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Customer Experiences Then and Now
It used to be easy to provide personalized customer experiences. Customers walked 
into a store, spoke with an employee face to face, and then were shown exactly what 
they needed. The employee probably even knew the customer’s name and what he 
or she bought the week before.
 
In the modern world, however, that personal connection has been lost. 
Communication has become more instantaneous, more omnichannel, and more 
important than ever, and yet it’s also become more impersonal and disconnected. 
When conversations occur in emails, satisfaction or frustration is expressed in 
emoticons on social media, and asking for directions involves a seven-step IVR 
process, how do companies regain that personal connection with customers? And 
it isn’t just nostalgia, because bringing the “good old days” into the modern world is 
good for your customers and good for your business.
 
Personalization With a Purpose
Custom-tailored, relevant customer experiences are effective because they create 
the feeling of shared experience and history, which engenders greater good will and 
loyalty and leads to better customer lifetime value. It also creates faster interaction 
resolution through access to past and current transactions, and greater sales potential 
because of thoughtful, custom shopping and service suggestions.  While initiating a 
personalized customer journey strategy may seem daunting, it pays off handsomely 
in dividends of happier customers and empowered representatives, and makes it well 
worth the investment.  

Creating a “custom” customer
journey benefits both your
customers and your company.
In fact, a 2014 McKinsey study
found that maximizing satisfaction
with customer journeys has
the potential to:

INCREASE 
customer satisfaction by 20%

Lower the cost of serving 
CUSTOMERS 

BY AS MUCH AS 20%
LIFT 
REVENUE by15%

With your sound base of customer experience savvy, you know that providing a 
personalized customer experience creates more engaged customers.

Nicely done!
You scored 3 out of 5
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Research shows that personalized customer experiences provide increased 
sales opportunities, improved customer/ company relationships, fewer negative 
experiences, and greater operational efficiency.
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Higher conversion rates and
increased sales opportunities

Fewer negative customer 
service experiences and 
interactions

Increased relationship building
and customer loyalty

Better ability to know 
your customers and their 
channels of choice

Referring to past transactions in the subject line not only has 
the benefit of providing information that has historically been 
of interest, but shows your customers you’re paying attention 
– a heady combination that results in 26% increase in unique 
open rates across all industries.

A survey of 1,000 consumers found that 65% would not
do business again with a company due to a single bad
customer service experience. By providing a personalized
customer experience, you ensure that your customers feel
valued, which decreases the likelihood of bad experiences.

Customized content created from previous interactions
illustrate the customer journey from its inception,
showcasing the shared history and forging the perception
of a customer/company bond, which increases trust,
satisfaction, and customer loyalty.

While 61% of consumers use phone interactions for customer
service, a high percentage also use email (60%), live chat
(57%), online knowledge base (51%) and click-to-call support
automation (34%). By knowing your customers, you can be
ready on the channel of their choice.

Personalized content emails referencing past 
interactions  result in more than 25% higher 
transaction rates.

Almost two-thirds of consumers have cut ties with a 
brand over a single negative customer service experience.

78% of consumers report that customized content 
tailored for them creates a greater sense of a customer/
company relationship.

Personalization isn’t just about content, it’s also 
about providing personalized channels of choice, 
based on preference and context.

As the research makes clear, companies focusing on providing a personalized experience realize significant business benefits. At the same 
time, when it comes to customer journeys, it is important to remember that the whole is always greater than the sum of its parts. To get 
the most from their CX investments, companies need to focus not just on custom-tailored, individual interactions, but on all aspects of the 
entire customer journey. Proving this point is a 2014 McKinsey & Company study which found that measuring satisfaction over the course 
of a customer journey is a full 30% more predictive of overall customer satisfaction and loyalty than simply gauging happiness with one 
transaction. eLoyalty’s Customer Journey Outcomes Solution has the tools to make your customer experience the differentiator and make 
your customers lifelong travel companions. Find out more at www.eloyalty.com/CustomerJourneys.


