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The satisfaction to profit link is non-linear
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10%
+2%

Cost
Custom

er
Retention
Source: Leading on the Edge of Chaos, Em

m
et M

urphy &
 

M
ark M

urphy.

Loyal Custom
ers = 

10x m
ore value than 

1
stpurchase

Source: W
hite H

ouse O
ffice of Consum

er 
A

ffairs

Source: M
arketing M

etrics.

Probability to sell 
to existing 
Custom

er =

60-70%
Probability to 

sell to new
 

prospect =

5-20%

2.37%
+1%

ROI

Customer 
Satisfaction

-1%

-5.08%
Source: Gupta, S. & Zeitham

l, V., 2006. Custom
er M

etrics and Their Im
pact on 

Financial Perform
ance. 

M
arketing Science, 25(6), pp.718–739.



The Financial Link betw
een Custom

er Satisfaction &
 Financial 

Perform
ance
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Research using ACSI data dem
onstrates the relationship between custom

er satisfaction and the financial perform
ance 

of individual firm
s. ACSI’s m

ethodology can predict how well the firm
 will perform

 in term
s of corporate revenue and 

earnings growth.
M

oreover, ACSI data show that custom
er satisfaction is directly linked to stock m

arket perform
ance. Specifically, 

com
panies with high scores and/or im

proving scores on the Am
erican Custom

er Satisfaction Index produce higher 
stock returns than their com

petitors and greatly outperform
 m

arket indexes.

http://theacsi.org/national-econom
ic-indicator/financial-indicator



Im
proved Staff Engagem

ent &
 Custom

er Engagem
ent Im

prove Revenue Grow
th 

by 3.4 tim
es
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http://w
w
w
.g2equity.com

/nav-7.php



W
hy invest in Engagem

ent?
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90%
 m

ore
frequent 
purchases

300%
 m

ore
annual 
spend

5x m
ore 

likely to 
choose brand

Custom
er  

Engagem
ent from
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onsum
er’s  

Perspective
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Four Drivers of Brand Value

6

1. STRO
N

G
ER LO

YA
LTY

2. RED
U

CED
 CO

M
PETITIVE 

TH
REAT

3. G
REATER A

D
VO

CACY
3. H

IG
H

ER U
P/CRO

SS-SELL

N
o

t
 
e

n
g

a
g

e
d

 
=

 
1

9
%

 

l
o

y
a

l
t
y

H
i
g

h
l
y

 
e

n
g

a
g

e
d

 
=

 
9

4
%

 
l
o

y
a

l
t
y

5x
m

o
r
e

 
l
i
k
e

l
y

 
t
o

 
s
t
a

t
e

:

“
o

n
l
y

 
b

r
a

n
d

 
I
 
w

o
u

l
d

 

c
h

o
o

s
e

”
2x

m
o

r
e

 
l
i
k
e

l
y

 
t
o

 
s
p

e
n

d
 

e
x

t
r
a

t
i
m

e
/
e

f
f
o

r
t
 
t
o

 
b

e
 

c
u

s
t
o

m
e

r

4x
m

o
r
e

 
l
i
k
e

l
y

 
t
o

 

a
d

v
o

c
a

t
e

t
o

 
c
o

l
l
e

a
g

u
e

s
 
&

 
f
r
i
e

n
d

s

6x
m

o
r
e

 
l
i
k
e

l
y

 
t
o

 

a
d

v
o

c
a

t
e

t
o

 
c
o

l
l
e

a
g

u
e

s
 
&

 
f
r
i
e

n
d

s
2x

m
o

r
e

 
l
i
k
e

l
y

 
t
o

 
u

p
g

r
a

d
e

 

o
r
 
b

u
y

 
a

d
d

i
t
i
o

n
a

l

Source
:
 R

o
s
e
t
t
a
 C

o
n
s
u
lt

in
g
.
 2

0
1
4
 C

u
s
t
o
m

e
r
 e

n
g
a
g
e
m

e
n
t
 f
r
o
m

 t
h
e
 c

o
n
s
u
m

e
r
’
s
 p

e
r
s
p
e
c
t
iv

e
.
 T

h
e
 s

e
c
o
n
d
 o

f
 t

h
r
e
e
 w

h
it

e
 p

a
p
e
r
s
 b

a
s
e
d
 o

n
 t

h
e

f
in

d
in

g
s
 o

f
 t

h
e
 2

0
1
4
 R

o
s
e
t
t
a
 

C
o
n
s
u
lt

in
g
 C

u
s
t
o
m

e
r
 E

n
g
a
g
e
m

e
n
t
 S

t
u
d
y
.
 h

t
t
p
:
/
/
w

w
w

.
r
o
s
e
t
t
a
.
c
o
m

/
r
e
p
o
r
t
s
/
c
u
s
t
o
m

e
r
-
e
n
g
a
g
e
m

e
n
t
-
r
o
s
e
t
t
a
-
c
o
n
s
u
lt

in
g
-
s
t
u
d
y
/
c
u
s
t
o
m

e
r
-
e
n
g
a
g
e
m

e
n
t
-
f
r
o
m

-
t
h
e
-

c
o
n
s
u
m

e
r
s
-
p
e
r
s
p
e
c
t
iv

e
/



Custom
er Engagem

ent drives Revenue grow
th
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50%
50%

 higher 
grow

th than 
N

on-engaged 
Brands

36%
 higher 

grow
th than 

category average
36%

Source: Rosetta Consulting. 2014 The Econom
ics of Engagem

ent
THE THIRD OF THREE W

HITE PAPERS BASED ON THE FINDINGS OF THE 2014 ROSETTA CONSULTING CUSTOM
ER ENGAGEM

ENT STUDY. 
http://www.rosetta.com

/reports/custom
er-engagem

ent-rosetta-consulting-study/the-econom
ics-of-engagem

ent



Americans’ attitudes toward their money have changed in 
recent years. As a result, businesses have had to work harder 
to develop and retain a profitable customer base. Often, 
they believe that their bottom line is suffering because 
customers aren’t buying like they used to. Th

ey try to attract 
customers with aggressive advertising campaigns, mega 
sales, and the latest technology. And, to a certain extent, 
those tactics may initially work to get people through the 
physical or virtual door, but they do not create the types of 
meaningful connections that engage customers. Customer 
engagement —

 which Gallup describes as a customer’s 
emotional or psychological attachment to a brand, product, 
or company —

 is the definitive predictor of business growth.

M
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Gallup’s unique customer engagement approach is based 
on the emerging science of behavioral economics, which 
theorizes that the vast majority of customer loyalty and 
buying decisions hinge on emotional rather than rational 
factors. W

hile the prevailing classical economics mindset 
puts reason at the center of people’s fiscal actions, behavioral 
economists believe that rational considerations actually 
account for less than one-third of human decisions and 
behaviors. M

etaphorically speaking, this means that the 
majority of a customer’s buying decisions are made from the 
heart rather than from the head. 

For customers, feelings are fact. And any metric that 
does not account for this aspect of human nature is 
fundamentally flawed. Gallup’s customer engagement 
instrument is a concise metric comprising actionable 
question items with proven links to customer behavior. Th

e 
three items that produce the Gallup Customer Engagement 
Score (Gallup CES) are: 

1. 
Company always delivers on what they promise.

2. 
I feel proud to be a Company customer.

3. 
Company is the perfect company for people like me.

Gallup categorizes customers into three distinct groups: 
fully engaged, indifferent, and actively disengaged. Fully 
engaged customers have a strong emotional attachment to a 
company. Th

ey act as brand ambassadors for this company, 
rallying on its behalf to friends, family, and coworkers, and 
going out of their way to purchase its products or services. 
Some might even say that they love that company. Actively 

disengaged customers, however, have negative, even 
antagonistic, feelings toward a company —

 some might say 
that they hate that company. Th

ey spread negative word of 
mouth and cost companies money. Indifferent customers 
have no strong feelings toward a company —

 they neither 
love nor hate it. Th

ey have no particular allegiance and may 
switch to a different company or brand if the opportunity 
presents itself.

LIN
K

IN
G

 C
U

S
TO

M
E

R
 E

N
G

A
G

E
M

E
N

T TO
 C

R
ITIC

A
L 

B
U

S
IN

E
S

S
 O

U
TC

O
M

E
S

 

Gallup’s analysis has found that fully engaged customers are 
more loyal and profitable than average customers —

 in good 
economic times and in bad. Across a variety of industries 
and target audiences (including both business-to-consumer 
and business-to-business), Gallup’s research has consistently 
shown a powerful link between customer engagement and 
key business outcomes. Our data reveal that a customer 
who is fully engaged represents an average 23% premium 
in terms of share of wallet, profitability, revenue, and 
relationship growth compared with the average customer. 
In stark contrast, an actively disengaged customer represents 
a 13% discount in those same measures. Simply put, when 
customers believe they are getting more out of a business, 
they give more to it. 

CUSTOM
ER ENGAGEM

ENT DRIVES 
FINANCIAL PERFORM

ANCE
P

E
R

C
E

N
TA

G
E

S R
E

FLE
C

T D
IFFE

R
E

N
C

E
S IN

 
C

R
ITIC

A
L B

U
S

IN
E

S
S O

U
TC

O
M

E
S 

23%

Actively
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Engaged

AVERAGE CUSTOM
ER

-13%
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Gallup –
State of the Consum

er

9 Com
panies that engage directly 

w
ith their custom

ers:

+30%+55%+96%

Higher Custom
er

Retention

Increase in 
Revenue

Im
provem

ent in
response to queries



Gallup –
O

m
ni-channel Engagem

ent
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Banks often look at channel usage trends as a way to 
determ

ine which channel, or combination of channels, 
they should be focusing on to best m

axim
ize customer 

satisfaction and engagement. Th
ey want to know which 

channels their engaged customers use most and how that 
coveted group moves from channel to channel so they can 
try to replicate those behaviors with their less engaged 
customers. But, in reality, it is nearly impossible to define 
one —

 or even a handful —
 of consistent usage patterns 

among banking customers. In a separate 2013 study of 
3,100 banking customers, G

allup discovered that there 
were more than 750 different channel usage patterns in 
play. And the top three most com

monly used touchpoint 
combinations were the same among fully engaged and 
actively disengaged customers.

No m
agic channel or combination of channels exists that 

engages customers more than others. Today’s customers 
want to have multiple online and offl

ine channels available 
to them to use however and whenever they choose. Th

ey 
dem

and the convenience of doing banking their way, 
whether it is in person, over the phone, through the 

Internet, via em
ail, or by using a mobile app. Now more 

than ever, customers want a banking experience that puts 
them in the driver’s seat.

But as much as banking customers want the convenience 
of multiple channels, they want something else even 
more —

 consistency. Th
ey want an absolutely seam

less 
experience across all of a bank’s touchpoints. And when they 
do not get that type of experience, their engagement suffers. 
In the study of 3,100 banking customers, G

allup found that 
engagement dropped by 30 points when these customers 
gave anything less than a rating of “5” (on a 5-point scale, 
with “5” being the highest) to any specific banking channel, 
even if they gave every other channel a perfect score. 

D
espite their customers’ expectations, banks are finding it 

increasingly diffi
cult to m

anage —
 let alone improve —

 the 
multichannel experience. Instead of looking holistically at 
channel use, banks tend to approach each channel as a silo 
operating independently of the next. As a result, customers 
often receive fragmented inform

ation and inconsistent 
service. Ultim

ately, their engagement drops off, causing the 
bank’s bottom line to falter. A great experience —

 through 

0%
20%

40%
60%

80%
100%

68

6768

61

5963

545657

81

79

72

49

36

35

15

9

6
Twitter (Contacted)

Facebook (Contacted)

Email/IM

Mobile Banking

Call Center (IVR)

Call Center (Live)

ATM

Branch

Online Banking

BAN
KIN

G CH
AN

N
EL USAGE/SATISFACTION

0%

10%

20%

30%

40%

50%

60%

70%

80%

69%

39%

%
 engaged with

just one “4” in a
channel, even when

every other channel is a “5”

%
 engaged when

perfectly satisfied in all
channel experiences

-30%
-30

IM
PACT OF CH

AN
N

EL SATISFACTION  
ON EN

GAGEM
ENT

%
 H

AVE USED W
ITH

IN PAST SIX M
ONTH

S 

%
 “EXTREM

ELY SATISFIED” W
ITH CH

AN
N

EL 

30
31

IN
D

U
S

T
R

Y
 S

P
O

T
L

IG
H

T
: B

A
N

K
IN

G



CX 2020

11

1.2.3.

86%
 of CM

O
’s believe 

they w
ill ow

n CX by 2020

M
arketing Com

plexity 
is Grow

ing

Personalizing channels 
w

ill rule

63%

53%

47%



CX 2020
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4.5.

CX Drives
Brand Equity

Sm
all Screens &

No Screens

59
%

45
%

39
%

M
obile

Personalisation
Tech

Internet of
Things



CM
O’s predicting about CX
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6%

17%

7% 8%

11%
Entertaining/ 
Fulfilling CX

Personalised/ 
Relevant CX

Socialised/ 
Engaging CX

Consistent/ 
Predictable CX

Fast/ Efficient
CX

Two top-box im
portance
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Custom
er Centricity’s hum

an side

C
onfidential and proprietary inform

ation of V
erint S

ystem
s Inc. ©

 2016 V
erint S

ystem
s Inc. A

ll R
ights R

eserved W
orldw

ide.
1

The D
igital

Tipping Point
Latest research across 12 countries highlights the need to get the 
balance right betw

een hum
an and digital custom

er service



A return to the hum
an touch …
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C
onfidential and proprietary inform

ation of V
erint S

ystem
s Inc. ©

 2016 V
erint S

ystem
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eserved W
orldw
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M
aintain a

H
um

an Elem
ent

79%
w

ant direct person contact to rem
ain part of 

custom
er service

74%
don’t like dealing w

ith com
panies that don’t 

provide a phone num
ber on their w

ebsite

65%
feel they receive better service w

hen speaking 
to a person on the phone or in-store
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