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they’re also reaping the rewards of customer satisfaction. Market
researchers are under increasing demands to deliver insights as “so
what’s?” These are actionable, relevant, strategic recommendations
that can be created quickly, and with the least investment possible.
Global competition, the unregulated e-marketplace and today’s
economic realities have led some of the organisations with the greatest
needs for customer insights to invest less time and money in traditional
market research.
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Global competition, the unregulated e-marketplace and today’s
economic realities have led some of the organisations with the
greatest needs for customer insights to invest less time and money in
traditional market research.

INTRODUCTION

Market research has always been about insight – qualitative and
quantitative data, concerned with consumer attributes, behaviors
and attitudes – and it fires the ovens of product development, service
delivery, marketing and sales.
Despite its singular role in supporting critical planning and decisionmaking, the use of rigorous statistical and analytical methods and
techniques are too often associated with low response rates, slow
reporting and the perception of the high cost of market research
services. Less an indictment of market research overall, these views
reflect the occasionally uncomfortable fit of market research within an
increasingly social, networked, real-time business environment.
Marrying the voice of the customer (VoC) with market research paints
a holistic picture for customer experience management (CEM). Data
collection associated with market research often is perceived as
untimely and as metrics simply used for tracking. Combining traditional
market research with CEM software makes this same data extremely
actionable, and because it’s in real-time, the organisation is able to
resolve customer issues as they arise. Therefore, not only are these
organisations getting the known benefits of market research, but

Market insights are also generated by customer experience
management (CEM) – the corporate strategy, its practitioners and a
segment of the computer software sector that represent them – and
has come to represent a sophisticated, front-line alternative to market
research in order to engage consumers. CEM programmes generate
customer data by integrating directly with customer service, retail and
ecommerce channels, as part of quality and performance management.
They also have broad, non-transactional, strategic arms. Over time, the
implementation of CEM programmes has helped evolve, automate and
improve many quantitative and qualitative data collection and analytical
functions traditionally owned by market research. Part of the success of
CEM programmes in many organisations – in terms of results, but also
in terms of cultural acceptance within organisations – is based on key
considerations that come from the world of market research:
• Strategic Alignment: CEM programmes are built on the back of
transparent, company-wide commitments related to the customer
• Programme Development: CEM is dependent on the collection of data
at ‘moments of truth’; companies use research insights to close the
experience gaps
• Predictability: By generating valuable data for companies, CEM helps
create greater awareness of the risks and opportunities that result
from engaging the customer market

The logic, structure and rigor associated with the development of CEM
programmes descends directly from the standards set by the market
research sector decades before. So where do CEM programmes (and
their data) belong, if not in the hands of the market researcher? What
are the integration points between these two worlds? The answer to
the first question will differ from organisation to organisation, based
on the maturity, scope and strategic role of both functions. In some
cases, market research needs to drive CEM strategy, and in others,
the opposite is true. Every organisation, however, needs both market
research and customer experience functions; therefore, they must
establish integration points.
Every organisation needs both market research and customer
experience functions; therefore, they must establish integration
points.

INTEGRATING
MARKET RESEARCH
AND CEM

In this way, effective CEM strategies take center stage in achieving
the customer research objective, at every interaction point possible.
The operational impact of CEM on customer and market research has
changed how customer insights can be collected, understood and used.
The following three CEM programme attributes are most responsible
for these changes, and represent best practices in customer insight
collection: Timeliness, Relevance and Value.
Timeliness
Strategic planning takes time. But once decisions have been made,
execution should generate results quickly. Traditionally the challenge with
market research was that the results of studies often come too late to
support the fast-paced decision-making needs of a business; however,
CEM software and related systems have vastly contracted the time
between data collection and use. Customer and market intelligence now
operate in real-time, in terms of:
• Collection: Transactional and customer-driven survey and feedback
technologies allow for the continuous collection of data at touch-points;
• Reporting: Integrated business rules and permissions results in onthe-fly reporting, and enables anytime push reporting of front-line
dashboards and scorecards to managers and staff;
• Advanced Analytics: Advanced analytics features in many platforms
reduce the amount of time to understand the impact of research results.
CEM in Action
One of the largest telecommunication providers was implementing
a CEM programme at the retail level with ResponseTek that enabled
them to shift their market research results to near real-time. At the
retail level, it is almost imperative to enable survey and research results
instantaneously. This, in turn, lets the business involve, integrate and
improve virtually on-demand for the customer – leading to higher
satisfaction results in a shorter period of time. Integrating their market
research and CEM programme allowed the organisation to drive
continuous business improvements at lower costs than just using a
traditional market research solution.

Market research occupies the realm of the theoretical and the possible,
whereas CEM lives downstream, in the customer lifecycle, generating
daily insights from the practical world of market outcomes.
CEM strategies and technologies have changed over the years, adapting
to the devices, applications and technology platforms that consumers
use every day, in order to ensure ongoing customer engagement. This
has allowed CEM practitioners to seamlessly interact with consumers
in ways that become unobtrusive, even making it a part of improved
service delivery and transparency.

Relevance
In the past, market research clients may have held their breath when
facing results – less in the fear that the insights would contain bad news,
but more so in the anticipation of lack of data, or that perhaps the wrong
questions were asked. The potential of customer insights has grown,
based on:
• Breadth of Insights: Without being limited to the pursuit of a single
research objective, CEM programmes leverage customer lifecycle
events, channels and touch points that are particularly conducive to
broader, more extensive data collection;
• Social Listening: Regardless of the questions companies ask customers,
CEM provides tools for listening to the conversations customers want
to have with companies, or with one another, generating high volumes
of ‘passive’, qualitative insights;
• Enterprise Engagement: CEM has evolved market research to such a
point that customer insights are now communication tools, and they
inform the entire organisation of business improvement and planning
programmes – a single, actionable BI platform for the enterprise.
CEM in Action
As British Columbia’s Automobile Association, BCAA wanted to make sure
that they were getting relevant research results in a timely manner. They
instituted a CEM solution shifting over their market research surveys
into ResponseTek’s online real-time reporting and analytics dashboard.
Doing so enabled them to collect feedback from all touchpoints in
their customer’s lifecycle. Because BCAA is able to collect data at every
transaction – be it at the call centre or emergency roadside assistance,
among many other touchpoints – they are able to understand what’s
working and what’s not. Based on the insight they’re gaining from the
relevant information they’re collecting, they’re able to make informed
business decisions.

Value
The true value of customer insights is not what they tell you, but
how you leverage them. CEM has helped transform customer insight
collection and analysis into a true value proposition, where the volume
and significance of the customer insights increase, while costs decrease.
Today’s market insights thus have the potential to be:
• Actionable: CEM distributes research results across the organisation
to managers and staff with specific customer accountabilities, helping
companies identify opportunities for customer and revenue retention
alongside research objectives;
• Credible: CEM programmes are not subject to sampling limitations;
the use of business rules limit over-surveying, and enable the
collection of high volumes of data to add credibility to the
representative nature of the data;
• Cost-Effective: Due to automation and the interactive nature of CEM,
not to mention the potential of customer-driven insights, both the
direct and relative costs of CEM programmes are significant enough to
quickly justify continued investment in ongoing research programmes.
CEM in Action
The Insurance Corporation of British Columbia (ICBC) has long been
an institution relying heavily on regular market research and regular
reporting periods. Realising the value in timely information, they
asked the market research firm they were working with about realtime customer experience management programmes. NRG Research
Group brought ResponseTek on board to add that “real-time” value
to their research. By integrating both the NRG traditional research
and ResponseTek real-time reporting, ICBC was able to revamp their
customer experience management and research programme into a
more valuable tool for the business.

HOW DOES
RESPONSETEK’S
VOC SOFTWARE
PLATFORM HELP?

ResponseTek’s software has been used at Fortune 500 companies since
1999 and is the leading technology platform powering VoC programmes
around the world. Capabilities include:
• Collect data from multiple channels – online, email, mobile, SMS,
phone, etc. – or feed your current collection channel directly into our
analytics platform
• Real-time reporting and analytics
• Online visual scorecards and dashboards designed for easy use across
the organisation
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• Advanced tools for analysts and researchers such as correlation analysis
• Automated text mining and sentiment analysis tools
• Automated alerting rules can be set to identify at-risk customers
requiring internal escalation
• SaaS offering – we offer a highly secure, hosted solution that scales
with your needs
• New product features are added to the platform every quarter –
no waiting for overdue upgrades!

SUMMARY
The mandate and standards upheld by the market research sector have
not changed and are as relevant today as they have been for decades.
What has changed is the shift in focus to customer-driven goals, those
which are often best understood through customer channels, and in the
customer’s language. There are 4 keys to success of CEM and Market
Research:
1. Involve market research in your VoC Programme
2. Ensure market research has access to your data and reports
3. Ensure consistency with other research programmes so broader
analysis can be performed
4. Seek opportunities to integrate VoC data with your research data
warehouse
The lesson for both CEM and market research, in a time of consumer
values, cost sensitivity and consolidation, is not to focus on differences
but to focus on alignment, and the ability to integrate in order to
achieve shared goals. A holistic customer insight strategy is greater than
the sum of market research and CEM separately, approaching problems
with different methodologies and value propositions. Creating and
managing customer insights is the role of both groups, and requires
only the integration of two operational streams around a singular
approach of timeliness, relevance and value.

