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There is no disputing that 2022 was an unpredictable and uncertain year, and with this
trend looking set to continue into 2023, it is essential that brands think carefully about how
to safeguard their businesses in the long term. By understanding the landscape and
prioritising initiatives that are most likely to foster customer loyalty and advocacy, brands
stand the best chance of weathering the storm and gaining crucial market share from less
prescient competitors.

 As technology evolves more rapidly than ever before, it is evident that some
businesses are implementing self-service solutions as a means to boost
efficiency and slash operating costs. Unfortunately, this approach is likely to
backfire; a recent study by Qualtrics found that nearly three quarters of UK
consumers prefer human-assisted service to self-service. Tech is not a
substitute for the human touch; it should be seen as facilitator to support your
frontline teams in delivering excellent customer experiences.

#1 Humans First  | 

#2 Suss Out Your Segments  |

What's good for the goose is not always good for the gander; customer segments
often have wildly different (sometimes even opposite!) interpretations of what a
"good" experience looks like, so employing a single, static yardstick to conduct
customer experience research is not the most effective strategy. Some visionary
brands have started to switch on to the extraordinary power of segmented mystery
shopping, a cutting-edge methodology being spearheaded by React CX; by aligning
intelligent MS programmes to their brand's personas, businesses are
discovering richer and more actionable insights.

#3 Prioritise Trust  |  

During this period of uncertainty, consumers are gravitating more than ever
towards companies that they trust, a somewhat broad concept which
encompasses fostering a culture of transparency and empathy, and having a
strong reputation for customer satisfaction. Research from the Institute of
Customer Service emphasises the commercial benefits of prioritising trust-
building; 81% of customers are more likely to recommend a company that
they trust, and 78% are more likely to spend more with them.

By now, every brand knows that omnichannel = non-negotiable. But without
meticulous design and implementation, customer journeys can be become
fragmented, frustrating, and ultimately brand-damaging. Careful execution
is clearly key from an ROI perspective; according to Aberdeen Group, brands
with strong omnichannel strategies retain 89% of their customers,
compared to just 33% for those with weak ones. All channels must work in
harmony, and crucially, the primary focus should not necessarily be on
service speed; recent research indicates that helpfulness, empathy and first
time resolution are far bigger contributors to overall customer satisfaction. 

It is tempting to reduce CX research budgets in the face of economic
uncertainty. However, this strategy risks ceding market share to savvier
competitors. In their analysis of stock performance data, Qualtrics found that
businesses who continued to prioritise CX during the economic challenges of
the pandemic outperformed those who did not by a huge margin; in fact, the
gap in stock prices between CX leaders and laggards grew to a colossal
66%pts by the end of 2021. As with most things in life, consistency is key -
customer-centricity is for life, not just for periods of economic prosperity.

#5 Play the Long Game  |  

#4 Focus on Omnichannel  |

Tech is an enabler, not a replacement

Tailor research to key personas

Brand loyalty depends on strong foundations

Harmonised customer journeys are a must

Investing in CX will safeguard revenue


