's model 

below was to be looked at the iPod brought in an excitement 

factor that helped it sell like hot cakes.

But as history has it over time it will move to become a basic 

feature too. Moreover, what if the cell phone came with the 

60% features of the iPod. Will users still carry an iPod which 

wasn't as essential as a phone? That would be the death knell 

of iPod and could put Apple in serious trouble. Jobs thus 

envisioned that it was time to redesign the cell phone.

Steve's team was already working on touch screen for the 

computers in 2005. When he saw that touch based tablets 

could come, the Eureka moment happened and he decided to 

put it in a phone. Phones with cameras were there. Phones 

with internet too were there. So now it occurred to him, why 

not have a cell phone that had touch screen, music, camera 

and internet browsing too? And that was simply integrated 

innovation. And the perfection of the integration pushed his 

iPhone to be the customer delighter and boasts the revenues 

they boast today. 

If we were to look deeper, Apple never invented any of these  

ground making features. They were never the first movers in 

any of the features. But they were the first movers in 

enhancing the technology levels that was needed to have to 

provide a complete experience. Apple had two great products 

– the iPod and the Mac. The innovation started with trying to 

make an iPhone from an iPod. And it ended up being a 

handheld computer that could make calls and connect to the 

internet. This transformation is what creates the ultimate 

customer experience, helping customer satisfaction factors 

move from a basic level to that of a delightful experience and 

finally giving ultimate fulfilment based on its delivery.

McKinsey speaks of an IT-services provider that found itself 

competing day in day out with the emerging low-cost players 

in a maturing industry.  The executives realized that customer 

satisfaction could help them stand out from its lower-cost 

rivals, but its net promoter scores (an index ranging from -100 

to 100 that measures the willingness of customers to 

recommend a company's products or services to others) were 

much lower than those of its peers.
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Source- www.forbes.com

Figure 3: Kano Model

https://www.forbes.com/


As a course correction measure, the company launched a 

customer-experience transformation journey. The company 

redesigned a set of 20 customer journeys end to end, 

addressing all dimensions of customer experience ranging 

from customer tools, process, performance management, and 

employee attitude.  After 12 months, not only did its negative 

net promoter score turn positive, but one year forward, the 

company was outperforming the industry average. 

This may not be innovation per se, but it is innovative thinking 

of addressing each and every facet that affected delivery and 

integrating them in a package for best results.

Previously the company was not a delighter. When it worked 

on each and every pillar of the overall delivery to create the 

total package, the company became a delighter.

It is the same reason why Apple has its 10th edition phone X at 

a price point of $999. The phone has become the one device 

that does it all from the morning alarms to the night time TV 

shows. That integrated package needs to be the best for its 

dependent users and hence Apple thinks the users will be 

willing to pay for it. As the market becomes mature, it is about 

improving each and every facet to get the best integration of 

all facets to ensure that the customers are going Wow!!
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The 
Consumerization 
of  the Employee 

Experience

Anyone who's ever held a job has had an “employee 

experience.” But if you asked five different people to tell you 

exactly what an employee experience is, chances are you'd get 

five weird & totally different answers, none of which would 

necessarily bring you any closer to a full understanding of the 

confusing concept that has become something of a buzzword 

in recent years. While studies show that a well-designed 

employee experience leads to greater levels of engagement, 

enthusiasm, involvement, and employer brand commitment, 

the truth is that it's hard to build something that you can't 

even define. So just what is the employee experience? Allow 

me to explain.

At the end of the day when you reach home, tired, beat, 

fighting through the mad must-get-home-right-now traffic 

and collapse into the couch and fire up Netflix, don't you sort 

of get surprised that Netflix knows what you want to watch? 

The “Because you watched…” option seems to know, uncannily, 

what would interest you and shows you options that are 

custom picked just for you. It's like Netflix is watching you 

through the camera on your smart TV, and can read your 

mind!

The days when we picked up the TV remote and surfed 

channels mindlessly, are done and dusted my friend. But, there 

is something wrong with the way we are so gloriously treated 

by this world of picked-for-you media. Something wrong 

because, the rest of world is yet to catch on with this level of 

personalization. Because when you show up for work in the 

morning, the office space doesn't recognize you. It doesn't 

know how you like your coffee, what kind of temperature and 

lighting setting you'd prefer, or what sort of tasks you want to 

work on in the beginning of the day. But what if it could?

That, is precisely what is meant by the consumerization of the 

employee experience. In not so many words, just as marketing 

seeks to optimize the customer experience to engage 

consumers with a brand or product, employee-experience 

consumerization looks to engage employees more completely 

with the company culture. This involves more than simply 

using social media to recruit, onboard & engage employees. 

The new objective is to create one employer brand which 

provides a seamless experience for current employees, 

potential employees, and consumers. It is aligned with the 

idea of creating a social, mobile, and consumer-style 

employee experience. This will in turn create the type of 

memorable employee experiences we usually associate with 

extraordinary customer experiences.

…when you show up for work in the morning, the office space 

doesn't recognize you. It doesn't know how you like your coffee, 

what kind of temperature and lighting setting you'd prefer, or 

what sort of tasks you want to work on in the beginning of the 

day. But what if it could?

By Sourav Bhattacharya
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What can be said is that the employee experience is ultimately 

about people, and while it can be characterized in countless 

ways, it's made up of three basic elements:

By focusing on these three aspects, organizations can take 

significant steps toward actively designing and shaping 

compelling experiences for their employees.

Many believe HR technology should be that enabler, but 

traditional talent management technologies focus on 

automating HR functions, often ignoring the most important 

“consumer,” employees. To keep pace with today's self-service 

and mobile employees, organizations need more than process 

automation, instead opting for an employee-first mentality, 

internally and externally. Basically, you want to treat employees 

as consumers of your services.

The better experience you're able to deliver to your 

employees, the more satisfied they'll be, and that'll enable 

them to work towards adding more value to the organization! 

Creating an immersive experience for the employees & 

building an ultimate expression of business values, identity & 

culture should be a prime directive of every organization. And 

here's why.

An overall set of employee perceptions across time and 

touch points.

A collection of environmental factors: cultural, physical, 

and technological.

A broadening of traditional HR functions that recognize 

the correlation between employee engagement and 

customer experience.

Do you remember the days when an employee who needed 

to make changes to their benefits or had questions about any 

of their personnel matters had no choice but to visit or call the 

HR office or attend a classroom-type instruction session? 

Making matters worse, those appointments and programs 

were usually scheduled at the convenience of the HR staff, not 

the employee. For most companies, those days are gone, at 

least to a very large degree.

Today, HR technologies allow employees at most companies to 

use online HR resources that cover the expanding employee 

life cycle — interactive tools for everything from applying for a 

job, to enrolling in benefits, to managing their retirement 

account after they leave the company. And they can do all of 

that using any device they desire, at whatever time suits them, 

from wherever it's convenient for them to take care of their 

business. Smoother onboarding, instant employee feedback, 

and on-demand collaboration are other examples of how HR 

technology is becoming more consumer-like.

The results are heightened employee engagement and lower 

turnover. Above all else, the consumerization of the employee 

experience means focusing on creating a compelling 

employee experience. Creating an online experience that 

attracts, engages, and motivates user participation is crucial 

not only for the employees.

It also becomes increasingly critical in how we interact with job 

candidates and our future employees, especially as the battle 

for top talent gets more heated!
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Applying employee-focused experience offers major strategic 

advantages by: creating a workforce of motivated employees 

that puts them first by catering to how and when each 

employee wants to work and on what devices, delivering 

innovative technology that meets the professional 

development of employees, and enables organizations to 

engage the workforce at the most opportune time. This kind 

of experience can also make employees feel important and at 

the forefront by creating a social, mobile and consumer-

oriented experience inside the company. Instead of 

automating business functions like talent management 

software and taking important tasks away from the employee, 

an experience that is employee-focused can still make the 

lives of human resources easier while putting them first. By 

prioritizing the employee when considering HR and talent 

management software solutions, businesses can better source 

and retain top talent, plus maximize contributions that boost 

the bottom line. 

Leveraging employee-focused HR technology can help 

connect the dots between employee and business outcomes, 

ensuring the desired outcomes that guide the motivation, 

empowerment and progression of employees.

Employee experience isn't about any single thing, but rather 

it's the culmination of countless experiences gleaned over 

time. And as day-to-day experiences are never exactly the 

same—unless you're Bill Murray in Groundhog 

Day—employee experience tends to be in constant flux (and 

therefore in need of constant care and attention). All of this 

makes it even more difficult to get a fix on the full meaning 

and significance of what is an ever-changing process.

As the workplace radically evolves in the 21st century, and with 

software set to disrupt most traditional industries in the next 

five to ten years, it's becoming more and more obvious that 

try as companies might to create engagement with their 

employees, it is the employees themselves who are the 

ultimate arbiters of whether or not to engage with their work. 

The conclusion that successful customer experiences begin 

and end with your people is of critical importance to industries 

across the board. Just like Netflix showing you stuff you might 

want to watch to the flight attendant responsible for the care 

and comfort of John Q. Public in seat 23D, or a vast team in 

charge of managing the experience of thousands of 

consumers—like that same airline's marketing and customer 

relations professionals—employees who have established an 

emotional connection with their companies will be far more 

likely to inspire positive customer experiences.
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Customer 
Engagement – 
Data Driven & 

Digital

It has been quite some time since Starbucks, the well-known 

coffee shop, started offering its customers a multi-sensory 

experience wherein the customers can watch the arrival of 

their freshly roasted beans, chat with those coffee specialists, 

enjoy sipping the coffee brewed multiple ways while 

experiencing the unique beverage and food menu. Starbucks 

call it the 'Roastery' store, an effort to engage meaningfully 

with its customers. This is one successful example of customer 

engagement strategy.

A good customer engagement strategy definitely benefits 

from activating promoters – the happy and loyal customers 

who remain customers for longer, and recommend our brand 

to the other potential customers thus amplifying the 

brand/product's message. Our brand's message becomes 

more powerful, authentic and trustworthy when it comes not 

from a company or brand, but from its actual customers. 

We've often heard, “Customer Engagement is where the heart 

is!” Feelings do matter. “If people like your brand, they may 

come back to buy again. If people love your brand, they'll 

definitely pick you over competitors. And if people can't get 

enough of your brand, they'll not only be dedicated to you but 

will spread the word to all their friends, too.” So, only the right 

analytics can strengthen customer engagement by offering the 

opportunity to increase our market growth while shaping 

customer satisfaction. Here are a few thoughts on how to 

super-charge our customer engagement strategy.

Firstly, know the audience and speak their language. This 

means, a commitment to learning more about who the 

customers are and what are their needs. Being different from 

other competitors by analyzing and aggregating customer 

needs is vital to create smarter campaigns that lead to better 

customer engagement. With customers demanding anytime, 

anywhere, anyhow service, the key challenge is no longer on 

how we optimize calls/emails but it's on how effectively we 

manage customer relationships, both proactively and 

reactively. The entire service channel would likely challenge 

every aspect of traditional thinking and the organization's 

people culture. To be successful, toss out the old ideas of 

traditional marketing and embrace customer engagement. A 

well planned digital transformation initiative would certainly be 

essential to remain competitive and lead to timely, scalable 

and relevant customer interactions. 

Every single customer interaction could create data. So data 

and analytics is the key to keeping the channel and content 

well-informed that we are serving the right message to the 

right customer and at the right time. The aim should be to 

ensure that we close the feedback loop. For instance, Coca 

Cola versus Pepsi. It so happens that one is either a Pepsi 

person or Coke person. That is, a loyal advocate of a 

particular brand.
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Which means an experience driven strategy would help 

customers to purchase their product by elimination of 

consideration and evaluation process every time the product 

is purchased. This is what we call as 'loyalty loop' or customer 

bonding.  

Here we can understand one other important need for our 

customers today is, the insights! Connect to any online 

shopping site, one can find the product reviews, likes/dislikes, 

and feedback and product recommendations. Why do these 

sites allow them? “Track, Analyze, and Engage” to get more 

customers.

With the recent revolution in management information and 

analytics, one must realize that the value in analytics lies not in 

technology alone, but in how data can be used to generate 

customer insight, and how those insights can be used to 

personalize customer experience, cut cost and reduce 

customer efforts.

The Société de Transport de Montréal (STM) has found new 

and innovative ways to make public transportation an exciting, 

rather than dreadful, experience. By deploying an app that 

uses geo-location technologies, it provides customers with 

relevant promotional offers based on their location.

Getting off at a new stop? Why not check out this new 

restaurant that meets the criteria you selected in the app? By 

providing these contextual recommendations, the state has 

increased public ridership and become not just an efficient 

means of travel for its customers, but also a provider of 

appealing and fun experiences. This is one interesting example 

that provides real-time benefits to make the customer 

experience more fun. 

No matter which lens we use to view the organization, the 

desired result is the same–to grow by high-value and high-

potential customer relationships where only happy customers 

are loyal customers. A true customer-committed approach can 

be initiated by sharing the data insights to gain a deeper 

understanding of the needs. It's about how we are going to 

use the insights from customer data to influence desired 

change throughout our organization.   

Also, having a well-practiced customer development process 

helps to address the customer pain points and feature 

requests that need to be scoped. When customer 

engagement becomes the number one priority, it 

automatically builds trust. It's all about creating impressions.  

Why does yahoo/gmail send a personal note to each of its 

users on their sign-up? Motivating its user to get started, 

explaining how things work and let its users know how to get 

help, if and when needed. Thus welcoming and engaging with 

its users.  

The next best strategy is to deliver consistently excellent 

customer service which directly influences on customer 

retention. Customer service interactions play a key role in 

helping customers develop active relationships with a brand – 

a vital ingredient for engagement. It is important for 

businesses to recognize the growing power of the customer, 

and to rethink their strategies to fully meet and even exceed 

customer expectations.    

   

In today's world, every single thing that we do is data-driven.  

There are digital channels and there is data, for using which, 

the organization plays a major role. Having the greatest 

technology and data analytics in the world or the best 

designed customer strategies wouldn't matter if we do not 

have the organization right. 

All we need is to program to make transformation happen 

throughout the organization. If there is this most beautiful data 

but no super-energized team/individuals to use them, then, as 

an organization, we are not pushing hard enough. The key is 

to: “Test and Learn”. The journey to turn around the culture of 

an organization is anything from a few months away, before 

we start seeing impacts. Success with data depends on or 

comes with small behavioral changes as an organization. 

16



Why Should 
Companies 

Invest In 
Customer 

Experience

Let's assume you walk into a mobile store looking to purchase 

a new phone. You are approaching “Rep-A” who asks you, 

“May I know what product are you looking for?” for which you 

respond, “I'm looking for the latest mobile phone.” A very 

vague requirement indeed. “Rep-A” picks up a random top of 

the line product and flashes it to you explaining about all the 

features you'd probably never be using.

Meanwhile, another customer with the same mindset walks 

into the store and approaches “Rep-B” who greets and probes 

the customer it in a different way, “Good morning, my name is 

John, how can I help you?”  Customer responds, “I'm looking 

for the latest mobile phone.” The representative 'John' 

immediately asks the customer what phone does he presently 

have. The customer responds he has a Samsung Galaxy S6. 

'John' picks up a couple of products superior to the customer's 

previous mobile phone model and starts comparing with the 

customer's phone. John also probes the customer's application 

activity, like if he takes a lot of pictures, plays games or streams 

videos. Based on the customer's inputs. John suggests a 

phone which suits the customer's activity.

Now it is very obvious to see the difference between Rep-A 

and John's way of handling customer's requirements. That's 

where the customer experience begins. By knowing exactly 

what the customer wants and delivering the right product 

which suits his/her needs.

Companies spend millions on advertising every year. Which is 

necessary to get their names out there. But even the top 

companies spend a meagre amount on customer experience. 

Most of the reasons are making their employees with zero 

empathy and limited knowledge to face their customers.

The basic thumb-rule for a customer is, if a customer likes a 

product, He/She for sure will recommend it their social circle.

82% of people have stopped doing business with a company 

due to bad customer service.

95% of customers have taken action as a result of bad 

customer experience. Of those 79% told others about their 

experience. 

40% of people began purchasing from a competitive brand 

because of its reputation for great customer service.

55% of people are willing to recommend a company due to 

outstanding service, more so than product or price.

85% of people would pay up to 25% more to ensure a 

superior customer service experience.
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The value of customer experience:

Bad experiences:

Good experiences:

By Anish Sreenivasan

According to a recent survey it is known that,



Although significantly more money is spent on advertising 

than customer service, a recent study shows word-of-mouth 

recommendations from customers with good experiences are 

more influential than ads.

It is a proven fact that word-of-mouth reviews are the most 

critical and powerful inputs which the customer seeks before 

making a purchase. Of course to get a good word-of-mouth 

review, the company has to provide us with 

   A good quality product

   A positive customer experience worth remembering. 

Companies which have focused to invest on customer 

experience remains to be the leaders in their respective 

domains. Taking Amazon for instance, their primary goal is to 

become earth's most customer-centric company. That's the 

kind of vision, the people who work constantly to improve 

their products based on the customer feedbacks. The people 

who take who take the most bizarre customer feedbacks quite 

seriously and work on them. Being always curious to know 

what the customer wants. These qualities make a company to 

stand out.

Customers are more empowered than ever before. While “the 

customer is king” might been a company motto for many, it 

wasn't until the social media revolution that a lot more 

companies started to take their customer complaints, 

comments and feedback more seriously.

Why?

It’s because one negative experience can be shared with 

thousands of social media users. To turn negative experiences 

into positive ones, you need to start with the right tools. 

Research by BrandWatch has found that 70% of customers 

would recommend a brand based on a quick and effective 

response in social media channels. Clearly, you cannot check 

Facebook several times per day just in case someone posts a 

comment about your brand – And this is where customer 

service software can help you. You are able to automatically 

set notifications that alert you when your brand is talked about 

online.

Another example would be when a customer calls; it would 

help both the customer and your employees if your agents 

had access to his/ her information ready at hand.

And this example is even more important than the social 

media chatter as 79% of customers will call your customer 

service line compared to email (33%) and web self-service 

(19%).

Studies by various market research platforms have found that:

All of the above can be resolved by using customer service 

software, which allows you to create work flows, notifications 

and automatically assigns your agents the most important 

customer service requests, all without the need for the manual 

work that would otherwise be required if you continue to use 

Outlook.

Launching customer service software isn't a difficult process 

and the benefits impact your entire organization. And don't 

forget, automatic reporting – If you use Outlook, you're 

constantly counting the number of emails received and sent 

per day. Customer service software will give you that data 

immediately, plus more!

65% of customers want their problem resolved the first 

time

86% of consumers will pay more for a better customer 

experience

53% of customers find 3 minutes to be a reasonable 

response time

50% of consumers give a brand only one week to respond 

before they stop doing business with them

18

Why You Should Invest in Customer Service Software:



There is also another way to look at this. Customer Service is 

only one section of your company. Most likely, you do a lot of 

other work as well to get your business going.

In our case, for instance, we have quite a lengthy process 

before our customers purchase our software. It starts in the 

R&D department where we do designing, prototyping, 

developing, testing and finally releasing. These processes 

alone take many months, and involve a large number of 

people. This is only to get the product ready.

We then have our sales and marketing departments, which 

will market the product, nurture the leads, meeting the 

prospects and finally closing a deal. Anyone with experience 

will tell you that this can take quite some time as well.

In other words, the amount of work we put down before we 

get a customer is quite an investment. Normally, it will pay off, 

because the customer will stay with us for a long time.

During this period, the most important thing we have to do is 

deliver good customer service. Surveys show that offering 

good customer service is the most crucial factor to keeping 

customers loyal. Investing in customer retention, after all the 

work we did to establish our relationship, is an easy choice.

Customer Service Software helps you keep more customers:

Compared to your investment in getting new customers,

it is relatively cheap to invest in a tool that helps you

keep them.
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The Emotional 
Connection

A New Dimension to Client Engagement

I have always liked Skoda cars. When there is a talk of buying 

a car, my inner mind always tells me that I would get a Skoda. 

There may be great cars that are up and above Skoda, cost 

effective cars, beautiful cars, compact ones and so on. But for 

me it's always Skoda . 

My first impression of Skoda was formed through its 

advertisements – the display of the cars silently but powerfully 

scaling the roads commanding the respect it needs. That's 

what attracted me to the brand. Their latest commercial brings 

about a new theory of how do you want your power to be – 

beautiful or ugly. They have taken instances that talks about 

the most beautiful and the ugliest faucets of power of many 

things in life – money, authority and so on. 

After this commercial, I am so glued to the brand. 

Customers take lot of factors as key parameters and attributes 

like cost, affordability, comfort, etc. for their buying decision 

but one prominent factor that influences the customer is the 

'emotional connect' shared with the brand and this connect 

keeps the customers loyal to the brand.

This article talks about the new paradigm that is changing the 

customer experience – the emotional connect that is bringing 

customers and brands together.

“Where does the brand hit the consumer most? Through the 

head, the heart, or the gut?” 

When Marc Gobé coined this iconic question, it sent ripples 

through the industry. Over 15 years ago he created and 

championed the concept of “Emotional Branding,” which today 

is an industry standard. He boldly communicated the need for 

brands to understand marketing through people's eyes and 

through the depths of “head, heart and gut” emotional 

connections.

Marc's ten commandments of emotional branding became a 

benchmark for branding in a new and more connected way 

and emotional branding has become a coined 

term by many top industry experts to express the 

new dynamic that exists now between brands 

and people.

The Champion of Emotional Branding

The Ten Commandments of Emotional Branding

“Satisfaction is a rating. Loyalty is a brand” – Shep Hyken

By Sreeja Venkateshwaran
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The ten commandments of branding that is key for 

organizations to express their emotional reality are:

Consumers buy, people live

the importance of talking to people, not to consumers. It is 

crucial to create a partnership approach based on a 

relationship of mutual respect instead of trying to “break down 

the defenses of the consumer”. People insight is the key to 

success.

Products fulfill needs, experiences fulfill desires. The 

importance of sensorial experiences awaken people's curiosity 

and sense of adventure and has become an important factor 

in people remembering brands. Buying just for need is driven 

by price and convenience. A strong brand travels beyond pure 

need. Creating desire is the key to success. 

Honesty is expected from brands but Trust is earned. Trust 

building policies from brands empower people through 

having a upper hand in their choices and thus creating 

customer democracy. Building trust is the key to success.

. A phenomenon that emphasized 

From Consumers to People

From Product to Experience

From Honesty to Trust

From Quality to Preference

From Notoriety to Aspiration

From Identity to Personality

From Function to Feel

From Ubiquity to Presence

From Communication to Dialogue

From Service to Relationship

Quality for the right price is an assumed strategy today but 

Preference creates the sale. The quality for the right price gives 

people a right to play in the markets but they do not generate 

preference. Preference derives from an emotional 

connection. Striving for preference is the key to success. 

Brands are ecstatic about being a preferred partner rather 

than a just a quality provider.

There is a clear distinction between a brand's identity and a 

brand's personality. Brand identity is connected to the visual 

appearance of the brand – how the brand looks like. Brand 

personality is about how the brand makes people feel about 

themselves and about the world around them. Provoking 

emotions in people is the key to success.

Communication is important but Dialogue is sharing and 

makes a profound effect. This is the most crucial part of 

customer engagement and experience. Even with the advent 

of AI, innovative client based approaches, many companies 

struggle to establish a true dialogue with their customers. 

Fostering a rewarding partnership with people is the key to 

success.

Because the more humane brand wins over even the 

intelligent brand just for the sole reason that people can 

connect to it better.

Studies have revealed that people will decide to buy a product 

based on their feelings than use rationale of justification. In the 

words of Simon Sinek, “people don't buy what you do; they 

buy why you do it.”

The neocortex is responsible for all of our rational, analytical 

thought, and language and allows us to reason, but it does 

not drive our behavior. 

The limbic brain, however, is responsible for feelings such as 

trust and loyalty. This part of the brain drives our emotional 

connection as well as our behavior and decision-making. In 

other words, we are driven to behave based on our emotional 

brain. As humans, we take in sensory input to make sense of a 

situation and then make our decisions based on this.

Engaging the right senses—at the right time—is key. A Dunkin 

Donuts campaign, which released a coffee aroma whilst 

playing the company's jingle on municipal buses. The 

campaign increased visits to Dunkin Donut outlets near bus 

stops by 16% and sales at those outlets by 29%. They used a 

sensory effect (smell), to make people think about, associate, 

and feel like they wanted Dunkin Donuts —and it worked.  

Also, these subtle influences, are not even detected as 

marketing, so they do not get the same resistance that 

humans naturally feel towards ads and other promotions. 

The Real Science behind Emotional Connection

More importantly, recent research has found that people 

relate to brands just like they relate to fellow people. They 

perceive the brands in their mental image as a persona with 

distinct personality characteristics and just like with the case of 

our fellow people, we are attracted to few and averse to few. 

Brands must be cognitive to this phenomenon and ensure a 

brand personality that is continuously catered to via 

campaigns, content and media to encourage the emotional 

attraction for the brands.

Understanding the customer needs and customer centricity, 

companies have been cognitive to the impact of emotional 

connection required in customer experience. However it is not 

full-fledged, the topic on emotional connection is still 

considered soft and many companies rule it out of their 

strategy. 

However recent trends and research show us that 'businesses 

should begin measuring emotion in customer experience by 

first defining metrics that measure critical emotions in 

influential experiences (the ones with the highest impact on 

customer relationships)'. 

With the right blend of user experience index, sentiment 

analysis, text and voice mining of customer data and 

interactions can give companies the virtual ' Voice of 

Customer' that can make businesses more connected and 

more real.

We are quite simply, wired to pay attention to

our emotions.

Measuring Emotion in Customer Experience

In a world ruled by facts, numbers and statistics, one may even 

feel why this bandwagon for emotional branding? –

21



Engaging to 
Delight

By Bindu Vijayan
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