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FOREWORD
Our point-of-view is that, with the shift in power between customers
and businesses that began with the Internet, more recently
compounded by the combined impact of social and mobile
technologies, and now with new business models increasingly
collaborative in nature and based on real-time context, “one-toone” has evolved into a more complex and multi-dimensional
concept which we call customer engagement.

Peter Drucker famously once said that the purpose of business is “to
create and keep a customer”. Such a simple proposition, and yet
businesses have struggled throughout the decades to manage this
most essential of relationships, forever trying to keep pace with the
constantly changing needs and demands of the customer landscape.
The advent of enterprise CRM brought the promise of a solution, but
in the end was unable to deliver, as was the following wave of Social
CRM.

Furthermore, engagement involves finding a balance between the
“inside-out” and “outside-in” perspectives. The fact is that neither
the customer nor the business exists in a vacuum. Effective
engagement is a matter of finding a way of meeting the needs and
desires of each customer, while at the same time creating value for
the business.

Now we find that we are immersed in what is being called “the age of
the customer”. It seems almost a trite thing to say and yet it is,
without question, the dominant theme of our time. Every global
CEO and CMO survey conducted over the last 2-3 years points to the
customer relationship as being the number one strategic priority for
businesses of all sizes and in all industry sectors. Businesses really
are waking up to the fact that solid long-term customer relationships
are the most valuable assets they have.

To help organisations achieve richer, more collaborative engagement,
we have put together this report, which looks at the customer
engagement challenge in unprecedented depth. This report is an
investigation into the concept of engagement, based on our own
research into trying to understand how customers feel about the
companies they do business with, and the key factors that drive
their experiences and feelings and shape their long-term
relationships with businesses.

It is interesting that with all the investment in technology for
managing customer relationships, (according to Gartner, CRM
continues to be the fastest growing enterprise systems segment and
is projected to hit $36.5B in 2017), customer satisfaction, loyalty and
advocacy remain elusive goals for most businesses.

The “Engagement 3.0” report provides insight into the whole
customer experience picture - investigating not only how CMOs
(who are now the custodian of the customer throughout the
relationship) feel about tackling the engagement challenge, but also
how customers feel about their interactions with organisations.

Of course, as customer experience professionals will tell you, it is
not all about technology. But, the technology has a key role to play,
especially when managing customer relationships at scale in the
always-connected digital world of today.
I founded Thunderhead on the central idea that all the accumulated
insight and intelligence in CRM was of little value unless you could
leverage it to reach your customers in a personal and relevant way,
and in the way that they wanted, to build stronger more engaged
relationships. Back then, we used to call it ‘closing the CRM loop.’

Based on these insights, we have also created a comprehensive
model for engagement, which is included in this report as well as
being discussed in more detail in our “Engagement for a Changing
World” study which is outlined in Chapter 1. The model provides
new ideas and clear guidance on how businesses can build deeper
relationships with their customers, and create a better future for
their organisations and customers alike.

The dominant concept at the time was “one-to-one” (amazing to
think that Don Peppers and Martha Rodgers published the “The
One to One Future” in the early 1990s), which drove an emphasis on
personalised communications and interactions with the customer:
easy to say, yet hard to deliver on, but which shaped thinking in
marketing and customer service communications for the past
decade and longer.

We hope that the following insights are useful to brands and
businesses determined to develop a more effective, lasting and
successful whole-company approach to customer engagement as
well as maintaining the necessary focus on this vitally important
strategic business priority.

In more recent times the “one-to-one” idea was embellished with
the need to take the “outside-in” customer perspective, rather than
the business-centric “inside-out”.

www.thunderhead.com

Glen Manchester
CEO
Thunderhead

3

ENGAGEMENT 3.0
RESEARCH REPORT

EXECUTIVE SUMMARY
Focusing on the specific engagement mishaps and missteps which
do the most to undermine customers’ confidence, trust and
preparedness to enter into an engaged and positive relationship
with the business they transact from, our research has identified the
top three problems as:

Customers’ behaviour and interactions with the brands and
businesses they buy from has changed dramatically in the last few
years. Their attitudes and expectations have evolved much faster
than businesses’ ability to build positive experiences.
This Engagement 3.0 study is based on in-depth research amongst
2,007 UK customers, supported by detailed market research and 33
in-depth interviews with Senior Leaders of customer strategies
including CMOs from leading businesses. It suggests organisations
are struggling against this backdrop in three key ways:

1.

Irrelevant and impersonal communications which are
not
informed by customer knowledge and insight and fail to provide
value

2. Keeping pace with technological change
3. Disjointed communications caused by company silos

1. Customers are more easily disappointed.
Despite the fact that companies have access to ever
more sophisticated and powerful technologies and
solutions to understand their audiences, manage
customer experiences and build engagement, customers
believe companies have failed to improve their handling
of customer relationships in the last three years.

There is a clear opportunity for brands and businesses to deepen
interactions, and enhance the value of their relationships with
customers. At the same time, the findings reveal how a focus on
knowledge and trust can engender engagement and positive
outcomes for both parties. Based on our extensive research and
surveys, we have developed a new model for customer engagement
to help organisations seize this opportunity, which focuses on the
role of knowledge, trust and value in building engagement over
time.

2. Customers are quicker to judge businesses
critically and are less willing to forgive poor
customer experiences that fail to meet their
expectations. For the majority of customers, three
negative experiences are the limit – at which point they
consider switching their business to another provider.

While the needs and circumstances of every sector, and indeed
every organisation, differ significantly, we believe there are some
common approaches that all large customerfacing organisations
can embrace to take steps closer to authentic customer engagement.
Taken together, these are what we are calling “The Thunderhead
Customer Engagement Recommendations”, and cover how in order
to build engagement, businesses need to interact with customers
over time, providing a holistic view of the customer and ensuring
that all interactions are personalised, contextualised, relevant and
based on adding value. By following these recommendations
companies will ensure they don’t fall behind in the customer
engagement race.

3. Customers are more prepared to act decisively
when their relationship with a business takes a
turn for the worse. With customers willing to
broadcast openly to contacts through social media
channels to punish poor service and experiences.

Today’s customers want personalised, contextual and relevant
information that delivers value at every point where they interact
with a company. To match these needs and improve how customers
feel about their relationship with organisations, businesses need to
shift from a focus on improving just individual experiences to
adding value across the customer journey as a whole.

www.thunderhead.com
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CHAPTER 1: A NEW MODEL
FOR ENGAGEMENT
By combining these elements, we have created a model that outlines
the fundamental building blocks necessary to enable organisations
to manage rapidly evolving customer expectation and adapt to the
increasing sophistication of communication channels in order to
seize the opportunities these present.

OVERVIEW
This report has its genesis in an important question: how to
restore the customer relationship back to its pivotal position
at the centre of business. Furthermore, how do you do this at
scale in a technology-mediated real-time digital economy?

So what is the right approach for organisations trying to create and
use this new model? This is something we’ll investigate in more
detail later in this report, but a key approach is to make sure
companies are building genuine engagement over time rather than
merely good individual experiences. This means taking a holistic
view of the entire customer journey, and aligning the customer’s
needs with the overall business strategy at every point of interaction
to deliver a relevant, valuable and personal experience throughout
the entire journey.

This report looks at the business and customer benefits of
looking beyond individual interactions with customers, and
focusing instead on engagement across the journey. The
arrival of the “age of the customer” has meant it is now
imperative for businesses to focus on how to interact better
with their customers, how to build stronger relationships,
and how to ensure that those relationships generate trust
and engagement over time.

In addition, senior customer executives need to base their customer
engagement strategy in a clear understanding of the importance,
and nature, of relationships. Our senior customer executive study
found that no relationship is possible without engagement, and that
all relationships must have specific attributes to be effective. These
include a common goal, a common set of rules, and a “currency” to
provide value to each interaction [1,2]. It must also occur over time,
not as a single interaction. When these criteria are met, a relationship
is effective [3].

We set out to define a model for customer engagement that would
provide a framework for thinking about how customer relationships
really work today, and which would provide the basis of an approach
for building engaged relationships at scale.
Before we look at our customer and business research findings, it
will be important to clearly lay out our model for customer
engagement which is introduced and summarised below and
discussed in more detail in our “Engagement for a Changing World”
study, based on interviews with senior customer executives from
leading businesses. The model provides a basis for interpreting and
understanding the results of the study outlined in this report.
Throughout the rest of this report, we can then see how successfully
this model is being applied.

As well as the importance of relationships for engagement, there are
two core elements that need to be combined over the customer
journey:

TOWARDS A NEW MODEL FOR ENGAGEMENT

Knowledge – which then informs common goals and rules
between customer and organisation

•

Trust – generated by delivering what is in the best interest of
the other person in the relationship, accurately over time

By taking this thought process one step further and examining
how each of these elements can be brought together into a single
entity, we have developed a model which makes sense of the various
conclusions that emerged from our research.

Our model has been developed by our insight and innovation teams
based on a thorough review and analysis of the most substantial and
influential research around customer engagement. We have honed
and refined this theory through the practice and our experience
working with some of the world’s most successful and highly
regarded organisations spanning financial services, insurance and
telecoms sectors.

www.thunderhead.com
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Bringing together these elements into a visual description of this model appears as the below:

For more information on this model, as well as a more detailed framework for engagement, please see our recently-commissioned
report “Engagement for a Changing World.”

The starting point for building engagement is knowing your
customer and, what’s more, being able to use this knowledge and
understanding to inform the interactions you have with them.
A fundamental point of our model is that it demonstrates that
building engagement starts with the process of exchanging
knowledge between the customer and the business, and creating a
shared knowledge. For example, the business might provide the
customer with knowledge about products, services and their brand
values, while the customer provides information such as their
preferences, demographic information or insight into their journey
behaviour through their interactions. There is a pool of knowledge
between the two and it is this knowledge that is the starting point
for engagement. A key element in engagement is the importance of
value, and in order to create value for both the customer and the
business, there needs to be an alignment of the needs and
expectations of the customer with the business strategies and

Fundamentally, engagement is built through the ability of the
customer and the business to derive value from the relationship
over time, and that the value obtained at each point of interaction
is cocreated by the customer and the business. The value taken by
the customer and the business need not be equal or the same type.
The ability of the business to enable value creation over time builds
trust, and the accumulation of trust, and shared knowledge, builds
engagement.
Over time, this exchange of knowledge and value increases the
accumulated pool of knowledge between both parties, which helps
build trust and drive engagement. The growing knowledge base
allows organisations to develop greater understanding, and to
enhance the value they can provide to their customers through
more targeted, contextually relevant personalised products and
services.

relationship (which are informed by knowledge), that enable both
parties to create value from the relationship – and why it is
referred to as co-created value. The customer determines the value,
but it is contingent on the ability of the business to create a context
at each point of interaction in which the desired value can be
co-created.

www.thunderhead.com
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We define customer engagement in the following way: an on-going, valuedriven relationship between a customer and a business, which is consciously motivated according to the
customer’s reasons and choices.
PUTTING THIS INTO PRACTICE
So if this is the model for engagement, how can companies go about putting this approach into practice? Customer engagement can only be
achieved by treating every customer as if they are the most important customer you’ll ever have. Thunderhead sees the following as the five key
principles for achieving this:

PERSONALISATION

CONTEXTUALISATION

RELEVANCE

KNOWLEDGE

JOURNEYS

Interactions and
experiences need to
be personalised if
engagement is to be
built, and must be
rooted in an accurate
understanding
of a customer.
Interactions should
be tailored from,
and informed
by, customer
preferences,
customer
information and
insights from their
journey behaviour.

Businesses need to
provide a tailored,
adaptive and often
predictive experience
informed by
context. Taking the
elements that enable
personalisation
(profile and history
context), in addition
knowing what
stage and situation
a customer is in
at a particular
time (journey and
location context)
and how they are
technologically
interacting at
that time (device
context) informs
an interaction that
is contextually
appropriate for the
customer.

To build effective
relationships
with customers,
businesses need
to ensure their
interactions are
relevant and
appropriate. This
means for example,
not offering a great
bank account deal
for married couples,
when the customer is
in fact single.

Trust is an essential
component of
the engagement
equation and can
only be generated by
using the knowledge
that a business has
of a customer to
shape and inform
its interactions
at all customer
touchpoints. With
trust, the knowledge
exchange deepens
and in turn improves
each individual
experience and
over time the more
personalised,
contextual and
relevant the
interactions, the
greater the degree of
engagement.

Customer
engagement is built
over the longterm,
and requires the
ability to look
beyond individual
interactions and
focus on the endtoend customer
journey. Effective
engagement
strategies mandate
the ability to
evaluate the journeys
a customer is on,
and align and adapt
experiences and
measurements
accordingly.

By embracing these approaches, organisations are more likely to deliver good experiences, which build engagement, leading to customer
satisfaction, loyalty, and eventually building advocacy: the outcomes and benefits of engagement.
To guide our thoughts on how to actually achieve effective engagement, we need a clearer picture of customers’ views and preferences, and of
where senior customer executives are falling short in terms of finding the right approach for them. This report aims to pull together a
comprehensive picture of those views, and to provide our own Customer Engagement Recommendations – a distillation of the key practical
steps organisations should take to improve their customer engagement, and build a trusting relationship, and thereby loyalty, over time.

www.thunderhead.com
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CHAPTER 2: SETTING THE SCENE

THE EXPECTATION GAP

OVERVIEW
The principles of customer engagement have never been more
important for organisations. Today’s customer is more
demanding, more vocal, and more willing than ever before to
take action when they are not satisfied. Furthermore, negative
experiences are more easily shared than in the past. The
online world means that what were once isolated incidents
can become public issues with dire consequences for a brand’s
value or which precipitate wide-scale customer defection.

These difficulties in grasping customer engagement have increased
the gap between what customers expect, and what organisations
are actually delivering as the results of our extensive research,
outlined in Chapters 3 and 4, demonstrate. For example,
organisations are struggling to keep up with customers’
preferences around how and when they want to be communicated
with. This is particularly difficult as these preferences are evolving
constantly due to the rapid advancement of smartphones, mobile
and social technologies. These trends have also led customers to
expect contact in real-time (or near real-time) – also an area where
organisations are struggling.

However, even though getting customer engagement right is
of paramount importance, we have found that leaders of
customer strategies (who can come from a variety of C-suite
roles, including CMO, CEO and CCO – for the rest of this
report we’ll refer to them as “senior customer executives”)
are struggling to meet the challenge. In compiling this report,
we found that three quarters simply don’t know how
to build customer engagement. One of the reasons
behind this confusion might be the difficulties in defining
“engagement”. Our senior customer executive conversations
revealed a lack of consensus over what customer engagement
actually means. This (inevitably) resulted in little consistency
around how to actually implement engagement initiatives and
strategies.

IS IT EVEN RELEVANT?
Another area where organisations are falling short is ensuring
interactions with its customers are relevant to them. A great deal of
customer communications and interactions today are
characterised by being impersonal or irrelevant, despite customers
increasingly demanding personalised, contextual and relevant
information at all contact points. One of the difficulties here is
knowledge – organisations are struggling to know and apply the
insight and knowledge they have about their customers, such as
their customers’ preferences, behaviour and interactions, to
increase the relevance and therefore value of communications with
them. This leads to some companies getting it wrong, for example
broadcasting endlessly at customers rather than engaging in
dialogue with them about what they actually want. Instead they
need to focus on creating and developing customer relationships,
servicing the customer through all functions of the enterprise to
develop and build engagement.

As well as the thorny issue of providing a consistent
definition, we also found that most senior customer executives
approach engagement in a very transactional fashion, for
example by focusing on deals and other promotional offers. In
other words they are focusing on individual customer
interactions and experiences, and hoping that these will stitch
together into lasting value for customers, rather than
approaching engagement as an on-going, value-driven
relationship between a customer and a business.

www.thunderhead.com
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THE SILO EFFECT
Organisational silos are also damaging the customer experience,
particularly within larger companies, as anyone who’s had to call
up a bank or phone company and give their details two or three
times will know. These silos exist between channels (e.g. the
call-centre and in-branch experience being disconnected) and also
between departments (e.g. marketing thinking only about
customer acquisition, while customer services focuses separately
on supporting the customer after-sell and resolving cases). Because
customer knowledge is often housed in separate silos, individuals
within the company don’t have a complete view of the customer
across their journey, which means no one is able to harness the
company’s full knowledge of the customer and use it to inform
more personalised, relevant and valuable experiences.

In terms of the approach organisations should adopt in response,
we have begun to introduce the fundamental building blocks of
effective engagement as represented by our model in the previous
chapter. We’ll investigate in more detail later in this report, but as
already highlighted, a key approach is to ensure companies are
delivering genuine engagement over time rather than merely good
individual experiences. Businesses need to take a holistic view of
the entire customer journey and align the customer’s needs with
the overall business strategy at every point of interaction to deliver
a relevant, valuable and personalised experience throughout the
entire journey. We outlined practical steps on how this can be
achieved in Chapter 6.
Also, senior customer executives need to base their customer
engagement strategies in a clear understanding of the importance,
and nature, of relationships. Our senior customer executive study
found that no engagement is possible without a relationship, and
that all relationships must have specific attributes to be effective.
These include a common goal, a common set of rules, and a
“currency” to provide value to each interaction [1, 2]. It must also
occur over time, not as a single interaction. When these criteria are
met, a relationship is effective [3]. It’s important to note that these
relationships aren’t defined by their intensity, some relationships
will in fact be based on only minimal interactions. What’s
important, is that they are defined by the customer, according to
their reasons, preferences and choices.

Despite these important shortfalls, it is worth noting that a great
deal of progress has been made over the last 20 years. Although
concepts and practices still need improving, the increasing
sophistication and power of personalisation, and customer
engagement technology solutions in the market means that we
have a chance to drive a step change in how organisations build
and manage customer relationships. With this technology
available, the priority now should be using it to implement and
embrace a new approach to build customer engagement.

www.thunderhead.com

9

ENGAGEMENT 3.0
RESEARCH REPORT

CHAPTER 3: ADDRESSING THE
ENGAGEMENT CHALLENGE
This presents significant opportunities - but also challenges - for
senior customer executives. The requirement to connect with
customers as individuals is at the top of the corporate agenda [5].
But recent research has shown that taking a lifecycle perspective,
and managing communications and conversations along the
customer journey is the new challenge and one that demands a new
approach to how businesses sell, serve and market to their
customers.

OVERVIEW
This chapter highlights how the attitudes and expectations
of today’s customer have shifted dramatically and are now
evolving much faster than businesses’ ability to build engaged
relationships. It also covers the risk that failing to address these
can pose.

INTRODUCTION
Marketing itself has become a highly sophisticated and business
critical operation that looks beyond customer acquisition and with
this has grown in its importance to organisations. As McKinsey &
Co recently noted, thanks to advanced analytics, the CMO role has
radically changed from a sales add-on to a true value driver [6].
Their role has evolved in recent years; CMOs are increasingly the
custodian of the customer relationship, and therefore the key figure
in the drive for authentic engagement.

Businesses operate in a marketplace that is increasingly
globalised and competitive. The internet has changed the nature
of commerce and technology has put more control into the hands
of customers who exercise growing choice both in the products
and services they buy, and the brands and businesses they buy
from.
The advent of smartphone technology, tablets and continuous
connectivity along with social, location and mobile technology
trends such as the adoption of second screen behaviour, have
completely transformed interactions between a business and
their customers. With 94% of UK adults now owning a mobile or
tablet device, always-on, customers can purchase whatever they
want, whenever they want and from whatever location they want.
Against this backdrop, communicating in the context of the
customer has become increasingly important and is a key aspect
of delivering value.

However, with greater profile comes increased scrutiny also. The
rewards for success can be significant; but the consequences of
failure can be considerable.
Unfortunately, as our new research suggests, the reality is that too
often investment in the customer relationship is undermined by a
lack of focus on customer engagement as understood by the model
introduced in Chapter One (i.e. based on knowledge and trust,
contextually relevant and delivered over the lifetime of the
customer journey). This leads to frustration and dissatisfaction
which in turn reduces loyalty, increases churn and can cost
businesses millions in lost revenues.

This increasingly connected and globalised marketplace has also
become more commoditised. In response, businesses are
increasingly forced to use the power of their brands to
differentiate themselves and generate growth

KEY FINDINGS
Aggrieved customers will more readily criticise
businesses in public over poor customer experiences and
lack of ability to engage. One third (30%) will share a bad
experience online, on the phone or in person; detractors will share
their negative experience with an average of 18 people.

Customers are more easily disappointed than ever.
Over half – 52% – say that they’ve seen no improvement in their
relationship with businesses in the last three years; 25% say it
has worsened.
Customers are quicker to judge businesses critically.
One in six will switch provider after just one negative experience.

Despite businesses striving to build relationships with their
customers, customers do not see it the same way, with 80% saying
they don’t have a relationship.

Customers are less willing to forgive.
It takes nearly a quarter of customers (24%) more than a year to
re-establish trust with a company after a mistake or error. A
similar number (23%) say they’ll never trust the company again.

www.thunderhead.com
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KEY RESEARCH FINDINGS
Our new, in-depth research of customer attitudes suggests their expectations are evolving much faster than businesses’ ability
to connect or create positive experiences and build relationships.
Businesses’ ability to address these challenges effectively will separate the winners from the losers in this era where power has
shifted from corporation to the customer [7]. Effectively managing this dynamic can of course deliver a winwin for both
parties.
In particular, our findings suggest businesses are struggling with three key challenges: customers are more easily disappointed,
quicker to judge businesses critically, and more prepared to act decisively when their relationship with businesses take a turn
for the worse.

Relationship change over the last three years
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The first of these major challenges
highlighted by the research is that
customers are more easily disappointed
than ever before.
So long as they adhere to common rules over privacy and respect
the varying degrees of comfort that customers feel towards
sharing personal information, businesses can enter into an
agreement of sorts – in effect a ‘value exchange’ – that produces
positive results for both parties. Whilst we explore in more depth
in Chapter 4 what this means in practice, the interviews with
senior customer executives did reveal that knowledge of customers
is a fundamental building block on which effective engagement
rests.

For many, their perception of the relationship with the companies
they do business with has failed to improve in the last three years.
More than half (52%) of those surveyed stated that they have seen
no improvement in the relationship. Whilst for one quarter (25%),
it has deteriorated.
This is despite the fact that companies have access to ever more
sophisticated and powerful technologies and solutions to
understand their audiences, manage customer experiences and
build engagement with customers.

These interviews also suggested a broad appreciation amongst
senior customer executives that organisations which do not know
their customer or that do not have the right information to provide
when their customers interact with them, are unlikely to engender
trust or create engagement.

Our in-depth research amongst 2,007 UK adults supplemented with
additional research by Thunderhead and Esteban Kolsky, thinkJar,
conducted through in-depth interviews with 33 senior customer
executives bears this out. It suggests brands are failing to use
knowledge and insight to understand their customers better and
deliver value to them, with only a small minority of those questioned
deploying such insights effectively (fewer than 10%)

www.thunderhead.com
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This impatience towards poorly executed customer engagement
also extends to a growing unwillingness to withstand hassle in
transactional interactions with businesses. Almost half of
customers (44%) will abandon a purchasing process with a
company after two separate interactions – such as being redirected
from a department to company website, or having to send an email
after speaking to a member of the customer call centre staff. When
customers are passed around like this, it is usually due to a lack of
knowledge (and the ability to use that knowledge well to inform
and service the customer). It indicates that the organisation is
operating in departmental and technology silos resulting in
insufficient knowledge about the customer and the businesses’
offering, easily accessible from all parts of the business, to deal
with a customer’s needs in fewer interactions.

CUSTOMER STORY
Alex Whitelaw
Sports Management
31 years old
On bad customer service with a leading broadband and
telecoms provider:

“Four months after installing my phone line I’m
still not sure they’ve set it up properly or have
my details registered. They can never find my
details when I call and they once asked me if I
was Mohammed who obviously had that phone
number before me. I’d forgive them if it took a
couple of days for my details to appear on their
systems, but not four months.”

This impatience is leading to customers voting with their feet: 10%
stopped doing business with a supplier last year due to a bad
interaction, with each customer cancelling an annual spend of
£425 on average.
Another challenge facing senior customer executives is that poor
experiences live long in customers’ memories. It takes nearly a
quarter of the population (24%) more than a year to re-establish
trust with a company after a significantly negative customer
experience. A similar number (23%) say they will never trust the
company again after such an incident.

A second major challenge facing
businesses is that customers are quicker
to judge and less willing to forgive
poor experiences that fail to meet their
expectations and a lack of ability to
engage.
For the majority of customers (62%), three negative experiences
are the limit – at which point they consider switching their
business to another provider. However, one in six customers (18%)
have considerably less patience and would switch after a single
negative experience

Time taken to re-establish
trust after a significant
negative customer experience

Less than a month

1 to 3 months

4 to 6 months

7 months

Over a year

Never
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Over one third (41%) will share a bad experience online,
on the phone or in person and detractors will share their
negative experience with an average of 18 people. So
imagine a scenario for a major bank with 7 million customers.
Even if only 1% of those customers has a bad experience (which is
70,000 people), our research suggests those bad experiences will
be shared approximately 357,000 times [9].

CUSTOMER STORY
Michael Vibert
Civil Servant
32 years old

“Having vented my frustration on online forums
and to friends I received responses from others
noting similar experiences. I have no doubt that
the power of recommendations, or negative
feedback, amongst friends will certainly impact
others’ decisions regarding this provider so
ultimately they will lose out on more than just
me as a customer due to their administrative
error.”

The findings in this chapter clearly show that mismanaging
engagement strategies and failing to deliver a positive experience
across customer touch points – whether sales, marketing or
customer service – can be hugely damaging. We explore in the
following chapter the specific failings that most frustrate customers
and are most likely to provoke such reactions.
KEY RESEARCH FINDINGS

Major bank customer could share details of poor experiences
357,000 times.

A third key challenge that businesses
must address is that aggrieved and
unforgiving customers are more prepared
than ever to take action by openly
criticising businesses that fail to manage
their experiences effectively.
With Facebook browsers using the site an average of eight hours a
week, and at least 45% of all UK adults using social media weekly
[8], our research highlights how readily customers will broadcast
openly to friends and family through such channels to punish poor
service and experiences.

www.thunderhead.com

14

ENGAGEMENT 3.0
RESEARCH REPORT

PAINTING A PICTURE ACROSS SECTORS

Our research highlights interesting variations between sectors and how customers’
experiences between banks, insurance companies and telecoms companies vary in
respect of these issues:

INSURANCE
• Half of customers (50%) will abandon a purchasing process after
two separate interactions with companies in the insurance sector.
•
•

FINANCE
• Customers are marginally more likely to tolerate hassle in
their purchasing experience with banks – 44% will abandon
the purchasing process after two interactions.

26% of respondents say that they would never trust their
company again after a significantly bad experience.

•

Customers’ impatience is very acute when it comes to
insurance companies – as many as 19% of the population are
willing to try an alternative provider after a single negative
experience.

In the event of mistakes, customers are marginally more
forgiving of banks with 42% saying trust could be reestablished within six months.

TELECOMS
• One in six customers (17%) say that just one negative experience will have an impact on the perception of their provider with 47%
saying they would be unlikely or very unlikely to purchase from that company again.

www.thunderhead.com
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EFFECTIVE ENGAGEMENT

CHAPTER SUMMARY AND VIEWPOINT
FROM THUNDERHEAD

CHAPTER 3:
But focusing on individual experiences at points of interaction
will not lead to a value-driven ongoing relationship that meets the
expectations of the customer. To match these needs and improve
how customers feel about their relationship with organisations,
businesses need to shift from a focus on improving individual
experiences in isolation to managing the customer journey as a
whole.

Our research makes clear that there is a gap between what
customers expect from businesses and what businesses are
actually providing. Customers’ needs are increasingly
sophisticated, their expectations are higher and they have more
specific requirements and preferences to be fulfilled.
This presents significant challenges for businesses. What is clear is
that a great many are failing to move at the same pace as their
customers. For significant numbers, their ability to build customer
engagement is effectively being outstripped by the rate at which
their customers’ behaviour is changing.

The technology, data, applications and systems all exist. What is
needed now is the mandate, momentum and focus to unify the silos
that exist within organisations and bring it all together to empower
the right people to design and deploy effective customer journeys
across all channels. But it’s not just about technology. Businesses
won’t be able to meet customer expectations if the engagement
infrastructure is siloed, both in terms of technology silos and across
departments.

As previously highlighted, today’s customers want personalised,
contextual and relevant information that delivers value to them at
every point where they interact with a company.

KEY TAKEOUTS

To respond effectively in this era of the customer we recommend that businesses take
the following clear steps:
REMOVE ORGANISATIONAL BARRIERS TO MANAGING GREAT CUSTOMER EXPERIENCE AS A WHOLE. Address the obstacles that
prevent customer service, sales, and marketing teams from designing and delivering great experiences consistently throughout the entire
customer journey.
ENSURE THAT THE BUSINESS IS LEARNING FROM EVERY INTERACTION IN EVERY CHANNEL. This means listening to the customers’
behaviour, interactions and using this knowledge and insight to inform and enhance the customer experience.
CONSOLIDATE AND NORMALISE CUSTOMER INTELLIGENCE AND INSIGHT, AND ENSURE THAT IT IS FULLY TRANSPARENT.
Provide systems to all departments who affect, inform and influence the customer experience, giving them access to real-time and near realtime
information about customer insight, interactions and behaviour so that they can inform subsequent interactions across any channel to make
them more personal, context-aware and relevant.

www.thunderhead.com
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INTRODUCTION

CHAPTER 4: HOW TO AVOID
UNDERMINING CUSTOMER
RELATIONSHIPS

The convergence of trends such as mobile enterprise, social
business, and cloud computing have resulted in disruptive
consumer technologies being applied to enterprise businesses.
Users now expect the same interactivity, responsiveness and
intuitive User Experience (UX) design features from enterprise
tools and services as they experience with consumer platforms such
as iTunes, Facebook and Twitter.

OVERVIEW
From the previous chapter it’s clear how changes in customer
behaviour and expectations pose a threat to businesses that fail
to manage them correctly. This chapter highlights the specific
mistakes which do most to undermine customers’ confidence,
trust and preparedness to enter into an authentically engaged and
positive relationship with the businesses they transact from.

The result has been a wave of enterprise technology innovation
designed to help businesses further customer relationships, develop
on-going engagement and transform business models.
Our research makes it clear that to build authentic engagement,
senior customer executives need to lead their organisations to
concentrate on the things that do most to influence it and lead
a focus on the common goal, set of rules and currency that such
interaction represents (as proposed in Chapter 1).

KEY FINDINGS
Three key challenges undermine businesses’ ability to improve
interaction with their customers and build authentic
engagement.

To create richer relationships, businesses need to align sales,
marketing and customer service teams around the customer.
In doing so, they must enable them to design and deploy great
customer journeys and experiences across all channels and focus
on the factors that can do most to positively transform these
relationships.

Communications are irrelevant and impersonal.
Large numbers of customers (87%) feel that being treated with a
onesize fits all approach results in a negative perception of that
business. More than one in six (18%) regard such a mishap as so
critical that they would consider changing provider whilst more
than one in ten (12%) would definitely change as a result.

As well as understanding how best to effectively build
engagement, senior customer executives must also anticipate,
avoid and manage the circumstances and conditions which can
undermine it too. Just as a brand cannot expect customers to be
fully engaged after just one interaction or product purchase, it is
overly optimistic to assume that every customer interaction will be
positive all of the time.

Businesses are struggling to keep pace with customer
expectations. Customers saw this as the most damning
mistake of all, with 96% saying that failing to act quickly enough
would reduce their opinion of the business. More than one in ten
(12%) would definitely change provider as a result whilst a
further 25% would consider changing provider. And of course
being slow when acquiring a customer will result in no customer
at all.

Delivering on promises engenders trust. So too does acting
with purpose and focus when a customer journey becomes
complicated, compromised or unsatisfactory. Indeed some longterm relationships do not develop fully without their share of
challenges.

Disjointed communications caused by company silos
present a major challenge. A majority (92%) feel negatively
towards businesses that require them to provide information
multiple times and just less than a quarter (21%) say it would be
enough to make them consider leaving for a competitor.

www.thunderhead.com

The focus of this chapter is to highlight those missteps that do
the most to undermine customers’ confidence in brands and
businesses, which damage trust and ultimately prevent the
development of deeper levels of engagement.
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The first major challenge is that so many
communications are irrelevant and
impersonal.

The first major challenge is that so many
communications are irrelevant and
impersonal.

Individuals’ circumstances or preferences are rarely accounted for
in the communications they receive. Large businesses are often
guilty of serving generic, one size-fits-all content, reliant on outdated demographic and contextually relevant information. The
upshot is that businesses struggle to build valuable and relevant
relationships with their customers.

Experiences can only be good if they are based on knowledge,
but our interviews with senior customer executives showed that
developing sufficient knowledge and insight about customers and
more importantly being able to use it to inform interactions is a
challenge. Our model of engagement, outlined in chapter 1 and
explored in more detail in the Engagement for a Changing World
report, places knowledge as the common element that both sides
contribute to during interactions with one another. The more
knowledge built (which informs the value created), the more
relevant and valuable the relationship will be to both business and
customer. Engagement between the customer and the business
builds through the accumulation over time of knowledge and trust.
If there is no accumulated knowledge and insight then it will be very
difficult to build engagement.

Similarly, large numbers of customers (87%) feel that being treated
with a one-size fits all approach delivers a negative perception
of that business. More than one in six (18%) regard this as so
fundamental that they would consider changing provider whilst one
in ten (10%) would definitely change as a result.
In addition to a feeling of being pigeonholed, the research highlights
a number of other key respects in which customers consider that
brands and businesses fail to treat them in a sufficiently tailored or
personalised fashion delivered through relevant and value-added
experiences.

Another risk that businesses face is communicating with customers
in an overly-familiar way. Three quarters (70%) state that this
would make them feel negatively towards a business.

Receiving information that is inaccurately targeted or inappropriate
for the customer’s individual context (such as offers of joint bank
account for individuals that are single, or sales calls shortly after a
customer complaint) is a common bugbear. A majority (87%) are
clear that this type of mistake makes them feel negatively towards
the company concerned. More than one in ten (12%) would consider
switching provider as a result.

Mistakes that most annoy customers
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A second challenge that businesses
struggle with is keeping pace with
customer expectations.

A second challenge that businesses
struggle with is keeping pace with
customer expectations.

Customers’ expectations are rising, driven by the rapid
advancement and adoption of smartphones as well as mobile and
social technologies. Our research highlights that a clear challenge
this creates for businesses is that they can be perceived as slow and
unresponsive by customers. In fact, this criticism ranks highest
of all the mistakes businesses commit and which customers were
questioned about in the course of our research.

This inability on businesses’ part is mirrored in our research
which found that only 14% of respondents thought their telecoms
company was well suited to building relationships over social
media. Insurance and finance companies fared even worse with 11%
and 12% respectively.
The research also provides interesting insight into how effective
and responsive businesses are at different points along the
customer journey, suggesting that businesses manage relationships
better when they are trying to acquire new customers. Across
financial services, insurance and telecoms, customers believe the
‘pre-purchase’ stage is the most positive in terms of customer
experience (38%). These figures fall to just 16% straight after the
first transaction, and down to 7% after a year. These findings
suggest that businesses are focusing on acquisition, at the expense
of providing positive experiences for customers over the whole
journey. There is a danger that customers will feel that their
value to organisations drops as soon as they are “in the door”,
which is unlikely to create a foundation for long-term customer
relationships.

96% said that failing to act quickly enough in response to enquiries
would reduce their opinion of the business they were buying from,
whilst 37% of respondents said it would make them feel negatively
to the point of either considering changing provider or resolving
definitively to change provider.
This importance of speed and realtime has led to increasing
attention being paid to social media as a viable channel for business
communications, and businesses are increasingly using Twitter
and Facebook to offer support to their customers. However 34%
of people who use social media as a B2C communications channel
said that companies had either got worse or remained the same at
interacting through these channels in the last three years. When
we compare this with how social media usage has increased, it is
not difficult to identify the discrepancies between expectation and
delivery.

The third major problem is that company
silos create disjointed communications.

The third major problem is that company
silos create disjointed communications.

Organisational silos combined with a proliferation of channels
and touch points means that customers have many different ways
of interacting with businesses, resulting in different kinds of
experiences.

Just as customers are becoming acutely aware of how ineffective
communication between channels is impacting on their customer
experience, the professional and academic communities are also
increasingly focused on this issue too. Recent research published
in the Harvard Business Review [10] pinpointed the damage
caused by the silo effect – the result of a lack of cohesive, connected
interactions across all channels – as a key contributor of negative
customer experiences.

However, these are rarely co-ordinated or joined-up as businesses
struggle to share and connect customer information and insight
across departments internally, in large part due to a siloed
technology infrastructure for both the systems that keep their
customer information and also the technology that they use to
manage customer interactions and communications. The larger the
business, the more likely this is to be the case. The result is a highly
fragmented experience for the customer.

CUSTOMER STORY
Alex Whitelaw
Sports Management
31 years old

The vast majority (92%) of customers say that providing
information to a business in one channel then having to repeat
this information when they interact with them in another channel
negatively impacts their perception of that organisation. Indeed
over a third (35%) say it would significantly reduce their opinion of
that business. More than one sixth (21%) say it would be enough to
make them consider leaving for a competitor.

“ The problem comes as you don’t know what the person
you’re speaking to is writing down on the call log on your
records. Unless each call is accurately logged there isn’t a
full and fair run-down of the situation. I never understand
why you are asked to automatically enter your account
details, date of birth etc when you first call customer
services. Then as soon as you speak to someone they ask
you to go through security questions again. Inevitably
they need to transfer you to a different department and
you have to go through the process again! It drives me
mad.”

Customers who have disjointed experiences in their interactions
with employees with different departments of the business they
have a relationship with have similar reactions. Again, 92% of
customers say having to provide the same set of information to
another department as a result of a lack of join up provokes a
negative reaction. Almost a third (31%) feel so negatively as a result
of this experience that they are likely to stop doing business with the
company concerned.

www.thunderhead.com
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Thinking Beyond Individual Experiences:
Introducing The Customer Journey.

Thinking Beyond Individual Experiences:
Introducing The Customer Journey.

We now arrive at a key insight into customer experience, and that
is that businesses need to do more than focus on individual
experiences. A customer could spend many minutes happily
interacting with a brand through a variety of touchpoints, each
experience taking them closer to their end goal. However, as our
survey indicates, all it takes is one negative experience to damage
the memory of the entire experience and the association with the
brand, which ultimately leads to a disengaged customer. Being able
to manage communications and interactions over time is critically
important to building engagement.

As discussed in the studies referred to above, different touch points
may have different goals: for example, the TV provider’s
salespeople were focused on closing new sales but had very little
knowledge of what happened afterwards [10].
Customers feel the impact of this lack of connection more acutely
given the volume of information and messages they are exposed to,
and the variety of channels they interact with [11]. As the volume
and variety of communication increases, the more difficult it
becomes to coordinate, manage and optimise customer
interactions. This is why it is so important for businesses to focus
on the overall journey rather than just trying to improve individual
transactions or interactions.

Recent studies of customer experience in services companies
drawn from a variety of industry sectors, including insurance,
retail banking, utilities and pay TV [10], have produced a
fascinating insight. These studies show that failing to manage the
customer journey as a whole is a source of more dissatisfaction
than an individual negative experience along that journey. The
result is that journey performance is a much stronger predictor of
customer satisfaction and business outcomes.

Reflecting on this, it is easy to understand why customers lack
confidence in the ability of businesses they deal with to take into
account the history of their previous interactions. Indeed, 27% of
respondents stated that they lack confidence that the person
they’re talking to knows of their previous dealings.The need to
repeat and reiterate the same sets of information to different
departments is a clear source of frustration and disenchantment.

The key priority with managing the customer journey is
maintaining continuity and relevance between touchpoints over
time.

PAINTING A PICTURE ACROSS SECTORS

The research provides a useful overview of variations between sectors, and how the
experiences between banks, insurance companies and telecoms companies vary in
respect of these issues:
INSURANCE
• Insurance customers are somewhat more discerning when it
comes to their perceptions of customer experience. More than
one fifth (21%) of insurance customers believe they received their
best customer experience when it came to renewing their policy,
but 14% – the highest of the sectors covered – said that they did
not feel they had received the best at any stage.
•

•

BANKS
• 73% of customers think that the financial sector is well suited
to developing customer relationships in person – the highest
of any sector.

Only 49% of insurance customers think their company is good at
coordinating experiences, the highest out of the sectors covered
by the survey.
Only 15% of people think the insurance industry is well suited to
using social media as a channel. In terms of traditional channels,
only 60% think their company is well suited to email, and less
than half (48%) think the same for phone.

•

In terms of financial services companies, 39% – the highest
across all three sectors – had their best customer experience at
the prepurchase or enquiry stage.

•

Whilst insurance customers see improved experience at
renewal stage, only 11% posited this for financial services
companies suggesting a lesser ability to ensure ongoing
positive experiences overtime.

TELECOMS
• Less than one fifth (21%) of customers believe telecoms companies are well suited to building relationships over the phone.
•

Despite high profile examples of where brands have used digital channels effectively more than half of customers (64%) also think
they’re not well suited for communications via social media.

www.thunderhead.com
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CHAPTER SUMMARY AND VIEWPOINT
FROM THUNDERHEAD

CHAPTER 4:

Failing to address these challenges can prove costly for businesses.
Independent research by the Economist Intelligence Unit [12]
demonstrates how it leads to a rapid reduction in customer
satisfaction and increased churn rates.

In short, there has never been a stronger imperative to avoid
these risks, for businesses to leverage the power of their brand
effectively, and take the steps necessary to build engagement.

Nearly half (49%) of company executives blame insufficient
customer engagement for costing as much as 25% of their business’
annual sales. According to this research, this group believes better
customer engagement would translate into improved customer
loyalty (80%), increased revenue (76%) and increased profits
(75%).

Clearly it is one thing to understand the importance of engagement
and another to know how to deliver it. We explore this in more
detail in the coming chapter.

KEY TAKEOUTS

Based on an understanding of the mistakes that most disappoint customers, below are
the key approaches organisations need to take in response:
Join up experiences across channels and departments breaking down silos and unifying disjointed communications so that the
customer has a seamless experience with a brand regardless of the channel through which they’re interacting with.
Empower customer champions. These teams need to be empowered to design and deploy relevant, personalised and
context-sensitive customer journeys. They also need to solve the fragmentation that exists within businesses, giving all departments
the access to customer knowledge to inform the customer experience. To achieve this, they need to be given access to historical, and real time
customer data to engage with customers.
Focus on the entire journey rather than the isolated experiences like policy renewals.
Avoid a one-size fits all approach and think beyond simply marketing to customers but adding value, to service the customer
when appropriate by understanding where they are in their relationship and journey.

www.thunderhead.com
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CHAPTER 5: THE ENGAGEMENT
OPPORTUNITY
•

OVERVIEW
The previous two chapters demonstrated the challenges that
organisations need to address and the pitfalls that prevent them
from keeping ahead of growing customer expectations and
undermining positive interactions. But there is a clear opportunity
for businesses to deepen interactions, and enhance the value of
their relationship with customers through a focus on knowledge
and trust. This approach can build ongoing, value-driven
engagement and deliver positive outcomes for both parties.

For the most part, customers are uncomfortable about
sharing their personal details with large companies.
However, they are more willing to do so in return for some
particular benefits. Just one in ten (10%) feels more relaxed than
a year ago about sharing such information with companies. This
increases to one in five (22%) 18-24 year olds and one in six (16%)
25-34 year olds.

KEY FINDINGS
Most customers feel they have no relationship with
businesses. Too few are clear on the benefits of having
one. The majority (80%) state that they currently do not have a
relationship with their bank, insurer or telecoms provider, whilst
just 15% of those questioned wish there was more of a
relationship. The advantages and benefit such a relationship
offers are not being communicated clearly enough.

Customers seek the following value adds from their relationships
with businesses in exchange for their personal information:
•

Customers want to receive well-targeted products and services.
In exchange for these, one in five customers (19%) will complete
feedback questionnaires whilst 19% will provide demographic
information including their age, gender and marital status.

•

Saving time is a key benefit customers will trade in return for
personal information and data. One in five (21%) of customers
will share customer purchase records and a third (30%) will
exchange demographic information for this benefit.

•

Ensuring consistency of interactions across departments is
another key concern. To gain from this, one in five customers
(19%) will share feedback in questionnaires on products and
services.

Three key ways businesses can build trust among their customers
are as follows:
•

Firstly, tailoring communications to match
customer preferences. 89% of customers have a positive
impression of businesses that communicate with customers
in the channel of their preference

•

Secondly, customers are very responsive to
businesses that generate value for them. 85% of
customers feel favourable about details of offers and deals
that are presented to them at exactly the right time, with
83% impressed by an ongoing flow of useful customer
contact.

www.thunderhead.com

Thirdly, customers need to be retained over the
long-term in a variety of different ways. Again
providing relevant value here is key. 87% of customers
feel positive about a business that puts to good use the
information and data they hold on their customers, for
example by highlighting details of products and services as
well as offers that will be of benefit.
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INTRODUCTION

INTRODUCTION

The concept of Customer Relationship Management (CRM) is
widely applied in organisations and sits at the forefront of many
business agendas. According to Gartner Inc, CRM is the fastest
growing enterprise software market globally [13], and projected
to be worth $36.5B by 2017 [14]. This is a good indicator of how
seriously business is approaching the issue of managing - as much
as they can - every aspect of the customer relationship. However,
the “systems of record” foundation of CRM with its inside-out view
of the world presents a major barrier to building and nurturing of
engaged relationships with customers.

This idea of a relationship is fundamentally important. Our
indepth interviews with senior customer executives suggest that
it represents the largest change affecting businesses in the past
twenty years – more specifically the shift that has occurred in the
dynamic of the relationship between customer and company and
the common rules that surround it.
As highlighted by our customer research findings in the previous
two chapters, there are many instances where this dynamic is
characterised by an asymmetry between the goals of customers,
and those of the businesses they buy from. As we have illustrated,
at its worst this disconnect damages brand equity and impacts
revenue.

In the always-connected mobile and social world of today, realtime context is the key driver and shaper of interactions, and
increasingly determines the value of those interactions.

But what if a new common goal was not to sell and buy more – but
rather to find a way to work together towards a better product and
a better experience? What would that mean for businesses?

This simultaneously presents a challenge and an opportunity for
businesses to build deeper and more lasting relationships with their
customers, focusing on the creation of value at every interaction
and building true engagement.

In this chapter we seek to understand the opportunities that exist
for brands and businesses to manage their relationships with
customers in ways that build authentic engagement, based on the
co-creation of value, shared knowledge and trust.

At Thunderhead, we are spearheading the Engagement Agenda,
and through our ONE Engagement Hub, we provide a solution
with which businesses can build valuable relationships with truly
engaged customers.
Significant progress has been made in understanding how
customers and organisations should focus on engagement to
improve outcomes for both. Relationships are fundamental,
and engagement is a measure of the depth and richness of the
relationship. The relationship is built between a business and each
of its customers through recognising a common goal, a common
set of rules and the ability to co-create value at each interaction.

KEY RESEARCH FINDINGS
To begin with, we analyse the extent to
which customers consider they have a
relationship with the companies they buy
from and the findings show that there is
clear room for improvement. As previously
noted, on average across the sectors we
surveyed 80% of respondents state that
they currently do not have a relationship
with their financial services, insurance or
telecoms provider.

How many customers feel they have a relationship with their suppliers

I have a relationship

Customers are much less likely to have a
relationship with their telecom provider
than their financial or insurance provider.

I don’t have a relationship but would like one

Of these, just less than one sixth (15%)
state that they wish there was more of a
relationship. This suggests businesses
need to do more to communicate the
advantages and mutual benefits through
establishing a more constructive, engaged
relationship.

www.thunderhead.com
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In relation to the third and final element crucial to establishing
trust, the research bears out its importance and indicates some
of the measures businesses can undertake to retain customers
over the long-term. Chief amongst these is clearly demonstrating
how the information and data they hold on their customers is put
to good use by highlighting details of services, communications
and offers that will benefit their customers (87%). Another way in
which businesses can engender such positivity is to demonstrate
how joined up different departments are for example by knowing
what customers’ buying history has been, with 91% stating that
remembering previous interactions would cause them to feel
positive or improve their opinion.

To explore how businesses can develop more of a relationship
with customers and to understand what customers see as the
opportunity, we analysed their attitudes towards two of the key
pillars of engagement that have been broadly agreed on by leading
thinkers, experts and commentators and which we alluded to
above: trust and knowledge.
Trust is a currency for ongoing engagement. A commonly used
definition of trust suggests there are three elements to building
trust between people: repeatability, unselfishness and longevity.
Our interviews with senior customer executives suggest these
principles can be translated to business terms in the following
ways: first, tailoring communications to match preferences; second,
ensuring that there is value generated for the customer; and thirdly,
understanding how to retain customers over the long-term.

Another way in which businesses can engender such positivity is to
demonstrate how joined up different departments are for example
by knowing what customers’ buying history has been. As many as
91% of respondents stated that remembering previous interactions
would cause them to feel positive or improve their opinion. This
supports the view of a need for businesses to shift from a oneway communication to an on-going conversation built up with
knowledge over time.

Our research indicates that taking account of a customer’s personal
context and situation, preferences and expectations to shape and
manage each interaction is an important component in building
trust between a business and its customer.
Communicating with customers in the channel of their preference,
for example, is a clear and tangible sign of listening and keeping a
promise to customers. For a majority of customers (89%), such a
commitment would improve their opinion of a business or cause
them to feel positive.

The research also provides some illuminating insights into the
second key pillar of engagement – knowledge – and customers’
attitudes towards the information that companies hold about them,
how they develop customer insight from this, and the use they put it
to. As mentioned earlier, both customers and businesses can benefit
from an exchange of knowledge; the “value exchange.”

In addition, correctly tailoring communication and content to
customers based on knowledge about their histories and particular
circumstances is also equally well received. Getting it right is
broadly suggestive of a commitment by businesses to provide
a better, more satisfactory experience. For this reason, similar
numbers of customers (88%) believe tailored communication and
content either improves their opinion of a company or causes them
to feel positive about it.

Whilst it’s clear that levels of comfort around sharing personal
information vary across age ranges, demographics and genders,
the findings highlight a growing group of customers that feel more
relaxed about sharing their personal details with large companies.
One in ten (10%) consumers feel more relaxed than a year ago
about sharing this information with companies, but the numbers
jump amongst a growing group of young adults, aged 18-24 where
one in five (22%) is relaxed with this exchange.

Of the second of these three elements, there is ample evidence in
our research of how responsive consumers are when companies
attempt to ensure there is value generated for the customer.
A significant majority of customers – 85% – say they feel favourable
about information and offers that are presented at exactly the right
time (such as home insurance offers provided just as a mortgage
application has received approval). Whilst 83% are impressed by
an ongoing flow of useful customer contact, rather than a feeling
that their bank or insurer is just getting in touch when there’s a
product to sell or at the point of renewal. For an even larger number
of consumers, 92%, amongst the best things a business could do
is to provide timely updates and information when deals or offers
become available which are better or more competitive than their
existing arrangements.

www.thunderhead.com

And for those customers that are prepared to interact in this way,
our findings demonstrate that they are willing to exchange varying
degrees of information about themselves for advantages such as
personalised products and services as well as promotions and offers
that provide value to them.
At the more transactional end, 46% of customers would
exchange email addresses for access to deals and offers or loyalty
programmes, whilst 34% would do so in return for details of their
demographic profile (age, gender and marital status). Similar
numbers would consider exchanging their current location
in exchange for targeted deals and offers (26%) and loyalty
programme rewards (25%).
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%

Demographic information

Information
on spouse/
partner/children

Email
address

Cell
phone
number

Home
address

Customer
purchase
records

Demographic
data left
by website
traffic

My
current
location

Internet
browsing
history

Customer survey covering
my attitudes/
opinions on
a product/
service

Information
about people
within my
network

Loyalty programme
rewards

34%

13%

45%

23%

37%

28%

15%

25%

13%

36%

9%

Access to deals and
offers

34%

13%

46%

22%

34%

26%

16%

26%

13%

34%

9%

Ensuring consistency of interactions
across departments

23%

8%

28%

15%

24%

15%

9%

16%

7%

19%

5%

A knowledge of my
product history

16%

7%

19%

10%

15%

16%

8%

11%

7%

17%

5%

Well-targeted products and services

21%

8%

22%

9%

17%

12%

8%

12%

6%

19%

4%

Priority customer
service

23%

9%

30%

18%

25%

16%

9%

17%

8%

23%

4%

Unlocking extra
value from the
product/service
you’ve bought

20%

8%

27%

13%

22%

16%

10%

15%

7%

21%

5%

Saving time

30%

11%

38%

22%

31%

21%

13%

22%

10%

26%

7%

Reducing the
amount of sign-up/
security procedures
I have to complete

24%

9%

28%

17%

25%

15%

10%

16%

7%

20%

4%

Marketing and
promotion of products and services
that are genuinely
useful

15%

5%

18%

7%

14%

10%

7%

10%

5%

14%

3%

None of these

38%

70%

26%

54%

36%

48%

68%

51%

73%

38%

80%

To ensure consistency of interactions across departments, one in
five (19%) will complete customer surveys and share their attitudes
on products and services, whilst a small number (9%) will share
details about people within their networks such as Facebook friends
or Twitter followers.

However, of most relevance to the development of trust and
deepening knowledge is the information and personal details
that customers are prepared to exchange in order to enhance
aspects of the customer experience, and the benefits they expect in
return. These may come in the shape of an improved service, more
personalised experiences and better targeting and relevancy, all
based on value to them.

Similarly, the majority of customers are reluctant to share
information about their spouses and children – with just 8%
prepared to in order to ensure consistency of interactions across
departments and avoid the hassle of sharing information from
scratch each time they speak to another client handler.

One in five (21%) will trade their customer purchase records to save
time and get through to the correct contact first time round whilst
almost a third (30%) will exchange demographic information for
the same benefit.

www.thunderhead.com
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EFFECTIVE ENGAGEMENT

EFFECTIVE ENGAGEMENT

CHAPTER SUMMARY AND VIEWPOINT
FROM THUNDERHEAD

CHAPTER 5:
Viewpoint from Thunderhead

One might reasonably argue that it’s impossible to replicate what
people feel for one another when it comes to relationships with
businesses and brands they buy from. Nonetheless, relationships
between people provide some useful clues as to how interactions
between businesses and its customers should develop.

It is evident however that too few customers see the value of
a relationship with the businesses they buy from. There is an
imperative for companies to demonstrate this much more effectively
than they do currently. This should be a core focus for senior
customer executives going forward.

Most useful of all is an understanding of the rules of relationships
formed by the agreement between the business and the customer.
This, and an appreciation for the three core components of a
trusted relationship that businesses should seek to emulate in their
interactions with customers:
•

Repeatability – consistently delivering what was promised;

•

Unselfishness – ensuring there is value generated for the
customer;

•

Longevity – understanding how to retain customers over the
long-run.

In terms of how they do this, our findings on establishing new goals
that go beyond buying and selling prove instructive. Whilst it is not
the whole picture or the only way in which businesses can highlight
the positive advantages that such a relationship brings, the “value
exchange” is a useful starting point, and can help build trust and
engagement over time.

KEY TAKEOUTS

Businesses need to communicate the mutual advantages & benefits of establishing a
more constructive, engaged relationship with their customers:
Relationships should be managed in ways that exchange knowledge, add value and achieve positive outcomes for each.
Set and stick to common goals to generate trust and build authentic engagement:
•

Deliver what was promised, through taking account of customers’ personal preferences and expectations in managing interactions and
communicating in the channel of their preference

•

Ensure that there is value generated for customers by providing information and offers at exactly the right time or an ongoing flow of useful
customer contact (rather that just trying to sell)

•

Retain customers over the long-term by adding value through using information and data to highlight details of services, communications
and offers or joining up departments and sharing details of purchase history

Understand customers’ willingness to share personal information in order for businesses to offer their customers an enhanced customer
experience. Exchanging such information should be used to deliver the following:
•

An improved service, more personalised experiences and better targeting and relevancy

•

Consistency of interactions across departments

•

Saving time and enabling correct contact first time round

•

Well targeted products and services

www.thunderhead.com
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CHAPTER 6: THE
THUNDERHEAD CUSTOMER
ENGAGEMENT
RECOMMENDATIONS
OVERVIEW
While the needs and circumstances of every sector, and indeed
every organisation, differ significantly, we believe there are some
common approaches that all large customer-facing organisations
can embrace to build authentic customer engagement. Below are
Thunderhead’s key pieces of guidance that organisations should
follow to avoid falling behind in the customer engagement race.

1.

Put the customer at the centre of your business, with a clear
focus on where, when and how they interact with you.

2.

Look afresh at your organisation and make an honest
assessment of all the factors that are holding it back from
building great customer engagement. Then create an action plan
to tackle these challenges, dividing into easilyachievable “quick
wins”, and longerterm goals.

3.

Ensure leadership has a mandate to drive engagement across the
whole business.

4.

Allow customer information to be visible in one place, in
real-time or near real-time, removing fractured pictures of the
customer and replacing them with a single view of a customer’s
details, history and preferences regardless of where they live,
channel preferences or what systems of record are being used.
This should eliminate technology silos and the resulting broken
conversations.

5.

Use this reorganisation to streamline and unify interactions
across the ever-expanding numbers of touchpoints accessible to
customers including digital (web, mobile and social networks),
print (direct mail) and call centres.

6.

Use context, personalisation and relevance to inform and
improve interactions with customers.

www.thunderhead.com

7.

Create feedback loops to ensure that the business is constantly
learning, and improving customer engagement. This means
creating a system to capture the relevant insights, and ensuring
that it is shareable within the business.

8.

Understand the information exchange, and build it into
your customer engagement approach. What information are
customers happy to give? In exchange for which benefits? Only
by grasping these preferences can organisations make sure they
are generating a genuine win-win; exchanging information and
benefits in a way which creates advantage for both parties over
time.

9.

Focus on journeys across all departments and channels, rather
than individual experiences.

10. Think beyond marketing, and focus on looking after the
customer.
11. Empower business users who inform customer experiences
rather than leaving responsibility within the IT department.
Align your entire marketing, sales and service departments
around the customer, unifying departmental silos. To achieve
this, it is essential to create complete buy-in from the CEO and
the other executive team members.
12. Focus on delivering value to your customer which in turn
is value taken by the business to continuously improve and
strengthen the customer relationship.
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4. Thunderhead AS A SOLUTION

Understanding the nature of engagement is central to how
we work. The key issue is this: how do you put the customer
relationship back to its pivotal position at the centre of business.

regardless of where your customer data lives, your channel
preferences or your systems of record.
ONE ties together customer insight, context and journey behavior
and uses these to inform interactions with customers and partners
across all touchpoints. ONE allows insight to be captured from
everywhere and delivered to anywhere creating a true enterprise
view of customers. Then ONE uses that knowledge – along with
tools for designing tailored communications and experiences – to
deliver value with every interaction.

Customer centricity is at the heart of digital transformation and
we believe that personalised customer service builds trust which
helps create lasting business relationships in the digital economy.
The fundamental challenge facing businesses today is how they
can create consistent and engaging, customer centric dialogue at
scale through all digital channels and human touchpoints and go
deeper than personalised sales, marketing and service solutions
alone.

What’s more, with ONE, Customer Service, Sales and Marketing
can now access one common Engagement Hub so that the
customer experience delivered is seamlessly connected regardless
of business and channel silos.

We provide software solutions that help companies build
engaged relationships with their customers through highly
personalised and relevant interactions; streamlining, automating
and accelerating customer experience in the multichannel age.
Our solutions enable businesses to solve the key problem in
customer experience, managing the customer journey across all
touchpoints.

ONE moves businesses beyond the limits of CRM, marketing
automation, campaign management and other sub-optimised silos
and systems. We call it ‘closing the CRM loop’ because businesses
can now extend the value of their systems of record and deliver
engaged relationships, loyal customer advocates, brand strength
and increased customer lifetime value.

ONE ENGAGEMENT HUB
Our ONE Engagement Hub transforms the way customer-facing
teams manage their customer relationships. For the first time
businesses can easily design and deploy great customer journeys
based on rich customer insight and value-driven interactions that
lead to long-term engagement.

Thunderhead serves it’s global customer base from offices located
in North America, Europe and Asia Pacific.
Happier customers. Faster responses. Greater
efficiency. Seamless customer journeys.

Our ONE Engagement Hub is a range of powerful SaaS solutions
which enable business users, and not IT experts, to radically and
quickly simplify the process of delivering exceptional, realtime
customer service via personalised, relevant and compliant
communications. We provide a single view of the customer

ONE ENGAGEMENT HUB

•

A suite of intelligent engagement solutions that operate above your
existing customer management infrastructure allowing you to:

Deliver VALUABLE communications and experiences to
your customers that build trust and create long-term
engagement.

DESIGNED FOR BUSINESS USERS
•

LISTEN to and LEARN from every
interaction in every channel, in real-time.

•

ADAPT and INFORM experiences across all channels
throughout the customer journey, to make them
more personal, relevant and context-aware.

What’s more with ONE, it’s customer facing teams, and not IT
experts that do amazing things for customers across every channel.
Everything from our intuitive interface, drag and drop content and
visualised reporting tools are made to delight the user. That means
faster time to value and instant response to changes.

•

MAXIMISE the impact of all channels in a single view that
captures insight from everywhere and delivers it to
anywhere.

With Thunderhead our customers can deliver far beyond isolated
interactions and focus on building the rich customer relationships
that great businesses are built on.

Engagement
Hub

www.thunderhead.com
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7.

Forrester Research, Cooperstein, D. M. (2013). Competitive
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Ofcom, ‘The Communications Market 2013: Chapter 4’, http://
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pdf
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30% of the 70,000 will share it (21,000), on average with 17
people (so it will be shared 21,000 x 17 times: 357,000)

ABOUT THE IN-DEPTH CONSUMER RESEARCH:
•

Populus interviewed 2,007 adults (18+) online between
11 and 17 September 2013. Results have been weighted to be
representative of all GB adults.

•

Populus also interviewed 2,026 adults (18+) online in the
USA between 11 and 18 September 2013. Results have been
weighted to be representative of all US adults. Where
percentages do not add up to 100, this is due to rounding.

•

Populus is a member of the British Polling Council and abides
by its rules. For more information see www.populus.co.us

ABOUT THE EXTENSIVE INTERVIEWS WITH BUSINESS
LEADERS RESPONSIBLE FOR CUSTOMER STRATEGIES:
Leading customer researcher, thinker author and strategist
Esteban Kolsksy of thinkJar conducted broad ranging, in-depth
interviews with 33 senior managers of customer strategies across
different industries. They represented some of the world’s
best known and customer-focused brands and businesses.
The extensive interviews were designed to uncover current
perspectives around issues related to engagement across multiple
customer touchpoints including marketing, sales, customer
service, operations, call and contact centres. These uncovered
their views on how they see their world evolving as well as
definitions to best practices in detailed conversations. We also
collected a few data points that we share in this report.

10. Harvard Business Review (24/09/13) ‘The Truth About Customer
Experience’
11. Global advertising impressions have jumped from 172 billion in
1996 to over 5 trillion in 2012 through ads served on email, SMS
and social media as well as via desktops, smartphones and other
mobile devices.
12. Gartner Inc, Market Share Analysis: Customer Relationship
Management Software, Worldwide, 2012 published April 18,
2013 and reported in Forbes http://www.forbes.com/sites/
louiscolumbus/2013/04/26/2013-crm-market-shareupdate-40of-crm-systems-sold-are-saas-based/
13. Forecasts published in the report Gartner Forecast: Enterprise
Software Markets, Worldwide, 2012-2017, 2Q13 Update,
and reported by Forbes http://www.forbes.com/sites/
louiscolumbus/2013/06/18/gartner-predicts-crmwill-be-a-36bmarket-by-2017/
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About Thunderhead
At Thunderhead, our mission is to make brands and their customers work in harmony. Thunderhead
is a privately owned and British-founded software company that has become, since launching in 2004,
a recognised global leader in the customer communications and customer engagement solutions markets.
Headquartered in London, Thunderhead has a client base of over 200 global brands, serving its
customers from offices located in North America, Europe and Asia Pacific.

Thunderhead.com
@ThunderheadONE
linkedin.com/company/thunderhead---com
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