Fueling Exceptional Customer Experiences

Modern Data Analytics and
the Customer
Leveraging Data to Drive Customer Experience Innovations

Find out how Avtex can help your business.

1-800-323-3639 | contact@avtex.com | www.avtex.com

Modern Data Analytics and the Customer
Leveraging KPIs to Measure
CX Effectiveness

Identifying Customer
Experience KPIs

Today’s businesses capture, process and track countless data
points each and every day. This data is used by organizations
to develop new product or service offerings, make
investments, plan go-to-market strategies and even create
employee staffing schedules.

In order to leverage data to its fullest, your organization must
first identify which types of information offers the most
potential value. While it may be technically possible to track,
process and record every last bit of data related to your
organization’s daily operations, few organizations have the
budget or staff to do so. A focus on specific CX KPIs is likely to
be a more feasible and effective approach.

While the information captured is invaluable for an
organization’s strategic business planning initiatives, big
data can and should also be leveraged in a more customerfocused way. Unfortunately, very few organizations leverage
data to understand the emotional and relational needs and
wants of their customers.

For the purposes of this discussion, we’ve broken down CXfocused data points into three main categories: Operational,
Sentiment and Loyalty. Each category is focused on specific
aspects of the customer’s journey and relationship with an
organization, and is essential to complete CX planning.

Organizations that capture and leverage Customer
Experience KPIs are better positioned to improve customer
satisfaction and loyalty, reduce customer churn and improve
the overall customer experience than those that do not. That
isn’t to say that these data points should be the sole focus
of your information gathering efforts. Instead, a combination
of data points relating to both operational issues and other
factors that impact CX should be tracked and leveraged to
their potential.

Organizations that capture and leverage
Customer Experience KPIs are better
positioned to improve customer satisfaction
and loyalty
This document offers insight into CX-focused KPIs and
how the data can be leveraged to effect change within your
organization’s CX efforts. This document offers insight into
CX-focused KPIs and how the data can be leveraged to effect
change within your organization’s CX efforts.
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Operational Data Points
The Operational category is focused on benchmarking the
strengths and weaknesses of your logistical efforts to attract
and retain customers. Operational KPIs relate to a prospect’s
initial interactions with your brand or current customers’
ongoing support needs.

abandoned transactions may mean the difference between
success and failure for an organization, making it important
to address any issues that may cause prospects to abandon a
transaction.

Website Efficacy
The number of visitors to your website each day, week or
month is a strong indicator of several key factors, including
interest in your products or services, the quality of your web
presence and more. Tracking and comparing website traffic
numbers, including Unique Visits, Time on Site, Pages Per Visit,
Traffic Source, and Conversion Rates over a specific time period,
especially after key product releases or a rise in customer
service requests, should provide insight into your customers’
needs and preferences.
Measurement and tracking of website traffic data is relatively
simple. Many content management systems today offer
integrated tracking and reporting functionality. Third-party
tracking solutions, such as the popular Google Analytics
platform, offer additional features and functionality.

Checkout Abandonment Rates
The number of potential customers lost in the final stages
of a transaction is surprising to many organizations. The
revenue and relationship-building opportunities lost due to

The average abandonment rate sits somewhere in the 6070 percent range. Many of these abandoned transactions
stem from factors outside of your organization’s control,
including a competitor’s pricing, scheduling or shipping issues
and customer hesitation. However, if your organization’s
abandonment rate exceeds the average, there may be
specific roadblocks causing the issue, such as an ineffective
customer information gathering model, slow website speeds,
too many steps in the process and other preventable factors.
Often, checkout abandonment statistics can be gathered by
your web master through integrated analytics solutions.

Issue Resolution Efficiency
The faster your organization is able to resolve a customer’s
issue with a product or service, the more likely you
are to create a memorable and positive experience
for that customer. Two KPIs offer a good look into the
effectiveness of your issue resolution efforts as they impact
the customer – average resolution time and first contact
resolution (FCR) percentage.
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The first KPI, average resolution time, is focused on the actual
time your customer spends actively pursuing a resolution to
their issue. Track the average time it takes to resolve customer
issues, beginning at the point the customer first voices their
concerns and ending with the full resolution of the problem.
Factor in multiple interactions with the customer, and the time
the customer spends waiting for a response to an email or a
returned phone call. The lower the average resolution time,
the more likely the customer is to walk away with a positive
perception of the experience and your brand, despite their
initial issue. As issue resolution times increase, the likelihood of
losing a customer does as well.
The second KPI, first contact resolution percentage (FCR),
focuses on the percentage of resolutions offered to customers
on their first contact with your organization. The more often
you can resolve a customer’s issue during that initial interaction,
the more likely you are to create a satisfied customer base. To
determine your organization’s FCR percentage, simply divide
the number of issues resolved in a single contact by the number
of total issues resolved during the same time period.

Multichannel Touch Point Usage
The modern customer expects the ability to interact with
your organization through multiple communication channels,
such as phone, email and chat. Customers also expect
interactions to be seamless across these various channels –
for example, a customer who raises an issue via email or chat
certainly expects an agent who calls them to have a basic
understanding of who they are and the issue they face.
Tracking average usage rates of each communication channel
you maintain, and the number of resolutions offered through
each, should offer insight into their effectiveness and your
customers’ expectations.

Sentiment Data Points
KPIs within the Sentiment category are focused on a
customer’s emotional connection to your brand, your
services, your products and the overall experience they’ve
had when interacting with your organization.
The majority of Sentiment KPIs are gathered through
customer surveys, either conducted on-the-fly during an
interaction, or as part of a regular and ongoing Voice of the
Customer initiative.

Customer Satisfaction Index (CSAT)
Customer Satisfaction scores offer insight into customer
expectations, the effectiveness of delivered interactions
and your organization’s performance in comparison to
your competition.
Often, CSAT scores are overlooked as valuable KPIs
due to their focus on a specific interaction, such as a
customer’s chat session with a service agent or sales
representative. However, CSAT scores do offer benefit to
organizations looking to gain insight into the effectiveness
of a communication channel, new interaction policies
or even the impact of a new customer-supporting
technology platform over time.
In these cases, a larger number of customers are surveyed.
All responses are quantified and averaged, then expressed as
a percentage between 0 and 100, with 100 being the most
satisfied. The lower the CSAT score, the more likely an issue
with the interaction type, channel or process exists.

Lower-than-average usage of a specific channel, such as
a chat portal, may be a sign of a logistical or technological
problem, an accessibility issue, or your customers’
preferences for other forms of communication.
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Net Promoter Score (NPS)

Loyalty Data Points

The number of past or current customers actively engaged
in promoting or recommending your brand to others is a
viable measurement of your organization’s ability to deliver
not only a quality product or service, but also a positive
experience. Net Promoter Score, or NPS, compares the
number of customers advocating or willing to advocate on
behalf of your brand against the number of customers who
are indifferent or detractors.

KPIs within the Loyalty category focus on your organization’s
ability to create lasting relationships with customers. Loyalty
data points are among the most revealing KPIs, and are the
most likely to be impacted by the success or failure of the
other KPIs we’ve previously discussed.

NPS data is gathered most often through a survey of past
and current customers. To begin gathering NPS information,
add this single question to your next customer satisfaction
survey: “How likely is it that you would recommend our
company/product/service to a friend or family member?”
If a larger percentage of customers are willing to recommend
your brand than not, your NPS score is considered positive
and indicates a generally successful experience. If most of
your customers are indifferent or unwilling to promote your
business, the reasons should be identified and addressed.

Customer Effort Score (CES)
Customer Effort Score, or CES, focuses on the process a
customer must go through in order to make a purchase or
obtain assistance from your organization.
CES is quickly gaining traction as one of the most popular
data sets used by organizations to gauge the effectiveness
of their CX. The increasing popularity is due in part to the
CES score’s direct correlation to customer satisfaction and its
holistic view of the customer’s experience.
A negative CES score likely indicates an issue that will
impact your organization’s ability to attract and retain
satisfied customers. If post-interaction surveys trend
toward a negative CES score, it’s important to take action
to identify and rectify any processes, policies or technology
problems that could lead to increased effort on behalf of
your customers.

Loyalty data can be acquired in many ways, including
customer surveys and a comparison of sales and customer
acquisitions across similar periods of time.

Customer Acquisition Rates
The rate at which your organization acquires new customers
speaks not only to the quality of your product or service
offerings, but also to the efficiency of your marketing and
CX efforts. Tracking customer acquisition rates is key to
measuring the effectiveness of the customer journey, your
efforts to attract prospects, and your ability to convert those
prospects into new customers.
Tracking the number of new customers gained over a set
period of time, then charting those numbers against similar
time periods, marketing efforts and changes
in CX strategy, should provide insight into the overall
effectiveness of your organization’s efforts to engage and
convert prospects.

Customer Retention Rates
CX plays a large role in your organization’s ability to retain
loyal customers – the more effective the experience, the
more likely the customer is to continue to do business with
you. And, since it is a proven fact that it costs more to attract
new customers than to keep current ones, retention rate is a
hot topic for most businesses.
Customer retention rates can be calculated at set intervals,
such as monthly, quarterly or yearly. Simply measure the
number of customers at the end of the specified period, then
subtract the number of customers gained during that period
and compare that figure to the number of customers at the
start of the period.
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Leveraging Customer
Experience KPIs to Their Fullest
Identification of valuable KPIs is just the first step. Next, it is
important to identify the various ways the data can be used
to impact your CX strategies and technologies. Much like any
other KPI, those focused on CX can, and should, be used to
the benefit of your organization.

Evolution Planning
To meet the changing needs of your customers, your
Customer Experience efforts must continually evolve.
Evolution simply for the sake of evolution is often fruitless,
however. Instead, strategic evolution based on statistical
data provides the largest return on investment and impact on
customer relationships.
CX-focused KPI data is help in evolution planning as they
give insight into the preferences, desires and requirements of
current customers and a target prospect base.
For example, web traffic KPIs can be used to better
understand your target audience’s viewing and reading
preferences. Using this information, your organization can
adapt your web presence to align with your audience’s
expectations, thereby streamlining the experience and
improving the chances of creating a lasting relationship with
website visitors.

Improvement Measurement
A comparison of KPI data before and after an adjustment
in technology or strategy will shed light on the success or
failure of a change in your CX strategy or an innovation in a
related technology. By creating a series of KPI benchmarks
prior to an evolution or innovation, then comparing those
benchmarks against the same KPIs following a specific
period of time after the change, it is possible to measure the
effectiveness of the effort.

Put Customer Experience KPIs
to Work for Your Organization
The effective tracking and use of CX-focused KPIs presents
a significant opportunity for many organizations to gauge
the effectiveness of their customer relationships, technology
solutions and more.
If you are not currently capturing and leveraging CX-focused
KPIs, it’s probably time to start. First, identify the data points
that offer the highest value to your organization, both today
and in the future. Then, implement methods of capturing,
processing and recording these data points. Finally, leverage
the data to identify weaknesses, plan improvements and
measure change throughout your organization.
With a minimal investment and effort, your organization can
leverage CX-focused KPIs to better understand and meet the
needs and desires of your customers.
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About Avtex
Avtex is a full-service Customer Experience (CX) consulting and solution provider focused on helping organizations create
better experiences for their customers. With an unparalleled breadth of knowledge and experience, and partnerships with
leading technology vendors like Microsoft and Genesys, we are uniquely suited to address any CX challenge.
Our portfolio of solutions and services supports our unique approach to Customer Experience, which includes two key phases,
CX Transformation and CX Orchestration.
•

Our CX Transformation solutions and services aid in the process of defining and improving CX. From Journey Mapping to
CX Design Thinking, we provide the support you need to set the foundation for CX success.

•

Our CX Orchestration, solutions and services enable the realization of your CX strategy through people, processes and
technology. From technology implementation to training, we ensure you have the capabilities to execute your CX strategy.
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