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Introduction
To survive in the future, companies need to prepare for success by 
staying ahead of customer and industry trends. Customer 
expectations are changing and some companies provide better 
experiences.

On-demand services mean quick delivery is 
an expected part of the customer 
experience. Companies that create 
exceptional customer experiences can set 
themselves apart from their competitors. 

Customers are relatively simple. They 
interact with you, and they want the service 
that they are expecting to be delivered. 
What creates the complexity is the 
company. Through the years, for many 
reasons, (sometimes a new IT system, 
sometimes regulation, some legal 
requirements) companies add complexities 
little by little.

Because companies do not focus that much 
on the end-to-end customer journeys, they 
end up with a cumbersome experience for 
customers. An experience not optimized for 
the customer, but optimized for the 
company. So, you need a shift in 
perspective, putting the customer at the 
centre of attention again.

Leading companies understand that they 
are in the customer experience business, 
and they understand that how the 
organisation delivers for customers is 
beginning to be as important as what it 
delivers.

The demand on the customer is also 
increasing with more and more offers being 
available. So, you must find a way to stand 
out from the crowd and differentiate 
yourself.
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Customer experience is a perception, not 
an operational KPI. The perception is 
driven by a simple equation:

The customers perception is 
your reality.
Kate Zabriskie

Customer experience = Observed Performance – Customer Expectation

To find out what your customer’s 
experience is you need to find out what 
your customer’s think of your 
performance, and also what are their 
expectations? The best way to gain a full 
understanding of your customers is to 
survey all your contacts at the company, 
and for a deeper and more strategic 
understanding interview a select few 
decision makers.
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What is the power of a good 
customer experience?
In B2B, customer experience leaders have higher margins than their 
competitors. They also have a lower cost to serve as they simplify 
processes.

Companies that have transformed their 
customer experience processes have 
high client satisfaction scores with 
reductions of 10-20% in cost to serve, 
revenue growth of 10-15% and an 
increase in employee satisfaction.
With improvements in the end-to-end 
customer journeys often accompanied 
with accelerated digital migration there is 
a reduction in repeat interactions. Also, 
there is an increase in revenues through 
reduced churn, more cross-selling and 
winning more proposals.

There are four different stages of the 
customer experience transformation:
1. Traditional market research provider
2. Business Contributor
3. Strategic Insight Partner
4. Source of Competitive Advantage
The Boston Consulting Group (BCG)
produced a great article about this.

How Customer Insight Can Be A 
Powerful Business Partner

https://www.bcg.com/publications/2017/center-marketing-efficiency-effectiveness-how-customer-insight-powerful-business-partner.aspx
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As explained in more detail in the BCG 
article, companies in stages 3 and 4 of 
customer experience transformation 
have the power to take action in the 
areas below.

Source and Use Internal Data
Customer insights support business 
objectives and needs and identify critical 
questions. Insights are used to design 
future research and studies that generate 
or leverage high-quality customer data. 
Also to maintain records of past studies.

Generate Insights
Experiment with new data sources, 
technologies, and methodologies, 
analyse customer and behaviour data, 
and synthesise data sets from multiple 
consumer sources to convert findings 
into insights and inspiration.

The customer experience 
is the next competitive 
battleground.
Jerry Gregoire

How well do you know your customers?

Translate Insights into 
Recommendations
Synthesise data sets from consumer, 
competitive, economic, and operational 
sources to recommend business actions. 
Mature customer experience teams can 
visually interpret and display data and use 
storytelling techniques to spur business 
partners, executives, and other 
stakeholders to action. These teams 
facilitate direct contact between executives 
and consumers by orchestrating customer-
centered events and forums.

Support Ongoing Business Decisions 
and Actions
Distribute insights to key decision makers, 
provide ongoing support to fine-tune 
execution stemming from those insights, 
and quantitatively and qualitatively 
measure outcomes and return on 
investment in customer experience.

Failure to rapidly translate your data 
from customer feedback into business 
strategy leaves an opening for 
competitors. Yet, less than half of core 
business decisions are made with the 
influence of customer insights.
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What happens if you lose a 
major customer?
Understanding your customers helps companies know how to best 
interact with them. To stop loyal customers from switching 
companies, you need to focus on building a solid customer experience 
that sets you apart.

Acquiring a customer is significantly more 
expensive than retaining one, 5-25% more 
expensive. Customers stay if you are 
delivering what they want and you give them 
no reason to change. Or, if you can offer 
them something so unique that they have no 
alternative. 

Customers will leave if they get better value 
elsewhere. Value may include a component 
of price but also service levels, 
convenience, range and status. 
Communicate your value in such a way that 
alternatives look undesirable.

In B2B companies there are fewer and larger 
customers than ever before. The top 10-20 
customers often provide more than 80% of 
revenue and profit. So, the biggest risk to your 
best relationships is, complacency.

Quality in a service or 
product is not what you put 
into it. It is what the client or 
customer gets out of it.
Peter Drucker

Reasons customers leave 
or stay with your 

business

However, usually there are offers against 
which you compete. Remind your customer 
about what makes you unique. Your 
competitor might do something similar, but 
they don’t do it exactly the same.
Customers tend to stay if they have already 
sunk too much into the relationship to 
warrant changing. Or, if the barriers to exit 
are significant.

https://www.smartcompany.com.au/business-advice/strategy/reasons-customers-leave-stay-with-your-business/
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Ask yourself these questions:
• If you lost a major customers, what would you do?
• How are you monitoring your major customer

relationships?
• Do you understand what is important to your

major customers?
• Do you know how you are perceived by your

customers?

Your customers will either view you on their revenue 
side, where you help them make money, or they will 
view you on their cost side and see you as a 
commodity. If they view you as a commodity they will 
look to cut costs by asking for lower prices or 
switching to an alternative supplier.

CEOs and boards of directors often assume the 
company is managing their major customers well. 
However, often companies don’t understand the 
risks and opportunities hidden within their customer 
base.

Manage the risk of losing a 
major customer
A manufacturing company 
recognised a major risk with a 
customer. The risk was 
everyone at the company had a 
relationship with the same 
person at the customer. This 
person was a mid-level 
manager, there were no senior 
level relationships.
For years this risk was 
discussed, but no-one took 
action and the risk remained.
Suddenly the customer 
appointed an external 
procurement group to manage 
the tender process for the 
companies services, a process 
from which their contact was 
excluded.
Despite 15 years’ experience 
with the customer, they lost the 
business. They lost to a 
competitor who offered a 
significantly lower price.

People will sit up and take notice of you if you will sit up 
and take notice of what makes them sit up and take notice.
Harry Selfridge

How well do you know your customers?
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How much more complex are 
B2B companies?
Despite the complexities of a B2B company, more executives are 
developing B2B customer experience strategies with striking results.

B2B companies customer experience index 
ratings significantly lag behind those of 
retail customers. B2C companies typically 
score in the 65-85% range, while B2B 
companies average less than 50%. 

Improving the business-to-business customer experience

IT services provider
Found itself battling emerging low 
cost players in a maturing industry. 
Executives realised customer 
satisfaction was a way to stand out 
from lower cost rivals, but net 
promoter scores were lower than 
peers. So, they launched a customer 
experience transformation.
The company redesigned 20 
customer journeys, addressing all 
areas of customer experience –
process, tools, performance 
management and employee mindsets. 
After 12 months the negative net 
promoter score was positive and the 
company was outperforming the 
industry average.

A B2B company’s customers and their 
buying patterns are more complex than a 
B2C company. A B2B company requires 
specific strategies to differentiate itself via 
the customer experience. The volume of 
stakeholders also increases the complexity 
of buying behaviours.

The aim of marketing is to 
know and understand the 
customer so well the product 
or service fits them and sells 
itself.
Peter Drucker

This gap will widen as B2B customer 
expectations continue to rise. This research 
is from the McKinsey & Company article 
below.

https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/improving-the-business-to-business-customer-experience
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B2B companies are often one 
step removed from the ultimate 
user.
A component manufacturers buyers are a 
procurement group, but the end users are the 
R&D team and shop-floor workers. To address 
both groups the manufacturer aligned the sales 
team with the procurement group, the R&D 
teams to each other and manufacturing to the 
shop-floor workers. The component 
manufacturer could then better respond to it’s 
customers needs.
The customer’s R&D team could choose when 
they should test new designs and the 
manufacturers team could react quickly; while 
they accommodated the shop-floor team’s needs 
to maintain a just-in-time inventory.

B2B customer journeys are more complex with 
more offerings and services. Offerings that are 
highly tailored to individual customer needs, 
often with bundled products and services. The 
journeys tend to be long, complex and highly 
technical. 
To improve the experience:
• Map all customers
• Create tracks
• Manage rework and incidents
• Digitise journeys
• Create journey transparency
Make individual departments feel responsible for
the customer experience. For this, journeys need
to be transparent internally as well as externally.
The many participating departments in a journey
need to see how their work contributes to the
overall journey and who else is responsible for
the other parts of the journey.

The nature of B2B relationships 
makes reform a challenge
Reform is more difficult due to the 
customer and journey complexity. 
However, the competitive 
advantage and significant bottom-
line gains make the effort 
worthwhile.

10

If there’s one reason we have 
done better than our peers in 
the Internet space over the 
last six years, it is because 
we have focused like a laser 
on customer experience, and 
that really does matter, I 
think, in any business 
…where word of mouth is so 
very, very powerful.
Jeff Bezos

How well do you know your customers?
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What will a good customer 
survey show?
Many companies lack the right survey and interview tools to gauge 
the health of their customer relationships.

Customers expect the companies they do 
business with to understand them as 
individuals and connect with them in 
ways that are valuable. Companies need 
a strategy focused on the future growth 
of the relationships as well as the bottom-
line value for both parties. They need 
ongoing, two-way interactions and a 
willingness to invest in listening, to get 
personal, and to create a shared vision 
for success.

Strategic customer relationships require 
thoughtful interactions, which start when 
companies ask themselves the right questions. 
These include:
• How well do we know our customers as

individuals?
• How do our customers want to interact with

us?
• What do we know about their challenges,

priorities, and needs?
• How and where are we interacting with

customers today, and how can we make
those interactions more valuable to them?

• Are our customers committed to us, or could
they move to our competitors without much
difficulty?

The basic answers are in your data.

4 Ways for B2B Businesses to 
Keep Their Customers

The first step to exceeding 
your customer’s 
expectations is to know 
those expectations.
Roy H. Williams

https://hbr.org/2016/12/4-ways-for-b2b-businesses-to-keep-their-customers
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The right survey will show you what your 
customers think of you through a net 
promoter score. A good survey will also 
show you how you are performing on the 
different customer journeys, and which 
journeys or parts of, are most important to 
your customers. 
Measuring your net promoter score will 
provide you with a measurement that you 
can track over time and compare to others 
in your industry to see how competitive you 
are and make sure that you are making 
progress. 
With questions that assess the importance 
of issues to your customers you can 
determine which actions to prioritise that 
will gain you the biggest wins. 

The more you engage 
with customers the 
clearer things become 
and the easier it is to 
determine what you 
should be doing?
John Russell

Customer Research & Surveys

How well do you know your customers?

By using your stretched resources to 
address the issues of most importance to 
your customers you can increase net 
promoter score and customer loyalty with 
least impact for your company.
With the right questions in your survey, you 
can make your customer survey actionable 
and specific. Making individual 
departments and managers accountable 
for actions to a question ensures that 
progress is made. However, this ongoing 
progress depends on executive 
sponsorship and a change in culture. 
These are key factors in cross-functional 
implementation of customer feedback that 
leads to a more holistic and sustainable 
change.

https://www.gordianbusiness.com.au/research-and-surveys/
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How can you bring about 
change?
Data itself does not create a customer-centric culture. Insights from 
the customer’s perspective must create change in the company or 
you will not see success.

High-quality customer experience 
focuses on culture. A strong customer-
centric culture is set by top leadership. 
But, culture also includes how 
employees are treated.

Most customer experience programs are 
positioned as strategic but soon move 
away from business objectives because:
• They are not designed with change and

innovation in mind
• They have ‘soft’ metrics rather than real

business goals
• They move slowly and without purpose

This HBR article explains why customer experience programs must be about change and 
how many of them fail:

The Most Common Reasons 
Customer Experience Programs Fail

An inclusive culture where employees 
feel comfortable, makes employees 
want to contribute to the customer 
experience. Truly caring about the 
customers and having that ingrained in 
the company makes it natural to create a 
strong customer experience.

https://hbr.org/2016/12/the-most-common-reasons-customer-experience-programs-fail
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Customer Experience Programs must be 
about change
Programs need to track progress over time. 
You want to improve which means doing 
things differently. Effective programs 
prioritise what gets measured. Analysis 
enables change but is not actual change.
Build in time to understand the implications 
and applications of the data. Make plans for 
change.
Collaboration is essential if customer 
experience programs are going to result in 
real change. You must work cross-
functionally with other departments and 
stakeholders to push the agenda for 
customer focused improvements. KPIs for 
the program need to match input from CMO 
and CFO.
1. Cost to acquire & Serve a Customer
2. Customer Penetration & Share
3. Customer Lifetime Value
4. Customer Churn
A satisfied customer is not necessarily a
profitable one.
Leadership must push the program. True
leadership for a customer experience
program comes from:
• Ownership – executive sponsorship
• Expertise
• Resources – demonstrate value
• Empowerment – the leader needs

authority to be successful
A successful customer experience program 
is not just watching scores go up and down. 
The goal is to create experiences that add 
value to the customer and the firm 
simultaneously.

Executives know that understanding 
customer’s motivations and anticipating their 
behaviour can accelerate and amplify growth. 
However, most companies struggle to 
integrate customer experience insights into 
their strategic decision making and core 
processes.
Tight budgets and a culture of cost 
containment are the main inhibitors. 
Companies are unwilling to invest in a 
function whose return on investment is not 
measured. Improving customer experience is 
not about spending more, it is about 
spending smarter.

How can you create competitive 
advantage from customer 
experience programs
Improved customer experience programs 
must be pulled by the CEO and senior 
executives. Transformation requires an 
active CEO and leadership team.
For customer insights to be a source of 
competitive advantage, capability in your 
organisation needs to change with more 
focus on strategic plans, annual operating 
priorities, initiatives and budgets. 
The perception of the role of customer 
experience insights needs to change, it must 
have a seat at the table.

Lack of Talent is a major hurdle for 
successful customer transformations:
•A barrier to innovation is the ability to
recruit talent that can work across what
would be traditional versus newer or data-
driven insights.

Building A Better Customer Insight Capability

How well do you know your customers?

I get a lot of sharp folks who can garner 
insights out of data but can’t see the forest 
for the trees or don’t have the requisite 
influencing skills.

•The war for talent is really for somebody
who is fluent in the technology and is able to
simplify and communicate that in a
compelling manner.

https://www.bcg.com/en-au/publications/2016/center-customer-insight-growth-building-better-ci-capability.aspx
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The customer experience 
starts at home

Up to 70% of organisational change does not 
meet expectations because of resistance. 
Successful cultural change relies on four 
factors:
1. Formal measurement and performance

systems
2. Employee involvement
3. Role modeling from leaders
4. Clear explanations of why change is

necessary
Great transformations work across all four 
simultaneously, spending as much time on 
culture change and communication as they 
do on performance management.

To serve end customers better, begin with 
your employees. Turning your support 
functions into excellent customer-service 
operations is a powerful lever to sustain and 
expand a customer experience 
transformation.
The closer the commitment to customer 
experience aligns with the interests of your 
employees the more successful it will be. In 
siloed companies particularly it is important 
to have someone responsible for each 
customer journey, the full end-to-end 
experience. If each function is merely a target 
for cost cutting and efficiency then 
employees will become more disconnected 
from the customers.

Too narrow a focus
Managers often think about customer 
experience with a very narrow focus on 
individual issues, forgetting the overall 
system for delivering value. 
Through measurement systems they 
focus on reporting and tracking, 
underestimating the importance of 
internal cultural changes needed to 
achieve and sustain a new approach. 

15

Every employee can affect your company’s brand, 
not just the front-line employees that are paid to 
talk to your customers.
Tony Hsieh

The key to satisfying customers is to use 
data to drive action through the company. 
The type of metric used is less important 
than the way it is applied. The ideal 
measurement puts the customer journey at 
the centre and links to business outcomes 
and operational improvements, taking 
advantage of employee feedback to identify 
further improvement opportunities.

How well do you know your customers?
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Don’t let your internal customer experience 
lag behind the external one. The quality of 
your internal services ultimately has a direct 
impact on the experience of external 
customers. In a competitive market, offering 
employees a seamless experience at work 
can be part of company’s value proposition 
to attract and retain talented people. 
Encourage a customer first culture in 
support functions with a heightened sense of 
ownership, and boost retention rates.

How well do you know your customers?

Internal Customer Experience

When the customer experience starts at home

Support Functions
Employees of support functions 
attended ‘client arenas’ where clients 
shared their experience of and 
feelings about their relationship. 
Clients complained about constraints 
on their activities. This was a decisive 
moment as by standing in the shoes 
of the clients, the support function 
changed its purpose from acting 
solely for the company to providing a 
smooth customer experience as well.

Many companies do not measure employee 
satisfaction or support functions 
performance and fail to understand the 
needs of these employees. 
Frontline employees are constantly in touch 
with customers and support functions are 
increasingly disconnected from them as they 
have developed their own purposes and 
motivations detached from the company’s. 
Failing to create a common purpose and 
aspiration fails to engage employees and 
results in small scale progress.

https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/when-the-customer-experience-starts-at-home
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Why is an executive sponsor 
so important?
Customer experience transformations fail when they are not a top 
three priority for the CEO and their executive team.

Without executive support, securing cross-
functional alignment is difficult, and 
transformations lose momentum when 
internal resistance or apathy appear. 
Engaged leaders role-model the new 
behaviours and ensure integration across 
internal silos.
Best-in-class companies have governance 
structures that include a sponsor – a chief 
executive officer – and an executive 
champion for each of their primary cross-
functional customers journeys. Focusing on 
customer satisfaction issues with the highest 
payoff.

Senior executives can make decisions that 
derail a customer experience program if 
they are not fully aligned with the goals. 
They need to understand the impact on 
business results and the importance of 
their role in the success of the program. 
They must also understand the 
implications of failure. The CEO must 
make this an agenda item at the senior 
executives meetings and show interest in 
progress outside of these meetings. 
The customer experience program must be 
seen as a priority at all levels of the 
company and across all departments.
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The greatest mistake of the movement has been trying to 
organise a sleeping people around specific goals. You have 
to wake the people up first, then you’ll get action.
Malcolm X

Executive Sponsorship
Here are some articles to support the 
importance of executive sponsorship 
during any large change initiative.

https://www.gordianbusiness.com.au/search?q=executive%20sponsor
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What do your customer’s 
executives really think?
Meet in person with your customer’s executives to find out what they 
really like or don’t like about what you offer. Learn about their 
interests and goals – what keeps them up at night?

Before you meet with your customer’s 
executives you need to do your research. 
Find out as much as you can about them, 
through online research – company 
reports, LinkedIn profiles and any press 
releases or stories. Also, use your 
network of contacts at your customer’s 
company and competitors.

Some effective questions are:
• What are your biggest strategic challenges?
• Can you be more specific? Give me an example.
• How long has this been a problem?
• What has not solving this problem cost you?
• If you could wave a magic wand, what would the solution look like?
• Why haven’t you solved this problem?
• How do you feel about that?

Spend a lot of time talking to 
customers face-to-face. 
You’d be amazed how many 
companies don’t listen to 
their customers.
Ross Perot

How To Find Out What 
Your Customer REALLY 

Wants

When you have a background of 
information on your executive you can 
plan what questions you will ask them to 
gain the most information from the small 
window of opportunity you will have to 
speak to them. Ask the right questions; 
ask open-ended questions to let them 
share as much information as possible.

http://www.24hrco.com/images/articles/html/MikeParkinson_Jan15.html
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Why is what your customer’s 
executives think so 
important?

Your goal in talking and actively listening to 
your customer’s executives is to learn about the 
customer’s current state. What causes their 
current challenges, and what is the desired 
outcome – both short and long-term. Uncover 
what keeps the executives up at night.
By understanding what matters most to the 
executives you can help provide a way for them 
to attain it, either through your company or your 
connections. It doesn’t necessarily need to be 
something you sell.
By talking to executives you can find out what 
the problems really are, rather than making 
assumptions. You can then use this feedback to 
break down internal silos and find a cross-
functional solution to improve the customer’s 
experience. 

Your understanding of your customer’s 
executives is helped by a greater understanding 
of human behaviour. Behavioural psychology 
shows us that decisions are not as logical as 
we want them to be. People often ignore formal 
decision-making models because of time 
constraints, incomplete information or the 
inability to calculate consequences. 
Would you buy from someone you did not trust? 
The science behind making decisions proves 
that although we are logical, we are mostly 
predictable in the choices we will make.

How can you persuade 
customers you can’t afford to 
lose
As decision making can be 
predictable, then the way to 
persuade someone to a decision 
must be predictable too.
Find out about the process of 
persuasion:

20

The most valuable resource you can 
give your customers is your time. 
Listen to them to uncover their real 
needs. Only then can you find a way 
to solve their problems or meet their 
expectations. Treat the cause, not 
just the symptoms.
Ginger Conlon

How well do you know your customers?

Persuading Customers 
You Can’t Afford To Lose

https://www.gordianbusiness.com.au/published-articles/2017/2/6/persuading-customers-you-cant-afford-to-lose-focus-on-them
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How can you make customer 
experience a competitive 
advantage?
A compelling customer experience separates the winners from the 
losers in the battle for word-of-mouth recommendations that 
generate the most sales. This advantage leads companies to grow 
faster than those with less compelling experiences.

Companies can assess and improve their 
customer’s experience through a simple yet 
powerful indicator – word of mouth 
recommendations. The better the experience, 
the more customers will talk about it with the 
people they know – while the worse the 
experience, the more they will spread the bad 
news. People who have good experiences 
becomes strong advocates for your brand.

Customers spread the word about 
their experiences – those opinions 
matter. Brand advocacy is four to five 
times more influential than more 
indirect recommendations. 
Conversations about the customer 
experience boost financial 
performance. BCG research shows 
definitively that brands with high levels 
of advocacy significantly outperform 
those who are heavily criticized with a 
difference of 27%.What Really Shapes The Customer 

Experience

https://www.bcg.com/publications/2015/marketing-brand-strategy-what-really-shapes-customer-experience.aspx
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Strong advocates for a brand spend more, 
as measured by higher rates of cross-
selling, larger shares of wallet, and other 
industry-specific measures. A company’s 
strong advocates have much higher levels 
of loyalty.
Effective companies also create the 
conditions of success, through 
organisational capabilities, culture, KPIs, 
processes and systems. The best 
companies develop a transformational 
roadmap for success, with a clear end point 
in mind and realistic milestones along the 
way.

Profit in business comes from 
repeat customers; customers 
that boast about your products 
and services, and that bring 
friends with them.
W. Edwards Deming

How well do you know your customers?

Amazon has great customer experience 
which it uses as a competitive advantage. 
Watch this video by Jon Picoult from 
Watermark Consulting to see how.

https://youtu.be/MFYNkSui31U
https://youtu.be/MFYNkSui31U
https://youtu.be/MFYNkSui31U
https://youtu.be/MFYNkSui31U
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Summary
Customer experience is a powerful differentiator in an increasingly 
commoditised market place. B2B companies that embrace this 
approach are still few so there is still time to be ahead of the pack.

The advantages far outweigh the costs 
and efforts. Start by finding out what 
your customers really think of you 
through customer surveys and executive 
interviews. With a full customer profile, 
both operationally and strategically you 
can provide a more individualised 
approach to each customer, focusing on 
those you can’t afford to lose.

Change must occur internally for 
effective change externally. Align your 
customer experience with the interests 
of your employees for a successful 
transformation. Your CEO and senior 
executives must be fully committed to 
the customer experience transformation 
because cultural change starts from the 
top down. It must be seen as a priority at 
all levels of the company and across all 
departments.

Your customer experience becomes a 
competitive advantage when you 
customers recommend you – word-of-
mouth recommendations – to new 
customers. Companies with this level of 
customer advocacy outperform companies 
that are highly criticised by 27%.

You’ve got to start with the 
customer experience and work 
back toward the technology, 
not the other way around.
Steve Jobs
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1. Do you know which of your customers you can’t afford to lose? What happens if
you lose one of these customers?

2. How can you overcome your B2B complexity with a customer experience program?

3. Do you survey your customers? What do you do with the results?

4. How can you bring about the change needed internally to support a customer
experience transformation?

5. Who will you include as executive sponsors for your customer experience change
initiative?

6. Do you know what your customer’s executives really think? What do you do with
these insights?

7. How can you make customer experience a competitive advantage?

8. What is the benefit to your business of a customer experience transformation
program?

The challenge of the 
unknown future is so much 
more exciting than the 
stories of the accomplished 
past.

Simon Sinek

Questions to 
Challenge You

How well do you know your customers?
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The Problem
Market places are becoming increasingly 
competitive, with more and more companies 
being commoditised. To prevent this you need 
to find a way to differentiate.

Customer’s expectations are rising and an 
excellent customer experience is now part of 
their expectation.

The Future
For companies to stay competitive they need to 
stay ahead of customer and industry trends.

Customer experience leaders in B2B 
companies have higher margins than their 
competitors. They experience 10-20% cost to 
serve reductions, 10-15% revenue growth and 
increased employee satisfaction.

Customer experience is a powerful 
differentiator. Make your customer experience 
your competitive advantage.

www.gordianbusiness.com.au
gordian-business
@GordianBusiness

http://www.gordianbusiness.com.au/
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