
CUSTOMER  

ENGAGEMENT
2016 and beyond



DIGITAL TRANSFORMATION 

AN ERA OF

BEGINS



Impacts all institutions.

Business among them.

DIGITAL 
COMMUNICATIONS 
REVOLUTION



INFORMATION
IS TRANSFORMED

How we create, distribute, consume 

information has been irrevocably 

changed



THE

DIGITAL CUSTOMER



WHO IS THE
DIGITAL CUSTOMER?

Savvy using social channels.

Trusts differently than used to.

82% find peers most trusted 

source [Edelman 2014 Trust 

Barometer]

Communicates with peers.

Communicates with companies.

Gets what they want.
20% use Twitter for customer service 

[Colloquy]

Social. Mobile. Local. 

Omnichannel.

Expects immediate 

response. 

Or nearly so.

Expects information 

available nearly instantly 

when searching.

Increases velocity of 

consumerization of 

work.

Active participants in 

affecting change by using 

social networks.



TRUST
Key element of the relationship

Trust in companies is 

#1 concern of public.

(Edelman 2012 Trust Barometer)

TREAT
employees well.

HIGH QUALITY

goods and services offered.

LISTEN
to customers’ needs and

feedbacks.

CUSTOMERS
placed ahead of profits.



BRAND TRUST



COMMUNITIES AND BLOG SITES
Fastest growing sector for internet use

MEMBER COMMUNITIES
Reach more internet users than email

5.4% 
in a year

66.8% 
vs

65.1% 
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email users

Morgan Stanley, 2009



CONVERSATION 
PRISM

[ Source: Brian Solis ]



MULTICHANNEL



OMNICHANNEL



PERCEPTION GAP BETWEEN CONSUMERS AND BUSINESSES.

CONSUMERS’ RANKING
REASONS FOR INTERACTING WITH

COMPANIES VIA SOCIAL SITES

BUSINESSES’ RANKING
REASONS THEY THINK CONSUMERS

FOLLOW THEM VIA SOCIAL SITES

Discount (61%)

Purchase (55%)

Reviews & product rankings (53%)

General information (53%)

Exclusive information (52%)

Learn about new products (51%)

Submit opinion on current products/services (49%)

Customer service (37%)

Event participation (34%)

Feel connected (33%)

Submit ideas for new products/services (30%)

Be part of a community (22%)

Learn about new products (73%)

General information (71%)

Submit opinion on current products/services (69%)

Exclusive information (68%)

Reviews & product rankings (67%)

Feel connected (64%)

Customer service (63%)

Submit ideas for new products/services (63%)

Be part of a community (61%)

Event participation (61%)

Purchase (60%)

Discount (60%)



88% of all CEOs, and an outstanding 95% of 

Standouts, picked getting closer to the 

customer as the most important dimension 

to realize their strategy in the next 5 years.

These CEOs are convinced they must not 

only stay connected (or reconnect) with 

customers, but keep on learning how to 

strengthen those bonds.

(CEO Study 2010 . IBM Institute for Business Value)

CUSTOMER INTIMACY
is foremost on CEOs’ minds.



Definitions: CE, CX, CRM
Related but not the same



“CRM is the only science of business that 
attempts to reproduce an art of life.”

Source: SkipWalters.net



"Customer Relationship Management is a technology 
and system that sustains sales, marketing and 

customer service activities. It is designed to capture 
and interpret customer data, both structured and 

unstructured, and to sustain the management of the 
business side of customer related operations. CRM 

technology automates processes and workflows and 
helps organize and interpret data to support a company 

in engaging its customers more effectively."

Source: 

Searchcrm.com



"The perception that customers have of their 
interactions with an organization."

--Source (Bruce Temkin)



"How a customer feels about a 
company over time"



""CXM is a business science for determining the 
strategy and programs that can make the 
customer feel good enough about the 
company to want to continue to do business 
with the company."



“Customer engagement is the ongoing 
interactions between company and customer; 

offered by the company, chosen by the 
customer



“If a customer likes you and continues to like 
you they will continue to do business with 

you. If they don’t…they won’t”



CUSTOMER
ENGAGEMENT



ERA OF  
CUSTOMER ENGAGEMENT

Social channels are part of omnichannel

strategy.

Beyond experimentation in 

social media to fully 

integrated omni-channel 

perspective.

Customer engagement is in 

the top 3 priorities of 69%
of companies involved in 

digital change.
[McKinsey, 2014]

64% of companies are 

beyond experimental 

stage (integrated 

channels, multi-channel, 

cross-channel)
[State of Social 2011, 

eConsultancy] 



60%

OF RESPONDENTS SAID 

CUSTOMER ENGAGEMENT 

TOP PRIORITY

84%

BELIEVED CUSTOMER 

ENGAGEMENT WOULD 

OVERTAKE PRODUCTIVITY AS 

THEIR COMPANY'S PRIMARY 

DRIVER OF GROWTH.

In a survey of a large technology vendor’s customers…

CUSTOMER ENGAGEMENT

A MAJOR CONCERN
Source: Bluewolf Consulting

&



23%

PREMIUM FOR FULLY ENGAGED 

CUSTOMERS IN SHARE OF 

WALLET, PROFITABILITY, REVENUE,  

RELATIONSHIP GROWTH

37%

MORE REVENUE/YEAR FOR 

RETAIL BANKS FULLY 

ENGAGED CUSTOMERS OVER 

DISENGAGED

240%

INCREASE IN 

PERFORMANCE RELATED 

BUSINESS OUTCOMES FOR 

COS. THAT ENGAGE 

EMPLOYEES AND 

CUSTOMERS

DISCOUNT FOR FULLY 

DISENGAGED CUSTOMERS

-13%

BUT

THE ENGAGED CUSTOMER

[State of the American Consumer, 2014, Gallup Org]



CUSTOMER ENGAGEMENT IS NOT...

MARRIAGE
x

ADVOCACY
x

LOYALTY
x

UNIDIRECTIONAL
x

CONSISTENTLY

THE SAME 

LEVEL

x
DETERMINED BY THE AMOUNT OF

TIME/EFFORT A CUSTOMER MAKES

x



WHAT IS
CUSTOMER ENGAGEMENT?

‘‘
Proactive involvement.
[Peppers & Rogers]

‘‘
‘‘

(Online engagement) is an estimate 

of the degree and depth of visitor 

interaction on the site against a 

clearly defined set of goals.
[Eric Peterson]

‘‘



WHAT IS
CUSTOMER ENGAGEMENT?

The ongoing interactions 
between company and customer, offered by the 

company, chosen by the customer.

Engagement levels vary
- Casual to intense.

- Infrequent to frequent.

- Changes moment to moment.

Customers choose
channels they engage in.



WHAT IS
CUSTOMER ENGAGEMENT?

Other factors impact interaction.

Company has enterprise value chain.
- Vendors/Suppliers

- Partners

- External agencies

- Employees

- Customers

Customers have personal value chain that impacts 

interactions.
- Customer analytics important.

- More important, making sure that things work right.

But remember engagement isn’t only 

determined by immediate interaction.



ERA OF  
CUSTOMER ENGAGEMENT

Customer has products, services, tools and consumable 

experiences to sculpt the kind of experience and the level 

of engagement they want to have with companies.

THEY LOOK FOR HIGHLY PERSONALIZED 

INTERACTIONS.

They want to feel valued.

They want to know that you “know” 

them w/o talking to someone 

necessarily.

CUSTOMERS SELF-SELECTS 



I think

Radiohead sucks!

BAD CUSTOMER
ENGAGEMENT

Bad use of gamification by the otherwise popular 

GetGlue.



COMPANY SIDE THE   

OF THE ENGAGEMENT 

STORY



COMPANY

CONCERNS

EXPERIENCE EXPECTATIONS COSTS

PRIORITIES KNOWLEDGE

Making experience 

seamless/consistent

regardless of channel.

How to prioritize the 

offerings provided.

Recognizing the customer will 

be expecting the best results 

s/he had in all channels.

What is it that we need to know about the 

customer (or groups) that helps us make 

those decisions?

. Transactional

. Unstructured

Knowing costs of trying 

to provide all that a 

customer 

wants is incredibly high.



EXPECTATIONS

Meet customer 

expectations, 

if reasonable.

REACTIONS

Don’t react to everything.

RELATIONSHIP

Treat customer as a 

partner, not a client. 

Involve customer 

as extension of company 

(community retailing).

RESOURCE

Resources 

available to 

customers 

to sculpt their 

relationship with 

you.

VALUE
Recognize 

customers 

and your idea of 

value 

are not the same.

IMPORTANT

CHANNELS

Provide most important 

channels to customers, 

not necessarily all of them.

COMPANY
PREPARATION



SYSTEMS OF

RECORD

Record 

transactions

Automate

operational 

processes

Capture data Analyze data Scale 

appropriately



SYSTEMS OF

ENGAGEMENT

Integrate with systems 

of record.

Systems that 

encourage customer 

involvement with 

company at level that 

customer chooses.

Interactions Community

Collaboration Rich Media

Usability Immediacy

Open Access Insight & 

Analysis



SINGAPORE’S SERVICE ECONOMY
SERVICE CULTURE



Case Study: Singapore

 eGov Masterplans

 Civil Service Computerisation Programme (1980-1999)

 Aim: operational efficiencies

 Public admin through IT

 Process improvement

 Automation of business functions

 One stop services (incorporating private sector)

 eGAP I (2000-2003)

 Electronic services delivery (ESD)

 Knowledge-based workplace

 Technology experimentation (cutting edge)

 Further operational improvements

 Adaptive IT infrastructure

 Education



Case Study: Singapore

 eGov Masterplans

 eGap II (2003-2006)

 This is the transformative era for service (Lee Hsien Loong declares a National Service Excellence 
Initiative)

 Delighted customers + Connected citizens + Networked government = accessible, integrated and 
value-add public services

 Customers weren’t only citizens and other agencies but also included foreign visitors

 iGov2010 (2006-2010)

 “iGov2010 is the Singapore Government's five-year masterplan that leverages ICT to continue in our 
mission of delighting our customers and citizens.”

 Increasing Reach and Richness of e-Services

 Increasing Citizens Mindshare in e-Engagement

 Enhancing the Capacity and Synergy in Government

 Enhancing the National Competitive Advantage



Case Study: Singapore

 August 2005, Prime Minister Lee Hsien Loong declares a National 
Service Excellence Initiative

 Singapore to be like Ritz Carleton – “ladies and gentlemen serving ladies 
and gentlemen”



Case Study: Singapore

Source: Singapore EGov2015 site

EGov2015



Case Study: Singapore

 Feedback

Reach Singapore

 “Omnichannel”

 Web

 In person – National Feedback Day

 Twitter

 Facebook

 YouTube – National Feedback Channel



Case Study: Singapore



Case Study: Singapore

 Transparency

 Annual Singapore Public Sector Outcomes 
Review

 Goes through “desired outcomes”

 Results – good or bad



Case Study: Singapore

eGov Citizen Programs



Case Study: Singapore

eGov Business Programs



Case Study: Singapore

eGov Government Programs



Case Study: Singapore

 No Wrong Door

 Improve interagency response to public 
feedback, customer service

 First Responder protocol – pilot in 2012-13

 Agency that gets multi-agency query 
coordinates the effort

 Pilot run by Agri-Food and Veterinary Authority 
on animal feedback



Case Study: Singapore

 Results

 World Bank Worldwide Governance Indicators

 Government Effectiveness between 99.1% and 100% (2007-2011)

 Singapore national survey on quality of e-services

 4 points or above: 87% to 94% (2007-2011)

 5 points or above: 49% to 56% (2007-2011)

 REACH feedback results

 2007 – 17,000

 2011 – 52,000

 2012 (through November) – 64,000 (equal to 3,400,000 in U.S thru a single feedback 
program)



Case Study: Singapore

 Lessons from Singapore

 National strategic initiatives/plans

 Broad yet clear definition of constituents

 Proactive outreach/interactions w/citizenry, business, agencies, etc.

 Feedback loops in multiple channels

 Convenience to citizens communications

 Investment in most effective channels, but omnichannel availability

 Move the citizenry toward digital channels

 Actions explicitly taken on feedback

 Aggregated services available in single domain (eGov, USA.gov)



THE 

PHILADELPHIA

FLYERS



The overarching 

strategy:

• Engage the fans all ways

• Know each fan’s individual lifestyles to 

customize accordingly

• Measure, measure, measure, learn, 

learn, learn

• Use all channels but focus on the 

interaction, not the channel

• How You Doin’?

• Early Birds

OR.. Two programs:



The How You Doin’? Program is the culture of this organization. 

We are always making sure that we aren’t just implementing 

software, but are embedding the philosophy and outlook into 

everything we do internally and externally.

Shawn Tilger, SVP Business Operations, Philadelphia 

Flyers

DELIVERING THE

ENGAGEMENT



All staff at both HQ and 

Wells 

Fargo Center are trained to: 

Greet everyone who 

comes into stadium

Answer questions for 

all comers

Go above and beyond 

for customers

Staff are rewarded for 

their success at 

transmitting 

the experience.

Can be nominated by fans

Get prizes and bonuses

How You Doin’? Program
DELIVERING THE

ENGAGEMENT



How You Doin’? Program
DELIVERING THE

ENGAGEMENT



87%
of all fans greeted.

97%were highly satisfied.

How You Doin’? Program
DELIVERING THE

ENGAGEMENT



Early Birds Program
DELIVERING THE

ENGAGEMENT



COOL OR NOT?

this is still a business decision that 

needs to see a return went to 

incentives based program.

Early Birds Program

DELIVERING THE

ENGAGEMENT



Early Birds Program

Seasons Ticketholder Renewals & Acquisitions:

Client development department

Account reps assigned hundreds of 

accounts each

Interact with seasons ticketholders via 

channels they communicate in – phone,

email, social, mobile

Use Turnkey to analyze all season

ticketholders

Likelihood to renew

10 categories of criteria

5-star system

All renewals loaded into 

system

with profiles and ratings

The Early Bird Game Plan: 

DELIVERING THE

ENGAGEMENT



THE SPOT EVENT

FOR -

Early Birds Program

DELIVERING THE

ENGAGEMENT



THE ENGAGEMENT

Customers felt that they were getting personal 

attention in a room that also reminds them of 

the team’s rather storied history. 

They get food and drink – which really isn’t a lot 

but the combination makes the wavering ticket 

holders feel good. 

‘‘
You don’t have to have 

luxury, you only have to feel 

luxurious.

‘‘

FOR -

Early Birds Program

DELIVERING THE

ENGAGEMENT



FOR -

Early Birds Program

DELIVERING THE

ENGAGEMENT



THE 

RESULTS

83.7%

87.5%

84.3%

89.1%

92.0%
From

2010 through 2012,

seasons ticket renewals 

were up more than

1000
from the previous year.

Early Birds Program
DELIVERING THE

ENGAGEMENT

Overall Renewal Percentage by Star Rating



Early Birds Program

Develop an 

engagement 

strategy

Define what 

you’re going to 

need to do and to 

have

As you get what 

you need to 

have, start 

doing what you 

need to do

Flyers case

Strategy

Using the channels that make
sense and provide a return

Customer knowledge – KEY 
segment: KEY individual

Designing the experience

Training for staff

Compensation for staff –
reinforcement of the strategy

Be clear on ROI or outcome

Implement

DELIVERING THE

ENGAGEMENT



IN SUMMARY

COMMUNICATIONS 

REVOLUTION

The communications 

revolution has transformed 

business.

ENGAGEMENT AT THE READY

Customer engagement is at the 

center of customer facing 

programs and strategies. 

DIGITAL CUSTOMER

We have a different kind of customer - a 

digital customer - but s/he is still a 

customer.

EXPERIENCE AND PARTNERS

Our customers should be subjects of an 

experience and partners, rather than objects 

of a sale and clients.



OMNICHANNEL STRATEGY

In order to acquire and retain 

customers, we need to have a 

omnichannel strategy - with 

selected channels.

GOLDEN RULE

The key is to provide the products, 

services, tools and consumable 

experiences that the customer needs to 

sculpt their own relationship with you.

SYSTEMS OF ENGAGEMENT

To do so, since we have transformed how 

we communicate, we need to enhance our 

current systems of record with systems of 

engagement.

IN SUMMARY
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