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ow CX Maturity

| Most Companies Have

193 companies with $500M or more in revenues

L0 Making trade -
Respondents offs between
who think they p Collecting and financial
are good at... calculating CX metrics and
metrics CX metrics

64 %

Non-Customers Are A
Measurement Blind Spot

Companies that believe they are good at
measuring these customer experiences

Top 5 Issues Facing CX Metrics Programs

Companies that say these are significant problems
with their CX metrics efforts

Customers who have
recently renewed or
purchased more

Limited visibility of
CX metrics across
the organization

Lack of taking \

actionEe g ¥
CX metrics customers
Poor Long-term
communication of customers who have
CX metrics not recently renewed

or purchased more

Lack of resources <~

orvoina X () Wil
metrics

Too little Prospects who
compensation 9% l are not yet
tied to CX metrics customers

|8atisfaction s the Most Popular Metric

Companies that report using these CX metrics
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il Transactional

Level Metrics

Relationship
Level Metrics

Periodic measurement of customers that
are not triggered by a specific interaction
that examines overall view of company

Measurement of customers after a
specific interaction (e.g. support
call, store visit, etc.).
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52% 53%

Other transactional-level metrics

54%

OTHER

Other relationship-level metrics

55%
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|C>< Metrics Competency & Maturity Levels Are Rising

173 companies with $500M or more in revenues completed
Temkin Group’s

CX Metrics
Competency & | | | |
Maturity ‘ * y
SR CO\1vuous | consiSTENT f IMPACTFUL | INTEGRATED
—  CX metrics need Using a consistent set Companies need Companies
to become an of CX metrics helps to to identify must integrate
Competencies ongoing tool build a clear metrics that are CX metrics into
of CX Metrics 4 used to run-not vocabulary, which meaningful their discussion-
Programs just to allows an organization enough to drive making
measure-the to have more decisions-and Processes.
I business. productive discussions then actually act

about CX.
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Companies with

‘Strong’ or {

“Moderate” ratings
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Change between
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53%

Maturity of CX

Metrics 44% . 2015

Programs 39% . 2014

3% 3%

Moderate

I Metrics Are Important For CX Success

Companies segmented into two groups based on CX metrics program maturity

COMPANIES WITH ABOVE AVERAGE CX FOR THEIR INDUSTRY....

17% of companies with
less mature CX
metrics programs
have above average CX

TEMAT

GROUP

When experience matters

49% of companies
with more mature
CX metrics
programs have
above average CX
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