
How does your customer 
experience program stack up?
CX pros share insights on their feedback 
program priorities + performance
Spring 2018



What’s inside

We asked CX pros from more than 
150 brands to share what’s important 
when it comes to customer experience 
measurement.

This report identifies trends in voice of customer 

(VoC) programs to help you develop innovative 

strategies for your customer feedback management 

(CFM) platform.

Use these insights to create a program that works 

best for you and your internal stakeholders—and 

ultimately drive closer, more valuable relationships 

with your customers.
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How we got the data

This survey was fielded to CX 

professionals working across a 

range of consumer categories 

within the United States. We 

invited respondents into the 

online survey by email only. 

The collection period was 

October 2017 through January 

2018. The survey took less 

than 10 minutes to complete 

on average. Respondents 

were incentivized with 

a $25 online gift card or a 

donation to Girls Who Code.

Methodology

10.19.2017 – 1.23.2018

154USA
geography sample size

time period

oct nov dec jan

Online survey via 
email invitation

research
methodology
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Respondent demographics

titles industries

Revenuerevenuelocation counts

4%

5%

5%

8%

12%

31%

34%
CX Director/Manager

Other

Marketing Director/Manager

CMO

COO

Customer Service 
Director/Manager

CFO

(in millions)

<$50 $50–
$99

$100–
$249

$250–
$499

$500–
$749

$750–
$999

$1 
billion +

Prefer not 
to answer/ 
do not know

21%

11%

9% 9%

0% 2%

23% 23%

100–500<100 2,000+501–2,000

38%

25%

16%
21%

Restaurant

Retail

Other

Services

Travel/hospitality

Convenience store

Healthcare

Grocery

Financial services

Automotive

Educational institution

46%

16%

12%

7%

5%

3%

3%

3%

2%

2%

1%
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Executive 
Summary

01 CX pros are very discerning—58% of respondents 
strongly agree that CX measurement is critical for setting 
company strategy (another 36% agree, for a total of 94%)

02 Senior leadership engagement is most strongly 
correlated with CX measurement being critical 
to company strategy

03 CX pros agree customer insights must be accessible 
and actionable to drive program success

04 Only 27% of respondents strongly agree that they 
are satisfied with their CX measurement program 
(another 47% agree, for a total of 74%)

05 For the most part, CX pros feel their programs deliver 
data analysis and insights, while reporting big gaps in 
program inspiration and action-planning

06 The top ways to drive program satisfaction include 
actionable survey questions, intuitive reporting 
dashboards, and high-impact tools for field teams
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In order to be successful, your CX program 
must directly inform your company strategy

of respondents 
strongly believe their 
CX program informs 
company strategy

58%

[Question] Customer experience (CX) measurement is critical 

to my company’s strategy. n=118-154

The top 3 ways you can 
ensure your CX program 
informs company strategy:

Actively engage 
your senior 
leadership

Demonstrate 
impact on 
financials

Drive actionable 
insights

My company’s senior leadership team is actively 
engaged in our CX program success.

My company’s CX program has a demonstrated 
impact on financial results.

My company takes meaningful actions 
based on the insights from our CX data.

The insights that come from our 
CX data point to clear actions.

My company’s senior leadership can access CX data 
and insights to make important business decisions.

Advanced data collection methods (video capture, GPS tracking, etc.) 
are important to my company’s CX strategy.

My company has an internal CX team that drives 
our CX strategy and program execution.

My company’s front-line managers have the right 
tools to take action on CX program insights.

I am satisfied with how my company’s CX data is reported in 
automated reports. If you do not have automated reports, select N/A.

I am satisfied with how my company’s CX data is reported on a 
dashboard. If you do not have a dashboard, select N/A.
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of respondents are 
highly satisfied with their 

current CX program

27%
Insights must be accessible 
and actionable

My company’s CX survey asks the right questions 
to drive action across our organization.

I am satisfied with how my company’s CX data is reported on 
a dashboard. If you do not have a dashboard, select N/A.

I am satisfied with how my company’s CX data is reported in 
automated reports. If you do not have automated reports, select N/A.

The insights that come from our CX data point to clear actions.

My company’s CX program captures data on the customer 
experience across all of my company’s touchpoints.

My company’s front-line managers have the right 
tools to take action on CX program insights.

The technology dashboard we use to view CX data is engaging 
and intuitive. If you do not have a dashboard, select N/A.

My company’s senior leadership can access CX data 
and insights to make important business decisions.

I can get real-time analytics of my CX data.

I am satisfied with how CX data is reported on a mobile app. 
If data is not reported on a mobile app, select N/A.

3 ways to increase 
satisfaction with your 
CX program:

Drive action 
across your 
organization

Provide access 
to intuitive 
dashboards

Create automated 
reporting

[Question] I am satisfied with the customer experience (CX) 

program at my company. n=118-154
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The top two deliverables for most CX programs 
are data analysis and insight

82%

75%

63%

58%

35%

26%

18%
25%

37%
42%

65%

74%

Few CX programs deliver 
on inspiration or action-
planning. Both are critical 
components for long-term 
program success.

Data 
Analysis

Insight Benchmarks Ideas + 
best 

practices

Action-
planning

Inspiration

Strength

82% of CX programs 
deliver data analysis, while 
only 75% are delivering 
insight. Both are required 
to drive improvements and 
program ROI.

Opportunity

Yes No

Strength Opportunity

[Question] Which of the following do you receive as part 

of your CX program? n=26–63
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CX pros hold themselves accountable for program 
action-planning and inspiration, while sharing 
responsibility for insight and data analysis

86%

14%

73%

27%

61%

39%

49% 51%

48% 52%

27%

73%

Action-
planning

Inspiration Ideas + 
best practices

Insight Data 
analysis

Benchmarks

External CX partners 
can deliver more value by 
offering program inspiration 
and action-planning— 
both critical elements 
that are not found within 
most CX programs today 
(see previous page).

Opportunity

Internal team External CX partner

[Question] Who is primarily responsible for each of the following parts of your CX program? n=26-79
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When asked about 20 different program elements, 
CX pros weren’t overly inspired in any one area

n=126-154. Question set: agree/disagree
I can get real-time analytics of my CX data.
My company takes meaningful actions based on the insights from our CX data.
My company’s senior leadership team is actively engaged in our CX program success.
I am satisfied with how my company’s CX data is reported on a dashboard.
My company has an internal CX team that drives our CX strategy and program execution.
My company’s senior leadership can access CX data and insights to make important business decisions.
The invitation method my company uses to gather CX data drives an adequate number of responses.

Top-performing metrics Bottom-performing metrics

Real-time 
analytics

Actionable 
insights

Senior leadership 
engagement

Dashboard 
reporting

Senior leadership 
access to CX data

32%

32%

31%

30%

29%

19%

19%

18%

17%

14%

External CX partners 
can deliver more value by 
offering strategic direction 
and technology innovation.

Opportunity

Advanced data collection methods (video capture, GPS tracking, etc.) 
are important to my company’s CX strategy.
I am satisfied with our ability to analyze text comments on the dashboard.
My company has an external CX partner that drives our CX strategy 
and program execution.
Our CX survey incentive drives representative responses compared 
to my customer base.

Invitation 
method

Advanced 
data collection

Text analytics 
dashboard

Strategy 
support

Representative 
responses
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CX pros are most satisfied with their program when 
they strongly agree the data points to clear actions

[Question] I am satisfied with the customer experience (CX) program at my company. n=118–154

Top 3 ways to drive 
program satisfaction:

 
Take action 
on the data

Provide intuitive 
reporting 
dashboards

Give the field the 
tools they need to 
be successful

The insights that come from our CX data point to clear actions.

I am satisfied with how my company’s CX data is reported 
on a dashboard . If you do not have a dashboard, select N/A.

The technology dashboard  we use to view CX data is engaging 
and intuitive. If you do not have a dashboard, select N/A.

My company’s front-line managers have the 
right tools to take action on CX program insights.

My company’s CX survey asks the right questions 
to drive action across our organization.

I am satisfied with how my company’s CX data is reported in 
automated reports. If you do not have automated reports, select N/A.

Our CX survey incentive drives representative 
responses compared to my customer base.

My company has an external CX partner that 
drives our CX strategy and program execution.

My company’s senior leadership can access CX data 
and insights to make important business decisions.

My company’s CX program captures data on the customer 
experience across all of my company’s touchpoints.

PT difference between Agree and Strongly Agree

55

52

50

50

46

44

43

43

41

40

dashboards
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Considering all aspects of their program, CX pros 
feel it’s most important to understand the guest, 
while finding it most difficult to drive response rates

The most important aspects 
of CX measurement (Top 6 )

The biggest challenges 
with CX measurement (Top 6 )

[Question] What do you feel is the most important aspect of measuring 
the customer experience and why? n=116

[Question] What is the biggest challenge in measuring the 
customer experience and why? n=123

Want to get customer feedback/
Understand the guest

Mention specific 
types of measures 

(e.g., NPS, cleanliness, etc.)

Want to know OSAT/ 
Customer satisfaction score

Accurate data/Good sampling

For organization to 
get better/Improve

Actionability

Sufficient sample size/ 
Response rate

Integrate all feedback sources/ 
Full customer journey

Other

Incomplete customer responses

Engagement in organization

Deeper insights/More detail

*Open-end comments analyzed with SMG text analytics

28%

18%

16%

15%

14%

11%

23%

13%

12%

11%

10%

10%
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In the age of the customer, it’s more 

important than ever for brands to 

include VoC data in their strategic 

planning and daily decision-making 

processes.

There is opportunity for internal CX 

teams and external CX partners to 

improve both strategic and technology 

elements of customer feedback 

programs, making it easier for 

consumers to take surveys.

Successful programs deliver both 

technology and insights that help the 

entire organization drive meaningful 

action, increase loyalty, and improve 

business performance.

Conclusion

For more information on how 
you can improve your program 
performance, check out 
our resource center or let’s 
schedule a conversation.
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https://www.smg.com/resources
https://www.smg.com/contact-us


smg.com 

Connect with us

Kansas City: 1.800.764.0439

London: +44 (0)20 3463 0700

Tokyo: +8 (1)03 4580 2700

About SMG
SMG (Service Management Group) partners with more than 450 brands around the globe to create 

better customer and employee experiences, which drive loyalty and performance. SMG uniquely 

combines technology and insights to help clients listen better, act faster, and outperform competitors. 

Strategic solutions include omniCXTM, Brand Research, and Employee Engagement. SMG evaluates 

200 million surveys annually, across 130 countries.
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