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4 BEST PRACTICES FOR CUSTOMER EXPERIENCE MANAGEMENT

I’ve seen first-hand how customer behavior has evolved along with emerging technologies 
such as mobile devices (e.g. smartphones and tablets). Customers very quickly and fluidly 
incorporate new technology tools to enhance their methods of researching potential 
purchases, interacting with your brand, sharing their experiences, and making decisions 
about loyalty. At the same time, the technological innovations changing customer 
behavior have provided companies with access to an overwhelming amount of customer 
data.

Using all of this new data to impact customer engagement outcomes and, by extension, 
drive incremental revenue, used to be a di�erentiator. Today it’s a necessity.

Today’s buyers have access to a wealth of information—created by you, by your 
competitors, by other customers, and by their social network—to make buying and loyalty 
decisions. At the same time, they expect to engage with you through their preferred channels on their preferred devices, be it a 
smartphone browsing the company website, or use of a social media portal via laptop. So it’s more important than ever to use 
historical and real-time data to design personalized interactions for each of your customers and prospects.

In my experience, this is where many companies, who are otherwise good at collecting and using customer data, falter. So, how do 
you use data more e�ectively to create and maintain engagement? Let’s take a look.

Best-in-class practices for using customer data more e�ectively
The following are best practices you should begin working toward to help align your organization with best-in-class companies, or 
maintain your leading status if you are already a best-in-class organization (see our related research to assess your performance). 
This approach is a balanced mix of technology with mission-critical business activities to drive a top-notch CEM program, no 
matter what your company size.

1. Establish a single view of customer data across the organization
The first step in successfully using big data to drive better customer experiences is to establish a single view of the structured and 
unstructured data to support activities that would take place as part of the customer lifecycle. This is also referred to as a 
“360-degree view” of customer data, and it is not a new business practice. Understanding how your customers interact with your 
brand across all possible touch points is critical for ensuring personalization and consistency in your customer messages, but 

according to Aberdeen’s 2014 Customer Engagement Analytics: How to Use Data to Create 
(and Keep) Happy Customers study, only 38% of companies actually integrate their 
enterprise systems, capturing and storing customer and operational data in order to 
accomplish this goal.

Building and nurturing this capability requires standardizing customer data capture 
across your organization and then mapping how this data flows through numerous data 
systems. You should then work with your IT team to establish seamless integration across 
each enterprise system to ensure that the data flows properly and in a timely fashion 
across all of your enterprise systems.
 
For best-in-class organizations, the lines between establishing a single view of the 
customer and using analytics to put this data into action are converging. As a result, these 

organizations are well-positioned to put existing customer and operational data into action and yield substantial performance 
gains in the form of satisfying clients, increasing return on marketing investments, and reducing unnecessary costs. 

“CEM” is an acronym for 
“Customer Experience 
Management” and refers 
to a continuum of 
cross-channel and 
multichannel business 
activities that are 
executed on an enterprise 
level to manage the entire 
customer lifecycle.

“Best-in-Class”
refers to the top 20% of 
companies, based on 
their self-reported 
performance across 
several key CEM metrics 
observed as part of 
Aberdeen Group research.
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2. Leverage analytical tools
A�er developing a single customer view, companies must use analytics—business 
intelligence (BI) tools and predictive models—to understand the context behind the data 
and provide stakeholders with actionable insights, thus facilitating better customer 
engagement.
 
As we’ve discussed, it’s not a lack of data that challenges most companies when trying to 
deliver a superior customer experience; it’s converting this data into actionable insights 
that enables employees and partner organizations to delight their customers. Leverage BI 
tools to reveal hidden trends and correlations regarding your performance against your 
KPIs. Don’t forget that this means you must first define the key performance indicators that 
are most indicative of your organization’s success. Complement this analytical process 
with use of predictive analytics to anticipate your buyers’ needs and reactions to future 
interactions. This will help you conquer the last mile of CEM activities by personalizing your 
future interactions to create satisfied and loyal clients.

3. Manage your omnichannel interactions
to maximize First Contact Resolution (FCR)
FCR is born out of research that demonstrates when customers receive timely and accurate resolution to their customer service 
issues, it results in a spike in customer satisfaction, retention, average order  value, brand preference, and customer loyalty. 
Because of these benefits, it is a widely-accepted customer experience management (CEM) best practice to use data to quickly and 
e�iciently resolve customer issues during the first point of contact, and in the customer’s channel of choice.  Best-in-class 
companies view FCR as an operating philosophy that goes well beyond improving performance in the traditional phone-based 
contact center. Using data to enhance the customer service interaction adds value well beyond the operational e�iciencies gained 
by managing the service transaction; it ripples throughout the organization in ways that satisfy customers and board members 
alike.
 
4. Don’t ignore the voice of the customer
As the number of channels used in CEM programs increases, it becomes more critical to use the right channel as part of each 
customer interaction. You should launch feedback surveys to analyze customer behavior and satisfaction data to determine which 
channels each buyer segment prefers. This intelligence will help you tailor your interactions by engaging the right customer with 
the right message through the right channels and devices with the right content.

Putting data into action
Empowered customers have brought new dynamics into their brand relationships. The exponential increase in the number of 
channels involved in buyer conversations brings with it a wealth of data that companies capture as part of those interactions. 
Putting this data into action requires converting it into insights and using these insights to launch targeted customer engagement 
programs across multiple touch points. Doing so will help you to continually delight your customer, grow your revenue and 
maximize customer profit margins.

Predictive analytics 
technology uses historical 
customer behavior data 
to predict future behavior 
and business results. 
Predictive analytics has a 
wide variety of use cases 
in business, ranging from 
predicting response rates 
in future marketing 
campaigns to predicting 
inbound customer tra�ic 
to a contact center.
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