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Customer Experience CX:  “CEM is a strategy that focuses 

the operations and processes of a business around the needs 

of the individual customer. “ 

 

Wikipedia  



Customer engagement (CE) "Engagement is turning on a 

prospect to a brand idea enhanced by the surrounding 

context." 

 

Wikipedia - Advertising Research Foundation  
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CX:  Before you can delight, get the basics right… 



People ‘Experience’ in multi-Dimensions 

Quote 

Branch visit 

Web site login 

Call Centre Call 

Apply 

Welcome 

Pack 

Product  

Acquisition 

Claiming 

Paying 

Premiums 



Is this the same 

Customer? 

Product or 

Channel 

Problem? 

Underperforming 

Experience, but 

what is causing it? 

Social Media 

interactions dealt 

with in isolation 

Uniform 

Measurement 

and 

Reporting? 

Listen to the Voice of which Customer? 



Listen to the Voice of the Customer 



CX: Social Media Listening 
Sources 

• High volume of feedback 

• No categorisation 

• No ability to assess good and bad 
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• Identify entities in the text  

• Identify topics in the text 

• Determine the sentiment 

• Determine the allocation in the CEM Model 

• Satisfaction 

• Experience 

• Transaction 

• Touchpoint  

• Explicit or interpreted linking 

• Add in Dimensions 

• Geography 

• Product 

• Staff Role 

• Produce Reports 

• Add sentiment  and 

volume scores to CEM 

model 

• Provide the text 

details of the 

associated text and 

source 

• Keep track of 

resolutions  

• Social Media : Twitter / Facebook 

• Website : Hello Peter 

• eMail feeds from customers 

• Notes captured inside the organisation  



CX: Social Media Listening 

I am really annoyed as the agent that assisted me at 
ABC company was rude 
Entity : Agent 

Sentiment : Negative 

Concept  : Call centre service 

Tags to CEM Model : Touchpoint / Service Agent / Friendliness  

I recently bought a new cellphone from ABC company. 
It was a great experience! 
Entity : ABC Company / cellphone 

Sentiment : Positive 

Concept  : Purchasing the product 

Tags to CEM Model : Experience / Purchasing / Experience Satisfaction 

I tried to submit a claim for ABC insurance company. There 
was so much paperwork involved – it was painful 
Entity : Claims / ABC Company 

Sentiment : Negative 

Concept  :  Submitting a claim / paperwork 

Tags to CEM Model : Transaction / Claiming / Documentation 



CX Maturity Curve 

Action Time 
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CE:  Engagement is ultimately about building trust 



Chapter 7: Putting the Best You Forward 

Chapter 9: Breaking the Ice: Openers to 

Get the Gab Going 

Chapter10: Come Here Often? The Art 

of Flirting. 

Chapter 15: Are You on the Same 

Wavelength? 

Chapter 16: “Can We Talk?”  

Chapter 19: What’s Up with This 

Person? 

Chapter 20: Dating Time-Out: Taking a 

Needed Break. 

Chapter 26: Getting Back in the Saddle. 

Appendix: Meet the Friends, Colleagues,  

& In-Laws  -  Like 
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• Deliver Quality Products 

• Provide Rich Features 

 

 

          Customer Engagement 

Sell & Retain 
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• Open the channel 

• Engage cross channel 

 

Communications that uses simple business rules and basic 

contact information BUT keep state and context across channels 

 

 

Sell & Retain 

          Customer Engagement 
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• Share relevant content 

• Start dialogues 

 

Communications that are personalized, contextualized, and 

reciprocal 

 

Sell & Retain 

          Customer Engagement 
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• Add value 

• Touch people emotionally 

 

Communications that show you are consistently add value, and 

that your customers will be rewarded for consistent behaviour 

(Loyalty) 

 

 

Sell & Retain 

          Customer Engagement 
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• Identify Needs 

•  Offer value products and services 

•  Sell on the back of Trust 

 

Communications that show deep insights based on a ‘memory’ 

of successful interaction 

Sell & Retain 

          Customer Engagement 



Achieving Engagement 



The Engagement Tools 

Right 

Offer 

Right  

Time 

Right 

Customer 

−  Message 

−  Incentive 

−  Channel 

−  Life stage 

−  Event 

−  Decision Cycle 

−  Demographic 

−  Psychographic 

−  Profitability 

Dynamic Segmentation  
leveraging Behavioural Economics 



Over Simplification – Failed Engagement 

Demographic 

male 

born 1948 

British 

2nd marriage 

affluent 

well known family 

 



Engagement 2.0 

• A broad based segmentation approach using 

analytics 

• Determines which segments are likely to purchase 

which products 

• Big Data P
ro
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• Targeting 

• Making choices about what offer/communication 

should go to who when 

• Testing the results through mass random A/B tests 

to establish correlations  

• Response Attribution 
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• Refining offers (message, product and timing) and 

speaking to the specific needs of individuals until 

they are ready to buy 

• Dynamic Segmentation 

• Dialogues/Engagement 
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Creative Messaging M.I.N.D.S.P.A.C.E M.essenger: We are heavily influenced by who communicates information    I.ncentives: shape predictable mental shortcuts such as avoiding losses  N.orms: we are strongly influenced by what others do  D.efaults: we ‘go with the flow’ of pre-set options S.alience: our attention is drawn to what is novel and seems relevant to us  P.riming : our acts are often influenced by sub-conscious cues A.ffect : our emotional associations can powerfully shape our actions  C.ommitments : we seek to be consistent with our public promises E.go : we act in ways that make us feel better about ourselves  M.I.N.D.S.P.A.C.E 



? 
Social My Profile 
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Customer Experience 2.0 

Insights 

Service 

and 

Engage 

Build 

Brand 

Fans 

Generate 

Demand 
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Thank you! 


