
By 2020, customers will manage an estimated 85 percent of brand interactions 
without speaking to a human. The prevalence and richness of digital touchpoints 
means that companies are accumulating an unheard-of volume of measurable 
information about their customers, including behavioral analytics, ratings, and 
reviews. It also means that companies everywhere—including those that built their 
success through high-quality, in-person interactions—are talking about digital 
transformation.

Even if you're not competing directly with a digital disruptor, chances are your 
customers have been served by one, and those experiences are shaping their 
expectations. Digital transformation is not just about the technology; it’s about new 
ways to learn from customers and provide outstanding experiences, and you need 
a digital customer experience (CX) strategy to get there.
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Harness Digital
Insights to Grow
Your Entire Enterprise

 
 

A digital customer experience
strategy is imperative

https://www.gartner.com/imagesrv/summits/docs/na/customer-360/C360_2011_brochure_FINAL.pdf
http://sloanreview.mit.edu/article/digital-transformation-is-a-misnomer/


A company’s digital CX strategy is the 
way it understands and adapts 
customer interactions with digital 
touchpoints (website, mobile 
applications, chatbots) throughout the 
customer journey, which may also 
include brick-and-mortar stores, call 
centers, and other non-digital 
channels. The quality of the digital 
experience now a�ects that entire 
journey. The good news is that those 
same digital touchpoints support a 
continuous dialogue with customers, 
which unlocks the ability to positively 
impact experiences across channels.

Medallia for Digital embeds targeted 
feedback surveys into digital 
touchpoints, helping companies 
connect with customers to 
understand in-the-moment 
experiences and tell a more complete 
story about what happens before and 
after customers transact. Leading 
companies do more than capture data 

 

online: they rely on integrated data 
streams, text analytics, and 
customized dashboards to cut 
through the noise and build a deeper 
shared understanding of customers.

Leading companies then unite those 
insights with the wisdom of the crowd. 
Enabling employees across the
business with visibility into customer 
experience data from all channels 
provides alignment and consistency 
and can lead to transformational 
change. A successful digital CX 
strategy drives action, helping 
companies provide new value to 
customers (i.e., innovate) and 
understand which innovations have 
impact. Companies that stay close to 
their customers and respond rapidly 
to changing expectations can get 
ahead of—and even create—trends, 
rather than constantly struggling to 
keep up.
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http://www.medallia.com/resource/western-unions-world-class-customer-experience-combining-ocem-powerful-digital-voc/
http://www.medallia.com/resource/western-unions-world-class-customer-experience-combining-ocem-powerful-digital-voc/
http://go.medallia.com/rs/669-VLQ-276/images/Medallia-Free-the-Data.pdf
http://go.medallia.com/rs/669-VLQ-276/images/Medallia-Free-the-Data.pdf
https://go.medallia.com/rs/669-VLQ-276/images/Medallia-Build-A-Customer-Centric-Culture.pdf
https://go.medallia.com/rs/669-VLQ-276/images/Medallia-Build-A-Customer-Centric-Culture.pdf
https://go.medallia.com/rs/669-VLQ-276/images/Medallia-Innovation-at-Scale.pdf
https://go.medallia.com/rs/669-VLQ-276/images/Medallia-Innovation-at-Scale.pdf


The 5 elements of
a winning digital 
CX strategy
Enrich behavioral data with 
customer feedback

A digital CX strategy brings together customer 
behavior and feedback to surface insights and 
drives business impact: higher conversion rates, 
retention, and spend. Insight into how customers 
interact with a digital touchpoint (e.g., data from 
Google Analytics) allows companies to better 
understand the behavioral context for each 
customer at the moment they provide feedback. 
The feedback itself helps companies uncover 
why customers act the way they do. When 
companies hear the story behind the numbers, 
they gain a deeper understanding of the overall 
customer experiences they deliver. Combining 
the “what” and the “why” unlocks powerful 
insights that lead to action.

For example, Western Union, a financial 
services company that helps people send and 
receive money around the world, asks 
customers for feedback when they begin a 
transaction but then leave the website without 
completing it. The team at Western Union 
designed this intercept survey when they 
noticed geographical di�erences in 
abandonment rates that they couldn’t fully 
explain. Understanding the reason underlying 
this behavior—discovering the story behind an 
abandonment metric—allows the company to 
solve for problems it previously didn’t know 
customers were having and to support them in 
successfully completing a transfer.

Customer feedback (e.g., surveys and online 
reviews) includes both scores and comments, 
and capturing the value in those comments is 
essential. This means companies must 
leverage big data tools like machine learning 
algorithms and text analytics to interpret at 
scale. Research shows that companies using 
customer comments to surface and test new 
ideas outperform their competitors by an 
average of 10 points in the eyes of customers 
(measured using Net Promoter Score®, a metric 
widely used to evaluate customer satisfaction, 
on a scale from -100 to 100).

 

 

“Harness the full range
of data sources to learn 
from as many 
customers—and future
customers—as possible.”
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The combination of behavioral analytics and 
feedback gives companies another advantage: 
the ability to learn from both the silent majority 
(all consumers who interact with the brand, 
whether or not they make a purchase or provide 
direct feedback) and the vocal minority 
(customers who give feedback, whether they are 
already loyal to the brand or simply willing to 
share their experience in more detail). 
Companies that harness the full range of data 
sources available from digital touchpoints build 
rich feedback loops that help them learn from as 
many customers—and future customers—as 
possible. They listen e�ectively to create deeper, 
more actionable understanding that is greater 
than the sum of its parts.

https://go.medallia.com/rs/669-VLQ-276/images/Medallia-Approach-to-Text-Analytics.pdf
http://www.medallia.com/resource/2017-medallia-benchmark/
https://go.medallia.com/rs/669-VLQ-276/images/Medallia-Accounting-for-a-Great-Customer-Experience.pdf
http://www.medallia.com/resource/western-unions-world-class-customer-experience-combining-ocem-powerful-digital-voc/


Integrate data across
channels for a single view of 
the customer

Leading companies also recognize the power in 
an omnichannel approach to learning from their 
customers; they build a single comprehensive 
view by linking data from across the customer 
journey (bridging online and o�ine experiences 
across websites, mobile apps, brick-and-mortar 
stores, call centers, and more) and visualizing it 
all in one place.

By integrating customer data across channels, 
companies surface insights that would otherwise 
be trapped in organizational silos and enable 
teams to take coordinated action. For example, 
Frontier Airlines determined that paying baggage 
fees on its website was too complicated. Nearly a 
third of customers did not know how to do it, 
which meant this was also the most common 
reason customers called the contact center. 
Instead of relying on agents to deal with the issue 

by processing baggage fees for each 
customer, the digital team was able to identify 
the scale of the problem and solve it upstream. 
A focused website redesign reduced 
luggage-related comments on the website by 
70 percent and dramatically cut calls to the 
contact center, saving operational costs and 
making everyone’s lives easier.

In retail, the challenge is in providing seamless, 
frictionless experiences as customers switch 
back and forth between digital and in-person 
channels. Starbucks, the Seattle-based co�ee 
giant, is well known for connecting experiences 
across its physical stores and mobile app. When 
a customer places an order, the app o�ers a list 
of the nearest stores and the estimated wait 
times. Once a store is selected, the app can 
provide directions and can also serve as a 
payment tool. When companies define the 
customer experience broadly—starting with the 
very first contact and continuing through each 
interaction at every touchpoint—they find more 
opportunities for improvement and innovation.
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SINGLE
VIEW

Linking data across the customer journey-from online and o�ine, experiences across 
websites, mobile apps, call centers and more

http://www.medallia.com/resource/winning-customers-omnichannel-world/
https://go.medallia.com/rs/669-VLQ-276/images/Medallia-Frontier-Case-Study.pdf
http://www.medallia.com/resource/winning-customers-omnichannel-world/


Companies that engage with users at the right place and right time, designing digital experiences 
that respond to context, are able to optimize the experience and drive meaningful results

Enable personalized
customer experiences

Delivering personalized experiences enables 
companies to meet a diverse range of 
customer needs and ever-changing 
expectations. Companies that engage with 
users at the right place and right time, 
designing digital experiences that respond to 
context, are able to optimize the customer 
experience and drive meaningful results: 
personalization strategies have been shown to 
lift revenue by up to 15 percent.

Personalized experiences can be embedded in 
the digital feedback experience itself. For 
example, Eurostar, a high-speed rail service 
between the UK and the rest of Europe, designed 
a targeted intercept survey to understand which 
unique selling points resonated best with visitors 
to its website. This not only led to a website 
redesign that highlights the information 
customers value most, but will also allow the 
company to segment new visitors to the site and 
personalize the information those customers see 
in real time, driving higher conversion rates as a 
result. Asking for context-specific, in-the-moment 
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feedback means that customers are more willing 
to give their opinions; at the same time, feedback 
collected in this way is more actionable for the 
company doing the asking.

Personalized experiences can also be delivered 
in the form of enhanced in-person interactions 
that leverage data from digital touchpoints. For 
example, the online clothing retailer and styling 
service Stitch Fix is experimenting with machine 
learning techniques to “supercharge the 
productivity and e�ectiveness of workers in 
unprecedented ways.” And Morgan Stanley 
recently launched an “enhanced human advising 
process” that combines machine learning with 
the human expertise that already exists within the 
business. By integrating data about investment 
possibilities, client preferences, and 
in-the-moment events (specific to the client or 
across financial markets), Morgan Stanley gives 
employees the context they need to enhance 
in-person interactions, empowering financial 
advisors to o�er the best of both worlds—human 
and machine.

Personalization strategies 
have been shown to cut 
acquisition costs in half and 
lift revenue by up to 15%

http://www.mckinsey.com/business-functions/digital-mckinsey/our-insights/marketings-holy-grail-digital-personalization-at-scale
https://go.medallia.com/rs/669-VLQ-276/images/Eurostar_Case_Study_2017.pdf
https://hbr.org/2016/11/how-one-clothing-company-blends-ai-and-human-expertise
https://hbr.org/2016/11/how-one-clothing-company-blends-ai-and-human-expertise
https://hbr.org/2016/11/how-one-clothing-company-blends-ai-and-human-expertise
https://hbr.org/2017/08/how-machine-learning-is-helping-morgan-stanley-better-understand-client-needs
https://hbr.org/2017/08/how-machine-learning-is-helping-morgan-stanley-better-understand-client-needs
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Empower employees
to take action

The power of technology that connects 
customers and brands at scale is massive. 
Seventy-one percent of business leaders cite 
"ensuring sta� has access to the customer data 
and analysis it needs to deliver a superior 
customer experience” as an essential capability. 
Companies that free the data share customer 
feedback in relevant, role-specific ways with their 
employees and o�er visibility across the entire 
customer journey. This essentially makes all 
employees customer-facing; after all, they are 
ultimately the ones delivering exceptional 
customer experiences, whether through 
in-person transactions or by designing the digital 
content and products that customers interact 
with every day.

Employees who are empowered with the specific 
data they need—while still safeguarding 
customer privacy—can take more powerful 
actions that optimize the customer experience 

and speed the pace of innovation. For example, 
Western Union launched an ad hoc survey that 
asks specific customers to help prioritize new 
features on the website; this helps focus the 
company’s investment on the things customers 
truly want. Companies that see gathering and 
distributing customer feedback as critical for 
collaboration implemented nine times more 
new innovations in a single year than 
companies that don’t.1

Often customers are the first to notice website 
errors that slipped past quality checks. Getting 
customer feedback in real time helps companies 
fix those problems faster. For example, Amazon 
customer service agents have all of the data they 
need at their fingertips, in one unified view. If an 
agent is alerted to a website problem (e.g., a 
faulty product), he or she is able to pull it o� the 
virtual shelves until the issue is resolved. The 
agent takes responsibility for the fix, including the 
decision to put the product back online. When 
employees are empowered with data, they have 
both the expertise and the means for fast, 
e�ective problem solving.

1. 2017 Accenture-Medallia panel study

https://hbr.org/resources/pdfs/comm/salesforce/HBRAS.Salesforce8.23.17.pdf
http://www.medallia.com/resource/free-data-business-impact-democratizing-customer-feedback/
http://www.mckinsey.com/business-functions/operations/our-insights/when-toyota-met-e-commerce-lean-at-amazon
http://www.mckinsey.com/business-functions/operations/our-insights/when-toyota-met-e-commerce-lean-at-amazon
http://www.medallia.com/resource/western-unions-world-class-customer-experience-combining-ocem-powerful-digital-voc/


See around corners and build new o�erings that delight customers by incorporating advanced analytics, including predictive 
and prescriptive methods, on top of a strong foundation of data, customer feedback and employee input.
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Power innovation through 
advanced analytics

A well-designed digital CX strategy incorporates 
advanced analytics, including text analytics as 
well as predictive and prescriptive methods that 
help companies identify their next move. Optus, 
a large telecommunications company in 
Australia, uses prescriptive analytics to send 
customized feedback surveys to its customers in 
real time, taking into account their preferred 
channel and the context of a specific new 
purchase, event, or relationship milestone. 
Companies that power innovation with advanced 
analytics are able to stay ahead of trends not 
only by optimizing their customer feedback 
loops, but also by dynamically adjusting their 
product and service o�erings.
Companies that do this well first lay the 
foundation by integrating behavioral data, 
structured and unstructured feedback, and 
employee input. They then use text analytics to 
mine unstructured text for insights, learning from 
a wide range of data sources while reducing 

survey length and increasing response rates to 
targeted questions. Leading companies rely on 
predictive modeling to see around corners, using 
patterns of past behavior to understand what will 
likely happen next. And they use prescriptive 
analytics to take action based on these insights; 
for example, proactively reaching out to 
customers who are at risk of churning.

As Bain puts it, “Advanced analytics applied in 
the right ways can foster even deeper customer 
intimacy in an increasingly digital world, using 
exploding volumes of digital interaction data to 
remember, interpret and enhance each 
customer’s experience at every point of contact, 
digital or personal.” A digital CX strategy 
designed not only to build a deeper 
understanding of customers but also to trigger 
powerful actions is the key to driving customer 
experience innovation.

 

https://go.medallia.com/rs/669-VLQ-276/images/Medallia-Approach-to-Text-Analytics.pdf
http://www.bain.com/publications/articles/the-future-of-feedback-sometimes-you-dont-have-to-ask.aspx?utm_source=Loyalty-Insights-July2017&utm_medium=Newsletter&utm_campaign=the-future-of-feedback-sometimes-you-dont-have-to-ask&mkt_tok=eyJpIjoiWWpaaFpUVTVPV1ZoTWpBMiIsInQiOiJSSVVhN2lEZURGajgzcVZUdFVVbmE3aldWZGNMQzBzOURZak93UFlNZHN5amVqUEtDdzdlSm83ZENxblptVUdWdjlDN1FpUWIxWXJiZGhVV2EzRFY2cjB6RkdHUUUrZW5ETmVGZjRPUFV6S2cxa0VNNU8yXC90M2d1XC9qWERac245In0%3D
https://www.pega.com/insights/resources/pegaworld-2017-optus-delivering-increased-conversion-rates-and-sales-value
http://www.bain.com/publications/articles/the-future-of-feedback-sometimes-you-dont-have-to-ask.aspx?utm_source=Loyalty-Insights-July2017&utm_medium=Newsletter&utm_campaign=the-future-of-feedback-sometimes-you-dont-have-to-ask&mkt_tok=eyJpIjoiWWpaaFpUVTVPV1ZoTWpBMiIsInQiOiJSSVVhN2lEZURGajgzcVZUdFVVbmE3aldWZGNMQzBzOURZak93UFlNZHN5amVqUEtDdzdlSm83ZENxblptVUdWdjlDN1FpUWIxWXJiZGhVV2EzRFY2cjB6RkdHUUUrZW5ETmVGZjRPUFV6S2cxa0VNNU8yXC90M2d1XC9qWERac245In0%3D


 

MEDALLIA.COM 08

Conclusion
Consumers use technology in every part of their 
lives to make things easier. They expect 
frictionless experiences and demand more 
personalized, context-relevant interactions. We 
exist in a multiscreen world where each new 
device—mobile, tablet, smart watch—has unique 
characteristics with implications for gathering 
feedback and providing engaging experiences. 

This means companies must devise strategies to understand their customers at a deeper level and adapt 
quickly. A digital CX strategy opens up a two-way dialogue between customers and brands, leveraging 
technology to make human connections. Capturing feedback in real time is like having your customers 
whisper into your ear as they navigate your website or use your digital products. The most impactful 
digital CX strategies balance human and machine solutions to continuously provide great experiences 
and drive business outcomes.

Go beyond a single channel to impact the entire business through targeted moments of customer 
engagement, enriched reporting that helps employees understand and prioritize, and powerful actions that 
improve the customer experience and speed the pace of innovation. Grow your entire enterprise by 
harnessing digital insights that enable your organization to rally around the customer—and thrive.

Learn More About Medallia for Digital
Our solution gracefully integrates into your digital technology stack, is optimized for in-the-moment 
experiences and performance, and can be used by anyone on your team. From web and mobile to 
deeper integration into your broader CX strategy, we’ve got you covered.
Learn more at www.medallia.com/digital.

Open up a two-way
dialogue between
customers and brands, 
leveraging technology to 
make human connections.”

“

http://www.medallia.com/digital
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About Medallia
Medallia’s mission is simple: to create a world where companies are loved by customers and employees alike. Hundreds of the
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