
Seven strategies to 
improve CX with 
digital feedback

No matter what industry you operate in, your customers expect to be able to 
engage with you effectively across a variety of different channels. Why? Consumers 
generally want to get what they want from your business quickly, efficiently, with 
precision, and on their terms.

The rise of digital over the past 20 years has been staggering and its impact on 
customer experiences has been equally significant. To put this in perspective, 
there was one website in existence in 1991. Fast forward to May 2017, and the total 
number of websites globally now stands at more than 1.19 billion and is growing 
all the time.1

How to incorporate in-the-moment 
digital VoC to create omnichannel 
Intelligent Customer Experience

Against this backdrop, it is no surprise 
that businesses are now aggressively 
driving as many customer interactions 
as possible to digital channels – 
firstly, because these interactions are 
cheaper in comparison to human-
dependent alternatives and secondly, 
because your customers are now 

demanding it. In fact, a recent study 
by our parent company Verint reveals 
that 64% of consumers worldwide 
say they favor digital channels for  
simple interactions.2

Digital, therefore, is on the rise and 
most definitely here to stay.
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What does this mean for you? You face 
a difficult challenge in an extremely 
competitive environment. But one that 
is far from impossible to overcome. In 
order to know the extent to which each 
of these factors apply to your digital 
experience specifically and gain insight 

into sentiment and emotion, you need 
to understand what your customers are 
thinking at all points of their journeys.

By the same token, digital feedback can 
also provide deep insight into non-digital 
aspects of your CX. Your website, mobile 

app or mobile site is often the first place 
your customers go when they want 
to vent, whatever the issue. Gain vital 
transformative information regarding 
your products, store or branch network 
and so on.

Consequently, a digital feedback 
mechanism that enables you to capture 
this information in a way that allows you 
to take action quickly and decisively 
is crucial to delivering Intelligent  
Customer Experience.

Why is digital feedback important?

As digital has evolved, so has what customers expect from their 
digital experience. Specifically, they are typically focused on:

“ Purchase decisions are not the result of careful 
evaluation of various alternatives through some 
type of cost-benefits analysis – they are guided 
by effective reactions arising directly from the 
decision itself at the time of deliberation.”

Psychology Today3Speed PersonalizationMobile-enabled
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A retailer received a noticeably high volume of feedback during 
the holiday season highlighting that a specific holiday promotion 
was not working. Customers were typically abandoning their 
purchase after going to the effort of selecting items to buy – 
hugely frustrating and problematic for the retailer.

Further scrutiny of the problem – and specifically closer 
investigation of the background context captured with each 
piece of feedback – revealed that only Chrome 55 browser users 
were affected.

The company was therefore quickly able to diagnose, isolate and 
resolve the problem.

The ROI of digital feedback

Retailer saves $700,000 due to context 
captured with digital feedback

Based on typical usage statistics of 25,000 
Chrome 55 users for the duration of the 14-day 
promo with a 4% conversion rate at an average 

order value of $50, the retailer saved $700,000.
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Digital feedback at one telco business 
revealed that its new chat vendor was 
delivering inefficient and unsatisfactory 
service. Customers who used the 
live chat service on its website were 
routinely having to wait long periods 
for a response and – when they did 
receive an answer – it often did not 

solve the problem they were hoping to 
resolve or provide the information they 
were seeking.

Without also providing customers with 
the ability to leave digital feedback at 
each engagement post, however, the 
telco businesses would not have known 

the extent of the problem or have found 
out about it as quickly as it did. In fact, 
almost 15% of daily feedback received 
focused on the live chat experience. 
A separate analysis of call center data 
revealed chat-related calls coincided 
with the new vendor.

As a result, the company switched back 
to its old vendor. Further subsequent 
analysis of digital feedback revealed 
that – once it had made this change – 
the business began to receive positive 
feedback regarding its live chat service.

Digital feedback leads to omnichannel insight

This is a great example of how digital feedback can offer extremely valuable 
and actionable insight into experiences across other channels.

The company was receiving around 2,000 
chat-related calls a week to the contact 

center. Based on assumptions that the issue 
would have gone undetected for at least 26 
weeks and each call costing the business on 

average $5, digital feedback enabled the telco 
ultimately to save $260,000 in overhead costs.
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Findings that deliver demonstrable business impact such as 
those highlighted on the previous pages are not uncovered 
without capturing VoC data in a highly effective way and then 
having the right internal processes to take the swift and decisive 
action necessary.

So how can you ensure the digital feedback you receive provides 
you with the insight you need to impact business performance. 
Start by following these seven strategies.

How to collect highly actionable digital feedback
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With that being said, your customers 
expect a fast, easy and frictionless 
experience throughout their CX. 
Providing you with digital feedback is 
no different.

Implementing a feedback tab on 
every page of your digital experience 
as a springboard to a short and to-
the-point “Comment Card” across 
both mobile and desktop empowers 
your customers to tell you what’s on 
their mind quickly and effectively.

Asking them then to deliver this 
information via a channel selector – 
as in the example below – enables 
them to talk about what’s relevant 
to them, while also allowing you to 
ask highly specific questions without 
overburdening their time. From 
your perspective, you receive digital 
feedback about both digital and non-
digital issues that can then be routed 
swiftly and accurately for targeted 
and effective action.

1
Strategy 1:  

Make it easy for  
your customers  
AND yourself

When your customers are frustrated, they typically want to vent. By the same 
token, when they have a particularly positive experience – they want to tell you 
about it. This is true across every part and facet of their customer journey.

You therefore need to provide them with an opportunity to tell you what they think 
and feel at every stage of their customer experience. This is extremely valuable 
information that enables you to effect positive change.
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2
Strategy 2:  

Establish goals and 
measure successes

You can’t manage what you can’t measure so you need to have a clear idea of what 
success looks like at the outset of any project or initiative. Put another way: how 
can you expect to understand whether you are heading in your desired direction 
without having specific goals in place?

When it comes to harnessing digital feedback 
to improve CX, you need to ask yourself three 
main questions:

So you want to improve CX but why? Do you want to generate more 
revenue? Save costs? Improve customer loyalty or brand perception? 
Understand where you want to go before you get started.

What are your objectives?

We know silos are an unfortunate reality in most organizations so 
maybe you are already collecting hugely insightful and valuable 
data that you don’t even know about (your corporate and marketing 
functions are good places to start). Then find out how this information 
is being used – don’t recreate the wheel if you don’t have to.

What information already exists?

Where are the gaps in the customer journey?

Consider key interactions and perceptions across all customer 
touchpoints. Are there gaps where you need more information? Think 
about ways you can plug these holes to help you drive more effective 
progress against your overarching goals and objectives.
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3
Strategy 3:  

Identify stakeholders 
who will act on 
digital feedback

Digital feedback data without action is, at best, pointless and, at worst, 
counterproductive. Think about it: your customers don’t provide you with feedback 
for their own good. They expect you to take what they tell you on board and do 
something about it. Before you even enable your customers to provide you with 
feedback, you therefore need to put defined and rigid procedures and processes 
in place to ensure you take swift and decisive action.

Start by asking yourself:

Organizations are often surprised by how much time effective analysis 
takes. Don’t be caught short. Consider outsourcing where appropriate 
but – either way – don’t lose sight of the fact that you need to invest the 
required time and effort to maximize the value of your digital feedback.

How will the information be analyzed?

Silos are a challenge in many organizations so make sure you have 
a defined process in place for distributing the customer insight you 
receive around your organization.

How will the information be shared?

Assign responsibility so everyone is clear who should be taking certain 
action and when. Without this direction, you will find closing the loop 
on customer feedback challenging – if not impossible.

Who will act on it?
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Less than one-third of large companies believe 
they’re good at making changes based on insights 

captured by their VoC listening programs4

TOP TIP: 
Many companies create a VoC taskforce to ensure customer feedback is  

prioritized and acted upon effectively. Some of the teams likely to be involved  

include digital, IT, marketing, contact center and store/branch operations.

“ VoC programs are squandering a critical asset, 
customer insight. Rather than collecting huge 
volumes of data, companies must instead 
focus their efforts on generating fewer 
insights that will drive more action.”

Temkin Group4
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4
Strategy 4:  

Create a plan to 
close the loop

Assigning responsibility is only half the battle. You also need to implement 
a plan that ensures the necessary action is taken. Think about the following  
three questions:

Consider assigning executive sponsors and ensure the teams involved 
establish and stick to a regular cadence of meetings and work sessions. 
This ensures consistency across your organization and that they are 
always reviewing information and creating and modifying tactical plans 
against long-term objectives.

How will you drive accountability?

Creating a culture of closing the loop on customer feedback is 
imperative for success. Building incentive-based bonuses rewarding this 
type of action can certainly be an effective albeit costly method, but 
building a culture that drives these behaviors is far more powerful. Some 
companies display customer feedback in prominent locations around 
their office – such as common eating areas and lobbies – to emphasize 
commitment to listening to customers and connecting CX to employee 
roles. However, empowering your staff to act on feedback – while not 
easy – is one of the biggest cultural changes you can make.

What will you do to change your culture?

Most companies are pretty good at building reactive quick fix-based 
triage processes but many fall short when it comes leveraging feedback 
for longer-term proactive and holistic strategies such as product/service 
enhancements, policy changes and large-scale investments.

How will you change operations?
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“ To close the loop is not only to let customers know that you have heard their 
feedback but also to bring the customer’s voice right inside the organization. 
Employees get a direct line to the people they are serving. They see and hear how 
they are creating or destroying loyalty and what they can do to improve matters.” 

Bain and Company5
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5
Strategy 5:  

Communicate impact 
and successes

So you have processes and strategies in place to take action on digital feedback to 
improve customer experience. Now you need to think about how to communicate 
positive changes.

Think about how you are going to communicate internally to ensure 
you maintain your organizational momentum. Quarterly updates to 
executives – particularly of the successes you have had – work really well 
in driving continued visibility of your CX issues at the senior level, while 
also monitoring that your goals consistently reflect broader business 
objectives as they evolve.

How will you share impact with your organization?

Customers are often surprised and delighted to hear that you have 
listened to what they told you and have actually done something about 
it. As a result, this can be a great way to cement loyalty and advocacy. 
One such method adopted by some brands is reaching out to customers 
via email to communicate the changes they’ve made as a result of the 
suggestions and concerns. Other companies provide dedicated pages 
on their websites with this same information.

How will you communicate progress to your customers?
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6
Strategy 6:  

Combine in-the-moment 
digital feedback with long-
term evaluative assessment

Digital feedback enables you to diagnose and solve key issues affecting 
your customer experience in real-time. As a result, it powers the incremental 
improvements that add up to have a significant impact on your CX.

Evaluative measures can be useful as a more representative insight into the state 
of your customer experience, acting as a powerful bellwether at a certain point 
in time. However, they are unlikely to provide the specific insight you need to  
drive change.

To be successful, you need both. In-
the-moment digital feedback delivers 
the specific diagnostic insight you 
need to affect more evaluative 
measures. By the same token, these 

evaluative measures provide a high-
level overview of CX performance, 
ideal as a barometer to track over 
time that can be presented at all 
levels of your organization.
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7
Strategy 7:  

Integrate digital as part 
of a broader connected 

omnichannel CX

Your customers don’t care that your call center and digital experience operates 
completely separately, or that the communication process between your mobile 
app development team and your store or branch network is challenging. All they 
care about is that they get what they need from your business, when they need 
it. For you, that means delivering an enriching experience and consistent across  
all channels.

Research supports this point of view. 
Retail shoppers – in particular – 
embrace a blended channel journey, 
with 86% saying in the build up to the 
holiday season that they intended 
to research online before buying in 
store, 50% saying they intended to 
‘showroom’(research in store before 
buying online) and 43% intending to 
buy online, pick up in store or click-
and-collect.6

Google also estimates that more than 
46% of consumers switch devices 
before completing an activity. In plain 
terms, that is nearly half of customers 
who actively engage with more than 
one face of an organization before 
they confirm a purchase.7

How can you respond to their needs? 
Most companies agree about the 
importance of harnessing VoC to 
drive CX improvement. However, 
few do this effectively with the 
same consistency across each and 
every channel. In other words, they 
listen but in a disconnected way. To 
provide enriching omnichannel CX, 
you need to listen to your customers 
consistently across all channels and 
act on what they say.

A digital feedback platform is 
therefore a crucial element of a 
broader CX and VoC strategy.
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Find out more at opinionlab.com

© 2017 Verint Systems Inc. All Rights Reserved Worldwide.

Creating a connected cross-channel listening VoC program 
is vital to delivering Intelligent Customer Experience. 
By empowering your customers to give you feedback 
whenever and however they want, you uncover crucial 
actionable insights in the process. This makes designing 
responsive, personalized and engaging experiences that 
make your customers come back to you time and time 
again much easier.

OpinionLab + Verint gives your customers a digital voice 
before, during and after their experience, completely on 
their terms, captures rich context regarding their feedback, 
and then applies advanced analytics that allow you to take 
real-time and targeted action. Combined with the longer-
term omnichannel evaluative measures incorporated within 
the solution, you can assess and benchmark performance 
to drive consistent and enriching customer experiences 
that deliver measurable business impact.

What next?

Importance 
of digital

Strategy 2
Establish goals

Strategy 3
Act

Strategy 4
Close loop

Strategy 5
Communicate

Strategy 6
Combine with  

evaluative

Strategy 7
Incorporate into 

omnichannel

What 
next?

Strategy 1
Make it easy



16

Sources
1. Data taken from Internet Live Stats on May 11, 2017; http://www.internetlivestats.com/ 

2. Verint White Paper, “The Digital Tipping Point: How do organizations balance the demands for 
digital and human customer service?”, Verint, 2016: https://www.opinionlab.com/resources/
whitepapers/digital-tipping-point-balancing-digital-human-touch-customer-engagement/  

3. Liraz Margalit Ph.D, “The Role of Emotions in Our Purchase Decisions”, Psychology Today blog; 
https://www.psychologytoday.com/blog/behind-online-behavior/201509/the-role-emotions-in-our-
purchase-decisions 

4. Bruce Temkin & Jen Rodstrom, Make Your VoC Action- Oriented, Temkin Group, December 2015; 
https://experiencematters.wordpress.com/2015/12/29/report-make-your-voc-action-oriented/ 

5. Rob Market and Fred Reichheld, “Closing the loop”, Bain Insights, November 27, 2012; http://www.
bain.com/publications/articles/closing-the-loop.aspx 

6. 2016 Deloitte Holiday Survey: Ringing in the retail, Deloitte, October 25, 2016; https://dupress.
deloitte.com/dup-us-en/industry/retail-distribution/holiday-retail-sales-consumer-survey.html

7. Emma Foley, “True omnichannel banking: Much more than skin deep”, Finextra, 6 February 2017; 
https://www.finextra.com/blogposting/13647/true-omnichannel-banking-much-more-than-skin-
deep


