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Maximise ROI and reduce 		
customer complaints and churn
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Many companies now deploy real-time Voice of the Customer
or Enterprise Feedback Management (EFM) programmes. This
enables them to generate timely flags or ‘hot alerts’ when a
customer experiences a poor level of service – we call these
Critical Incidents.
Closed Loop Feedback or ‘Closing the Loop’ is when
organisations enable their staff to contact a customer
following a critical incident and take appropriate action. But
customer facing staff are rarely given good guidance about
which actions are the most appropriate. The economics of
Closed Loop Feedback has not been properly addressed:

When is an apology good enough?

Test and learn
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Ineffective interventions lead to wasted efforts and resources,
extra workloads for staff and increased costs. Companies
need to work out how to optimise the investments they make
in ‘Closing the Loop’ in a way that maximises the return on that
investment – returns in the form of avoiding customer defection
and reducing negative word-of-mouth.
Ipsos Loyalty conducted a study in the USA evaluating over
10,000 critical incidents across seven different industries. The
key findings from this study are:

CUSTOMER 			
EXPERIENCE MATTERS
							
Nearly 2/3 of customers said that personal experience
influenced their decisions about which brands to choose.
This was more than twice as high as most other ‘influences’
(e.g. family and friends, social media, etc.).

MANY HAD NEGATIVE
EXPERIENCES
30% of customers reported a negative critical incident.

This was closer to 50% for cable and telecommunications and
around 20% for hotels, automotive and bank branches.

CRITICAL INCIDENTS
IMPACT BEHAVIOUR
52% of people who had a negative incident say that they

told friends, family or colleagues about this bad experience.

50% contacted the company to complain.
24% state that they started to use the brand less or stopped
using it.
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In over 1 in 3 cases companies are not even aware of

a complaint or negative critical incident, meaning that they
do not have the right systems in place to capture customer
feedback following an interaction.

About 50% of customers who experienced a negative

critical incident are dissatisfied with how the issue was resolved.

DIFFERENT TYPES OF
CRITICAL INCIDENTS
WARRANT DIFFERENT
INTERVENTIONS
Not all critical incidents are equal. Companies need to
discriminate between different types of incidents and
prioritise interventions based on likely impact.
They also need to account for customer value, customer
profile and past transaction history.
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COMPANIES NEED TO
DO MORE TO RESOLVE
CUSTOMER ISSUES
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THE CUSTOMER: COMPANY
EFFORT RATIO IS MORE 		
IMPORTANT THAN THE 		
CUSTOMER EFFORT SCORE
One of the new ‘buzz metrics’ is the CES or Customer
Effort Score - this is the amount of effort a customer says
they have to make to deal with a particular issue. But this
does not take into account the amount of effort the
customer thinks the company has made. We found that
the CES in isolation is not enough.

IN SUMMARY
There is still a lot to improve upon in the nascent EFM industry.
In particular, the economics of Closed Loop Feedback has not
been properly addressed. Companies need to work out how to
optimise the investments they make in ‘Closing the Loop’ – in a
way that maximises the return on that investment. This requires
a greater understanding of which interventions are appropriate
for different situations, enabling a suggestive algorithm to be

The Customer: Company Effort Ratio has a much stronger
relationship with a customer’s likelihood to continue to use
that brand.

ALGORITHMS BUILT INTO
SYSTEMS CAN IMPROVE ROI

built into EFM systems.

FOR MORE INFO:
This is a brief summary of the study that Ipsos Loyalty
conducted. For more detailed findings, please contact:

Algorithms based on a combination of factors, such as type
of critical incident, customer profile/value or transaction
history, can then be created to help companies deploy
intelligent Closed Loop systems that can suggest the most
appropriate response in any given situation.

Jean-Francois Damais: Jean-Francois.Damais@ipsos.com
Roger Sant: Roger.Sant@ipsos.com
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Jean-François Damais is Deputy Managing Director
of Ipsos Loyalty’s Global Client Solutions team.
Roger Sant is Managing Director of Ipsos Loyalty’s
Global Client Solutions team.
CONTACT

Martin Hellich
m: martin.hellich@ipsos.com t: 040-80096 4567
m: 0170-5655047 w: www.ipsos.de

Ipsos Loyalty is the global leader in customer
experience, satisfaction and loyalty research with
over 1,000 dedicated professionals located in over
40 countries around the world. Our creative solutions
build strong relationships which lead to better results
for our clients. This has made us the trusted advisor
to the world’s leading businesses on all matters
relating to measuring, modelling, and managing 		
customer and employee relationships.
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