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Is CSAT in Decline?
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Barriers (to Action) are Growing

Taking action & influencing change Over 60% of customer data and Only 25% of marketers can identify
were the biggest hurdles to building insight teams experienced a recent actionable customer insight and
customer-centricity in 2023!(E, reduction in resources or budgets!El. respond to opportunities!®!.
[PIThe Spring 2024 CMO Survey Insights - https://www2.deloitte.com/us/en/pages/chief-marketing-officer/articles/cmo-survey.htmi flex MR

[E'ESOMAR Global Users & Buyers of Insight Survey - https://esomar.org/reports-and-publications/global-users-buyers-of-insights



T he R esult?

There is a growing fear and reality of a

er Delivery Gap

\I*o.,

14% 12% 10%

73% of senior executives 14% of senior executives say 12% of their customers think 10% of brands are considered
believe customer-centricity is customer-centricity is a the brand displays the qualities mature in their use of customer
crucial to success hallmark of their brand of a customer-centric company insight

MR
(11 Data points 1-3 based on CMO Council and SAP Research, data point 4 based on Deloitte research eX



UK ICS Recommendations

1. Act Strategically and With a Long-term Outlook

It highlights the importance of “...critical analysis of customer insight.... a distinct customer

value proposition.....alignment of priorities, resources and delivery”

2. Focus on Organisational Culture

“..cultural performance is underpinned by a shared understanding of values, standards,

behaviours and priorities which shape decision making, actions and relationships”

3. Demonstrate Care for Customer’s Personal Needs and Situation

flex™



Focus on Organisational Culture

“...cultural performance is underpinned by a shared
understanding of values, standards, behaviours and

priorities which shape decision making, actions and

relationships”
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How Is That Going?

Publications

W Consumer Decisions Business Decisions

Source: Web of Science and Google Scholar 288,000 publications cited vs 66,000

* There are 4x more research
publications on consumer decision
making compared to organisational
decision making

* This represents the current
knowledge and interest gap
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So, what now?
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tomer Salience

/noun/

The propensity for business leaders to bring customers
to mind when making decisions.

¥' Draws from brand salience
¥ Uses memory structures to drive action

v Goes beyond customer understanding
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Customer

|
How is change driven? -

/N

Delivering Value

Transformative change starts
by connecting decision
makers with customers
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Decision

NEW dats Budget cut

emerges

Timeline Changein
changes stakeholder

Change
of scope

WHAT IT REALLY
LOOKS LIKE ...

The Reality of
Decision Making
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Custo
mer
S alien
ce

C hallenge
Understand the norms in
your business and
consider from a customer
frame of reference.

Connect
Bridge the gap between
decision-makers and
customers at all levels of
seniority.

C re ate
Plan and implement a
program of activity
designed to raise
awareness of customers.

C ollaborate
Grow the opportunities for
teams to work with insight

and each other.
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customer frame of reference.
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v Challenge conventional norms

v Conduct a decision audit
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tnﬁ implement a program
y designed to raise

awareness of customers.

v Design-in colleague engagement

v Make use of regular sprint
reviews
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v Agile and reqgular process
v Creates a space to share

v Encourages customer thinking

v Push and pull process

¥ Generates research questions
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C onn

ge th ttween
sion-wakers Qd customers

e

at all levels of seniority.

v Build immersion strategies

v Use customer feedback loops
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ide o C los e

Connectlonsd

Immersing stakeholders in face-

to-face conversations with
customers to provide direct

go%%ﬁgrted by expert chaperones

v Confidence and capacity building
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C olla
bwtkeppormi fort

teams to work with insight and

each other on impactful

ﬁ‘gEg%se of agile, collaborative spaces

v Spend time on post-debrief

actions
flex™



Key Comments

MacBook

Boards based on insight
Facilitates direct interaction

Encourage collaboration
Lengthens the insight lifespan

Direct discussion into action
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Toclose the customer
gap,we mustdeliver
customerand
organisational

R eview CustomersS alience
ing the bridges the gapby
Opport focusing on how customer

) insightis applied to
unit
y The CustomerS alience

Framework provides a
guide to transform ing
outcomes
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