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Detailed Results
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Executive Summary

The Issue

The Customer Experience Maturity Monitor was developed to assess the maturity of 

companiesô delivery of a strong customer experience (CE).  With customer retention and 

loyalty more important than ever, the research was designed to find the links between a 

companyôs maturity in managing the customer experience and its ability to compete in a 

highly competitive environment.

The Measurement

In 2008, a research project was initiated to study the components of customer experience 

toward building a programmatic method to quantify CE maturity. The first phase of the 

research involved in-depth interviews with over 50 companies focusing on the activities 

and programs they engage in to ensure a positive experience for their customers. This 

information was combined with surveys among 200 companies worldwide, which audited 

their CE practices and customer orientation philosophies. 

The results of this project serve as the benchmark data for the Customer Experience 

Maturity Monitor (CEMM) and provide the foundation for the analysis of on-going 

research among companies in different countries and industries as well as in individual 

companies wishing to understand their CE maturity levels.
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Executive Summary continued

The Dimensions of Customer Experience

The basis for executing a strong customer experience strategy is an iterative process 

focused on deepening customer insight, strengthening customer interactions, and 

improving marketing performance (the three Iôs).  At the core of the three Iôs is the 

companyôs customer orientation: its philosophy and culture around building customer trust.

The Measurement

Companies progress in their CE maturity through five stages, based on how well they 

execute the three Iôs.  

Level Description

1: Product Hostage
Not taking action on CE strategy and have no capabilities to do so. Primarily product-

driven.

2: Customer Enthusiast
Early signs of customer centricity are surfacing. Connecting customer data across a 

few products and touchpoints.

3: Customer Activist
Customer data is linked across all products and all touchpoints. Customer insights are 

beginning to impart customer knowledge.

4: Experiential Champion
Performance of processes is controlled using quantitative techniques, and may be 

predictable.

5: Experiential Enthusiast
Continually improving process performance through both incremental and innovative 

technological improvements.
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Executive Summary continued

Key Findings

Companies across the globe are still in the early stages of delivering a 

strong customer experience strategy. 
Most companies are in Levels 1 through 3 on the maturity continuum in terms of their 

execution of a CE strategy, suggesting considerable room for improvement. French 

companies yielded similar results.

Companies with a high level of customer experience maturity  are more 

likely to outperform their key competitors.
A higher percent of those companies executing a strong CE strategy report a competitive 

advantage versus those whose CE strategy is weak. French companies exhibit this same 

trend.

There is a disconnect between the philosophy of customer orientation 

and executing on that premise.
Companies espouse a high level of customer orientationðbuilding customer trust and 

considering customers in making business decisionsðbut executing on the CE promise 

has proven more difficult.
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Executive Summary continued

Key Findings (continued)

Companies are self aware: they understand their deficiencies in executing a 

strong CE strategy. 
Companiesô self assessment of performance on the three Iôs aligns closely with the CE 

Maturity Model score developed in this research. In fact, nine in ten companies assessed 

themselves within one level on the CEMM scale. This suggests a recognition for a need to 

improve in delivering a strong customer experience.

French companies are struggling a bit more in executing on the elements of 

customer experience, but their intentions are good.
While the respondents in France showed slightly lower levels of execution on some of the key 

CE activities, their customer orientationðbuilding trust and considering the customer in 

making business decisionsðis at least as strong as companies worldwide. And since they are 

aware of their deficiencies in delivery, it is a matter of finding the right recipe for moving them 

further along the CE maturity continuum.
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The Research Plan

The Challenge 
What are todayôs compelling forces requiring companies to 
understand and to improve their customersô experiences?

The Process
How did we gather insight to understand the state of customer 
experience management?

The Diagnosis
Do the maturity of companiesô customer experience capabilities and 
competencies matter?

The Progression
What is the continuum along which companies progress, and where 
are most today?

The Takeaway
What do companies need to do in order to improve their customersô 
experiences?
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Key Challengesé

Customers become
belligerent. Customers 
are increasingly intolerant 
of poor experiences and 
share their dissatisfaction.

Products and 
price are commodities.
Customer experience 

is the new differentiator.

The customer base is 
more sophisticated and 
fluid. Customers are 
continuously looking for 
new opportunities. 

Multichannel choice adds 

complexity. A successful 

multichannel customer experience 

requires continuity, consistency 

and correctness of interactions.

The quantifiable proof
is rarely there. The 

work of the marketing 
department is often 
questioned

A short-term focus
prevails. Success 
means balancing todayôs 
revenue requirements 
with long-term value.

company 

X
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The Objectives

Understand the customer experience management 
philosophy, strategies and tactics across a broad base of 
companies

Explore the advantages that accrue to companies with 
superior customer experience capabilities and competencies

Document the organizational and technological enablers 
and inhibitors to delivering excellent customers experiences

Assess the maturation of companies along a developmental 
continuum
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Research Participants

CNCE/GCE Fidelisation

Reader's Digest

Kheolia

Sens du client

La Poste

Orange France telecom

Natixis Assurances

Caisse Nationale des Caisses d'Epargne

Avenir Finance

Swisslife Prevoyance  et Sante 

Credit Agricole sa

Merisant

Ionis

BRED Banque Populaire

Banque Nationale du Canada

Roche SA

AXA 

Banque Populaire d'Alsace

Pfizer

RATP

BPVF

Accor

Pizza Hut

edisney

The Caliber of Companies Represented in the Research Include:

And Over 200 Other Companies From Around the Worldé
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The Source of Competitive Advantage
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The Source of Competitive Advantage
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The Path Forward

Optimize
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The Opportunity

France 

results
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