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Introduction   

This white paper is based on a research project called άhow I like to communicateέ which was a Voice of the 
Customerέ micro study exercise undertaken in March of 2010 in support of a presentation for UC EXPO at 
Olympia in London.  
 
The exercise highlighted a number of consumer trends which are discussed here in brief but the full 
presentation (67 pages) is available on request ς see contact details at the end.  
 
This paper concentrates on some of the key findings only: 
 
It suggests that much of the hype surrounding the business opportunities in social media are not as they 
appear.  
 
It indicates that the gap between customer preference and corporate expectation is wide.  
 
It shows that Customers have complex communication needs and that trends change rapidly.  
 
It concludes that finding the balance of which trends to follow requires constant customer engagement at a 
deeper level. 
 
It found that Customer Partnerships rather than CRM or CEM are at the heart of ŎǳǎǘƻƳŜǊΩǎ expectation. 
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Trends donȭÔ ÌÁÓÔ 

 
The trends that we are concerned about today will change in 3 years. Bebo (the social networking site) brought 

by AOL for 850m USD is an example of a trend 
that had its moment and less 2 years after they 
brought it in 2008 AOL announced they are trying 
to sell Bebo off.  
 
The mass move to Facebook has produced some 
interesting statistics and looking at them you 
might consider that Facebook is unassailable and 
that would be a mistake. The use that consumers 
are making of Facebook is the trend however the 
web site may prove to be as disposable as Bebo 
or MySpace.  

 
 

Critical mass 

If looked at in terms of growth of critical mass 
then twitter has to be seen as the wave of the 
future. But the actual twitter experience is already 
starting to show cracks with many famous and not 
so famous people coming off twitter after a 
relatively short period of time.  
 
In our study on respondent summed up a growing 
view as άWho cares what you had for breakfast or 
what programme you are watching on TV tonight. 
Twitter is like self -invasion of privacyέ Twitter 
may continue to grow but experience shows that 
there will become a smarter killer app that will 
challenge its popularity within a short time.  
 
It was the underlying trend that said consumers 
can find an easy channel to complain about 
companies & the acceptance of a new type of 
social networking that will prove to be the 

enduring qualities of twitter. Many of those who currently register for twitter use it for a short period and then 
tend not to use it again. With 550 million users and 20 million on line at any time more people are using Skype 
right now than are members of twitter. Twitter and Facebook are just 2 of most successful options that have 
currently achieved critical mass during recent times but there are new means of blogging and maintaining 
social networks which are being invented every day. 
  
So trends are not always strait forward to predict. Trends don't last but they change into behaviours which can 
last.  There is coloration between the use of Facebook Twitter and other social networks as Voice of the 
Customer channels that clearly shows an underlying trend of expectation by consumers that they have new 
power over corporate culture. 
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Segmentation of Preferences 

 
Our study produced some clear indications that 
different groups had different communication 
needs and these needs are met through different 
means according to who we are communicating 
with.  
 
In our exercise we found that ǇŜƻǇƭŜΩǎ main 
preferences for contact with Home Friends and 
Work were biased towards traditional 
methodologies that have worked. Face to face is 
still the best way of communicating with family but 
texting is regarded as a good way of passing 
information and making arrangements. We found 
that communication with friends reflects distance 
and the ease of use of Facebook for groups to get 
on line and chat to many people at the same time. 

Facebook is both generational and gender biased. At work people prefer email to face to face and mobile calls 
are the third preference. 
 

Customer service trends 

 
If we consider what real 
customers, have had 
experience of social media 
as part of customer service 
it seems that there has 
been little or no extension 
of social media into 
customer service. The 
overall use of Social media 
has not been on the 
agenda despite all the 
hype.  
 
Talking to a call centre 
agent is still the number 
one customer experience 
and the web and email are 
coming in second.  
 
Despite recent headlines 
that have suggested that 
95% of UK customers donΩt 
like IVR services these 
headlines hide the fact that 

IVR can be regarded as a preferred channel of customer contact where used appropriately. Our exercise 
suggested that people recognised the difference between well planned self service and poorly planned call 
routing and had very different feelings about the different experiences. 
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What do people want? 

 
Different gender and age groups aside people are concerned 
about the role that mass contact organisations will use social 
media for. They welcome the choice that get in their personal 
lives but are scared and distrustful of corporate Britain. They 
are concerned about the use of their data and about the 
commercialisation of social networking as another sales 
channel. 
 
They like to be able to check the views of other customers 
who they trust more than awards and customer satisfaction 
figures. They like access to online help and customer 
communities which answer questions and build social 
networks. This use of social networking seems to provide a 
win on both sides as it reduces avoidable contact and drives 
down call durations. Customer Communities are strongly 
favoured by all age and gender groups who find examples like 
ebay more trust worthy than traditional corporate sites. 

  
Our exercise showed that customers are becoming better at 
tuning out corporate noise and that the idea of being surveyed 
rather than spoken with turned people off brands. It showed 
that universally people think that companies overload them 
with information that is unwanted and unhelpful. It suggested 
that Customer Experience and Customer Relationship 
Management were part of the business culture that the 
customer does not buy into. They are seen as corporate terms 
(jargon) but that what they did want was customer partnership 
where the voice of the customer and the organisation engaged 
in a personal conversation.  
 
It is also clear that this expectation of customer partnership is 
growing while dissatisfaction with organisations saying how 

much it is helping customers when customers are finding their experience at odds with all the customer 
satisfaction statistics. 
 

Conclusions 

Our Voice of the Customer Exercise was developed in 2 days and is a simple approach to understanding 
moments of truth in customer relationships and experience. It showed that people less happy with better 
phones than they were with old ones and that better telephone networks were considered worse because the 
smart phone and the current networks are not as reliable as the previous generation of phones. It showed that 
assumptions about peoples communication needs were generally wrong and that people have individual 
preferences according to different situations and emotional status. It showed that trust was a key part of the 
customer partnership that was there. 
 
There are organisations that can use some aspects of social media for to deepen their customer conversation 
where there is already brand loyalty or where brand loyalty can be more strongly developed. Everton FC and 
other sport franchises successfully market using Facebook twitter and LinkedIn.   
 
There are opportunities to reduce avoidable contact and that support of customer communities is seen as 
positive. These include how to guides on YouTube and blogging support to your customer community.  
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There are ways to use professional social networks like LinkedIn to find customers and establish business link or 
even check up on potential staff. There is also a strong case for following social media chatter about your brand 
your industry and your subject across all social media and responding to those who complain most. However 
the opportunity to up-sell and cross-sell is not an automatic part of social media and the concern that 
advertising and corporate selling will destroy social networking was a real concern to all ages and both genders. 
 
Therefore the business questions are:  
 
How can you say less so customers will listen more and how can you build trust into your customer 
partnerships for the future?  
 
How can you deliver customer partnerships rather than customer management? 
 
Copies of the full study are free to CCA IC Members 
 
 

About the Customer Experience 
Foundation (CEF) 

CEF is the academic arm of Customer Experience Services Ltd and provides thought leadership and business 
science services through a number of partners including Empirix and New Voice Media and supports major 
financial institutions on a number of areas of best practice. The Foundation also delivers contact centre training 
and standards in three countries. 
 
The Board of the Foundation comprises leaders with experience from some major institutions including 
Barclays, Cable & Wireless, BT, Lloyds TSB Bank, Virgin Atlantic and Deloittes. 
 
The Foundation also provides research programmes to develop business tools that establish information that 
supports the development of ROI business cases in relation to business risks such as customer experience and 
business reputation. It also offers tools that support the business case in the sales environment and provide 
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work has included the delivery of a number of firsts where his role has been to turn bleeding edge technologies 
into robust mission critical systems. He is a recognised industry figure and has been a £100ml budget holder in 
contact technologies for major institutions.  
 
 
For further information visit: 
www.customerexperiencefoundation.org  
or mail: mp@customerexperiencefoundation.org. 

 
This white paper is supplied for educational purposes only and does not constitute or provide professional 
advice. 
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