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“ I’ve learned 
that people will 
forget what you 
said, people will 
forget what you 
did, but people 
will never forget 
how you made 
them feel. ”

- Maya Angelou





Customer expectations have changed

Personalisation

“Tailoring the experience 
and using individualised 

attention to drive an 
emotional connection. ”

Time & Effort

“Minimising customer 
effort and creating 

frictionless processes.”

The battleground for customer loyalty is increasingly around experience

KPMG/Nunwood: Pillars of Customer Experience Excellence



80% of CEOs believe they 
deliver a “superior customer 

experience” 

The delivery gap

8% of customers agree

BAIN & company research of 362 firms, 2005

2005 2018

Customer experience 
performance is generally flat. 

Customer expectations are 
continuing to rise.

The ‘last best’ experience 
informs the expectation.

Victor Milligan, Forrester CMO



Common Challenges

LEGACY SYSTEMS MEANS 
CUSTOMER DATA IS HARD 

TO USE

THE ORGANISATION IS 
BUILT AROUND 

FUNCTIONS

SILOED CUSTOMER FOCUS 
CREATES FRICTION IN THE 

CUSTOMER JOURNEY



Key Insight #1: Create a customer conversation

STARTING 
WITH THE 
OFFER

STARTING 
WITH THE 

CUSTOMER

Offer
Offer Offer

Offer Offer

FROM TO

DECIDING 
WHICH 
CUSTOMERS TO 
TARGET

DECIDING WHAT TO 
SAY NEXT IN A 
CONVERSATION

PUSHING OUT 
COMMUNICATIONS 
BECAUSE I HAVE 
SOMETHING TO SAY

KNOWING WHAT 
TO SAY AT THE

RIGHT TIME



Resulting in a better customer experience



Case Study: British Airways

• 13m customers travelling 44m 
journeys a year

• 40,000 colleagues
• 170 destinations in 70 countries

How to personalise 400m customer interactions?



Step 1: Fix the 
data



Customers, not PNRs!

BEFORE AFTER



Step 2: Test and 
Learn



A ‘Lab’ helped prove the benefits of personalisation



Step 3: Scale and 
embed



The challenge

Customer 
communications designed 
around departments and 
their specific objectives

No system for managing 
competing priorities

Multiple systems used in 
customer communications 
and they didn’t talk to each 

other

Multiple departments 
wanting to communicate 

with customers

The customer’s current 
context not considered in 

communications



✓ Scale
✓ Agility 
✓ Relevance
✓ Joined-Up

You need the right technology



Key Insight #2: create the right governance

1. Create a customer planning framework

2. Establish a single set of customer contact rules

3. Establish customer value KPIs



Target State: customer conversation



The biggest 
challenge is not 
the capability….



Internal engagement

Why should I care?

What do I need to do?



5 Take-Outs

https://www.google.co.uk/imgres?imgurl=https://image.flaticon.com/icons/svg/86/86261.svg&imgrefurl=https://www.flaticon.com/free-icon/open-door_86261&docid=OLeVRA67FLu28M&tbnid=1KNAITT4XlD_KM:&vet=1&w=800&h=800&bih=889&biw=1504&ved=0ahUKEwiy27yL7JrfAhVqTxUIHcB8B-UQMwhcKA8wDw&iact=c&ictx=1


“It means understanding the customer, and you 
have to leverage data to do that. You need the 
right technology, the right infrastructure, and the 
right governance – and then you have to 
empower people to act. To do this requires a shift 
in organisational structure, mindset, and culture.”

Joerg Niessing, Affiliate Professor of Marketing at INSEAD,
on customer centricity and customer obsession



E: jo@sentio-b.co.uk www.linkedin.com/in/josentio-b

Questions?




