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You know what your customers have to say is important. They’re the people who are living and breathing 
your brand’s products and services every day. So how can you effectively enhance their customer experience, 
capture their feedback and build up a picture of what’s really happening from their point of view?

Sadly, for anyone who wants a simple answer, it’s not a simple question. While most of the well-known 
customer experience metrics and measures can be used across a range of industries and business models, 
getting the detailed insight you need to modernise your business requires you to do something different.
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The CX Rebels Guide to Measuring Customer Experience will take you through how to:
1. Use the right metrics at the right time along the customer journey
2. Throw your survey in the bin but still get the same insight
3. Ask for feedback through the channel that’s most convenient for the customer
4. Adopt a test and learn methodology to find the right metrics for your business  
5. Get your employees to embrace metrics
6. Be radical! Scrap metrics altogether AND get better, more actionable insights 
7. Use the formula CI2+BI2=GX2 - The power in harnessing your data

It will also highlight practical tips, which you can use to start making a real difference to the way you’re 
measuring your customer experience. 
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When it comes to measuring customer experience, 
you’ll find a lot of companies use one metric 
throughout the whole customer journey. This could 
be NPS, C-Sat or another CX metric. But there can 
be a problem with a single-metric approach: the 
metric isn’t always relevant to each touchpoint a 
customer has with your brand.

Here’s an example. Imagine you’ve called into a 
Contact Centre to get an update on a delivery. 
You speak to an agent, who confirms the due date. 
Then, before you end the call, you’re asked whether 
or not you’d promote the company. This type of 
feedback isn’t necessarily the most appropriate way 
to measure this customer touchpoint. You’ve not 
yet received your delivery. You don’t have any 
experience of the product. As a customer, you still 
have other stages to go through before the process 
is complete. 

So if you can’t rely on one metric to measure all 
customer experience touchpoints, what can you do 
instead? A great starting point is to map out a 
complete customer journey. Go into as much detail 
as possible and include all the touchpoints they 
have with you. Then start to evaluate these 
touchpoints to decide which metrics would be the 
most appropriate measurement. Consider, as well, 
that different customer groups may follow different 
paths, so you might need to accommodate this as 
you finalise your customer journey map.
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CX Rebels Tip  
When was the last time you asked your customers how 
they would describe their journey? Invite a group of your 
customers to assess the journey you’ve mapped out. 
Listen to them explain their own experience. By validating 
your customer journey map with your actual customers, 
you’ll unlock parts of the journey that you would never 
consider as an insider looking out. This process will also 
help you to uncover the touchpoints that are most 
important from their perspective.



Once you’ve mapped out all the touchpoints you 
have with your customers, you can then choose the 
metrics you use based on how well they suit each 
touchpoint. For instance, NPS typically works well at 
the end of a process, such as finalising a contract 
renewal, whereas measuring Customer Effort is a 
good fit for touchpoints that are designed to be 
easy for the customer to use, like online FAQs. 

The key here is to be agnostic and not fixated. 
Choose the metric that is genuinely the best for the 
touchpoint, as this will give you clearer insights and 
help you to uncover what your customers really 
think and feel.
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Tap into the hidden gem that is 
Customer Effort – it’s the new kid 
on the block

Customer Effort Score is about helping customers 
to solve their problems quickly and easily. In fact, 
some people think about Customer Effort in terms 
of easiness instead of effort. 

It’s often measured on a 7-point scale from very 
low effort (1) to very high effort (7). There’s also the 
Net Easy scoring mechanism, which measures a 
‘YES’ or ‘NO’ response. The real benefit of Net Easy 
is that it gives clarity and is easy for the customer 
because it’s a black and white question. 
 
“When it comes to measuring Customer 
Experience, brands need to concern 
themselves less with traditional metrics like 
NPS and C-Sat scores and focus more on 
making it ‘easy’ to be a customer, in other 
words reducing the amount of effort it 
takes for a customer to do business with 
them. The Customer Effort score measures 
a customer’s perception of the amount of 
time and energy that he/she has to spend 
in an encounter with an organisation. 
Studies show that the Customer Effort score 
outperforms both NPS and C-Sat metrics in 
predicting behaviour. Customers that churn 
tend to be those customers who have had 
difficulty in dealing with a brand.”

Professor Moira Clark 
Customer Management Director 
Henley Centre

Customer Effort can sit alongside other metrics, like 
NPS or C-Sat, so it doesn’t have to be a choice 
between one metric or the other. Again, it’s about 
looking at the customer journey and thinking about 
the best way to measure the touchpoints.

Reveal the true power of NPS

For many people, feedback is synonymous with 
complaints and satisfaction. But, actually, it’s 
equally about Ravers. It’s about empowering the 
people who love your brand to go out into the 
world and share their positive experiences. 

How many of your customers are telling you they 
want to promote you? Are you doing everything 
you can to allow them to do so or are their 
recommendations falling on deaf ears? By enabling 
your promoters to promote, you can leverage their 
social networks and use the power of their reach to 
grow your own brand. It also proves to them that 
you’re listening.

“Advocates will do your marketing for you if 
you mobilise them, listen to them and 
engage them.”

Philip Kotler
Marketing Professor 

It doesn’t have to be a complicated system or 
process. In fact something as simple as providing 
social media links, allowing them to share their 
experiences online, can be very effective.

Customer Engagement for Rebels

The CX Rebels Guide to Measuring Customer Experience

http://www.rantandrave.com/wp-content/uploads/2014/12/Customer-Effort-Help-or-Hype.pdf
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Now, instead of asking one long, irrelevant survey 
at the very end of a customer journey, you can ask 
just one or two questions at each touchpoint. 
It’s much easier and more relevant for the 
customer - it only takes 30 seconds, not 20 minutes 
to complete. Plus it means you can ask for 
feedback at the right time - exactly when they’re 
experiencing that touchpoint, rather than long after 
it happened. It means you can pinpoint what is 
going right (or wrong) in the moment, rather than 
having to wait until it’s too late to make a 
difference.

Breaking down your surveys is also better for 
brands because response rates are much stronger. 
Surveys will typically get a response rate of 2–5%, 
whereas real-time feedback, with the right 
questions, will typically get a 35%-50% response 
rate. For OVO Energy, a real-time approach led to 
over 50% of customers engaging and leaving 
feedback - not a bad result!
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There's an interesting conundrum happening in the 
CX space. We're moving away from surveys, 
because nobody's filling them in anymore. 
Customers don’t have the time or the inclination to 
answer 40 questions. And, let’s be honest, no one is 
ever ‘somewhat satisfied’. 

This leaves us with a challenge. How can we get 
insight that is representative of ALL our customers 
if our surveys aren’t working? The answer is to take 
a different approach. It’s time to break apart our 
surveys and start to think about the individual 
questions in the context of the whole customer 
journey, rather than seeing them as your one and 
only chance to capture feedback from your 
customers.

CX Rebels Tip  
Pull apart your survey. Grab a print out of your whole 
survey, get the scissors and cut it up into the individual 
questions. Then physically map these questions along 
your customer journey, matching them to the 
touchpoints that they relate to. 
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Ask for feedback 
through the channel 
that’s most convenient 
for the customer, 
and remember this for 
future engagement

Your customers’ time is valuable. They want to tell 
you, in their words, with the least amount of effort 
how they feel about their experience - actually in 
the moment. So help them to give their feedback 
by making it as convenient as possible.

This isn’t always as obvious as it might sound. 
Consider a Contact Centre: a logical step for 
capturing feedback might be to pass customers 
onto a recording platform at the end of a call to 
share their views. But this might not be the best 
way for the customer. They might have been 
waiting for 10 minutes on hold, then on the phone 
for another 15 minutes trying to resolve their issue. 
All they want to do is get off the phone and get on 
with their day. So ask the customer which channel 
they’d prefer to use, rather than assuming because 
they’re on the phone that’s the channel they want 
to use to give feedback (SMS or Email can work very 
well in this scenario). Then record their preference, 
so next time you don’t even need to ask! 

As well, brands need to realise their customers are 
being asked for feedback from all the other 
companies they deal with. Asking for feedback at 
each and every touchpoint can start to create 
feedback fatigue. So be sympathetic to this. Think 
back to your mapped out customer journey and 
only make proactive feedback requests at the most 
important touchpoints, where the feedback will 
help you to make a real difference. Then adopt a 
strategy, which allows customers to reach out to 
you at other times by using Listening Posts.
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Remember your customers don’t work for you. 
So any feedback requests need to be a seamless 
extension of their engagement with you - make it 
easy for them to share their views.
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CX Rebels Tip  
Create Listening Posts to capture feedback whenever 
customers want to share their views. Listening posts are 
on hand for those moments when you can’t predict that 
customers want to share feedback. They can be 
advertised in-store, a widget on your website and 
wherever else your customers might interact with your 
brand.
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We all love industry benchmarks and league tables. 
They’re useful tools for us to see how we rank 
against our competitors and the best in the 
business. But benchmarks can only go so far. 
Approaches that work for one brand might not be 
a good fit for your organisation. To find out what 
really works, you need to adopt a test and learn 
methodology. This will help you find the right 
metrics and the right way of measuring customer 
experience for your business.

You might be happy with the way things are right 
now. But if you’re not testing, you’ll never know if 
they could be even better. Think about the well 
known Einstein quote: “Insanity is doing the same 
thing over and over again, but expecting different 
results.” How can you hope to improve the way 
you’re measuring customer experience if you’re 
stuck doing the same thing you’ve always done?
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CX Rebels Tip  
Have you ever tried A/B testing to find out which channel 
or method of gathering feedback is most appropriate for 
your customers? Here’s how you can do it. First, send one 
feedback request to 10% of your target demographic 
and a different request to another 10%. Then measure 
the response rates to both of these requests. Finally, send 
the request with the highest response rate to the 
remaining 80% of your customers. 

You can start out by testing the channels you use to 
capture feedback. Then start testing everything 
else - the way you phrase your questions, the 
frequency you ask for feedback, the customer 
segments you send a feedback request to. 
Experiment, measure, experiment and measure 
again, until you find the right fit. Testing will help 
you to uncover the right approach to measuring 
customer experience that works best for your 
customers. Instead of relying on generalisations or 
what works for somebody else, you will know 
what’s right for you and your customers. 
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Often, a missing piece for customer experience 
measurement is getting the support you need from 
your employees. But they’re the key to making it 
work – they’re the face and voice of your brand and 
can ultimately make or break the customer 
experience. 

One of the most common issues amongst 
employees is they feel left in the dark by senior 
management. If you don’t share what you’re doing 
and why you’re doing it, how can you expect them 
to know why it’s so important? Create a plan to 
engage your employees and communicate what’s 
happening with them at each and every stage. 
Remember, measuring and capturing feedback isn’t 
a stick. It’s designed to motivate your employees 
and empower them to self-improve. After all, when 
your employees are engaged, they’re much more 
likely to go the extra mile for your customers.

CX Rebels Tip  
Share the feedback you get from customers directly with 
employees, so they can see where their strengths are and 
also any areas they need to improve. Feedback is much 
more powerful when it comes from the people they serve 
– the customer. So when someone in a Contact Centre 
has a great conversation and they receive a really good 
piece of feedback, share it with them and they’ll get 
instant recognition for their hard work. Equally, when 
they've had a bad day (maybe they were a bit short or 
grumpy) it’s all there for them to see in their feedback. 
Their feedback and the metrics they’re measured against 
become a mirror they can put up for their own 
day-to-day performance.

As well, many Contact Centres are trying 
Gamification to make the daily life of their agents 
more exciting and engaging. It’s about making it 
interactive, keeping employees engaged and using 
the real-time feedback to improve your brand and 
service.

Want to get your own personalised 
#CXRebels dashboard?

CLICK TO TWEET NOW

Dave Smith
Rising Star This 

Week

Score

74%
3.4

6
Sue Wiseman

2

6am 12pm 6pm 12am

4

Today’s Progress Today   This Week   This Month

Attitude

2.1
Quality of 
Service

1.9
Speed of 
Service

3.4
Skills & 
Knowledge

2.0
Training

3.4

Feedback

Score

4.2

Emma Jones 4.0

William Forndales 3.9

Sade Cunningham 3.8

Joe Flash 3.4

Dave Smith (6) 3.4

Pip Woodgate 3.3

Jo Star 3.3

Michael Smith 3.2

Julian O’Hare 3.0

Sara Wiseman 2.8

Steve Mild 2.4

PW

SW

SM

Recent See All Strengths Weaknesses

Attitude

Speed

Voice Knowledge

Accent

Hold TimeI felt the call was handled well despite

his poor knowledge, was put on hold 

too much but overall OK... 

For real engagement, it’s vital to make it fun. 
No one wants work to be a chore. When you’re 
ready to go live, have an official launch day to 
celebrate, that way your employees will feel more 
involved and be more likely to embrace the metrics 
as part of their day-to-day role.

https://twitter.com/intent/tweet?text=I%20want%20my%20own%20personalised%20dashboard%20from%20%40RantandRaveUK%20%23CXRebels%20%23CX
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Be radical! Scrap metrics
all together AND get 
better, more actionable 
insight

We're all used to looking at scoring and assessing 
whether something is good or bad. But, arguably, 
scoring mechanisms are preventing you from really 
understanding the subtleties and sentiments of 
your customers. 
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CX Rebels Tip  
Here’s a challenge for your next board meeting. Instead 
of just presenting the number of people scoring you low 
on a particular metric, present the board with all of the 
numbers along with some of the actual comments your 
customers made. Share with the organisation the actual 
frustrations of your customers rather than just the 
anonymous numbers. How much more powerful will 
that be?

Instead of focusing on the numbers and the 
metrics, think about capturing just your customers’ 
emotions with open comments. It’s a radical 
approach but just imagine the impact. Analysis of 
the comment can still give you a score, meaning 
you can still benchmark, but more importantly it 
means your customers can say what’s important to 
them, without having to shoehorn their feedback 
into a tick box format. It also means they can give 
mixed feedback. If they thought the coffee was 
great but the facilities were dirty, they can share 
their experience and you’ll get much better insight.

Rant & Rave’s Sentiment Engine uses Natural 
Language Processing to understand every word 
accurately and in real-time. It works by identifying 
the positive words, negative words and amplifiers 
(such as ‘really’ or ‘very’) and assigning a score to 
the feedback. And, when the intricacies of the 
English language make it hard to understand the 
meaning of the feedback, it gets automatically 
flagged for people to check and agree the meaning. 
This learning is then inputted into the Sentiment 
Engine, so it continues to improve over time.

Voice of the Customer should 
include the Voice of your Brand

How often have you gone to give feedback only to 
find an amazing brand experience you’ve had is let 
down by a tired, dated feedback mechanism? 
Make sure your Voice of the Customer programme 
has your brand in mind, just because it’s feedback, 
doesn’t mean it needs to be boring.

In fact, there’s no excuse not to 
make feedback fun!

Papa John’s pizza for example, sends customers a 
text message immediately after an order has been 
delivered. This text message contains a link to a 
mobile web page which features a slider that 
customers can use to award between one and five 
pizza slices to indicate their satisfaction, together 
with a text box that encourages customers to share 
their comments. It’s not complicated, but it means 
the brand is embedded in the feedback 
mechanism. 
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By adding sentiment validation to your business 
insight, it means you can make a real business case 
for change. You can understand how business 
decisions affect customers. So, what is the impact 
of having more till operators on a shift? Is it a 
business expense? Or does it improve the 
customer experience, reduce the number of 
complaints and increase the lifetime value of your 
customer? 

Today it’s not just about measuring, collecting data 
or selecting metrics. It’s about using this 
information to uncover what is really happening 
from the point of view of your customers. It’s about 
bringing together your customer insight, combining 
it with all of your other business data to make 
small, actionable changes that make for great 
experiences for your customers.
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Customer Insight2 + Business 
Insight2 = A Great Experience2

Sometimes it can feel like we’re swimming in data. 
We’ve all got more reports and spreadsheets than 
we know what to do with. But what if you could 
bring this all together to get real insight into trends 
in your business? 

Imagine you’re a retailer. You’re already measuring 
footfall and you know from your customer 
feedback that people hate waiting for more than 5 
minutes in the queue. Join these dots together and 
you can create a better experience. When there are 
more people in your store, open up more tills and, 
when it’s quieter, free till operators to do other 
tasks. It’s a win for the customer and for the brand.



Build a Great Customer Experience
Think like a kid, act like a leader

"You can learn more about a person in an hour of play than you can from a lifetime of conversation."
- Plato

Join over 150 CX leaders at a LEGO® SERIOUS PLAY® WORKSHOP on CX Day for an innovative, experiential 
process designed to enhance innovation and Customer Experience.

Find out more: ravingcontent.rantandrave.com/build-a-great-customer-experience
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Want to know how Rant & Rave can help?

We’re always on the lookout for brands with the same ethos as us - those who aren’t afraid to think outside 
the box and do things differently. So whether that’s already you or you’re looking for some inspiration, we’d 
love to be a part of your plans.

Call us on 02476 011 911 or email us at hello@rantandrave.com

www.rantandrave.com

We’re proud to be working with...
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ravingcontent.rantandrave.com/build-a-great-customer-experience
mailto:hello@rantandrave.com
http://www.rantandrave.com
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