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We live in an
experience 
economy 
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Presenter
Presentation Notes
We live in an experience economy. Everything we do, hear and see influences our perceptions and ultimately our behaviours. Our experiences bleed into one another and colour our expectations for the next experience.   This transcends across brands and products, with immense implications.  For example, many of the next generation are changing the way they think and behave.  As house prices in many cities have climbed, people are living in smaller spaces, limiting the need for ‘things”.  Baby boomers are down-sizing, as new lifestyles increase the desire for experiences.  Experiences that will make memories.   
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•of companies say they will 
compete mostly or completely on 
customer experience by 2019
•— Gartner – Customer Experience in Marketing 
Survey 

81% 
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Presenter
Presentation Notes
This new competitive landscape driven by more discerning customers is recognized by the most senior executives in many organizations. In fact, according to a study by Gartner, 81% of organization expect to compete mostly or entirely on customer experience by the end of this year.This impacts how companies move forward with their strategic objectives and visions for their organization.
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…of respondents 
state that personal 

experience has a lot of 
influence on how they 
make decisions about

which brands they choose 
to do business with

Source: Ipsos R&D 2019

Customer Experience Matters
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Presenter
Presentation Notes
And our Ipsos global research on research confirms that the Customer Experience really does matter. In one of our global studies, we have found that 66% of respondents cite personal experience as a major influencer on how they make decisions about the brands they choose to do business with.Friends and family also matter when influencing brand decision, however, at 35% it is not nearly as important as an individual’s personal experience.  Finally social media rounds out the top 3 at 16%.So while we expected an individual’s own experiences to have a significant impact, its sheer dominance in the ecosystem of influence is striking. These findings underscore how critical it is for companies to deliver on their brand promises.  
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Presenter
Presentation Notes
Yet despite the knowledge that experiences matter and that they influence consumer behaviour and ultimately business success, most organizations are failing to get it right .Our Ipsos research on research explored the percentage of customers who experienced some type of issue, be it major or minor, by various sectors.  And we found that anywhere from 15% to close to 50% of customers indicated that they did experience some type of issue, whether it was a small thing or a major complaint and that some sectors were considerably worse than others.  While no customer expects any business to get it right all of the time, the occurrence of critical incidences becomes an important factor in building strong relationships.   When a customer has a strong relationship and a strong emotional connection with a brand, they are more likely to forgive any issues they may experience.  We will illustrate this for you in a few moments.  This is just one more piece in the puzzle of building these stronger and deeper relationships.
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MEMORIESMOMENTS

CX Starts with People
and understanding customers

THE RIGHT CUES

THE RIGHT INGREDIENTS

THE RIGHT STAFF 
BEHAVIOUR

THE RIGHT BRAND 
ASSOCIATIONS

EMOTIONAL 
CONNECTION

STRONGER 
RELATIONSHIPS
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Presenter
Presentation Notes
But how do customers make decisions?  We know that they are influenced to a large extent by their own personal experiences.  So organizations need to understand how to influence theses decisions…at any point in timeThe heart of Customer Experience is understanding your customers! Customers build their relationships with companies through a combination of moments and memories. MOMENT SALIENCE comes from brand delivery at the point of interaction. The experience of that interaction reinforces or reduces positive associations and can bridge or widen the promise/delivery gap. These moments are what most organizations measure in their transactional studies. studies.MEMORY SALIENCE, on the other hand comes from brand communications and prior experiences. This influences decision-making and future behaviour, and sets expectations and reference points for future interactions.These memories are often formed by a series of moments, illustrating the importance of getting it right as often as possible.CX programs should be constructed in a manner that measures both of these, and how they interact.�
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Meeting expectations set by the Brand 
Promise

Providing the right ingredients to drive strong 
relationships – functional and emotional

Deploying the right Customer Experience 
through employees 

Three key principles 
to successful CX delivery 
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Presenter
Presentation Notes
There are three key principles to successful Customer Experience Delivery. 1,  Meeting customer expectations that are set by your brand promise2. Providing the right ingredients to drive strong relationships – both functional and emotional3. Deploying the right customer Experience through employees.Today, we are going to focus on the second one - finding the right ingredients to drive strong relationships.
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Achieved by getting customers to give you 
more of their business, through:

• Continuing to be a customer

• Giving you a higher share of their spend
in a given category 

• Taking additional products and services

Businesses need to build relationship strength 
and profitable relationships

Customers will only do this if 
they:

Prefer your brand 

Or

Have no real choice
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Presenter
Presentation Notes
To build profitable relationships, you need to build strong relationships.  Emotionally connected relationshipsBusinesses can grow more profitable relationships by Continuing to do business with youGiving you more of their business Or by taking additional products or services. There are two primary reasons why customers will do one of these things.  The first is that they :Prefer your brand = think you are better than your competitors (your rank) OrHave no real choice = are locked in by situational/personal factorsTo build a strong relationship, companies need to focus on building preference for their brand. In the case of lottery & gaming, you have to ensure that players select you over all the other forms of entertainment that are competing for their business.
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Strong relationship between emotional attachment & 
preference is apparent by sector

Source: Ipsos R&D 2019 UK
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Presenter
Presentation Notes
And you can build a preference for your brand through creating emotional attachments.    Our research on research has shown that a stronger emotional attachment will lead to a stronger preference for your brand.   Thus the importance of building those strong connections.  But not all sectors are equal.  In some areas, like car insurance, it can be more difficult to build an emotional attachment and can have an impact on a preference for brands.   We do not currently have the numbers for Lottery and gaming specifically, yet loyal players would likely have a strong emotional connection.  The challenge is how to build those stronger relationships with other less frequent or lapsed players.
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Creating a functional/emotional framework
Initial R&D in 2017 
across 3 countries and 3 
sectors

Further R&D in 2019 in 
the UK focused on 
drivers of emotional 
attachment 

10,000 interviews across 
9 sectors in the UK

Functional

Em
ot

io
na

l

Unfulfilled Functionally 
Satisfied 

Emotionally
Attached

Dysfunctional

< 2%

Source: Ipsos R&D 2019

11 ‒

Presenter
Presentation Notes
Our journey in understanding how to quantify the emotional connection that consumers have for a brand began back in 2017.  Since that time, this research has continued and expanded including testing our hypotheses in a broader range of markets.The first research shows the relationship between functional (or operational) aspects of the experience and emotional driven elements. Starting at the bottom left, we see unfulfilled customers.  These are customers that are not functionally satisfied by their experience and are not emotionally connected to the brand.  On the bottom right, we see those customers who are meeting the needs of their customers operationally or functionally, but not building an emotional connection. The top right is what we consider the ‘holy grail’, where consumers are both functionally satisfied and emotionally connected to your brand. Finally, we remove customers in the top left corner, as this sector is consistently less than 2% of the population and represent an untenable situation.  Brands cannot sustain an emotional connection to their brand if they are not able to meet their needs. 



© Ipsos

Functional/emotional framework 

Functional

Em
ot

io
na

l
20%

56% 22%

2%

Source: Ipsos R&D 2019

12 ‒

Presenter
Presentation Notes
Based on our one of our studies in North America (Canada), about 56% of customers in our syndicated study with gen pop individuals indicated that they are unfulfilled with their experiences.  This is consistent with the earlier fact that many organizations are not getting it right.Only 1 in 5 consumers indicated that they were both being satisfied with their experience and feeling emotionally engaged with a brand. This is an opportunity for most brands to find new ways to build stronger relationships.
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We need emotional attachment to drive 
preference and higher customer lifetime values
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Presenter
Presentation Notes
And this all matters, because an emotional connection not only drives stronger preference, we can see it translated into better scores for Overall satisfaction, NPS and metrics for measuring Ease of Doing Business.  In some instances, the difference can be 2 to 3 times greater, just between functional satisfaction and an emotional attachment.These scores represent a broad range of industries, but we know that in many business sectors, such as Lottery and Gaming that scores for metrics such as NPS may not be as strong as these shown here, but regardless of the baseline, the outcomes are the same, with emotionally connected individuals providing significantly higher scores.
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And emotionally attached customers are more likely to be 
forgiving. Strong relationships insulate you from mistakes

0%

20%

40%

60%

80%

Total Low Medium High

Likelihood to forgive 
following a negative 
experience overall and 
by emotional attachment 
– Canadian total

Source: Ipsos R&D 2019

14 ‒

Presenter
Presentation Notes
And as I mentioned earlier, the strength of a customer’s relationship impacts their likelihood to forgive a brand when they have make a mistake.  As you can see her, over 60% of customers who have a high emotional attachment with a brand are willing to forgive that brand following a negative experience. This compares to only about 4% for those who are unfulfilled.Building stronger relationships has major implications for so many elements of the business.
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So, what is it that 
helps create an 
emotional bond?
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Presenter
Presentation Notes
So what is it that helps create an emotional bond?
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Applying Behavioural Science to Customer 
Experience 
Designing and delivering CX in a truly human-centric way

Strength of Relationship

Business Results

EmotionalFunctional
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Presenter
Presentation Notes
This is where the second major phase of our research on research comes into play.  We have applied behavioural science to the customer experience to find ways to design and deliver customer experience in a human centric manner, that takes that drives the strength of the relationship that customers have with brands, ultimately impacting business results. To develop our framework for Customer Experience, we started with core motives that frequently appear in the psychological literature that explores how social relationships are established and flourish (Fiske, 2003, 2004, 2008)Organizations have vested a lot of effort in making their processes more efficient (e.g. speed, ease, no friction)Clearly functional aspects are important to meet basic needs and prevent dissatisfaction.  They form the base of a relationship.But there are opportunities to craft the CX beyond efficiency, by tapping into social motives that underpin human social behaviour.By embedding core social motives, brands can move from creating experiences that are shallow and transactional to deep and truly relational.
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Fair Treatment

Certainty

Recognition Empowerment

Shared Values

Introducing the Five Forces of CX –
The science of strong relationships

Empowerment
Help customers feel in control 
of the situation and in the 
driving seat

Recognition
Make customers feel valued, 
respected and worthy of 
special treatment

Fair Treatment
Make customers feel that there 
is a fair exchange in their 
relationship with you

Shared Values
Help customers feel a sense of 
belonging and show you care 
about the greater good

Certainty
Make customers feel that things 
are clear, transparent and 
working as expected

Source: Ipsos R&D 2019

The Five 
Forces of 

CX
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Presenter
Presentation Notes
As mentioned previously, the model for building strong relationships  is based on behavioural science model by Susan Fiske.  The focus of these motives is to make an individual better fit into social groups, so it is a fairly evolutionary perspective that focuses on how these motives improve survival and thriving (linked to theory of threat and reward but taking into account socialisation). The model includes 5 key ingredients, which are:Recognition: motive to gain pleasure and happiness for the self. pleasure leads to repetition of actionsthat preceded itFairness: Being treated equitably and fairlyEmpowerment – desire to be in driving seat / control. People generally are more motivated (1) themore they value an outcome and (2) the more they expect to achieve itCertainty: People seek prediction as well as control. Not every situation is controllable, but people nevertheless seek to understand their social surroundings in ways that match the understandingsof others in their social reference groupShared Values: social attachment and belonging
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FunctionalSize of bubbles represents overall impact on KPI

18

Diagnose whether the current experience drives 
the right outcome

The CX Five Forces

Source: Ipsos R&D 2019

Presenter
Presentation Notes
This diagram illustrates how well these 5 CX Forces drive an emotional connection, which is represented by the green circle on the left of the screen.  The blue bubbles represent the 5 key ingredients and the size of the bubbles and their proximity to the emotional attachment indicate how strongly they drive those relationships.  The brown circles represent the functional or operational aspects of an experience that must be present as the foundation of the experience. 
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Optimize the CX Journey 
An online journey 

I want to play some 
new games online.

I look online and 
see if I can find 
something that 
engages me.

I play the game and 
cash out to play a 
different game.

I add more money 
to my online 
account.

I receive 
confirmation that 
my player rewards 
have been awarded

Recognition
Welcome players back 
to your online site. 
Show them games 
they may like based 
on their past playing 
behavior &  favorites

Set ability to remind 
players of special 
promotions & past 
favorites

Empowerment
Give the players 
choices of different 
games or ability to 
personalize the games 
that appear first.  

Fair Treatment
Ensure certain 
percentage of wins to 
encourage players to 
return.  Award player 
rewards to drive 
loyalty   Shared Values

Support a charity or 
cause when add money 
or offer % of total wins 
to be donated  

Certainty 
Provide immediate 
confirmation of # of 
points awarded. Send 
extra confirmation via 
email or SMS text.  
Include options for 
how points can be 
used.

Certainty Recognition Shared ValuesEmpowermentFair Treatment
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Presenter
Presentation Notes
Finally, let’s look at an example of an online gaming journey that incorporates the 5 CX ingredients.  This example represents a player’s visit to an online gaming website.  It starts with recognition – welcoming players back to the online site and by highlighting games they may be interested in playing based on past behaviour and old favourites.  Perhaps providing players with reminders of special promotions or their past favourite games can personalize the experience.The player in this case is empowered by the choice of different games or by providing players the option to personalize their view and what games appear first every time they enter the site.  Once the player is done with one game, they can cash out and play a different game. You can ensure that players perceive fair treatment by understanding the percentage of wins to encourage players to return.  Rewarding players with loyalty programs, will also drive a player’s sense of fair treatment and advocacy for the site. When the player is done playing, they can be provided with confirmation that their rewards have been applied.  Providing players with certainty that this has happened by immediate confirmation, be it an email, a text message or a simple pop-up on the screen goes a long way.  Taking it one step further, gaming sites can provide options of how points can be used as part of the confirmation, to illustrate the value they are receiving. Finally, the player decides to add more funds to their online account.  Perhaps this is an opportunity to show a player the shared values that you have.  This could be in the form of communicating some of the causes that are supported through the online site or in an idealistic world, being provided with the opportunity to donate a % of winnings.  Of course, this may not be feasible, but the concept here is that it is easier to grow stronger relationships when there are shared values.   For example, in a casino, the movement to reduce plastics or not offer straws, may resonate with players.  Currently, shared values is one of the weaker drivers of a strong relationship, but with younger generations, this starts to shift.  Finding ways to appeal to the shared values of younger players, may grow stronger relationships in the future.
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Retention
Customers are retained 
and at-risk customers 
are recovered

Advocacy
Customers share their positive 
experiences with others

Operational Efficiency
Customers are served in a 

quality-driven, cost-effective way

Share of Spend
Customers choose 

you more often

ROCXI

Of both our Offer and all our engagements

ROCXI is at the heart
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Presenter
Presentation Notes
Customer Experience matters; in short, companies who get it right reap the financial rewards, with evidence in abundance. Companies who drive up customer experience, often drive :Greater retentionIncreased Share of SpendImproved Advocacy andBetter Operational Efficiency Companies who get Customer Experience right are successful.Consider McKinsey (1)“…Armed with advanced analytics, customer-experience leaders gain rapid insights to build customer loyalty, make employees happier, achieve revenue gains of 5 to 10 percent, and reduce costs by 15 to 25 percent within two or three years …”The headlines are loud and clear: CX is the new 'battleground'; CX is top of the CEO's agenda, yet we know organisations still have so much to do in the CX space and it's difficult to get right. Building strong relationships is just one way to fight this new battle.
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About Ipsos

Ipsos is the third largest market research company in the world, 
present in 90 markets and employing more than 18,000 people.

Our research professionals, analysts and scientists have built 
unique multi-specialist capabilities that provide powerful insights 
into the actions, opinions and motivations of citizens, consumers, 
patients, customers or employees. Our 75 business solutions are 
based on primary data coming from our surveys, social media 
monitoring, and qualitative or observational techniques.

“Game Changers” – our tagline – summarises our ambition to 
help our 5,000 clients to navigate more easily our deeply 
changing world.

Founded in France in 1975, Ipsos is listed on the Euronext Paris 
since July 1st, 1999. The company is part of the SBF 120 and 
the Mid-60 index and is eligible for the Deferred Settlement 
Service (SRD).

ISIN code FR0000073298, Reuters ISOS.PA, Bloomberg IPS:FP
www.ipsos.com

Game Changers

In our world of rapid change, the need for reliable information
to make confident decisions has never been greater. 

At Ipsos we believe our clients need more than a data supplier, 
they need a partner who can produce accurate and relevant 
information and turn it into actionable truth.  

This is why our passionately curious experts not only provide 
the most precise measurement, but shape it to provide True 
Understanding of Society, Markets and People. 

To do this we use the best of science, technology
and know-how and apply the principles of security, simplicity, 
speed and  substance to everything we do.  

So that our clients can act faster, smarter and bolder. 
Ultimately, success comes down to a simple truth:  
You act better when you are sure.
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