
Success in The Experience 
Era: Connecting Customer 
and C-suite
New Study Reveals the Missing Links  
in the Customer-Centric C-suite



Introduction

Loyal customers are the life blood of business. 
Without the right tools and strategies to know 
what your customers want and expect, you risk 
customers jumping ship. 
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Executive Summary

The customer journey has become more complex than ever. Driven 
by the heightened expectations of a generation of digital natives, 
consumers have come to expect the same anytime, anywhere access 
and seamless, intuitive experiences no matter where they interact 
with brands and businesses. 

As a result, businesses are now forced to stop thinking about 
loyalty in terms of brand name and start thinking of it in terms of 
experience. This is the mind shift that has allowed so many Silicon 
Valley tech startups to disrupt their respective industries, and it’s 
what will continue to drive consumer decisions from now to the 
foreseeable future. Companies like Airbnb and Netflix have not 
only excelled in delivering a stellar product or service, they have 
won their markets by transforming the buying experience, and 
customers are hooked. 

Responding to an increased customer-centric mind-set, C-suites 
across the globe have introduced the chief customer officer (CCO). But 
does this new role truly understand what matters most to customers? 
This study assesses the maturity of businesses in understanding 
their customers, and explores how ownership of the customer 
experience has evolved within senior management tiers. 

As the research finds, there are discrepancies in how well businesses 
think they know their customers and the sources of data on  
which they rely. Delving into the key performance indicators for  
customer-centric businesses, the research extrapolates how smart 
leaders evaluate and enhance the way their business delivers 
exceptional experiences.
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It’s Official: Customer 
Experience is King
Exceptional experiences are the chief differentiator 
and smart leaders know they must adapt. More 
than half (52%) of senior leadership globally view 
customer experience as the most important way of 
differentiating their brand. 

When senior leaders across the US and the UK were asked about 
their company’s chief priorities, 100% of respondents unanimously 

stated it was the customer. By contrast, just 58% backed sales and 
revenue as a strong focus for the organisation.

Businesses such as Airbnb and Netflix have paid particular 
attention to the emergence of a new generation of 

digital natives. These individuals have grown up with 
smartphones, and with the convenience of on-demand 

goods and services. Where people were once expected 
to visit shops and travel agents, today the service is 

delivered right into consumers’ hands.  

The increasing “anytime, anywhere” availability 
of alternatives also means today’s consumers 

are far more willing to vote with their wallets. 
Nearly two thirds (64%) of senior leadership 

state that customer retention is their 
primary means of measuring customer 

experience success.
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What metrics do you use to measure the success of your 
customer experience?  

Over the next year, which of the following is of highest 
priority for your organisation? 
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Stop Ignoring 
Your Blind 
Spots
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Even with businesses focused on the customer and 
ample data at their fingertips, there are still many 
blind spots in the customer experience. 

Nearly half (47%) of CMOs feel that they do not have the right 
tools deployed in order to understand their customers’ greatest 
challenges. In fact, 29% of respondents are still unsure of the number 
of devices customers are using to complete a purchase, and only one 
third believe that customers are connecting with brands using more 
than two devices.

SEEING DOUBLE - Businesses still find it a challenge to 
achieve a single view of the customer, with 31% stating 
that integrating customer data is the greatest hurdle their 
company faces. In addition, only 42% state they are using 
every single one of the key social, web and offline channels 
to communicate with customers. 

“
”As a result, senior decision makers have lost faith in their ability 

to coordinate and align the customer experience across channels. 
In the UK, only 30% of senior leadership feels their customer 
experience across channels is any more than ‘satisfactory.’ 
Meanwhile, in the US, leaders are banking on technology to bridge 
the gap—more than half (56%) of respondents expect to better 
align the customer experience across all touchpoints only when 
technology capabilities improve, and a third foresee that investing 
in artificial intelligence will automate processes to meet customer 
demands.

of CMOs feel that they 
do not have the right 
tools deployed in order 
to understand their 
customers’ greatest 
challenges. 

47%



The Impact of 
Customer-Centric 
Metrics

Across the C-suite and marketing 
leadership, customer retention and 
sentiment are key to measuring 
success.

1. Customer Retention: Globally, 67% of 
respondents agreed that customer retention 
rates have become the most important measure 
of success of the customer experience and, over 
the next year, customer retention will be the 
highest priority for the CMO. Among the wider 
senior management team, customer retention 
has also surpassed profit (13%) and product 
development (8%) as the highest priority. 

2. Customer Sentiment: Nearly half (49%) of 
global respondents cite customer sentiment as 
a key measure of customer experience success. 
However, surveys are still the most widely 
used (51%) tool to understand customers  
and their greatest challenges. 
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3. Customer Behaviour: Real-time insights 
about customer behaviour are critical. In 

fact, 39% of respondents listed the importance 
of understanding real-time behaviour as a 

core reason for a dedicated CCO function. For 
customer experience leaders, the ability to analyse 

behaviours in real time opens a world of new 
insights, helps instill best practices and guarantees 

better outcomes.  
 

While today’s CCOs and marketing leaders might 
understand what to measure, they aren’t utilising the best 

sources of customer data.

What tools do you use to understand your customers and their 
greatest challenges? 

51%
43% 37%

SurveysContact 
centre/Call 
centre data

Customer
user groups



Fortunately, two thirds of leaders are already using the contact 
centre to gauge customer purchase intent, and half are measuring 
marketing campaign success this way. But the reliance on surveys 
above real-time analytics means the data being collected is never 
really ‘live’ and is based on a sample group, rather than a complete 
census. And, survey results can often be skewed or biased because 
people who elect to take surveys are either extremely unhappy or 
extremely satisfied.

Analysing the words and tone of customers as they reach the contact 
centre has the power to improve customer experience outcomes far 
more than looking through aggregate customer feedback—and this 
tracking is achieved via powerful analytics. When deployed in the 
contact centre, analytics can uncover customer service issues or 
successes and inform exactly how to improve interaction  
with customers. 

of all senior leadership respondents say they occasionally 
 or sometimes use insights from the contact centre 
(customer interaction data) to inform decisions on  
customer experience. 

6%

31%

31%

25%

8%

FINDING SALIENCE IN SENTIMENT – Exactly half of CCOs 
admitted they only occasionally, or almost never, use 
the insights from the contact centre, which is supported 
by the fact that the majority of companies use surveys. 
Furthermore, in the UK, only a quarter feel their company 
is very effective at integrating data from the contact centre 
with other sources of customer data.

“
”
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Who Will Step Up? 
It’s Time to Decide
Ownership is a clear point of tension in the C-suite. 
30% of respondents placed confusion around 
responsibility for the customer experience as a key 
hurdle.

Despite an increased focus on customer retention over the 
next year, only 35% of CMOs believe that using customer data 
insights is their responsibility, while a mere 29% of CCOs 
claimed ownership. Looking further across the C-suite, 
37% of CEOs stake a claim on improving customer 
experiences, which underscores both the confusion 
surrounding ownership as well as a bigger issue—the 
hesitation to take control.

This lack of ownership within the C-suite, 
combined with siloed customer data and 
increasing customer expectations, has created 
tension within many organisations. In fact, in 
the UK, more than one in ten respondents 
think that the creation of a CCO position 
will nullify the role of the CMO within 
their business.

However, some respondents (21%) 
see a chance for the CMO to 
complement the CCO by simply 
showing greater customer 
focus.



Though ownership is unclear today, businesses are working on a 
more customer-centric leadership structure that incorporates both 
roles—34% of respondents think their CMOs will have a greater 
focus on new customer acquisition after a CCO is added to their 
organisation. And with the CCO dedicated to sourcing and sharing 
existing customer insights, 37% saw the potential for the CMO to use 
these insights to create more effective campaigns.

While structural change is not an overnight solution, understanding 
how these roles can be defined by customer acquisition and retention 
goals is a decisive step toward effective C-suite collaboration and 
better customer experiences.

What proportion of C-suite leaders claim responsibility for 
the technologies and data insights that improve customer 
experience in their organisation?

THE CCO HAS LANDED – Overwhelmingly, the reaction to 
the role of the CCO from marketing is positive. More than 
half of respondents globally believe there is a need for 
dedicated customer leadership. 

In the UK, 57% of respondents attribute the rise of the 
CCO to marketing’s need for extra support and technology 
expertise. In fact, this was the top reason for justifying the 
need for a CCO function today. 

“

”

29% of CCOs37% of CEOs35% of CMOs
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1. The right tools for the job: Exceptional experiences are fast 
becoming a core differentiator, but CMOs across the US and 
UK feel that they do not have the right tools to understand 
their customers’ greatest challenges. CMOs and CCOs should 
audit their customer experience tech stacks to ensure they’re 
capturing and leveraging customer data and insights most 
effectively.

2. Businesses get what they measure: Customer retention and 
sentiment are key to measuring the success of the customer 
experience effort and, with the help of analytics, the contact 
centre is an invaluable source of customer intelligence.

3. Clearly defined ownership of the customer experience: 
Defining leadership objectives by customer acquisition and 
customer retention is a critical step toward better customer 

experiences. As the CCO role continues to gain traction it is 
important to determine how this role can work alongside 

the CMO with special focus areas and streamlined use 
of customer data.

How to Impact the 
Customer Experience 
Today



The Experience 
Era Imperatives
• The days where product and price ruled business success are 

over. Regardless of how roles and responsibilities used to be 
distinguished within the company, today’s business leaders 
must tap the potential of customer experience to rise above 
the competition.

• The contact centre plays a critical business intelligence 
role. Analytics can unlock exactly when and why customers 
aren’t completing their purchase journey. More than this, it 
can offer clear sources of innovation in how products and 
services are delivered to better suit customer needs. 

• Accurate customer sentiment and behaviour insights are the 
building blocks for responsive customer experiences and the 

raw ingredients for high retention rates. As more markets 
are transformed by “anytime, anywhere” services, the 

ability to react and continue to deliver exceptional 
experiences will define success.



About Calabrio

Calabrio is a customer 
engagement software company 
that provides analytic insights 
to catalyse growth through 
customer service contact centres. 
The Calabrio ONE® software suite 
empowers everyone in an organisation, 
from contact centre agents to the CEO, 
with easy-to-use tools that provide a better 
understanding of the customer. Every 
customer interaction yields insights that 
expand customer-consciousness, which is how 
leading companies now drive growth and long-
term corporate prosperity.

Calabrio ONE is a unified workforce optimisation 
(WFO) software suite – including call recording, quality 
management, workforce management and voice-of-the-
customer (VoC) analytics – that transforms the contact 
centre into a customer engagement centre and a valuable 
source of customer insight.

Find more at http://calabrio.com/ 
Follow @Calabrio on Twitter

Calabrio, Calabrio ONE® and the Calabrio logo are registered trademarks 
or trademarks of Calabrio Inc. All other trademarks mentioned in this 
document are the property of their respective owners.




