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INTRODUCTION
CX Technology Guide: Your Roadmap to Designing
a World-Class CX Program
Dash Network’s inaugural edition of the CX Technology Guide includes a clear, concise
review of the main elements of the CX technology stack, along with actionable advice
for practitioners on how to evaluate technologies and vendors, match them with key
business processes, and deploy a CX initiative that will yield tangible benefits for customer
relationships across a range of different industries. This guide features the key considerations
CX professionals should take into account when selecting CX software, along with case
studies that showcase successful applications of these technologies within a variety of
industry sectors. The guide also includes industry spotlights on telecommunications,
transportation, and insurance.

KEITH KIRKPATRICK
Principal Analyst,
Dash Research

The CX technology ecosystem is a diverse web of software and service solutions that are
aimed at enabling a smooth customer journey from start to finish, providing a personalized
and engaging experience throughout the journey. These solutions aim to increase customer
loyalty and satisfaction, optimize revenue, reduce churn, and facilitate improved targeting
and optimization. Designing a successful CX initiative is a complex undertaking, but the
rewards are well worth the effort.
Dash Network is grateful to our sponsor organizations, listed below, for making the
CX Technology Guide possible and enabling its distribution to a global audience of CX
professionals.
We hope you find the guide useful and informative, and we would welcome your feedback,
questions, and ideas on how Dash Network and our partners can further support your
success in designing world-class CX programs.

CLINT WHEELOCK
Co-Founder and CEO,
Dash Network

Keith Kirkpatrick
keith.kirkpatrick@dashresearch.com
Clint Wheelock
clint.wheelock@dashnetwork.com

Our Sponsors
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What is CX?
Customer experience (CX) has been best described by the Customer Experience Professionals Association (CXPA) as “the
perception that customers have of an organization, one that is formed based on interactions across all touchpoints, people,
and technology over time.” Given the intense level of competition between companies of all types and across all industries, it
is no wonder organizations have been focusing on ways to improve CX, as it is often the key criteria customers use to select
a product or service.
For organizations seeking to improve their customer’s experiences across marketing, sales, and support engagements,
utilizing a top-down, organizational change management strategy is often the best way to improve CX via policy and
procedures modifications. However, CX software platforms and applications can provide a 360-degree view of the
customer’s complete interactions with the company, while simultaneously removing points of friction resulting from policy or
processes that occur due to the inability to understand the customer’s preferences, desires, and frustrations.
Once a prospect has become a customer, providing excellent customer service is paramount to creating an experience that
will meet or exceed their expectations, transforming customers into evangelists. By applying a personalized and optimized
mindset to CX, rather than a transactional approach, your organization can deliver a unified, cohesive, and effective CX
strategy that becomes part of the company’s overall brand message and value proposition.
Figure 1 details a typical B2C customer journey, which represents eight distinct points at which positive or negative customer
service interactions can occur, reflecting the need to ensure that providing good CX continues after the sale has been made.

The Customer Journey - An Infinite Loop

Source: Dash Research
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How Can Technology
Support CX Efforts?

Ultimately, technology products and tools are catalysts. Good CX is unlikely to be achieved simply by installing a new CRM,
call center application, or customer data platform (CDP). However, implementing powerful technology tools, and ensuring
your organization’s data is properly set up to feed into these tools can make the delivery of good CX seamless and consistent,
thereby improving your organization’s overall operational efficiency.
The use of technology as an enabler of your CX strategy can:
•

Streamline the capture and utilization of customer, interaction, and product data, instead of having it languish in
unconnected silos.

•

Enable the use of an omnichannel experience CX approach, which includes allowing customer to start an interaction
through one channel, and seamlessly continue it through another channel within the same session.

•

Improve compliance with company policies via software guardrails governed by intelligent rules, as well as with
specific data privacy and security regulations, such as GDPR or the CCPA.

•

Permit the use of intelligent bots to handle routine interactions, thereby freeing up humans to handle more complex
or nuanced situations.

•

Enhance synchronicity between your organization and external fulfilment, sales, or marketing partners through the
sharing of pertinent and relevant data.

CX TECHNOLOGY GUIDE

3Q 2022

4

Key Benefits of Using CX Software
While there are myriad benefits of using CX software, the following items are particularly important to organizations that
use an omnichannel engagement strategy incorporating touchpoints across physical and digital landscapes.
•

Consolidate data: Data is significantly less useful if it is locked away and siloed from the applications and users who
need it. Many modern CX-focused CDPs can consolidate and ensure data is available when it needed, and to all who
need it.

•

Ensure compliance: Many CX software applications and platforms can automatically segment and manage personal
data so only relevant personnel or applications can use it, thereby reducing the likelihood of inadvertent disclosure or
misuse of personal data, and complying with regulations governing the handling, sharing, and storage of personal data.

•

Support omnichannel engagement initiatives: Omnichannel engagement has become table stakes within many
B2C and B2B industries; powerful CX software that can connect and integrate a wide range of data from digital and
physical channels is key to supporting these initiatives.

•

Enable future technology integration: Nascent engagement technologies, such as virtual reality, augmented reality,
and hybrid virtual/in-person experiences are quickly being adopted by forward-thinking organizations. CX software
procured today should include a roadmap delineating how new data sources can be seamlessly captured and
integrated as those emerging technologies are adopted.

Market Drivers
The use of technology to influence and support CX initiatives is being driven by several internal organizational trends, as well
as external marketplace trends. Each of these drivers are truly trends, rather than fads, having been set into motion over the
past few years, with no sign of abating or withering in the future.
•

The rise of customer centricity: Companies are increasingly taking the long view, focusing on providing the
best experience to customers via the channels and processes preferred by the customer, rather than making
the customer adjust to the way the company has always conducted business. Software platforms that support a
customer-centric view of customer activity, rather than focusing solely on product sales or inquiries, are growing in
popularity.

•

Elimination of functional silos: Providing a good CX means focusing on meeting customers’ needs when they want,
and where they want. This not only requires customer data to be available via any channel, but for any channel to
serve as a portal for providing customer service, customer success, customer feedback, and, in some cases, as a
sales funnel. Software that can provide that type of flexibility will become increasingly popular as the walls between
traditional sales and support continue to blur.

•

Increasing levels of trackable digital engagement:  Digital engagement has clearly gained traction over the past
two years, in part due to the COVID-19 pandemic, but also due to the near-ubiquity of smartphones, wearables,
internet connected devices, and retail-based data collection strategies. Customers are more likely to connect with
brands via chat, messaging, and social media, and are more confident that digital interactions will  provide them with
tangible benefits.

•

Growth of omnichannel experiences: Amid the increase of internet shopping, mobile devices, and new
communication channels (chat, social media, payment systems, etc.), retailers are needing to respond to the demand
to communicate with customers through any number of channels. Customers also expect that if they begin an
interaction with an organization through one channel, they should be able to seamlessly continue that interaction
through any other channel, without being required to repeat any information.
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Market Barriers
Despite the increasing appetite for deploying new technology tools to improve the efficiency, speed, and effectiveness
of contact centers, organizations face several barriers to implementation, including:
•

Customer resistance to data capture: Customers are rightfully wary of providing information to companies, given
the prevalence of data breaches.

•

Technology integration issues between multiple CX/CRM platforms:  While application programming interfaces
(APIs) generally make the integration between various applications seamless, this may not always be the case with
organizations using legacy applications sitting on mainframes. These organizations often need to invest significant
time and resources to handle the software integration process.

•

Synchronization issues between front end CX and back-end fulfillment: While software can provide additional
insight into the operational workflow of the company, thereby providing more visibility on product and service
availability to the customer, this visibility must be synchronized with the actual processes and the factors that may
impact them. For example, software that provides estimated shipping times to customers must make sure that
the actual shipping schedules are not only adhered to, but that they meet the customer’s expectations for being
“reasonable.”

•

Change management issues: Perhaps the biggest challenge is getting all levels of the company onboard with
the changes that will be required to implement better CX. Employees not committed to implementing process
and procedural changes to provide better CX are unlikely to fully reap the benefits of any software platform or
application, which ultimately could make it more challenging for vendors to continue to sell into the organization.  

CX TECHNOLOGY GUIDE

3Q 2022

6

How to Design a
CX Program

The drivers for delivering good CX reside in five distinct domains: people, processes, policies, governance, and
technology. Each of these functional areas can drastically impact how CX is delivered via a traditional live-agent service
model, albeit with several changes.
•

People: CX is not only about workers who directly interface with customers. If everyone within your association (as
well as external partners that provide ancillary services to your customers) buys into the value of always providing
top-notch CX, key metrics  (customer satisfaction, loyalty, and retention) are likely to improve. Conversely, even a
single person can create a negative CX that could result in a negative experience that drives a customer away for
good.

•

Processes: Customers prefer that interactions are straightforward, intuitive, and as friction-free as possible.
Confusing procedures for buying, selling, or handling customer or technical support issues can ruin a positive
experience with a product, or can exacerbate an already-frustrating customer care situation.

•

Policies: Policies that govern acceptable fulfilment and response times, how employees interact with customers
and each other, and outline cases and criteria for making exceptions to policies are integral to designing CX efforts.
By clearly outlining policies, as well as establishing criteria and guidelines for situations that might require deviation
from those policies, employees will have the appropriate tools for providing a clear and consistent CX across all
interactions.

•

Governance: In a world where personal information has significant monetary value, it is incumbent upon
organization to establish and maintain good data governance policies to safeguard customers’ data. This is
especially important when incorporating new communication, sales, or support channels, as well as integrating or
sending data through to external partners.
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•

Technology: The power of technology lies in its ability to be tailored to your organization’s specific needs,
while maintaining a consistent and reliable framework for managing regular activities and interactions. The most
advanced technology platforms and applications incorporate the use of artificial intelligence (AI) (including machine
learning, deep learning, natural language processing, and computer vision) to uncover patterns in customer and
employee behaviors, develop next-best-actions and recommendations based on interactions, and automate
repetitive tasks to improve efficiency and reduce costs.

Designing a CX Initiative
GOALS

DATA

Identify Goals and

Capture and

Objectives

Classify Relevant

METRICS

Identify Key KPIs
and Metrics

Data

ALIGN

ASSESS

Align Policies &

Assess Tech

Procedures with

Software & Tools

CX Goals

VENDORS

Work With Vendors
to Integrate
CX Software

Source: Dash Research

Initial CX Initiative Planning Steps
CX is not only about a single customer engagement; it is the total experience with a brand, product, or service over
time. That is why these five components often meld into one another, and cannot be considered in a vacuum. That said,
technology is often a key lever that impacts how other components are designed and managed, and should be component of
a comprehensive CX initiative encompassing the following elements:
•

Identify the key goals objectives for your CX initiatives, which can include improving feedback mechanisms, to
strengthening omnichannel engagement, to driving deeper customer engagement levels.

•

Ensure the right data on your customers, their transactions, and their interactions with the company are being
captured and classified in a way that all stakeholders can access and utilize it.

•

Identify the KPIs or metrics most important to CX goals, and make sure technology and procedural levers are put
into place to make changes when necessary.

•

Be sure that any policies and procedures that employees are expected to uphold are aligned with your CX goals and
objectives.

•

Assess the technology software and tools that can be implemented to help the organization achieve these
objectives, as detailed in the following sections.

The Role of Software in a CX Strategy
Your customers understand that organizations capture an immense amount of information and believe that, in exchange
for that information being available, they should be treated a valued individual, rather than a random customer. Figure 2
illustrates the myriad channels through which customers are likely to interact with a business. Support for true omnichannel
is marked by a similar look, feel, and experience, regardless the channel used, as well as the ability to seamlessly switch
between channels as desired or necessary within the same interaction.
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Traditional Customer Lifecycle vs. Digital Customer Lifecycle

Traditional Customer lifecycle

Digital Customer Lifecycle
© 2022 Dash Network

Source: Dash Research

Organizations should invest in platforms that support the following functions:
•

The ability to support multiple communication channels, including web, mobile app, chat, social media, and
telephone

•

The ability to support real-time handoffs between channels with no loss of continuity

•

The ability to access and retrieve relevant customer information, regardless of its location

•

The ability to quickly escalate/transfer communications to the appropriate support or sales teams, based on the
nature of the inquiry, even if it changes during the interaction

Vendors take several approaches to these requirements. Some offer a full-featured marketing, CRM, engagement, and
sales platform to ensure that all CX, customer engagement (CE), sales, marketing, and support data is contained in a single
platform, ensuring that all relevant teams and personnel can quickly access and use this data. Others take a more piecemeal
approach, using a platform (e.g., a CRM platform) as the primary source of data, and then (via APIs or other data connectors)
pulling in data from other functional applications. In either case, the goal is to ensure that all customer, transaction, sales,
marketing, and support data can be easily accessed by anyone interacting with the customer.
The most common approach seems to be the latter one; it is simply too expensive and disruptive to undertake a full rip-andreplace of all applications, data sources, and infrastructure at once. Further, there is significant risk involved with replacing
a single application, and most enterprise decision makers are unlikely to accept that risk, given the potentially negative
consequences of a new system that does not live up to expectations.
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Leveraging Software to Activate KPIs and Metrics to Improve CX
Improvements in CX can only be achieved via measuring the current key performance indicators (KPIs) for various processes,
and then making changes to policies, processes, and procedure to address areas of inefficiency or friction. Software – and
underlying technologies that power these applications and platforms – can be used to support these efforts, but they must
support the tracking of these KPIs, and provide levers to make adjustments.
There are a few key underlying technologies that form the backbone of most modern CX platforms and applications, and
should be considered “must-haves” for most organizations:
•

Machine learning (ML) is an AI tool that allows software applications to become more accurate at predicting
outcomes without being explicitly programmed to do so. Machine learning algorithms use historical data as input
to predict new output values, and are often used to power next-best-action engines to customer service agents,
underpin customer-facing recommendation services, and serve as the foundation for AI chatbots.

•

Deep learning (DL) is a type of ML that imitates the way humans gain certain types of knowledge, by using
algorithms to discover and learn the features and hierarchies between pieces of data, without depending on humancreated frameworks or guides. Deep learning is often used to speed up acquisition of complex data (such as training
an AI system to recognize signs of various emotional states), which would be too expensive and time-consuming to
do by feeding hours and hours of training data through a model.

•

Natural language processing/understanding (NLP/NLU) allows machines to converse with humans via text or
voice. NLP, paired with ML or DL technology, is the backbone of many AI-powered chatbots, which are designed to
constantly analyze customer interactions to improve their accuracy and life-like interfaces.

•

Automation is used in marketing, purchasing, and customer service processes that do not require the time and
skillset of human beings to be handled accurately or quickly. Automation via the use of robotic process automation
(RPA) and AI can drastically improve efficiency and reduce costs, while simultaneously removing friction and
improving the overall customer experience when applied to repetitive, routine, or first-call customer service
inquiries.

•

Customer enablement technologies, including quick response (QR) codes, video chatting, and session-replay and
screen sharing, are designed to further customer interaction and engagement. These technologies include both
a front-end component (such as the use of a smartphone with a QR code reader, or a modern web browser with
an internet connection), as well as back-end software that can link the front-end customer inputs with relevant
data and systems to ensure that each party has access to the data and technology needed to ensure an effective,
efficient, and positive interaction.  
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Selecting CX
Platforms and Applications
CX software is usually offered as either a platform or a standalone application, and most vendors will provide additional
services designed to ensure the customer is able to reap the most value from that software, via assistance with installation,
customization, and maintenance, along with providing regular product support.
•

Platforms: A platform is a set of software and resources that acts as a foundation or base upon which other
applications, processes, or technologies are developed. The major benefit  is that integration between various
functions and data repositories is generally seamless, and access to customer information is generally less complex
than relying on external APIs or other integration tools.

•

Applications: For the context of this report, CX/CE applications are standalone applications designed to carry out
a specific task or set of functions, but not marketed as a full solution. They are often designed to be linked to other
applications already in use by the customer, such as call center software or CRM packages.

•

Services: While software deployment has become far more seamless and streamlined over the past several years,
each individual organization’s IT profile is different, in terms of current infrastructure, installed applications, and level
of technical expertise and experience of its staff. Vendors often provide services for software installation, training,
integration, customization, and support and maintenance.

It is unlikely that organizations can manage all CX efforts from a single platform, regardless of vendor claims. The sheer
amount of data contained within disparate databases, applications, and even external data sources portends that any
application or platform selected should be designed in such a way to allow for the integration of and access to a wide variety
of systems and data sources.
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The CX Technology Stack
A CX technology stack is comprised of third-party software solutions collectively used to gather customer insights, and then
form and apply specific next-best-actions to each customer. The goal is to collect, analyze, and act on customer data in a
single place that is captured from different touchpoints throughout the customer journey.  

The CX Technology Stack
CONTACT
CENTER

PERSONALIZATION &
OPTIMIZATION

CUSTOMER FEEDBACK

EMPLOYEE EXPERIENCE

CUSTOMER ANALYTICS

CUSTOMER RELATIONSHIP
MANAGEMENT

CUSTOMER DATA PLATFORM

CUSTOMER
DATA

PRODUCT
DATA

TRANSACTION
DATA

MARKETING
DATA

INTERACTION
DATA

SUPPORT
DATA

FULFILLMENT
DATA

Source: Dash Research

Dash Research segments the CX software market into seven categories, each designed to capture the core function of a
particular type or class of application or platform. While some vendors will utilize these categories to classify their offerings,
others may use different terminology. Furthermore, CX efforts rely on the ability to capture relevant data once, and then
ensure it can be routed, reused, and fed into several related systems. As a result, many of the software offerings in the CX
space contain features or functions mirroring or replicating those found in adjacent segments.
Based on your organization’s current technology infrastructure and stack, one or more types of software likely will be
required to provide the functionality you need to ensure good CX across all marketing and communication channels, and to
ensure that all stakeholders can easily access and view a single source of truth for customer data.
The following sections detail the types of software being leveraged by organizations to manage their CX initiatives.

Contact Center
Contact centers are often the lifeblood of organizations aiming to provide excellent CX. Though contact centers used to be
solely focused on voice-based sales and support communications, the shift toward omnichannel communications has driven
demand for software and supporting technologies to manage inbound and outbound customer communications through a
variety of channels, including voice, text, mobile app, social media, and video, among others.
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Contact center software is often deployed as an overlay to a CRM and/or CDP, or should be directly linked to those
applications to ensure representatives have access to a single source of truth for customer interactions. Implementation
details will depend on several factors, including the type of company, products and services offered, the level of engagement
desired by the company, and the desired capabilities of each customer’s system infrastructure to capture and make sense of
data used to optimize experiences. That said, certain best practices and features should be considered as part of an overall
CX strategy.
•

An
 automatic call distributor that can route certain types of calls to specific reps that have experience
in a specific skill set

•

A
 n intelligent IVR or auto-attendant that can utilize ML to intelligently link to self-service options

•

S
 upport for integrations with other software and systems, which likely will be required to link platforms from other
vendors, as well as any proprietary systems. A full rip-and-replace is often too expensive, too difficult, and not
necessary for most organizations.

•

T
 he ability to support real-time reporting on contact center metrics for both traditional voice channels, as well as
digital channels.

•

S
 upport for workforce optimization, to enable the right-sizing of contact center traffic with staffing models.

•

S
 upport for virtual callbacks, with customer prioritization and queue management, to aid in customer convenience
and ensure top or time-sensitive customers are served quickly.

•

I ncorporation of a quality management system, which can utilize analytics and AI to improve processes and train
agents using best practices and data.

•

V
 oice authentication technology, which can reduce call handle time, and aid in compliance efforts, particularly for
financial services, healthcare, and other regulated industries or processes.

Contact Center Case Study: Midco Drives Customer Engagement
and Satisfaction Through Messaging Channels
When Midco’s previous customer engagement platform fell short of expectations, it
partnered with Khoros to operationalize service for customers across various messaging
channels, including Google’s Business Messages, Apple Messages for Business and SMS.
Midco uses Khoros Modern Chat, with automation powered by Khoros Bot, to further
improve engagement and efficiency across these channels. It planned to integrate Modern Chat with internal
systems to perform functions for customers, starting with workflows, office hours, and automated messages.
Midco’s stated goal was to increase digital support significantly, with an ambitious target of 75% of interactions
to be handled in a digital format within five years. This includes self-service and automated interactions, as well
as agent-assisted channels.
Leveraging the Khoros platform, Midco connected customers via Google’s Business Messages, SMS, and Apple
Messages for Business, resulting in a marked increase in customer satisfaction (CSAT) scores. Compared to
the traditional phone and chat support techniques that Midco previously used, the completion rate for Twitter,
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Facebook, Google’s Business Messages, SMS, and Apple Messages for Business jumped from just 5% to 28%.
Customer satisfaction improved as well; Midco’s Khoros Care platform boasts a 4.5 out of 5 CSAT.
Khoros also helped Midco connect its internal teams with messaging in place of traditional channels. Operations
dispatchers use Khoros Care to message technicians out in the field via SMS, improving communication efficiency
and decreasing time-consuming phone calls. Across all of these channels, agents have a unified queue and
workflows. With asynchronous messaging support on Khoros Modern Chat, Midco agents and customers can
use full conversation histories to recall previous interactions, and pick up any discussion right where it left off.

How They Make it Work

REDUCED

DEFLECTED

inbound calls by directing search traffic to

calls from their 1-800 number to

Google’s Business Messages

messaging using Apple Chat Suggest

CHANGED

MOVED

call-to-action buttons in the support section

chat interactions to Khoros, allowing for asynchronous

of their website to SMS

conversations in whichever digital channel their
customers choice

Source: Dash Research

Midco has realized positive movement in customer satisfaction, and plans to continue down this path because it
understands that digital is the preferred engagement method for its customers.
Since implementing Google’s Business Messages and Apple Messages for Business, Midco has realized a 73%
increase in call deflection, resulting in reduced response times. Likewise, Midco has seen a 20% drop in call
volume to their 1-800 number since connecting their SMS to Khoros. Midco has leveraged these increased
efficiencies to create an ambitious five-year plan. In that time, Midco will utilize the Khoros platform to handle
75% of interactions digitally.
•

460%

increase in CSAT survey completion rate for chat and messaging channels, with improved
CSAT scores

•

73%

increase in call deflection since implementing Google’s Business Messages and Apple
Messages for Business

•

20%

reduction of click-to-call 1-800 number
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Personalization & Optimization
Personalization and optimization software is used to create website, mobile app, and other digital experiences tailored to user
preferences by leveraging cookies, collaborative filtering, data analysis tools, and user profiling.
Using personalization and optimization software helps reduce product frustration for the customer by closely aligning
their experience with their perspective and preferences. This can also improve loyalty, as interactions are designed for the
convenience of the customer, rather than the organization.
Successful personalization requires a mix of A/B Testing, UX prowess, consumer behavior knowledge, and personalization
expertise. Many platforms also will incorporate machine learning algorithms in order to identify the elements of
personalization that lead to better experiences and outcomes, across a wide range of permutations (customer journey,
demographic segmentation, product type, daypart, etc.)
This software is available as a separate tool or a platform that pulls customer data from other applications or data platforms,
including a CDP or CRM, and can push out relevant insights to marketing or sales automation platforms.

Personalization & Optimization Case Study: PetSmart Focuses on Customer
Convenience via Personalized Services
PetSmart is a pet products retailer that operates physical stores and a website. The company had focused on
offering physical products, but also offers services, such as pet grooming and boarding, which tend to generate
more revenue, but are more complex from an operational and labor perspective.
The company’s goal was to allow for more targeted marketing and sales activity based around customer-centric
metrics. In 2020, the company’s IT team took Salesforce’s Field Service Lightning product, which was designed
for utility field technicians, and extended it to meet the needs of its salon business. While the company noted
that the Salesforce tool already incorporated a sophisticated scheduling and back office in-house management
capability, the internal development team focused on the creation of UX interfaces for customers and associates.
The retailer also migrated a central, cloud-based pet and owner operational database, which integrates into the
Salesforce-based salon management services reservation and capacity management system. The investment was
made because the company could not afford to have any latency in the booking or check-in processes.
The Reservation System provides groomers with the name of the customer, a list of the services requested,
and a complete history of past services, helping the company provide a more customer-centric approach. The
customer’s check-in process is also very efficient, and when the salon appointment is complete, the customer
receives a mobile notification and can pay for the service right on the app when they pick up their pet.
Thanks to the new system, PetSmart was able to increase groomer capacity by 15%. Further, the company’s use
of the new platform resulted in services revenue increasing by 600 basis points since the rollout and has allowed
its associates to focus more on customer care, rather than administrative tasks.
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Transportation Industry Spotlight: Xovis Provides Real-Time Data
to Improve Passenger Satisfaction
Waiting times can get out of control at security checkpoints. Many stakeholders – from passengers, airport operators,
authorities to retailers and airlines – and interests concur at this bottleneck along the passenger journey. Balancing
passenger expectations and other goals, they face challenges such as:
• How to expedite security control?
• H
 ow to measure performance of individual queues/ lanes and complete sites?
• H
 ow to improve collaboration between different stakeholders such as operation
teams and government agencies?
Long queues make airports look bad and frustrate passengers. Xovis provides airports
with a powerful tool to move passengers more smoothly through their facilities, optimize
staff and infrastructure planning and ultimately increase customer satisfaction. The
combination of Xovis 3D Sensors and software helps improve efficiency all over the
airport and prepares the ground for innovative business models. Counting and tracking
passengers anonymously, the Xovis system allows targeted KPIs to be measured in real-time.
A broad portfolio of Xovis 3D Sensors with ultra-wide viewing angle accommodates the specific architectural
conditions of any airport. Mounted on the ceiling, one sensor covers up to 100 m2 or 1100 sq. ft., and can be mounted
from 2.2 to 30 m or 7.5 to 98 ft. high. A high-resolution 3D image, often also referred to as a stereo image, of the
covered/ recorded area is calculated up to 30 times per second, providing the basis on which every person that is
entering the covered area is counted and tracked anonymously.
Based on the 3D images computed on the sensor, the software receives data streams from the installed sensors,
calculates and visualizes KPIs such as waiting times and passenger throughput on real-time dashboards. An unlimited
number of sensors can be connected into a Multisensor to track passengers through large areas anonymously
continuously. The system also features an automated queue detection that measures waiting times only for passengers
excluding staff, eters, and greeters even in unstructured, dynamic multi-queue areas.
Passengers are recognized individually even if they are standing shoulder to shoulder. Constant sample rates of 98%
are guaranteed, meaning that 98% of passengers in the covered area are registered. The 3D stereo vision technology
does not depend on signal-emitting devices and is highly robust against all kinds of external influences such as
shadows, light changes, and heat emissions.
Power over Ethernet (PoE), combining data connection with power in one cable, and a Mean Time Between Failure
(MTBF) of 25 years simplify installation/maintenance and keep the total cost of operation low. Implementing FPGA
technology, the image processing is performed on the sensor. No video stream leaves the sensors and data privacy is
guaranteed. Only a constant stream of moving dots, representing the counted passengers, is sent out. One server can
run a system with up to 600 sensors.
The Xovis system can easily be integrated with other software solutions. For example, waiting times can be exported
automatically from the system and displayed on screens at the airport or on the airport‘s mobile app. The KPIs
measured at security checkpoints with Xovis empower airports to identify bottlenecks, optimize processes and
facilitate communication among all stakeholders:
• T
 he organization in charge of security checkpoints can plan resources such as staff and the number of open
security lanes based on accurate live data
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• Passengers are consistently in the know regarding waiting times
• S
 takeholders have a highly reliable tool at hand to monitor the fulfillment of Service Level Agreements, and
responsibilities are consistently clarified
• T
 he measured KPIs enable the comparison of standard and new processes at security checkpoints (e.g.
automated vs. conventional screening)
Monitoring crucial KPIs and keeping passengers informed, airport operations, authorities, airlines, and other stakeholders
manage to balance their individual interests with the satisfaction of their common customer - the passenger.

Customer Feedback
Customer feedback software is an online review management system that allows the customer to submit the feedback
or rate the services of your company. Solutions which help identify and measure data points such as customer
satisfaction, happiness, and loyalty. Tools could include surveying, reviews, polls, social media, website feedback widgets,
support or chatbot feedback, customer interviews, email, or customer contact forms.
The technologies that enable CX, such as customer relationship management (CRM), customer data and analytics,
personalization & optimization, contact center solutions, and employee experience (EX) solutions, are all integral to
companies aspiring to build strong CX programs. However, it is the use of customer insights & feedback technologies that
provides the ignition for all these solutions. These tools provide the direct link between not only customer and company,
but also employee. The flow of customer information, both directly asked for and gathered through indirect sources, is
critical to the success of CX.
Customer feedback has long evolved past simple surveys and outreach. There has been an explosion in customer data type
and channel options, and this segment now offers a wide range of comprehensive solutions to support not just engaging
and easy to set up data collection, but also sophisticated data analytics, insight generation, relevant dashboards, and tools
to enable those insights to turn into action. At times, this is at odds with the widely varying levels of CX maturity in the
industry, with some companies lacking the operational processes or company-wide culture to take their CX program to the
next level. Consumer sentiment toward feedback is likewise evolving with high expectations placed upon companies to
provide timely and empathic responses. Customers want the opportunity to be heard and acknowledged, but on their own
terms and via their own channel choice. They also want action taken quickly and in a focused, personalized manner.

Customer Feedback Case Study: NISA Next Level Fan CX & Engagement
The National
Independent
Soccer
Association (NISA), established in
2017, is a U.S. professional men’s
soccer league association and
recently introduced NISA Nation.
This league provides independent
amateur clubs with a groundbreaking
path to professional status, ensuring
the stability and sustainability of a
truly open system.

STAKEHOLDER ENGAGEMENT

Sponsors

Fans

League Staff

Next Level Fan
CX & Engagement

Teams
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NISA and QuestionPro partnered to conduct an innovative CX initiative named NISA’s Next Level Fan CX
& Engagement. Together, they enabled real-time, in-stadium, TV, and online fan voting live polls for “Man
of the Match,” democratizing this tradition while boosting fan engagement. This allowed NISA to capture
soccer fans’ insights in a way that has never been seen before. NISA and QuestionPro enabled online voting
for the Man of the Match for fans in the stadium, as well as those watching online or via TV broadcast.
NISA recognized the need to evolve its fans’ customer experience to increase engagement in an emerging
sports league. It needed to better understand what fans and sponsors expect from the league to provide
a better experience across the entire customer journey, with the immediate challenge of identifying
participants for this research beyond the fan that purchased the ticket (guests, home-based fan).
First, the opportunity to conduct both a pre-game poll and “Man of the Match” poll via QR code within the
stadium and on the weekly national broadcast provided engagement for fans and a mechanism to collect
contact information for additional research.
Research results provided insights on improving and strengthening fans’ experiences such as the quality
of the matchups, more options for watching matches, and delivering more opportunities for fan
interactions and community engagement across the entire league.
The strategic need to reimagine fan engagement was met by using live in-match polls and requesting their
feedback with the CX Survey, including the NPS+ question to add further insights.
The biggest challenge was in building a reliable system for fan engagement that had the most up-to-date
information available, lest the engagement is viewed as less than ideal. Without this engagement, the
league would have limited data from which to survey fans and gauge their feedback.
This challenge was met with members of the QuestionPro team providing staffing on Saturday afternoons
(ahead of the nationally televised match) to update lineups and team rosters for the in-match voting with
the most current information making the polling relatable to the core fans.
Traditionally selected by the broadcast team, with NISA’s new online voting capability via QuestionPro, fans
around the world are now able to cast their votes, giving players
of both teams an equal opportunity for recognition.
Leveraging contact information collected as part of the
engagement process, the NISA next-level Fan CX & Engagement
initiative also surveyed fans regarding their experience with the
league and team, using QuestionPro’s NPS+ to assess NPS, root
cause, and churn risk. In addition, fans voted on one another’s
comments as a part of this feature, allowing them to determine
the actionable insights with one quick review of the open-ended
data. NISA and their teams are now gathering more insights
from their fan experience to hear and provide what fans want..
Key takeaways:
• 3
 6% of fans are planning to attend more matches this upcoming season
• F
 ans have a desire for more engagement, like live in-match polling
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• P
 romoters commented positively on NISA’s quality league matchups
• T
 here are opportunities for additional sponsorships, specifically Automotive and Lending industries
• N
 oted improvement areas include “More Options for Watching Matches” (streaming) and “Improve
Team’s Stadiums”
The latter findings will contribute to refining NISA CX strategies, boosting the league, clubs, players, and
staff at all NISA levels.
The two-year project had a budget of $50,000. QuestionPro also invested $50,000 into sponsorship
initiatives, and provided ongoing access to their President of the Customer Experience practice, a sports
industry consultant, and several technical success managers to configure the platform.

Customer Analytics
Customer analytics software is designed to assist organizations with collecting and analyzing customer information,
including behaviors, responsiveness to marketing efforts, preferences, and purchasing decisions. This data and analysis can
be leveraged into customer segmentation data models, reporting and personalized recommendations.  
Analytics software can be used to capture customer data in real time, and process it to provide unique insights into users’
shopping behaviors, tracking metrics such as average spend, most valuable customers, customer retention, and much
more. The data can be used to create visualizations of customer journeys, as well as construct customer segments and
profiles, which can be used in sales, marketing, and post-transaction interactions.
Customer analytics can be classified into three steps, which include the collection of data, data analysis, and action.
Data should be collected ethically across all touchpoints and channels, which can include providing dynamic signup forms on your website, creating dedicated landing pages for gaining new subscribers, or offering lead generation
resources, such as free e-books, courses, or access to exclusive events in exchange for providing contact details and
other data insights.
Once the data has been collected, it must be analyzed to identify patterns and other insights, and then should be
segmented to understand which channels, messaging strategies, and approaches are best suited for each type of
customers.
The most important step is to then activate these insights so that the data being collected and analyzed can be put to
work to create more engaging and useful interactions that result in reduced customer friction, better satisfaction, and
more revenue per customer.

Customer Analytics Case Study – How Party City Enhanced its Cross-Channel
XM Strategy to Create a More Seamless Customer Experience
As the customer journey continues to rapidly advance—with new technologies
and channels offering more ways for customers to interact with brands—it has
become increasingly challenging to create the consistent and seamless experience
consumers expect.
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Knowing this, Party City worked with its SMG team to identify 3 focus areas for enhancing its crosschannel strategy and ensuring its digital efforts were aligned with evolving customer expectations:
1)

Identify breakdowns in the customer experience to reduce friction + attrition

2)

Uncover insights specific to creating a consistent + favorable impression
of the brand

3)

Integrate reporting to simplify data interpretation + increase
enterprise adoption

Party City started harnessing the power of unsolicited feedback by measuring ratings + reviews across
top review sites—helping the
brand increase responsiveness,
tap into location-level competitive
benchmarks, + pair social data
with solicited feedback. They
also enhanced their digital
feedback management program,
implementing targeted site
intercept surveys and an alwayson feedback button to capture
more solicited and unsolicited
feedback from web + mobile users.
Additionally, Party City began measuring the brand experience, connecting customer perceptions and
behavioral data with customer feedback to pinpoint ways to deliver on its brand promise and drive loyalty.
Finally, to bring it all together, the brand combined this new feedback with its existing CX data,
connecting disparate datasets in the smg360 ® platform. With this cohesive view of the customer
experience and access to real-time data across multiple touchpoints, Party City was able make targeted
changes in areas that mattered most to customers.
Since increasing its digital touchpoints and evolving its cross-channel strategy, Party City has rapidly
increased feedback collection and improved KPIs. To learn more about how SMG is helping brands around
the globe build winning cross-channel strategies, visit
smg.com/request-demo.  
FEEDBACK COLLECTION
In-store

2.1x

More
Responses
YOY

Off-premise*

Overall Satisfaction

More Responses
YOY

In Q4 2020

4x

+8ppts

*Buy online, pick-up in store (BOPIS), curbside, same-day delivery
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Customer Relationship Management
A Customer Relationship Management (CRM) solution is designed to house customer and potential customer interaction
information, and is often leveraged to assist sales, marketing, and service management functions. Although CRMs have
been the backbone of many organizations’ CX strategies, the current trend is to incorporate them within a larger CX tech
stack to allow for greater visibility of the customer journey.
CRMs should be capable of consolidating all customer communications (form fills, calls, emails, text messages, and
meetings), documents, quotes, purchases, and tasks associated with each prospect and customer, and ideally should
support lead scoring to facilitate more targeted sales and marketing activity, based on the likelihood of closing a sale.
That said, CRMs are not designed to help with backend operations like production, warehousing, shipping, engineering, or
finance functions, and they may not incorporate siloed data or unstructured data from other systems. However, given the
increasing focus on customer journeys and omnichannel communications, some CRMs are incorporating additional feature
sets that provide sales and marketing automation support, as well as integration with front-end software such as contact
center applications.

CRM Case Study – Instacart + Zendesk:
A Solution too Good for Just One Kind of Customer
Instacart, a same-day grocery delivery service based in San Francisco, connects customers with personal
shoppers who shop and deliver groceries from local stores. Customers can order groceries through the Instacart
app or online, and customers can use the company’s help center to answer general questions or to connect to live
help. Instacart even allows customers to mix and match items from multiple stores in one order.
The company was shopping for an innovative partner that would allow it to customize support for its two distinct
customer bases--end customers and the shoppers that buy and deliver groceries from local stores. It needed a
system with robust customizability that would allow them to segment these user bases within the same tool.
Jeremy Flanagan, Customer Ops Project Lead of Tools at Instacart, said the team explored several options
before choosing Zendesk Support. Flanagan is responsible for the tools used by the company’s Happiness team,
which supports shoppers, and also works as a liaison between the Customer Ops and Product teams. When
comparing potential systems, it was crucial for Instacart to be able to integrate their customer service solution
with custom tools to incorporate their rich multi-user data.
“For Instacart, when helping customers, it’s important to know contact information, recent order information,
and coupon and credit balance,” Flanagan explained. “On the other hand, when helping shoppers, it’s important
to know what type of shopper they are, and if their status is active or dormant.”
Before he moved into his current position, Flanagan spent time working as a shopper delivering orders in the
field, as well as a Happiness agent. This gave him the unique perspective of having experienced both sides
of the relationship. The more context an agent has about a shopper or customer, the easier that customer or
shopper support experience is. In the same vein, all Instacart employees work a full shopping shift periodically.
Thus, Instacart’s ability to bring data about each user into their Zendesk view was the ultimate dealmaker. “We
have almost every piece of relevant data coming in on the ticket based on the user,” said Flanagan. Not only
does this information help the team to route requests appropriately, it also improves the agent experience—as
well as their efficiency—because they don’t have to switch between systems as often.
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As part of the effort to create a customized support experience, Instacart engaged Zendesk’s customer success
organization for guidance. “Having a dedicated CSE has been one of the best experiences yet in our relationship
with Zendesk,” Flanagan said.  

250+

Number of Agents

6

Departments
Using Zendesk

175K+

Monthly Ticket
Volume

90%
CSAT

Many of the integrations and apps the team uses help increase productivity, and their efficient app
deployment is powered by AWS. One of the team’s favorite apps is Zendesk’s Five Most Recent app,
which shows agents the last five tickets a user has submitted.
Whether a customer or personal shopper calls, emails, or uses social media to contact Instacart, the
team has everything they need to prioritize tickets and quickly resolve issues. Given how frequently
we all need groceries, the team’s volume remains high. The team handles between 15,000 to 20,000
calls a week. Email volume is also consistently high, at an average of 20,000 contacts per week.
Instacart also rolled out dedicated internal instances to better support its employee base. The Human
Resources, Payroll, and IT teams also use Support to handle issues or answer questions for full- and
part-time employees.   
No matter the usage, the transparency and flexibility of Zendesk Support allows Instacart to capture
the voice of the customer and dig deep into changes in satisfaction to discover root causes and make
changes at the product or policy level, or to ramp up agent training in specific areas. It also allows
them to collect positive feedback.
“Since we’re a data-driven organization, the use of custom fields and tagging has been really
wonderful. We can pull in every piece of Zendesk data into our internal database—furthermore, we
can slice and slice that data, and join it with internal data to create an extraordinarily vivid picture of
the customer journey,” Flanagan said.

Telecommunications Industry Spotlight: Cellcom Digital Modernization
Global CSPs are embarking on BSS modernization programs to reinvent their CRM systems and deliver an omnichannel
digital-first experience serving all their customers’ network, charging, and commerce needs. The reality for most CSPs,
however, is that they are burdened by a disparate and legacy CRM landscape at a time when they need to bring solutions
to market faster, find better efficiencies, and, most importantly, offer better customer experiences.
Cellcom began collaborating with Amdocs in 2020 to accelerate its digital modernization program, building a consistent
enhanced user experience across all channels of engagement, offering Cellcom customers (both consumers and
enterprises) advanced digital services, while also improving operational efficiency with automation to help Cellcom
introduce innovation to the market.
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One of the key elements of Cellcom’s digital modernization program was to consolidate its disparate CRM portfolio gained
via a series of mergers into a single applications to better manage Cellcom’s customer base
Cellcom’s vision was to design a CRM system to deliver a set of sophisticated digital capabilities that could be supported
across any of its customer engagement channels. This includes CRM, customer service dashboards, chatbots, and
campaign management platforms, representing a significant step forward in Cellcom’s ability to become fully customercentric and focused on delivering a more personalized experience that anticipates customer needs.
Amdocs was seen as the right partner to co-develop the new CRM platform with Cellcom as it displayed the most credible
solution approach that would be managed and delivered with aggressive project timelines. Cellcom’s new CRM platform had
to be supported on mobile devices, web, call center, and store point of sales (POS), with the goal to increase self-service
adoption, reducing CSR agent reliance in general customer interactions, and be agile enough to support new product
launches.
Cellcom was able to accelerate its CRM transformation by leveraging Amdocs’ experience in delivering such projects.
Amdocs commented that they “already had something that was built on the Amdocs platform, so they could install
and start developing right away. There was also a catalog of APIs and UI templates that were provided to Cellcom as a
foundation to accelerate the UI design. Amdocs took the template and modified it for Cellcom.”
The project began in August  2020, and the first CRM modules went live in May 2021, with all content delivered on time
and within budget. Since Cellcom had not worked in scrum teams before, Amdocs helped architect the project with new
methodology and practices leveraging CI/CD and DevOps tools. One of the teams was offshore, the rest were working
locally in Israel. The dynamic mixture of onshore and offshore teams, with 100% remote working during the pandemic, did
not hinder the project deliverables, and commitment timelines were kept. Cellcom confirms that the flexibility of the teams
and the methodology was key in delivering the project’s milestones and objectives.

Celicom Digital Modernization Timeline

MAY
2021

NOVEMBER
2021

JUNE
2022

OCTOBER
2022

NOVEMBER
2022

B2BC+B2B

B2C

B2B

B2C

B2B

360
Billing Manager
Custom Manager
Lead + Opportunities

Landline

Project
Management
System

Handsets

Client
Management

Source: Celicom, 2022

B2B

Sim Only

Cellcom opted to deploy the new CRM in its private cloud environment, and is confident that by leveraging the microservices and container-based architecture, it will have a platform that is cloud-ready should it choose to shift its
applications to the public cloud in the future. Since the infrastructure is mostly leveraging Open Source/TM Forum APIs,
Cellcom can leverage its cloud-native solution to drive better interoperability with external systems through a digital ecosystem, further enriching its CRM systems via a common framework aligned with industry standards. The eventual aim is
to have all Cellcom’s CRM agents using the new capabilities, The organization expects that once the commerce modules
are delivered, more CSR agents will be working on the new platform, as the project is ongoing until November 2022.
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Adopting Amdocs methods and practices enabled full transparency and seamless day-to-day operational processes
for development, supporting Cellcom’s vision to transform its CRM into the 5G-ready platform. Amdocs has already
completed the first phase of the digital transformation project in partnership with Cellcom, producing a series of tangible
business benefits, including a 10%-20% increase in overall frontline productivity, a reduction in the number of repeat calls,
80% reduction in new agents’ training time, and overall reduction in time to market (TTM) for new/modified products.
CSR agent productivity has increased significantly since they spend less time searching for important information and
entering fewer fields into a new order, resulting in a much happier workforce.  By consolidating its disparate CRMs,
Cellcom was also able to recognize an improvement in customer acquisition. There was an increase in self-service
adoption and automated customer interactions, while also reducing customer churn. The burden on CSR agents will also
be reduced, owing to the decline in calls to customer service centers.

Customer Data Platform
A CDP is software that collects and unifies customer data from multiple sources to create a single, coherent, and complete
view of each customer. Data sources include existing CRM software, but CDPs frequently also incorporate:
•

 ustomer interaction data: website clicks, actions taken in live chat sessions or via digital assistants, as well as inC
person interactions. Data on the number, length, and frequency of those interactions are captured to provide a full
history for each customer, as well as to allow for specific behavioral patterns or insights to be uncovered and utilized.

•

Customer transaction data: Data captured from purchases, returns, and repurchases, usually from ecommerce or
POS systems.

•

Demographic data: Data such as the customer’s name, birth date and month, and address, as well as any
segmentation information.

CDPs essentially serve as unifying platforms for all relevant customer information, so that decisions can be analyzed
incorporating all data, rather than analyzing data within silos. Ultimately, data held in a CDP becomes the single source of
truth within the organization for customer and customer interaction data, and CDPs can create audience segments that
can be used across the rest of your marketing platforms and channels.
CDPs also can serve an important function as a manager of first-party data and consumer privacy and data rights. CDPs
can often be set up to monitor and control the data flows between different marketing systems and managing consent,
particularly in organizations that are subject to rules such as GDPR, the California Consumer Privacy Act, and other
jurisdictional data security and privacy regulations.

CDP Case Study: Using First Party Data for Omnichannel
Personalization to Power 4x ROI
Jysk Fynske Medier (JFM) is the second largest Danish news publisher and media group, the driving
force behind more than 75 newspapers, a wide range of news sites and digital brands. This includes
its advertising and communications agency, STEP, where JFM runs technology and data projects for
the media group. Understanding its readership and customers is essential to JFM’s success, making
collecting and analyzing data from over 140 different websites business critical.
Challenge
JFM’s initial Data Management Platform (DMP), installed in 2016, was designed to support advertising across
the group’s media properties. However, it could not keep up with modern data insight requirements. It did not
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allow for single customer views, complicated the scripting process on the various webpages in JFM’s portfolio, and
was not a vendor-neutral solution. The business needed a tool that would provide insights based on first-party
data from across the whole company, and from a disparate number of websites, platforms, and media assets.
Solution
JFM introduced and implemented Tealium’s
AudienceStream CDP and iQ Tag Management to close
the gaps left by the previous DMP and to tackle the
new challenges. Tealium’s implementation engineers
and customer team provided constant, high-quality
support during the set up across the business. This was
particularly helpful as JFM defined use cases on the go.
One of the main priorities was to enable a holistic
view of every customer. Tealium AudienceStream CDP
delivered exactly that–based on clean first-party data
from different touchpoints across the various websites.
Using AudienceStream CDP for ID Management enabled
JFM to work with vendors’ first-party solutions in the
programmatic adtech space for activation. It allowed
JFM to interact with the customers and subscribers on
an individual basis rather than targeting broad segments or groups, while prioritizing privacy through
cookie audiences.
Improved Omnichannel Personalization and Operational Efficiency
This new view allowed for optimized personalization via email as well as on the websites through cloudbased analysis of individuals’ preferences and interests. JFM developed a personalization algorithm in the
cloud, based on behavioral data and reading patterns.
This information was collated by Tealium’s solution and used within the website Content Management
System (CMS), where individual recommendations were activated and sent, and user recognition was
enabled. So, when users returned to the website later, they received personalized recommendations: for
example, suggestions of articles that matched the users’ previous reading habits and interests. The CDP
also enabled JFM to capture email addresses from users, which acted as a more persistent ID compared to
other forms of customer/user ID, which optimized the accuracy of the personalization process.
The newly implemented system also provides the option to move the ‘heavy technology’ that can slow
down the pages to the server and off the client side. This resulted in faster processes and a better
customer experience. As JFM runs several websites, having Tealium iQ Tag Management as a central
solution allowed the IT department to manage tags on different websites without having to edit the page
code. Plus, once the universal tags had been set, the team could adjust the tags centrally (e.g. adding some)
and the changes were directly published on the respective sites.
With the help of Tealium AudienceStream and iQ Tag Management, it was instantly possible for JFM to
access a new kind of first-party customer data. This has helped reach their advertising goals and increased
the performance fourfold in comparison to the market. In the long run, this single customer view will help
to stay on top of the audience needs, despite the loss of third-party cookies.
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CHALLENGE

SOLUTION

Find a simple

Jysk Fynske Medier

solution that resolves the

worked with Tealium to

issue of disjointed cus-

implement a Customer Data

tomer insight without

Platform to optimize its

relying on third party

advertising outreach through

data.

improved user insight, while
enhancing customer
experience,

RESULTS

Tealium AudienceStream
CDP simplified processes
and provided a more holistic
customer view, resulting in
a more targeted advertising
approach. JFM saw a 4x
return on its investment,
following the
deployment

Results: 4x ROI and Agility
The holistic view of their users enabled JFM not only to optimize its approach and interaction with
customers but also its editorial processes. Insight into customer behavior, such as reading time of articles,
scroll depths, the number of clicks and the number of times it was shared, led to the creation of a
qualitative score journalists could use to adjust articles to increase their performance.
The installation also had financial benefits – apart from increasing the audience sales. Overall, JFM saw a
4x return on its investment, following the deployment. “The impact of regulatory changes around thirdparty data is a major challenge particularly when looking at the amount of websites and publishing assets
under the JFM portfolio,” said Dennis Vesti Brorsen, Head of Data & Intelligence, Jysk Fynske Medier.
“Tealium AudienceStream and iQ Tag Management really was the Swiss army knife of data management
systems for us. It’s flexible and applicable to various use cases, which often came up spontaneously. Its
capability of providing us with a holistic customer view that enabled an optimized personalization and
targeting process, allows us to not only survive, but thrive, in the marketing jungle.”   

Employee Experience
Employee experience (EX) is not about what companies do; it is about how companies make employees feel throughout that
journey. The journey includes every touchpoint along the entire employee lifecycle including interview to exit, and software
in this category is designed to help employees navigate the journey with less friction and effort. While this category is
somewhat distinct from the other six, many end customers have seen the value of either repurposing CX tools inward toward
their employees, or seeking out software that has been designed to focus on EX from the ground up.
An EX platform is designed to allow an organization to control the look, feel, and interactions an employee or prospective
employee has while using internal systems, without replacing the underlying human resources or applicant tracking
system. This type of platform is also designed to ensure that in today’s often-fragmented, multinational, or multidivisional
corporations, employees are able to feel connected to their work and their colleagues, and can easily find the information
they need for tasks ranging from making benefits choices to furthering their professional development—things for which they
might otherwise need turn to HR or a service center to handle.
These platforms also serve as a front-end allowing employees to find specific content or corporate documents and templates
they need to complete their jobs. Perhaps most importantly, employee experience platforms should have feedback
mechanisms that allow them to share their concerns, praise, or thoughts on their work environment, job, and, if necessary,
anonymously report issues that may require immediate resolution, such as reporting sexual harassment, discrimination, or
workplace safety issues.
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EX Case Study: How Wabash
National Improved Communications
and Empowered a Dispersed
Manufacturing Workforce
After 34 years of innovation leadership in trailer
manufacturing, Wabash National was eager to
enter a new era of growth and transformation,
but the company faced an obstacle: a dispersed,
disconnected workforce of around 6,500
employees across more than 15 manufacturing
sites. With more than 80% of employees classified
as “deskless” workers, many were not seeing the daily communications or culture-enhancing messages designed to
emphasize the company’s values, purpose, and objectives.
Despite conducting in-person meetings prior to every shift, the shop floor environments are large and loud,
making in-person communication challenging. HR teams were also struggling to keep up with questions about
benefits and policies. Overall, employees were misaligned on company, team and individual goals and were in
need of stronger connection points.
To establish solid connections with hard-to-reach employee groups and deliver meaningful appreciation
messages to employees, the team identified a mobile app as the best possible solution, and partnered with
Limeade to create the Wabash@Work app.
To secure the support of the company’s senior leadership, a cross-functional team of communications
and manufacturing operations personnel made a careful pitch. Using the issue of employee turnover as
a conversation starter, the team told managers compelling stories about meeting business goals and the
negative impact of poor employee communication: When employees are not in the loop, even the best
intentions and business plans fall short. With retention at stake, you need to take the long view. Leadership
agreed, and the app’s future became a certainty.
The app is designed to efficiently reach employee populations with useful, meaningful content. To support
this, the solution includes channel functionality, allowing administrators to create a communications
structure that works for their organization. Wabash National opted for six app channels to start out:
Manufacturing, HR, Quality, Safety, Leadership Messages, Company Announcements.
To maximize effectiveness and limit workload, the team selected an employee writer for each of the
company’s groups. They empowered them to post one message a day: anything from an employee shout-out
to a shop floor safety alert.
The Wabash National app team traveled between facilities, spending time in cafeterias, breakrooms and on shop
floors helping employees download, log in and get familiar with Wabash@Work. Employees were receptive and
quickly warmed to the idea of a resource that could bring together the information they needed.
From the start, the Wabash National team wanted to show they care for employees. App writers used channel
posts to give employees shout-outs for everyone to see and employees quickly gravitated to the kudos feature,
sending each other messages of encouragement.

CX TECHNOLOGY GUIDE

3Q 2022

27

Results
Wabash@Work launched strong in a phased rollout at multiple locations. Three weeks into the rollout at its
first location, which happened to the be largest operation with over 3,000 employees, the app had nearly
2,000 users (over 61% of the workforce) and was averaging 900 daily views.
Today, employee populations have one place to search for information, see safety alerts, watch videos from
leadership, and read about the latest updates and events that impact them. And the Spanish version of the
app continues to support workforce-wide communications alignment, regardless of language.
Just two weeks after launch, the app communications team logged 164 kudos, primarily peer-to-peer
praise for performance. HR teams saw an immediate improvement in the time and energy spent fielding
questions from employees among three shifts. In a two-week period, HR answered 102 questions through
the app, helping them track the metrics and tailor future posts to convey exactly what employees want and
need to know.
“We thought the app would be a big hit with millennials, but we’re finding that employees of all generations
have fallen in love with their ability to communicate with it. We post every single day and employees finally
have visibility into what is going on with production and why. They’re engaged and we’re learning so much
from having a direct feedback loop with everyone,” according to Claire Haggard, Wabash’s Manager, People
Engagement.

Industry Spotlight: Beyond Insurance. Transformation of AXA Sigorta from Best Payer
to Partner for Its Customers.
A XA is an international insurance brand originated from France. With around 100 million customers
worldwide, it is one of the top insurance brands globally as well as among the top 50 global brands and top
three financial services brands. AXA Sigorta, as the branch of AXA in Turkey and one of the leading players
in the insurance market in the country, shares the same values and strives toward the same goals as AXA
like “transformation from best payer to partner.”
AXA provides many insurance products and services such as health, car, home, and earthquake insurance. And when
the third party partners and intermediaries are added to the equation, AXA delivers experiences to and through a
huge, interconnected ecosystem. To be considered as a partner, AXA needed to increase emotional connections with
its customers and partners in its distribution network through the brand by focusing on a valuable benefit beyond the
product or service. To achieve that, AXA needed to create meaningful and more frequent interaction points to drive
satisfaction, leveraging brand promise and delivery as well as customer interaction to be delivered at the right time,
through the appropriate channel, and with the right content. Thus, it was crucial to facilitate continuous improvements
in customer journeys, leveraging the insights from the increased interactions for identifying winning models, building
guidelines, and defining execution plans.
Pisano provided its easy-to-integrate and easy-to-use experience management platform for the use of more than 800
AXA employees. Managed by 2 FTEs, Pisano platform was integrated into more than 70 touchpoints at all channels like its
corporate website, mobile applications, digital services, CRM, and contact center. Measurement has been conducted on
Relationship Level, Product Level, Journey Level, and Transaction Level.
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AXA – Customer/Distributor Experience General Approach

4 PILLARS TO FOCUS
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All customer complaints, call records, surveys, and verbatims are analyzed by Pisano and transferred to related Business
Unit in-charge for closing the loop. Dashboards, alerts, and triggers have been set up individually for all departments and
roles by Pisano Automation and Reporting. Pisano dashboards and reports have become an integral part of all crossfunctional and Executive Level discussions and meetings to make AXA a customer-centric organization.
The digitalization of customer journeys and internal processes has been at the center of AXA’s Transformation from Best
Payer to Partner strategy and has accelerated remarkably since the start of the Pisano project. AXA receives more than
150,000 pieces of feedback from more than 70 touchpoints thanks to the omnichannel Pisano Platform established as a
gift to improve its service quality.
AXA has improved NPS Results by 14 points and reached 11 points above market. In addition, 4,33/5,00 Customer
Satisfaction and 4,67 / 5,00 Distributor Satisfaction Score thanks to successful Experience Management program
implemented with Pisano.
AXA acknowledges that feedback is the key to improving its products and services. Leveraging Pisano’s Omnichannel
Platform, AXA collects more than 150K feedback in more than 70 touchpoints.
The key to success lies in the alignment of company employees on the critical importance of this feedback. Using Pisano’s
text analytics AI, automation rules and easy-to-use interfaces the feedback of customers are systematically transferred to
back-office employees to empower their empathy and become more customer-oriented. All complaints, call records, and
instant customer feedback (ICF) cores and verbatims are analyzed by Pisano and transferred to related Business Unit incharge and also integrated in Customer 360.
AXA tracks and monitors the relationship between NPS (top-down), ICF (transactional NPS/CSAT/CES) and customer
complaint root causes. The company aims to permanently solve high frequent complaints (ICF scores 1&2). Additionally
Closed Complaints Review and Sanity Checks by second line of defense (Internal Control & Audit) and Executive
Committee, including the CEO, to accelerate the engagement all levels.
Owing to AXA’s highly penetrated and successfully owned CX program, the company has redesigned all key journeys
based on customer needs and embedded customer feedback to company level decision making processes. Finally, the
company has completed its group-level global audit with zero findings and selected the best examples to be shared with
other entities who participated globally.  
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CX Software
Evaluation and
Deployment Strategies

Choosing the right platforms and applications to support CX efforts can be an extensive and exhaustive process. By
creating and sticking with an evaluation process that incorporates the software’s technical capabilities, the performance
of the vendor, the total or annual ownership cost, and, perhaps most importantly, your organization’s unique processes
and requirements, it will be easier to evaluate vendors’ solutions using a solid and level set of points of comparison. Before
beginning an evaluation, it is important to address these key questions to ensure the process runs as smoothly as possible.
• W
 ho is leading the evaluation process: Without a clearly defined lead, the software evaluation and acquisition
process could wind up being disjointed, wasting time and financial resources.
• W
 ho is paying for the software, and what are the budget requirements: In addition to sorting out annual costs for
software licenses, it’s important to understand internal funding sources, as well as determining additional resources
for future projects to expand the software’s functionality or incorporation of new data channels, users, or external
partners.
• W
 hat approvals are needed to get begin the process: While not unique to the selection of CX software, ensuring
that approvals are secured from all necessary parties to ensure budgets and resources have been properly allocated.
• W
 hat is evaluation timeline, and parameters for software selection: By establishing a timeline and parameters for
software evaluation and selection, all stakeholders will be able to understand the process, divide responsibilities, and
ensure their feedback is incorporated into the process.

Matching Business Objectives to Software Types
It is impossible to evaluate a software platform or application if the objective and pain points are unclear. Take the time to
understand each stakeholder’s key business objectives and pain points, which will help you develop a list of specific features
and capabilities that will address these issues. Segment these features and capabilities into “must-haves” versus “nice-to-haves”.
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Using research firms’ “best-of” or recommended software lists are a good place to start the evaluation process, as well as
checking out user ratings and case studies to highlight the software applications and platforms that should be tagged for further
research and evaluation. Make the list as exhaustive as possible, as many vendors may fall off the list as the selection process
gets more granular and detailed.
Once a list has been generated, it is smart to visit each vendor’s website, check out any available case studies, and refer
to third-party websites to read unbiased vendor reviews. Be wary of vendors that provide a wide range of customers or
industry groups, but fall short with respect to providing specific details on how they were able to solve their customers’
business needs or challenges.
It is also good practice to contact customers listed on a vendor’s web site, to solicit feedback on the vendor’s product, the
level of support, and overall impression of the vendor. A key question to ask is whether the customer is likely to continue
using the product once their current contract is up.
Check news sources for instances of data security breaches, customer service complaints, or instances of overcharging or
dissatisfaction. If any of these have made the business (or general press), it is worth asking the vendor directly for an explanation of
the issue, as well as learning how they have since dealt with the issues.

Identifying and Vetting Vendors
Software purchases are usually a long-term commitment. While most vendors offer software through a SaaS model that has a fixed
start and end period, the cost of repeatedly and frequently switching vendors can be extremely taxing, both from a financial and
operational point of view.
Here are some criteria on which you can evaluate vendors that have made it onto your short list.
• D
 eployment options: How the software is deployed can impact the way your business operates, both during normal
periods and during times of crisis (weather events, periods of high volume, or during  emergencies). Each deployment
option (perpetual license vs SaaS; on-premises, cloud, hybrid) varies in terms of data storage, maintenance, support,
and updates, so it is important to identify your needs prior to choosing a vendor.
• F
 requency of updates: Most SaaS-based software platforms and applications will be updated periodically, though it is
important to assess how often these updates occur, what level of support is provided (to ensure all data connectors
continue to function properly), and what training, if any, is provided to take full advantage of new feature sets or
functionality. It is also important to identify how feedback provided by your organization is incorporated into future
product updates or patches, particularly related to workflow and data security issues.
• C
 ustomer support: The options for customer support can vary widely, and can include basic voice telephone
support, email support, chat support, or even in-person support, depending upon the size of the enterprise and
vendor. It is important to closely study the support offerings that are included in the license, what is offered as
an add-on service, and what exclusions or limitations apply, particularly with respect to time frames for receiving
maintenance or emergency support, as well as any specific service-level agreement (SLA) parameters.  
• Additional training: Based on the complexity of the software, your employees might require additional training before
using it. Some vendors charge additional fees for training (either in-person, virtually, or a combination of the two), while
others may provide free training or educational materials (such as how-to guides and video tutorials).
It is also useful to create a vendor scorecard, so direct comparisons can be made between vendors. Simply create a list of
your must-have and nice-to-have features of the software under consideration. Then, assign a weight to each feature, with a
greater weight assigned to the most relevant feature. The collective weight of all the features should sum up to 100.
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Then score each software platform or application on its individual features, on a scale of 1 to 5, and use this formula to
generate a weighted score: (Weight / 5) x Score = Weighted score.  Once the weighted score is calculated for each feature,
add them together to get the final score for the software application or platform. Repeat this process for each vendor under
consideration. Figure 4 provides a representative (though abbreviated) example of how a scorecard can be created.

Vendor Score Card Sample
Vendor A
Feature

Score (1-5)

Weight

Weighted Score

Pre-built APIs

3

28

16.80

Native AI chatbots

4

23

18.40

Full marcom integration

5

10

10.00

In-person agent training

2

8

3.20

Emergency 24/7 support

3

16

9.60

Monthly product updates

2

15

6.00

100

64.00

Vendor B
Feature

Source: Dash Research

Score (1-5)

Weight

Weighted Score

Pre-built APIs

5

28

28.00

Native AI chatbots

4
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18.40

Full marcom integration

1
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2.00

In-person agent training

3

8

4.80

Emergency 24/7 support

2

16

6.40

Monthly product updates

1

15

3.00

100

62.60

©2022 Dash Network

Note, however, that scorecards can only measure the features or requirements that are incorporated into them, so make sure to
give significant thought as to the metrics that are included, as well as their respective weights.
Typical Must-Have Product Features and Benefits
Selecting software used to support CX efforts is akin to most other major IT purchases. It needs to support the overall CX
goals of the organization and each stakeholder, while adhering to specific budgetary guidelines. That said, there are several
features that should be considered as minimum requirements, simply due to the ever-advancing use of technology by
customers. These include:
• Support for automation: As discussed above, the automation of CX processes and procedures is extremely important,
as human labor should be focused on handling more complex interactions and tasks, as well as being deployed to handle
high-touch customer interaction cases where the customer seeks to interact with a live human being.
• Simple technology integrations: Your IT environment is populated with other software applications, data sources, and
external partners that require bidirectional access to company and customer data. Even a “full-featured” CX software
platform likely will be pulling in, rather than serving as a full replacement for the multitude of data sources that exist
within your organization, so ensuring that this data can be integrated simply and easily is paramount.
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• I ncorporation of AI/ML: AI is no longer a nascent technology; today’s software should be capable of leveraging AI
to providing future behavior predictions, offering next-best-actions, supporting hyper-personalization, enabling true
omnichannel communication, and aiding smooth human/machine handoffs.
Assessing Intangibles
Using a vendor is important, but it is also important to consider the intangibles, which likely only will be apparent via
conversations with the vendor, as well as through looking at real end-user reviews. Some key questions to keep in mind:
• H
 ow important will my company be for this vendor? If you’re a large fish for a particular vendor, you may be more of
a priority for the vendor, compared with working with a vendor that services numerous Fortune 500 companies.
• H
 ow well does the vendor understand my industry and business? While good CX has many common attributes
across different verticals and organizations, there are industry nuances that come into play, and vendors that have
experience with specific verticals are often a better fit than those that take a more generic approach.
• W
 hat is the structure of the vendor’s support team? Is there a sole point of contact, or are there redundancies built
in for emergencies? How engaged and responsive does the team seem to your suggestions or feedback? Is there a
“buck stops here” contact to ensure your satisfaction?
• C
 an the vendor grow with my business? It’s important to not only assess the current capabilities of a vendor to
ensure it meets your organization’s needs today, but make certain they can scale along with your business. This is
particularly important with respect to support issues, but the ability to support new technologies should also be
considered, especially with the expected rollout of faster Wi-Fi and 6G cellular communications technology, virtual
and augmented reality technology, and ever-changing cybersecurity security threats.
Engaging with Potential Vendors
Unlike the purchase of a consumer item, such as a smartphone or television, it’s important to speak with potential vendors
to ensure a good fit between your organization and the vendor. Ask questions to elicit details on how the potential purchase
of an application or platform would work, including specific information on timelines, roles and responsibilities, any preinstallation work that needs to be done, and what processes will be used to communicate and share information before,
during, and after the software purchase.
It’s essential to include the opinion of relevant people as they have a direct stake in the purchase: they may be the end-users
of the tool or the process heads responsible for ensuring efficiency gains. Distribute a survey to capture their feedback,
which can be consolidated and used as a working document when interviewing potential vendors. That way, once the
selection has been made, and the software purchase and installation process has begun, it is less likely that a major issue will
have fallen through the cracks.  
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Potential Pitfalls with
CX Software

A key challenge facing many organizations in their desire to enable complete visibility into customers, agents, and
operations is that critical data often resides in several disparate systems and departments. In an ideal situation, all
customer and interaction data would reside on a single platform. However, digitization of data did not happen overnight;
most organizations took a piecemeal, incremental approach to incorporating data and use a variety of systems to interact
with their customers.
Integration Challenges
In many organizations, data may be stored in disparate and incompatible systems that have been set up and maintained
by different departments, often being optimized to meet each department’s own needs. Further, the data may be stored
in a way that does not lend itself to being shared or used by other systems, unless it is specifically cleaned and resegmented, which can be a time- and labor-intensive process.
CX can suffer if the APIs used to connect these disparate systems are not efficiently designed and deployed. Some of
the common issues with APIs that can impact performance and security are listed below:
• P
 otentially exposing proprietary or customer data by poorly tested APIs
• R
 elying on unoptimized database queries and caches, which can hinder performance
• R
 elying on slow or unreliable networks to pass API traffic
• N
 ot periodically testing to ensure APIs continue to function after maintenance or application upgrades
CX can suffer dramatically if information cannot be passed smoothly and quickly from system to system, and if certain
pieces of data are not available in one channel or another, making it impossible to have a complete view of a customer’s
interactions or history. For example, if a company’s chat system is not able to identify previous interactions with a
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customer through other channels, the agent (live or bot-driven) may not present the most appropriate or relevant
options or actions to that customer. The agent may not be aware of previous interactions, orders, or other actions the
customer has taken, which could impact the level of service delivered, as well as potentially impact the likelihood of a
future sale.
Further, internal operations can also suffer if data changes using a new platform cannot smoothly update legacy
databases, which may not be candidates for upgrade or replacement, due to budgetary concerns, departmental
preferences, or other factors.
Data Quality Issues
A significant barrier to effectively employing personalization strategies or optimizing CXs is relying on data that is invalid,
dirty, incomplete, or improperly labeled. As with any information system, bad data will result in bad assumptions and
predictions. Particularly with personalization or optimization strategies that rely on AI algorithms to segment data, clean
data is critical, as a supposedly valid AI prediction can be misleading if the supporting data is not correct or properly
understood. For applications or platforms that queue up customer journey information and data, referring to incorrect or
outdated data during an interaction can cause the customer to lose confidence in the agent or organization, resulting in a
more negative interaction.
Data Governance, Privacy, and Security Concerns
For most types of contact center interactions, the use of personal data is required to identify the individual, and then
tailor the experience to their specific needs. However, data privacy concerns are on the rise; Pew Research Center
data found that 81% of US respondents believe the potential risks they face because of data collection by companies
outweigh the benefits, which can include the fear of criminals or fraudsters accessing this data, or other legitimate third
parties collecting and using the information without their knowledge.
Security concerns like these were the impetus behind legislation, such as the General Data Protection Regulation (GDPR)
and the California Consumer Privacy Act (CCPA), which set guidelines for the collection, processing, storage, and sharing
of personal data. Organizations that want to do business within jurisdictions where these regulations apply need to
ensure data handling, sharing, and storage policies and procedures follow the regulations, which can be challenging,
especially when sharing or passing data through various data systems. While AI can be used to mitigate certain data
privacy security issues (such as using an automated bot to verify credit card numbers), the key challenge of ensuring that
data is properly handled by all systems can require time- and labor-intensive auditing.
ROI Considerations
One of the most challenging barriers for organizations seeking to implement new software and tools revolves around the ROI
of past software and hardware purchases that have been used to support contact centers and/or CX initiatives. First, some
of these systems may still not have returned an acceptable ROI, and as a result, management may be less likely to purchase
additional software, even if the technology is far superior to the existing infrastructure.
Second, the ROI of a particular software platform or application may be apparent to one department (such as the contact
center itself), but if additional disruptions to other systems located in other departments do not generate a positive ROI,
there could be resistance. Further, organizations are often hamstrung by internal competition for resources. If other
departments are forced to make do with older software or equipment, it is more challenging to justify spending on a new
contact center suite every couple of years.  
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CX Software Readiness
What Professional Skillsets are Needed In-House?
Evaluating, selecting, and overseeing the implementation of software used to improve CX requires certain skills, though
thanks to the trend of trying to make software more user-friendly, it’s not necessary to have a degree or background in
software development or software network design. That said, there are several skills that CX professionals should have to
help ensure that the right software and vendor for your organization is put into place, whether you’re a key decision maker,
key purchase influencer, or operational lead.
• U
 nderstand the concepts and best practices of CX and customer interactions: Installing new CX-focused software
alone will not improve the way agents interact with customers, nor will it overcome policies or procedures that do
not put the customer first. That’s why it is important for CX professionals to have a grounding in the key concepts
related to providing a positive CX, including understanding customer behavior triggers, metrics and measurement
techniques, and how customer feedback can be applied to improve processes or procedures.
• U
 nderstand basic concepts of how data can flow Within and Beyond an Organization: CX professionals should
have a grasp on the differences between on-premise, cloud-based, and hybrid software environments, and the
benefits and drawbacks of each approach. They should understand the concepts behind the use of policies and
regulations impact the collection, storage, sharing, and use of that data.
• U
 nderstanding of relevant company and customer data: CX professionals don’t need to be experts in data, but
should have a strong grasp on the types of customer interaction data that is collected, how it is collected, and how it
can be combined with other operational data to improve CX.
• U
 nderstanding of the various types of interaction data: CX professionals don’t need to understand how to code
or develop applications, but they should understand the various types of interaction data, how each can be linked
or mated to a specific KPI, and how it can be manipulated, analyzed, or processed to improve CX. For example, it’s
important for CX professionals to understand how sentiment data is captured, which channels it can be used to
inform CX decisions, and how that data can be impacted by changes in policies or procedures.
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• U
 nderstanding of how AI and its underlying technology techniques work: CX professionals should be able
to logically understand how AI and its underlying technologies (ML, DL, NLP, computer vision) function. CX
professionals should understand the levers used to manipulate the algorithms so they can work with the data
science/development teams to adjust the granularity of results, adjust prediction or recommendation engines, and
identify new potential use cases for AI and other advanced technology.  
• H
 ave a strong foundation in data analysis, manipulation, and visualization: CX software applications and platforms
can provide massive amounts of granular data on an organization’s customers, interactions, products, support, and
sales and marketing efforts. CX professionals must be well versed in understanding data and statistics, as well as
analyzing and presenting that data to gain support for policy or procedure changes that can be used to improve CX.
Which Can Be Acquired Via a Third Party?
That said, CX professionals do not necessarily require actual application development or network design skills to select
and use CX software platforms and applications. Most CX software platform and application providers also offer several
services to handle the integration of company data into their platform, and some will provide additional services such as data
cleansing, validation, or even custom API development, if that is what is required to integrate data from legacy systems or
applications.
Third party consultants and vendors also can provide technical consulting related to overall CX application ecosystem
design questions, as well as the incorporation of nascent technologies that may be useful in the future, such as the use of
augmented reality, virtual reality, or additional sensory experience data.
While it is important for an organization’s internal IT or data management team to have a basic to intermediate level of
understanding about these technologies and concepts, it is far more efficient to utilize the expertise of third parties to
handle the heavy technology lifting, so your organization can focus on its core business of serving customers. Furthermore,
outsourcing the integration and network design components of a software strategy also ensures that the responsibility for
making sure the system works as designed remains with the vendor, instead of with your IT staff, which may be resource and
financially constrained.
Preparing and Managing Customer and Operations Data
Most businesses use multiple applications, such as CRMs, accounting applications, and fulfillment systems. In each of these
applications, data that impacts other systems is locked away in silos, thereby resulting in disconnects and miscommunications
between departments or processes. Techniques for data integration can help break down silos and make data more
accessible to the applications and workers who need it quickly and efficiently. There are several ways in which companies can
handle this process.
• Hand-Coding: The most basic methods for integrating data is hand-coding, or manual data integration, which
involves writing code to collect, transform, and consolidate the data. However, it is only efficient if there are few
sources to integrate, making it unrealistic for most organizations.
• Data Warehousing: Data warehousing using a common storage area to cleanse, format, and store data. Data from
each application used within an organization is copied to the data warehouse, where it can be queried by data
analysts or applications that need to use it. Queries to the warehouse do not impact application performance, and
all of an organization’s data is held in a single, central location, which means they can check for data completeness,
accuracy, and consistency. However, data warehousing can be expensive, in terms of creating, maintaining, and
storing the data.
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• M
 iddleware Data Integration: Middleware data integration uses an application to move data between source
systems and a central data repository. The middleware formats and validates data before sending it to the repository,
which can be a cloud data warehouse or a database. This approach is often used when integrating legacy systems
with newer ones, as middleware can be configured to transform the legacy data into a format that’s usable by the
newer systems. However, this approach requires significant technical expertise, and some middleware applications
may require customization to be compatible with legacy applications.
• Data Virtualization: Data virtualization is a technique that allows data to remain wherever it is held, but permits
users to see a unified view across these disparate systems. It is a logical layer that integrates data from every source
system and delivers it to users or applications in real time. The challenge with virtualization is that expertise is
required to enable virtualizations, particularly for older, legacy systems.
• Data Consolidation: Data consolidation involves joining data from multiple systems to create a single, centralized
data source. By using data integration tools (see below), data can be pulled from multiple sources, transformed
into the necessary format, and then sent to a final data storage location. A key benefit of consolidation is that an
organization can clean and verify the data’s quality and integrity before it is moved to its destination.
Understanding Integration Terminology
Many of the integration approaches will utilize terms that cover specific ways data can be stored, classified,
manipulated, and transferred. Even if your organization is outsourcing integration work, you should understand the
underlying techniques and terms used during the process.
• Framework: A framework is a generic structure that provides a basic architecture through which specific software
can be implemented. Common design patterns can be reused easily while still allowing the specific details to be left
to the developers to meet the organization’s needs.   
• Library: A library refers to function-specific code that can be incorporated in your own code to manage common
tasks. Many programming languages will offer libraries for all sorts of tasks such as data processing, plotting of
graphs, parsing text, or other commonly used events. Libraries essentially serve as coding short-cuts, which reduce
the amount of coding required to handle basic functions.
• API: Short for Application Programming Interface, an API is a software intermediary that allows two applications
to talk to each other and exchange data. Modern APIs generally adhere to standards (typically HTTP and REST),
are developer-friendly, easily accessible and are understood broadly by a wide range of software applications and
systems.
• IDE: An Integrated Development Environment (IDE) is a tool that assists the developer while writing code,
automating processes such as debugging, refactoring, and code generation. Examples of IDEs include Eclipse, IntelliJ
IDEA, Netbeans, and Visual Studio, among others.
• SDK: A Software Development Kit (SDK) is a complete collection of development tools for a specific platform, which
can include relevant libraries, APIs, IDEs, and documentation that is used to support development of applications on
that platform.  
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Comparing Data Integration Tools
A key approach being taken by forward-thinking organizations to improve CX is to ensure stakeholders are provided with
a unified view of each customer’s personal and account data, activities, and engagements with the company, along with
the relevant operational information (product data, marketing information, and fulfillment details). Figure 3 illustrates the
various data sources and departments that likely need to be integrated in order to provide a unified, 360-degree view of the
customer’s personal information, activity, and interactions with your company, across all engagement channels.

Data Sources and Departments for Full Data Integration

SALES

UNIFIED VIEW
FULFILLMENT

MARKETING
SUPPORT

CUSTOMER DATA

SERVICES
PRODUCTS
Source: Dash Research                                                                                                                                                                 © 2022 Dash Network   

There are several tools and techniques that can quickly enable data integration. While these approaches require some degree
of familiarity with data management, many application and platform vendors will either provide this service or aid your
organization to ensure a smooth integration.
• E
 xtract, Transform, Load (ETL): Extract, Transform, Load is a data integration process that involves the extraction
of data from its current source database or system, the transformation of the data (which can include data cleansing,
quality, aggregation, and reconciliation), and its loading to a new target destination system or platform. ETL can be
conducted in batches or in a near-real-time manner using change data capture (CDC). Batch ETL is mostly used for
bulk movements of large amounts of data, such as during data migration efforts, while CDC is used for transferring
changes or updated data to a new target destination.
• E
 nterprise Information Integration (EII): Enterprise Information Integration (EII) involves the creation of a single
virtual layer, or a business view of underlying data sources located across the enterprise. This abstraction layer
makes it possible for users to access and use applications with source data in various divisions or databases, without
needing to be concerned with the complexities of connecting to disparate source systems having different formats,
interfaces, and semantics.
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 II is capable of managing real-time data integration and delivery use-cases, allowing business users to consume near
E
real-time data for data analysis and reporting. The data can be stored in heterogeneous formats, including relational
databases, text files, XML files, spreadsheets and a variety of proprietary storage methods, each with their own indexing
and data access methods. Modern standardized data access APIs, including ODBC, JDBC, XQJ, OLE DB, and ADO.
NET, allow a specific set of commands to retrieve and modify data from a generic data source and a number of relational
databases.
• E
 nterprise Data Replication (EDR): Enterprise Data Replication (EDR) is a real-time data consolidation method that
involves propagating data from one storage system to another with the same schema, or organizational structure.
EDR can also be used to replicate data at regular intervals, in real-time, or sporadically, depending on enterprise
need. EDR does not involve any data transformation or manipulation, so it may not be suitable for large-scale
projects where the quality of the data is suspect.
Consider Pre-Built Data Integrations
One of the key challenges with integrating data from disparate sources is that while APIs allow disparate software to “speak”
to each other to share data, that data may not be organized or optimized in such a way that it flows directly from one source
to another, with all the data’s attributes (field, formatting, and other aspects) intact.
Pre-built data integrations are connectors that have been specifically constructed and tested to work with various CX
software packages, to ensure that data can be easily integrated without needing to hard-code or built a connector
from scratch.
Many software platforms and applications are shipped with pre-built integrations or connections to popular software, including
CRM software, chatbot software, contact center software, and marketing automation software, among others. The data
integration connector has already been constructed and  tested, and does not require any maintenance. Further, CX teams can
add or remove data sources almost instantly, provided that a pre-built connector has been built.  

CX TECHNOLOGY GUIDE

3Q 2022

40

Managing the CX Software
Purchasing Process

CX software can be offered through several different licensing arrangements. Traditionally, a perpetual software license,
which allows the holder to use a specific version of a given software program continually with payment of a single fee, had
been used by commercial software developers. Typically, a software vendor provides technical support as part of the license
for a period of anywhere from one to three years, and offers software updates periodically during the operational life of the
product (although these updates may or may not be offered for free in perpetuity).
Generally, perpetual software licensing is declining as subscription-based licensing increases in popularity, and this is
particularly true in the CX industry, where there is significant competition among vendors to add functionality, as well as
generate recurring subscription revenue to fund continuous development and improvements.  
That’s why SaaS has become the dominant method of providing software to organizations. Subscriptions provide vendors
with recurring revenue streams that can be increased each time the subscription renews (usually accompanied by additional
feature set or capabilities).
This also allows for right-sizing of the application, by providing or restricting access to certain feature sets based on the
subscription package offered, or based on a time limit (such as making certain tools available on a limited, trial basis). Finally, the
recurring revenue model ensures a steady flow of capital to fund operations and development activity on a continuous basis.
For customers, the use of a SaaS model can be helpful in that the monthly or yearly subscription cost can be significantly
less than a perpetual license fee that is paid once. Further, most vendors provide subscriptions on a sliding scale, offering
per-user discounts for increasing the number of licenses or seats. Finally, subscription costs usually include all updates and
maintenance work, without requiring developers or computer engineers to manage, install and update the software.   
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From an operational perspective, SaaS-based software provides several benefits:
• T
 o set up and use a SaaS application or platform, a server is set up in the cloud, and the software can be used within
just a few hours.  
• A
 SaaS vendor will provide and maintain every element of the software on a remote basis, allowing workers to
access and use applications regardless of their location. This was particularly important when COVID-19 pandemic
lockdowns forced many employees to work remotely.
• A
 s a company grows or shrinks, the SaaS solution scales accordingly with the SaaS provider adding more databases
or computing power on an as-needed basis.
• S
 imple and automated: With SaaS, there is no need for manual, time-consuming updates as updates are delivered
immediately upon release, ensuring all users are working with the latest version of the software.  
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Recommendations

The specifics around the implementation of CX software will be driven by several factors, including the type of company,
products and services offered, the level of engagement desired by the company, and the desired capabilities of each
customer’s system infrastructure to capture and make sense of data used to optimize experiences. That said, certain
best practices and tactics should be considered as part of an overall CX strategy:
• E
 ase of setup and use: When vetting a potential CX solution, assess the internal IT resources at your disposal, and
the amount of expertise, time, and resources that can be committed. While many applications or platforms are
relatively easy to set up and integrate, other may be more challenging, particularly if there are legacy applications or
databases that need to be integrated. Many vendors offer customized integration services, but others will require
in-house or third-party integration.
• E
 nsure omnichannel is supported:  Support for omnichannel CX interactions is no longer an option, but a
requirement for businesses wanting to ensure they can reach and engage with their customers everywhere and
always.. A good CX software platform or application will allow seamless interactions across any channel, with a
similar look, feel, and experience.
• I ntegration with other tools: It is essential to ensure CX software can easily integrate data with other applications
and platforms that contain essential customer or business data. By choosing platforms that contain pre-built
APIs, significant time and effort can be saved, allowing your organization to immediately connect mission critical
applications together.
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• C
 onsider how data will be analyzed:  Some organizations have external tools such as Microsoft Excel or Tableau to
segment, analyze, and report data. Others may seek out platforms that offer built-in analysis and reporting tools,
which reduce the amount of time required to identify and put insights to work. The CX platform or application chosen
should be capable of segmenting and analyzing CX data, and, if necessary, help you uncover insights that can improve
customer interactions and experiences.
• E
 nsure service and support is adequate:  If a software application issue occurs, it is important to make sure your
vendor’s technical and administrative support teams are available when you need them. Look for a CX company that
offers access to experts who know your business, and can address the specific needs of your business and situation.
• Level of customization: Your business is unique, and as such, the tools used to engage with your customers should be
customized to your specific needs and preferences. A cohesive look and feel throughout your organization’s software
can not only improve efficiency, but can also help to reinforce with your employees a positive experience and stay onbrand with the products or services being provided.  
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Company Profilies
Khoros (formerly Spredfast + Lithium), offers software for digital care, messaging, chat, social marketing, and
online communities. CX Insights (the former Topbox), is aimed at contact centers and harvests data from
multiple touchpoints, such as call recordings, chat transcripts, emails, social media, surveys, reviews, and web feedback. Insights
into trends, preference changes, and sentiment, can be determined leveraging AI and ML.
Khoros Care is an omnichannel digital customer service solution that brings efficiencies to the CX, including the use of
chatbots, routing and queuing workflows, and a unified conversation manager. Its technologies are used by more than 200
companies. Customers include USAA, Spectrum, Samsung, Visa, and AAA.
Links to Case Studies:
https://khoros.com/resources/samsung-benelux-case-study
https://khoros.com/resources/google-business-messages-nab-case-study

Pisano is an all-in-one Experience Management platform that feeds Voice of Customer and Voice of Employee
programs back into businesses. Detailed reporting and deep analytic capabilities of Pisano make the companies
gain their own superpower: Listening and understanding their customers and employees. To increase experience adoption,
Pisano provides the technology to collect omnichannel feedback and orchestrate close-the-loop mechanisms.
For More Information:
https://www.pisano.com/en/academy/voice-of-customer-explained
https://www.pisano.com/en/academy/experience-management-with-roxi
https://www.pisano.com/en/academy/tag/playbooks
https://www.pisano.com/en/request-demo
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Founded in 2006, QuestionPro is a global provider of online surveys, research services, and
enterprise feedback management that help companies make better decisions through data.
Developed continuously and closely in line with the requirements of our customers in the areas of experience management
and market research, we have serviced more than 4 million customers in over 100 countries. Fortune 100 companies rely on
us to help unlock insights about customers, employees and the marketplace. With offices in the US, Mexico, Germany, the
United Arab Emirates and India, we offer customers 24/7 access to highly trained support specialists and engineers. More
information is available at www.questionpro.com.
Additional Case Studies and Information:
NISA: Collecting feedback through NPS+ surveys to boost fan experience
LegalShield: Use of in-app surveys to collect customer feedback
Dubai Airports: Access to real-time data analysis for efficient and faster decision making
QuestionPro CX
The all-in-one question: NPS+

SMG is a leading experience management (XM) provider, accelerating value by changing how brands
act on customer + employee insights. With a rich 30-year history rooted in The Service Profit Chain,
SMG is the industry’s only software with a service (SwaS) provider—uniquely pairing an enterprise
platform with professional services to help brands generate new revenue, grow existing revenue, reduce churn + detractors,
and drive operational efficiencies. To learn more about our customer, employee, and brand experience management
solutions, visit www.smg.com.
Additional Resources:
SMG Technology + Professional Services
The Ultimate Guide to Experience Management ROI
XM Blog
XM Success Stories
The Impact of an SMG Program

Tealium offers a customer data hub that features tag management, an API hub, a CDP with ML, and
data management. Its CDP provides identity resolution and customer profiling, a 1,300+ integration
marketplace, and the ability to handle external and internal data from any source. More than 850 companies use Tealium,
including Humana, New Balance, USAA, and the Utah Jazz.
Additional Case Studies:
• A
 BN Amro: Building a “Personal Bank in a Digital Age” with a 360-Degree CustomerView
• Network Ten (Video)
• B
 osch Power Tools
Product Pages:
• R
 eal-Time CDP and Predictive Insights
• R
 eal-Time Data Collection and Quality
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This publication is provided by Dash Network LLC. This publication may be used only as expressly permitted by license from
Dash Network and may not otherwise be reproduced, recorded, photocopied, distributed, displayed, modified, extracted,
accessed, or used without the express written permission of Dash Network. Notwithstanding the foregoing, Dash Network
makes no claim to any government data and other data obtained from public sources found in this publication (whether or not
the owners of such data are noted in this publication). If you do not have a license from Dash Network covering this publication,
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