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Changing Dynamics of Customer
Experience
What is the future?
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Hazarding a guess on future is not an
enviable task. Especially in today’s
turbulent times, the future is confusing,
ambiguous and downright uncertain. And
most importantly, an exemplary
understanding of past does not even
guarantee a minimum insight into what is
to come. As Werner Erhard once said
“Create your future from your future not
your past”.
Having said so, the only logical way is to
probably look for any fundamental shift in
behavior over a period of time and see if
you could imagine what would happen.
And that isn’t easy either as this
phenomena called ‘customer experience’
is impacted by multiple forces. The
principal forces are the enterprises which
provide products and services, the
customer who consumes it and the ‘ways
and means’ with which this transaction
between the enterprise and the consumer
happens. For the time being let’s call this
‘ways and means’ as technology, as it
seems to be a major actor. We await to
witness several fundamental shifts in
customers’ behavior.
Since the days of industrial revolution,
the power dynamics between the
enterprise and the consumer has
fluctuated based on the market
economics. While it might be another
science altogether, one might be able to
cull out an empirical pattern of power
dynamics based on the increasing use of
technology.
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THE FIRST SHIFT:
POWER TO ACCESS

As the ways and means of accessing an
enterprise grew in variety and reach, the
‘power to contact’ shifted to the
consumer. In the days of ‘walk-ins’,
enterprises had a lot of say on the time
and manner of access. With the advent of
newer channels viz. the telephone,
mobile, and internet, the consumer now
decides the time and manner of access.
Needless to say, this shift has already
happened. Many recent researches point
to a large percentage (80% upwards) of
top 10 service brands making more than
one channel available.
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THE SECOND SHIFT:
POWER TO BE INFORMED AND
LISTENED TO

The advent of social media and its
plethora of public forums which is
reviewing and rating enterprises and their
products and services 24x7, has led to a
vast improvement in the consumer’s
ability to access equal, if not more
information on the enterprise’s market
performance. And this information is
continuously being crowd–curated to be
increasingly current and relevant. Brands
are being talked about more and more on
social media. While digital marketing has
already arrived,social customer care has
also started to become increasingly
important. Social media report - 2012
from Nielsen talks about an average of
47% of social media users engaging in
social care.
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THE THIRD SHIFT:
POWER TO DEMAND

What this shift will amount to is
anybody’s guess. If we were to frame a
question as “What would a
customer do in a highly commoditized
and competitive market, if the ways and
means of access is in his control, and he
has the most comprehensive , authentic
latest information on the performance of
the things he is going to buy?”. With the
second shift, enterprises are already
trawling the digital universe and listening
to every move of the customer. The
advent of high speed, high volume and
high velocity analytics has started
making this happen in near real-time.
Researchers are now talking about an

expectation of “less than hour”
turnaround on complaints made on social
media. Marketers are seeing ‘segment of
one’ marketing in the realm of possibility.
In short, every consumer is the ‘center of
universe’ and everyone is waiting with
bated breath for every word and move of
theirs.
Hence, the shift in the ability of the consumer to command their need. And how
might they do it? By simply announcing
it? In consumer driven reverse auctions?
Through the devices that will constantly
transmit their interpretation of their
needs? Anybody’s guess!
If one were to argue that this is
possible only in a digital world, while that
may be true for now, with the advent of
internet of things, the physical world of
the consumer merges itself into his
digital world. Most of his physical
devices will be connected to the digital
universe. They will be constantly
transmitting their (actually his) need to
the digital universe. But how would they
know his unique flavor of need. Quite
simply they would be observing him. Over
a period of time they will ‘self-learn’ him
into them. In short they will be him and he
will be them. It is said there could 35-50
billion such devices in a decade or so.
With world population hovering at 8
billion or so, every consumer on an
average has made himself felt in the
world through 5 to 7 devices at least.
Will this happen? All one can say is that
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it’s possible, if not probable.
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I believe with the third shift the future of
customer experience, would have truly
become that of the ‘customer’ and not
that of the ‘enterprise’!
Enterprises, be ready!

Parameswaran E.K, Senior Vice
President – Innovation at Servion, is a
URGEKCNKUVKPVJGƒGNFQHETGCVKXG
thinking and innovation. With over 23
years of experience, he has impacted
many organizations through thought
leadership in innovation, spreading the
message of creativity. He believes in the
power of ‘interconnectedness’ and
maintains a strong interest across
multiple domains of human creativity.

About Serviont Global Solutions
With over 20 years of seasoned Contact Center experience across 600 customers,
1000s of installations & 60 countries, Servion has in-depth domain expertise in customer
interaction management.
For more information, visit us at www.servion.com | marketing@servion.com

AMERICAS | APAC | UK
K | MEA | SOUTH ASIA

September 2015
Servion t is a registered trademark worldwide. The mention of other product and service names might be trademarks of other
companies. This document is current as of the initial date of publication and may be changed at any given point of time.
Please do not print if not necessary.
Please Recycle
© Copyright Servion Global Solutions

