Is your Business Strategy
Aligned with Customer
Experience?

Introduction
One of the most effective ways you can
improve productivity and sales within
your organisation is to ensure that
your business strategy is aligned with
customer experience.

The importance of
aligning business strategy
with customer experience
A successful business strategy aligned with
customer experience requires creating a rounded
approach that combines technology, processes,
and people. You must have a clear vision of what
you wish to achieve and develop a strategy that
runs across your entire organisation—from the
customer to the CEO—and bring them together
with a cohesive and comprehensive plan, regular
management and performance reviews focussed
on key performance indicators (KPIs) and delivery of
key milestones within your plan.

This may sound obvious, but it requires
executive commitment, dedication from
all departments and an understanding of
how this approach will benefit everyone. In
addition, and perhaps most importantly, it
requires a plan to achieve that alignment.
In this whitepaper we’ll explore why
aligning your business strategy around
the customer experience is so important;
what happens when departments
are misaligned; how alignment can
help businesses grow, expand and
compete; and how customer relationship
management solutions can support you in
this strategic alignment.

What does success look like for your
organisation?
Effectively aligning business strategy with customer
experience leads to:
l
Maximising the value that your customers
generate from your products and services;
l
Teams working collaboratively towards positive
customer outcomes;
l
Improving customer retention and loyalty;
l
Increased customer referrals for new business;
and
l
Increasing the lifetime value that you can derive
from your customers, fuelling profitability and
growth.
What does success look like for your
customers?
Whilst every organisation, industry and geography is
different, measuring success for your customers is
as important as your organisational KPIs.
l
Measure and ideally outperform basic customer
satisfaction measures
l
Focus on customer outcomes, not just sales
l
Fixing things quickly and effectively when things
go wrong
l
Does the customer recommend you to potential
customers?

Business Strategy,
Through a Customer
Experience Lens
Today’s customers have high expectations, low
propensity to remain loyal, and a wide range of
options as to where and how they buy products and
services. Whether you’re a Business to Consumer
(B2C) or a Business to Business (B2B) organisation,
your customer experience definition, vision, and
strategy will have a significant impact on your
competitiveness, brand perception and ultimately
your customers’ propensity to buy and recommend
your products and services.
Customer experience includes more than the type
of interactions a customer has with an organisation.
It also encompasses the feelings a customer
associates with a brand.
This applies to B2C and B2B companies. Both must
stay attuned to the evolving expectations and needs
of their customers. Both must provide a seamless
customer journey, value in their product and
services, and continued customer support.
Whilst business to business customers want an
experience on par with what they’ve come to expect
from their personal purchases, there are some
fundamental differences in purchasing behaviour
between consumers and businesses.
Business decisions are often much more complex,
involving multiple stakeholders and covering
everything from specific product requirements,
price, and payment terms to logistics and legal
considerations.

Business to Consumer
Modern B2C marketing has taken a definite shift in
direction and shape in the last decade, exacerbated
in the last 2 years by the global COVID-19 pandemic.
With pandemic social distancing and people staying
home much more, online consumption trends have
taken root, and the customer experience changes
are substantial. Traditional bricks and mortar retailing
has substantially lost ground to eCommerce,
creating opportunities for entrepreneurs in every
industry to enter new markets. If you want to stand
out from the competition, differentiation and pinpoint
segmentation analysis is vital.
B2C marketers need to be digitally ahead of the
curve, analysing customer feedback regularly
through online surveys, product reviews and social
media feedback to develop customer behaviour
insight from every touchpoint. They have online
stores that complement any traditional retailing
they continue to support. In a highly competitive
environment where you’re looking to persuade
masses of people to adopt your brand, you must be
on high alert for changing sentiments and market
disruptors.

Business to Business
According to research by B2B International, only 14%
of large B2B companies are truly customer centric;
where the customer experience is deeply ingrained
in company culture. This indicates that B2B
organisations have significant work to do to become
more customer-focused, but it also highlights an
opportunity for B2B organisations to differentiate
their brands and improve profitability by delivering a
superior customer experience.

How to Achieve
Alignment Between
Business Strategy and
Customer Experience
Below we’ve highlighted some of the most
crucial elements for any customer experience
transformation.
CUSTOMER expectations
Whether your organisation operates in a B2B,
B2C, wholesale markets or all 3, delivering against
customer expectations and commitments are
a crucial, if not the most important element of
delivering exceptional customer experiences.
In today’s hyperconnected world, customers have
added power because they’re communicating
in real time via social media, live chat and online
reviews, both in their homes, at work and whilst
on their mobile devices wherever they happen
to be. Customers can easily research company
reviews prior to any purchases, and the majority of
consumers and businesses are influenced by online
or peer reviews before engaging with a business.
Positive experiences result in referrals and drive
additional purchases. Bad experiences have the
inverse impact.
Negative experiences are often shared with larger
groups of people, retained for lengthier periods of
time, and generally have longer-lasting effects than
positive experiences.
EASY to do business with
Not only do organisations need to exceed customer
expectations but they need to make it easy for the
customer to do business with them. Technology

can either make life much easier for the customer
or much harder. Not having a seamless multichannel experience for many customers may be the
reason for them to buy elsewhere. Today’s modern
organisation always goes above and beyond to
make themselves easily accessible to the customer
on the customer’s preferred channel.
LISTEN to customers and the marketplace
Listening to customers isn’t just hearing about
their problems. Listening to customers is about
connecting with them. It involves paying close
attention to their needs and understanding how you
can help them achieve their goals.
What’s the best way to know how to improve
customer experience and build loyal customers? Ask
your customers. Your customer’s feedback is full of
signals or ideas for what they want and expect from
your company, your products and services, and your
people. Don’t just ask customers to provide you
with a Net Promoter Score or Customer Satisfaction
Score without also providing the opportunity for
qualitative feedback.
Identify the channels where your customers are
most likely to engage, and solicit feedback in
those same channels. Then ensure that all of your
employees are encouraged and rewarded to
listen for feedback and act upon that feedback.
Customer feedback shouldn’t be the responsibility
of just one department. For example, customers
will share feedback on social media, which is likely
monitored by a marketing team or agency. Whoever
is responsible for reviewing social posts should
bring that customer feedback to meetings and share
it across departments to make an impact. Same
with a sales team. As a customer success manager
or account manager interacts with customers, they
should be recording all of the feedback into their
CRM so there is a single source of truth on the
customer and their feedback over time.

IMPROVE Continuously
Organisations often focus on the products and
services they offer, keeping them fit-for-purpose,
up-to-date and packaged in the right way. This
is obviously critical, but there are multiple places
in organisations where improvements can be
made that will help their ability to solve customers’
problems and delight customers with the service
they receive. Whether it’s reducing the response
time on new product development or quote
requests, customising products to exactly what
customers need to solve their problems, reducing
delivery lead times or ensuring that products
and services are defect-free from the customer’s
perspective, continuous improvement efforts need
to be focused on what the customer requires, not a
perception of what’s needed.
It’s often not the product that is critical to attracting
new customers, it’s the speed and flexibility of the
organisation in providing the solution to the problem
that results in closing the sale with a new customer.
It is here that your continuous improvement
efforts can be the difference maker in successfully
attracting new customers. If your organisation can
deliver customer-specific solutions faster or more
easily than the competition, that is often more
important than price in closing the sale.
Many customer-facing functions of organisation
that contribute to fast, flexible and efficient delivery
to new customers are in your administrative and
engineering areas. It is in those areas that your
continuous improvement efforts will yield high
returns in the organisation’s ability to successfully
attract new customers or increased revenues from
existing customers. Look at areas such as quoting
new business, credit checks in accounting, proactive
customer service practices and engineering or
developer responsiveness as targets for your
improvement activities. Improvements in these areas
can impress new customers and differentiate you
from your competitors, allowing your sales force to
close new business.

VISION and VALUES
How many organisations talk about customers
within their vision? – actually a significant number.
How many organisations incorporate how they
deal with customers within their corporate values?
Again, very many do. So why are consumers and
business customers still experiencing poor customer
experience?
According to a recent Gallup survey, fewer than
half of employees strongly agree that they know
what their organisation stands for and what makes it
different.
Delivering vision and values to customers with
authenticity starts with your people and your
leadership team. When employees understand
vision and values, as well as the “why” behind it,
then they can get behind it.
Organisations across the globe have been evolving
in a value- or purpose-based direction for some
time. For example, financial services firms are
increasingly focused on helping customers achieve
financial stability; healthcare organisations are
shifting to patient-centred care models; and utilities
are emphasising energy equity and a cleaner planet.

ENTHUSIASM is contagious
Employee enthusiasm is a key element of any great
customer experience, whether employees are
customer-facing or not. Enthusiasm creates a more
energetic, engaging experience, and thus more
interest from the customer. That leads to higher
sales, customer loyalty and pro-active advocacy.
Engaged and enthusiastic employees go the extra
mile to deliver. Their enthusiasm rubs off on other
employees and on customers. They provide better
experiences for customers, approach the job with
energy—which enhances productivity—and come
up with creative product, process and service
improvements. In turn, they create passionate
customers who buy more, stay longer and tell their
friends and colleagues creating brand advocates.
Masters of engagement change their processes
to give employees greater decision-making
autonomy because people on the front lines have
a great influence over the quality of the customer
experience. These companies listen to employee
feedback through such techniques as weekly online
polls, brainstorming wikis and agenda-free town
hall meetings. That can pay huge dividends for both
customers and employees.

RESPONSIVENESS matters
Customer responsiveness indicates how fast and
efficiently a company responds to customers.
From a customer support standpoint, it is the time
taken by the customer service or technical support
agents to respond to your customers. Customer
responsiveness covers first response time, and also
the frequency and consistency in communication
until the final resolution. Customers would be
delighted if they get connected to an agent
immediately, but it would all be wasted if they don’t
receive a speedy solution to their queries.
Striking a balance between speed and quality is
one of the biggest challenges faced by customer
service and support agents. However, by clearly
communicating the expected wait and query
resolution time beforehand, you can help set the
right expectations with customers. This will also
enable customers to gain trust in your brand, and
help you build customer loyalty.
While rushing to offer faster responses to customers,
try to stay as human as possible. What separates
human agents from bots is the ability to understand
and connect with your customers. Ensure that
you listen to your customers and provide the right
solution. Customer responsiveness is not only about
fast responses but also the right responses and
solutions. Improving your customer responsiveness
indicates that you are on the fast and right track to
win customers for life.
Improving the service delivery chain and enriching
customer experience must be at the forefront of
any organisation’s strategy and can deliver higher
profits than competitors. Best-in-class organisations
develop exceptional business processes, interact
individually with customers, and invest in technology
to enable customer touch points. Organisations
should review their processes from the customer
vantage point as this perspective often exposes
friction and potential frustration points that are
obscured by the day-to-day business of running an
organisation.

Leveraging Customer
Relationship Management
(CRM) Solutions
Implementing the right CRM solution in the right way
can help organisations to align business strategy
with customer experience. One of the key success
factors is that they’re making the right investments,
breaking down internal and supplier silos and
integrating capabilities to deliver the services their
customers want, when they want them.
Organisations that are putting the customer,
and their people, at the centre of their digital
transformations are coming out in front. They’re
going beyond marketing messages to enhance and
deliver a greater customer experience as well as
improve the internal processes that are impacted.
They’re prioritising agile ways of working, growing
revenues and increasing efficiencies. They’re
looking to grow through greater customer loyalty,
better productivity, and more engaged workforces.
At its core, a traditional CRM system is platformcentric with integrations to various systems and
applications in the enterprise. It has served well to
manage customer relationships and loyalty from
a sales, service, and marketing perspective. But it
has lagged behind when it comes to delivering an
end-to-end customer experience for all customer
touchpoints.
A key aspect of managing customer experience is to
analyze positive as well as negative feedback, and
fine-tune customer-facing processes and interfaces.
This eliminates/reduces negative perceptions
and reinforces positive ones. A strong customer
experience strategy will also help eliminate the time
and effort spent by a resource to manage processes

that have no or negligible impact on enhancing
customer experience.
Organisations worldwide are starting to take the
distinction between CRM and customer experience
seriously, whilst at the same time, remaining mindful
of the enduring value of the data available in CRM
systems. This data needs to be leveraged to create
and deliver a better experience for customers.
At StyleTech, we’ve spent over 21 years building
bespoke solutions to support organisations large
and small, public and private sector, B2B and B2C.
We invest time in understanding your business
challenges, your systems and processes as well as
your aspirations as an organisation.
We’ve developed ViewPoint CRM and ViewPoint
Vantage to support existing customers with their
challenges and aspirations and have brought a
flexible, configurable and secure application to
market that can be tailored to individual customer’s
needs.
We understand that organisations have multiple
legacy systems that they’ve invested huge amounts
of time and money in. We understand that their
data sits across multiple servers and users’ hard
drives and isn’t consistent. And we understand that
processes across established organisations are not
optimal.
We will work with you to implement a CRM solution
that not only works for the ‘new normal’, but we’ll
continue to work with you to adapt to industry and
market changes as your customers and products
evolve.
To find out how ViewPointCRM can help your
organisation, click here to arrange an initial meeting
with our team.

About StyleTech
We Are All About You
At StyleTech we are committed to building a deep
understanding of your organisation, its strategic
goals and challenges. Equipped with this knowledge
we work with you to deliver a fit-for-purpose CRM
solution that will help drive your organisation
forward.
Why our clients choose us:
l Trust
We are trusted by leading private and public
sector organisations across the UK.
l Security
We keep our clients’ systems protected and
secure at all times.
l Award-winning
We have won multiple awards by applying best
practice to the areas of analysis, design and
software development.
l Specialists
Our expert team of developers have decades
of experience in developing software across
current and legacy platforms, ensuring seamless
integration of applications.

Joshua Chapman
Marketing Director
Scientiﬁc Laboratory Supplies
“We chose StyleTech because their system
was unlike anything else we had seen. Not
only did their functionality tick more boxes
than many other systems with functionality
like the Quotes Hub and Discovery, but their
programme allowed for significant bespoke
interfacing to other areas of our business
that would have required cost-prohibitive
development from other packages we were
looking at. This would allow for a much more
consolidated programme with opportunity
for further development as we continue to
develop and innovate our systems.”
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