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How customers perceive their 

interactions with your company 
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Services Delivery And Operational Efficiency Top Local Government Priorities 

April 2012 “Governments Embrace New Modes Of Constituent Engagement”  
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Bad customer 

experiences 

cost a lot of 

money. 
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Customers escalate to more expensive channels to 
get service when the Web site doesn't support them 
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Went to the branch or store 

Other 

Did business with another company instead 

Gave up altogether 

Chatted with a customer service representative 
online 

Emailed customer service 

Called a customer service phone 
representative 

―Thinking of the last time you tried to get customer support on a company’s website in the 
past 90 days but couldn’t find the answers to your questions, what did you do first?‖ 

Base: 1,863 US consumers 

Source: North American Technographics® Retail, Travel, Customer Experience, And Financial Services Benchmark Survey, 

Q3 2009 (US, Canada) 
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Prospects walk away if the experience is bad 
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Went to the branch or store 

Other 

Chatted with a customer service representative 
online 

Emailed customer service 

Did business with another company 

Gave up altogether 

Called a customer service rep 

―Thinking of the last time you tried to purchase a product or service on a company’s 
website in the past 90 days but couldn’t complete the transaction, what did you do first?‖ 

Base: 1,706 US consumers 

Source: North American Technographics® Retail, Travel, Customer Experience, And Financial Services Benchmark Survey, 

Q3 2009 (US, Canada) 
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Lost and wasted dollars add up fast 

Lost sales $30 million 

Avoidable sales costs $9.6 million 

Avoidable service costs $13 million 

Wasted money $52.6 million 
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We Have Entered The Age Of The Customer 

June 2011 “Competitive Strategy In The Age Of The Customer”  
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Distribution of Scores In Forrester’s Customer Experience Index, 2012 

Consumers find most experiences okay…or worse 

Source: Forrester report, ―The Customer Experience Index, 2012‖ January 23, 2012 
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Organizations are getting crucified in social media 
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―The outage - and RIM's sluggish 

communications with its customers 

— have fanned rising dissatisfaction 

with its co-chief executives.‖ 
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Citizens are frustrated with government…and angry 

Source: http://pewresearch.org/pubs/1569/trust-in-government-distrust-discontent-anger-partisan-rancor 
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Government agencies are trying to improve this 
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Many people still think programs are run inefficiently 
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Many companies say CX is a top strategic priority 

7% 

65% 

28% 

It is not on our company's list of top 
strategic priorities 

It is on the list of strategic priorities but 
not #1 

It is our top strategic priority 

Base: 86 customer experience professionals 

Source: Q4 2011 Global Customer Experience Online Peer Research Panel Survey 
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Three quarters say execs aim to differentiate on CX 
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6% 
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63% 

11% 

Dont know 

Our executive team doesnt have explicit goals 
related to customer experience 

To stay slightly behind the mainstream in our 
industry 

To stay in the mainstream in our industry 

To keep from falling too far behind leaders in our 
industry 

To maintain parity with other leaders in our 
industry 

To differentiate ourselves from competitors in our 
industry 

To differentiate ourselves from all firms across 
any industry 

Base: 86 customer experience professionals 

Source: Q4 2011 Global Customer Experience Online Peer Research Panel Survey 
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Improve today’s experience 

Transform the 

organization 

Sustain customer-centric 

culture 
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Organizations need to move beyond "find and fix" 
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Customer Experience Ecosystem 

 

The complex set of relationships 

among your company’s employees, 

partners, and customers . . .  

 

. . . that determines the quality of all 

customer interactions. 
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You need a healthy customer 
experience ecosystem. 
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What does a customer 

experience ecosystem 

look like? 
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Who makes up the government CX ecosystem? 
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Customer Experience Ecosystem Mapping 

1. Document a customer journey that is a know pain point.  

2. Visualize the sources of the customer’s pain.  

– All of the people/groups involved 

– All of the actions taken by these people/groups 

– All of the things these people/groups use 

3. Go deep to identify people, actions, and things above and below the 

customer’s line of visibility.  
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Conduct root-cause analysis 

 The five whys 

– My car won’t start. 

– Why? — The battery is dead. 

– Why? — The alternator is not functioning. 

– Why? — The alternator belt has broken. 

– Why? — The alternator belt was well beyond its useful service 

life and has never been replaced. 

– Why? — I have not been maintaining my car according to the 

recommended service schedule. 

 Look beyond the immediate issue 

– What other people or departments are involved? 

– What events lead up to the present moment? 

Source: Wikipedia 
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What role do you play in the CX ecosystem? 
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Recommendations 

 Map your agency’s CX ecosystem to understand the cause of pain for 

your customers.  

 Begin efforts to fix those short term issues 

 Bring others into  the fold to change the entire ecosystem so problems 

don’t happen in the first place, for example:  

– Unify customer experience governance 

– Integrate customer understanding activities for a broader picture 

– Create a consistent customer experience strategy across agencies 
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Thank You 

Megan Burns  
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mburns@forrester.com 
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