THE STATE OF CUSTOMER EXPERIENCE (CX)

THE ECONOMICS OF CX ARE COMPELLING

1 CX leaders have more loyal customers 1 How consumers change their spending after
: than CX Iaggards : having a bad experience...
1 | | 1 0
Average amount of Y] Lo | 1 62 /0\
revenue generated [iH | - I
H | i H '*’\ decreased
by a modest i | i - = ; o fPonding 29%
improvement in il 0 0 - 1 ; ; ; ‘><
1 i i 1 i H i H
customer i M1 715 @1 ‘ M1 3t3 A: ;21 Points 1 21%
- 1 ore customers who | More customers who | higher Net 1 H H H
experience over g arelikely tobuy | arelikelyto | promoter® 1 2%: . - ¢ iRersassdl
1 , 1 i :
three years for a $1 N more from them. | forgive them if they | Scores. 1 : i spending
s . 4 iy :
billion firm. : avelaimistaxe : ) ) ) ) ) ® r7)
1 1 VERY POOR & »> VERY GOOD
1 1

Q Every company makes mistakes, but good CX can save

the day. HOW COMPANIES RESPOND AFTER A BAD EXPERIENCE

CX EXCELLENCE IS RARE, BUT IT'S IMPROVING

Companies have strong i Temkin Experience Companies with “good” or “excellent” ratings
has grown from

CX ambitions Ratings 16% in 2011 to 37% in 2014 15 OUT

1 1 1
i E Pl
1 1 1
(0) 580 1 evaluates more than } A |MPROVED O 9
6 0 oi 250 companies across E B Excelient [l Good Other E F 1
' ' i
1 1 1
1 1 1
1 1 1
1 1 1
1 1 1

Rate themselves Have goals to be 3 19 industries based on
as CX leaders CX leaders in ; feedback from 10,000
today U.S. consumers.

industries increased their
Temkin Experience Ratings

3 years between 2013 and 2014

Temkin Group's
CX Maturity
Assessment

large

= i companies i
More than 200 =\ ! have reached :
companies with the top two
revenues of $500 :
million or rﬁore Q S SIECEE OM | SE : rws:gr?g;eor:wgft :
ili erati- : :
completed =l LD onalize Align *..... MY 1y

CX SUCCESS REQUIRES MORE THAN SUPERFICIAL CHANGES
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DID YOU KNOW THAT?
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