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Customer EffortCustomer Effort

The use of physical
Effort
The use of physical 
or mental energy to 
do somethingdo something

… and emotional.. and emotional!
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Customer’s always remember the bad experiences

of customers will tell someone25%

Customer s always remember the bad experiences

of customers will tell someone 
about a good service experience

25%

will tell someone about a bad 65% service experience65%
Customer Contact Council research 2008
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But wait there’s more!But wait there s more!

None of the automated menu 
options match my enquiry …

I want to cancel/change something
on my service and there’s no 
option on the web But when I calloption on the web. But when I call 
you I can’t get through…

I got through to tech support 
who knew nothing about my 
problem then they transferred 

I can’t find an option that lets me 
speak to a person …

me to a specialist team who 
said this wasn’t their 
responsibility …



Loyalty (loy·al·ty)Loyalty (loy al ty)
Your customers’ intention to continue 

doing business with you increase theirdoing business with you, increase their 
spending, or say good things about it 

(or refrain from saying bad things)
Customer Contact Council
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Forget the bells and whistles and just solve their problemso get t e be s a d st es a d just so e t e p ob e s

Reducing customer effortReducing customer effort 
is key to building loyalty

and can help improve.. and can help improve 
customer service, reduce 

i t dservice costs and  
decrease churn!



Of customers who had to 
expend high levels of effort

96%
expend high levels of effort 
were subsequently less loyal
Customer Contact Council 2008



Reducing customer effort is key to improving customer loyalty

12%

Reducing customer effort is key to improving customer loyalty

More Loyal Customer Contact Council Research 2008
What can customer service do to make me more loyal?

“Moments of Wow”12%

75%

(n=17,968)Moments of Wow

First contact resolution

Total Potential 
Positive Impact

+87%

Neutral

-219%
More than one contact to resolve

Total Potential 
Negative Impact

-342%

-45% Generic customer service

-18%

-20%

-40% Repeating information

Perceived additional effort to resolve 
Transfers

10

More Disloyal
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Start with customer accessStart with customer access

13 LEGACY

1300 NOT USED 1800 CALL US

1300 CALL US 1300 TRY THIS ONE13 CALL ME

1800 USE ME 13 LEGACY

1 for support 2 for sales 3 for service
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Perspective is important
take an “outside in” view of the organisationtake an outside in  view of the organisation

h I’ i h I d hyeah I’m moving house I need to change 
my address

i just want to talk to a person please

i forgot my password and i need the 
password to login to internet can you 
tell me pleasetell me please

hi i'm just letting you know i'm going 
f fi koverseas for five weeks

can you help me understand my lettercan you help me understand my letter 
that i've received from yous
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“needs based” routingneeds-based  routing

Identify caller intent

Identify caller

What do we know about you and 
how shall we best service you?

Reviewing 
needs

New service 
needs

Help with existing 
account

Best available agent‐customer 
match based on profile, skills 
and customer need
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People like to interact with a well designed solutionPeople like to interact with a well designed solution..

Source: customer responses to Australian open dialogue systems in financial services
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Obtain and act on customer feedbackObtain and act on customer feedback

“It was relatively easy, and it 
didn’t make me repeat loads of 
stuff, and it didn’t take half an 

hour to get through to a person athour to get through to a person at 
the other end.” 
Policy Holder

N=236

“I didn’t have to go through a long menu 
and then be transferred. It was just one 

automated system and then straight 
through to the operator so that was ok.”N 236

Policy Holder

“I thought the overall 
services was very easy to 
use and very efficient.” 

AdviserAdviser
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Customer effort needs to be viewed across all 
h lchannels

Objectives, scope 
& journey type

Improve home insurance claim end to 
end process

Customer 
segment Consumers& journey type end process segment

Moments 
of truth

Key Journey Key Journey Receive Notify of Submit claim Await Minor items Quotes for Await Key journey stepsStepsSteps paymentclaim Submit claim response approval major items processingKey journey steps

Ups and 
downs of the 

customer 
experience

Ease of 
access to 
someone

Forms, email 
comms

Proactive 
notification

Improve 
processes

Early 
awareness of 

eligibility

Scheduling, 
SLAs, 

proactive 
comms

Proactive 
notification 

improve 
processes

Improvement 
Opportunities
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Customer Journey Map: Example - Home Insurance Claim
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