
10 rules  
for kick-ass   
customer experience



It’s hard to believe that customer experience (CX) was once little more than a friendly
smile and a “thank you, come again”. Today’s digital world has completely changed our 
expectations: next-day delivery, omnichannel retail, transparent customer data… Customers simply 
expect smooth sailing from the moment they reach out. So to get a leg up on the competition, you 
need to pay close attention to CX. That’s how you create loyal and satisfied customers.

But creating a valuable customer experience is complex: at its core, it’s about the way your 
company, brand, products and services are perceived as a whole. It demands the right strategic 
decisions and perfect execution on all digital and offline touchpoints.

Luckily, digitalization also provides us with unprecedented access to data insights. Here at 
MultiMinds, we leverage data insights to help our clients build fantastic and innovative customer 
experiences. So we decided to condense our hard-earned expertise into10 simple rules for 
creating a better customer experience: the Ten Commandments of CX.

And we put our money where our mouth is. Because we are big proponents of the ‘data 
minimization’ principle (only collect the data you need), we are offering this e-book for free and 
ungated. Which means we’re not harvesting your data. 

Reading this e-book will help you:
• understand what great CX looks like;
• achieve it;
• avoid common pitfalls.

Eager to know more? Subscribe to our monthly newsletter ‘Now You Know’
and get the latest insights on customer experience.

https://www.multiminds.eu/newsletter
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Thou shalt focus  
on the journey,  
not the interaction

Every customer interaction counts. But you should never lose 
sight of the overall journey. When Moses led the Hebrews into 
the Sinai, they wandered through the desert for three months. 
Had he focused on the tired ponderings of his fellow travelers, 
they would surely not have reached their goal. Instead, Moses 
kept his mind on the big picture. Just as you should focus on 
the customer journey, not solely on interactions. 
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What not to do 

The customer experience is defined throughout the entire journey, 
not just upon embarking. One of the most common mistakes is when 
a company invests heavily in the customer experience during the  
pre-sales and sales phases, but fails to do so in the customer service 
phase. And few things are more frustrating for a customer than to 
discover they’re not as important after they paid for a product or 
service.

One example are telecom companies, which are all too often easy 
to contact during the sales phase. But once you become a paying 
customer, it suddenly gets much harder to find help in solving issues. 
This is an excellent way to lose the clients you’ve worked so hard to  
get on board. 



How to focus  
on the journey 

If the example above hits a little 
too close to home, it may be 
time to revamp your strategy. 
But that’s not an easy fix. It’s… 
well, a journey. Two aspects 
are essential to taking this 
commandment to heart.

1.  Cultivate a client-focused mindset  
throughout your company

Employees who deal with clients directly are expected to have a 
customer-centric mentality. But this mindset actually has to be shared 
by all colleagues. For instance: customer satisfaction is not the main 
goal for operations personnel, who are mostly driven by internal 
objectives. Make sure everyone in your organization – from custodian 
to CFO – is committed to and held responsible for the customer 
experience. 

2. Make sure the customer’s data  
is central and available

As a customer interacting with an organization, have you ever had to 
explain the same issue twice to multiple people? This should never 
happen. Organizations are responsible for optimizing their data use and 
distribution so that every bit of customer information is presented to 
the right employee at the right time. Customer data should be available 
throughout the journey. Using the right dashboards and reporting 
tools are a good starting point to achieve this goal. 



Who got it right? 

Coolblue is a prime example of a 
company focused on providing 
the best possible customer 
experience throughout the entire 
journey. When getting in touch 
with the call center, for example, 
employees are immediately 
presented with an overview 
of past interactions with that 
customer, even those that 
occurred via different channels.  

 

 
 
 
If significant customer 
information on the customer 
is available (a birthday or some 
customer loyalty landmark, for 
instance) employees can add 
a personalized message to 
the shipment. This is a small 
but significant gesture that 
asssures customers that the 
purchase flow is personalized 
and adapted throughout. 

 

 

 
How do they achieve this 
level of attention to customer 
experience? Both examples 
indicate that Coolblue embodies 
both the mindset and the data 
approach to ensure an exemplary 
customer journey. The company 
also organizes training sessions 
for their employees – from pre-
sales to post-sales professionals 
– that highlight and reemphasize 
the customer-centric DNA of the 
company. 

 



Thou shalt treat  
thy employees  
as ambassadors

What if Jesus viewed his disciples as mere servants? He might 
have gone down in history as just another ungrateful boss, 
and the good word would probably have never spread. Think 
about your own employees not just as hired hands, but as true 
ambassadors. If they go forth and preach the values of your 
organization, this will become evident in every single customer 
interaction. 
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Why employee and customer  
experience go hand in hand 

There is a close connection between employee engagement and 
customer satisfaction. Surely happy employees make for happy 
customers, but it goes a little further. Employee ambassadorship 
means that all employees, no matter their levels or functions, are 
committed to delivering customer value as part of their job. 

Long story short: a company should put its employees first if they 
want employees to put customers first. Because if employees are not 
loyal, engaged and happy, why would they go the extra mile to make 
customers happy? 



Using data in a customer-centric 
way – by providing the right 
information to your employees 
at every customer touchpoint – 
is just one part of the equation. 
To truly improve the customer 
experience, you need to achieve 
a culture where employees 
embrace a customer-centric 
mindset. They should be well 
versed in the values of your 
organization. But how do you 
achieve this? 

How to turn employees into ambassadors

It starts with management

C-level management needs to inspire ambassadorship. All CEOs value 
their customers. But do they value customer satisfaction just as much? 
Is their priority to keep customers, or to keep customers happy? 
This customer focus needs to be communicated and carried out 
authentically by the management team. 

At companies like Colruyt Group , Torfs and Coolblue the CEOs famously 
focus on the employee experience in order to achieve a better customer 
experience. Many companies, Telenet to name one, even have a 
committed position for this in the C-level management team: a chief 
customer officer.



Empower your 
employees 

What management shouldn’t do, 
however, is tell their employees 
how to interact with customers. 
They need to support and 
inspire their team and give 
them the authority to make 
decisions. How? By defining 
clear but generous boundaries 
in which they have the freedom 
to make judgment calls, and by 
establishing a relationship based 
on trust.

Technology is an enabler for 
better customer experiences. 
But make sure it serves your 
employees, not the other way 
around. You should never 
forget the human aspect of 
customer experience. When left 
to its own devices, an algorithm 
is likely to make mistakes 
sooner or later. One aspect of 
employee empowerment is 
allowing employees to overrule 
technology if necessary. Keep a 
human in the loop.

Actively work on a 
customer-first culture

It’s one thing to communicate 
the need for and value of a 
customer-centric culture, but 
companies need to put effort 
into training their employees, 
for instance, through coaching, 
internal communication 
campaigns or success stories. 



Thou shalt treasure  
thy data 

Move over gold, myrrh and incense. The true treasure these 
days is data, so you should treat it as such. People are 
becoming increasingly aware of how much personal data they 
leave behind, and it’s a reason to be cautious. Are you asking 
consumers for data? Be transparent about why you need it and 
what’s in it for them. 

III



Why you need to  
be information sensitive   

The days when online companies could shamelessly farm data are 
behind us. GDPR was launched as the first European legal framework 
for corporate data gathering and use, but the surge of privacy concerns 
goes beyond mere legal constraints. 
We’re slowly entering the age of consent. Not (just) the ‘#MeToo’ type 
of consent, but consent when it comes to data. Not that long ago, 
people would consent to any type of data gathering online without 
questioning it. Nowadays, many people are much more critical. 
Adblockers are on the rise, privacy concerns in apps like WhatsApp 
chase users away, and many people think twice before clicking ‘accept 
all cookies’.

Looking for more on this subject? Have you read our piece on 
FrankWatching on what the cookieless future looks like?

Personal information should 
be treated with the highest 
sensitivity. There are two data 
collection guidelines that are set 
in stone. As obvious as they may 
sound, these principles are all too 
often ignored. If you truly want 
to be information sensitive, these 
should be your top priority. 

https://www.frankwatching.com/archive/2021/05/03/third-party-cookies-google/
https://www.frankwatching.com/archive/2021/05/03/third-party-cookies-google/


How much data you ‘need’ 
depends on your business. As a 
general principle, consider how 
much data you need to offer 
value to consumers. 

If you’re hosting an online 
store and a customer wants a 
package delivered at home, then 
obviously some identification 
needs to occur: a shipping 
address, maybe an email to keep 
track of the shipment… Even 
then, some people prefer to order 
with anonymous guest accounts 
and have their packages 
delivered at pick-up locations 
that aren’t their homes. If they 
do opt for this, don’t ask for their 
name and address anyway. 

Some people are willing to share 
more personal data in 

return for personalized services 
(recommendation engines, 
discounts, newsletters …), others 
aren’t. Respect the privacy of 
users that are not comfortable 
sharing data.

People will question why you 
need certain information if it 
is unrelated to the transaction 
or has no clear added value. If 
visitors wonder “why do they 
need all this information?”, 
you’re probably asking for too 
much. Another important factor 
is trust. If your consumer 
already knows and trusts your 
organization, it’s easier to ask 
for additional information. Too 
much too fast will scare them 
away and leave the hard-to-
erase stain of distrust around 
your service or product. 

Let he who is without sin… At 
MultiMinds, we’ve experienced 
this very issue ourselves. In our 
free Data Maturity Assessment, 
we saw a big drop in visitors 
as soon as we asked for user 
information. We soon realized we 
were asking for too much and 
giving too little. 

We adapted the flow, and 
now only ask for very limited 
information before offering a 
report. Only when visitors want 
more detail and an in-depth 
analysis do we request more 
information. The result: a sharp 
decrease in the number of 
dropouts. 

The lesson here? Offer users 
value before asking for their 
information. 

1. Only capture as much 
data as you need  

https://www.maturityminds.com/?utm_source=www.multiminds.eu&utm_medium=referral&utm_campaign=multiminds-maturity_minds&utm_term=web-link


2. Be transparent about 
the data you ask and use

Although there is still a large 
group of people who are 
oblivious to the data trails they’re 
leaving behind, the privacy-
conscious group is steadily 
growing. If your business has 
not adapted to this critical mass 
of consumers, you will lose 
them at some point. The key is 
transparency. Tell users what 
kind of data you need, and what 
you’re doing with it. 

Every organization is bound 
by privacy regulations (which 
nobody reads). But an upcoming 
trend is the privacy charter. 
This is a very brief and concise 
statement explaining what 
your stance on privacy is – 
in accessible language, not 
legalese. Take a look at Apple’s 
privacy page. It opens with 
the statement “Privacy is a 
fundamental human right”, 
before digging into the legal 
specifics. 

This offers an excellent way of 
communicating your privacy 
policy to visitors, earning their 
trust and respecting their privacy 
– at least, if you practice what 
you preach. It is, without a doubt, 
the way forward in the age of 
consent. 

https://www.apple.com/privacy/
https://www.apple.com/privacy/
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Thou shalt identify  
thy audience  

Where did you last experience exceptional customer service?  
If your local bakery, grocer or trusted hairdresser come to mind, 
that’s no coincidence. It’s because they know you and act 
accordingly. The lesson for any digital customer experience? 
The better you know your client, the better the experience you 
can offer them.  



Why do you need  
to identify your audience?  
 
Long gone are the times when you could simply throw out your 
marketing net and see how many “fish” you catch. Personalized 
messages and a customized approach are definitively the way to go 
in the digital era. But before you can do that, you need to know your 
audience. 

The benefits to knowing your target audience:
• Build stronger connections with customers by understanding their 

preferences and needs.
• Segmenting the market allows you to personalize the customer 

experience.
• Optimize your marketing budget by using the right channels, 

targeting more accurately, and generating higher conversion rates.

 The importance of consent

If you’ve read our previous 
commandments, you know that 
we’re adamant about information 
sensitivity. Before asking yourself 
what kind of information you 
want to gather on visitors or 
customers, consider how much 
they are willing to give you. In 
short: make sure every piece of 
information you ask is relevant 
(i.e. offers a better customer 
experience), and don’t ask for 
more than you need. 

https://www.multiminds.eu/blog/2021/05/ten-commandments-part-3-treasure-thy-data/
https://www.multiminds.eu/blog/2021/05/ten-commandments-part-3-treasure-thy-data/


Colruyt offers a prime example of 
efficient customer segmentation. 
Based on the customer data 
they’ve gathered over the years, 
the supermarket chain has 
created ‘lookalike models’ of 
their customers. These models 
then inform a very personalized 
marketing approach, as there 
are many different marketing 
messages distributed (like the 
folders with promotions). 

Build buyer personages  
to target your audience  

Unless you’re the secret service, you probably don’t have an extensive 
individual file on every person in your target audience. Information 
sensitivity is important, so it’s definitely not recommended to collect 
any information that is irrelevant to your business. 
Luckily, you don’t need to hire a private investigator to get to know your 
audience. Even a minimal amount of relevant data can help you create 
usable buyer personas. With a fixed number of ‘typical customers’, you 
can divide your audience into similar groups: people within the same 
age group and gender that share the same preferences. 

Once you’ve defined your personas, you can even perform qualitative 
research to enrich them with typical preferences. For instance, their 
favorite online channels and devices, the most common barriers or 
potential issues that prevent them from engaging with a brand, etc. You 
can apply this information to your segments without having to actually 
ask every single customer. 



For our client PartenaMut, we 
created a customer center that 
monitors client satisfaction 
through natural language 
processing (NLP). If a client 
sounds irritated, this information 
is sent to the data platform, and 
this specific customer will not 
see any more banners or receive 
any e-mails. 

The journey is just  
as important   

Your buyer personas are not static; they continuously evolve and 
change. Consider where your customer is on their journey and adapt 
your approach accordingly. If you receive a complaint about your web 
shop, you should be very aware that you’re dealing with an unhappy 
customer. If they were to see an ad of your company at that very 
moment, it might achieve the very opposite effect of what you intend. 

https://www.multiminds.eu/blog/2021/03/ten-commandments-part-1-focus-on-the-journey/


Some pitfalls  
and alternatives 

Keep in mind that buyer personas are not always accurate, since you 
can’t collect data about a customer’s behavior offline. Build personas 
to create prototypes of your customers and segment your marketing 
efforts accordingly, but don’t forget to keep an eye on the real world. 

Your buyer persona for John, a 50-year-old husband and father, 
indicates activity on Facebook and LinkedIn. But if your personalized 
ads lead to almost no conversion, it doesn’t make a lot of sense to keep 
pushing that message via these channels. 

Don’t rely too much on the assumptions you made when you defined 
your buyer personas. Building personas to segment your audience 
can help personalize and optimize your marketing, and in the end, 
they will vastly improve the customer experience. But be aware that 
these personas are not set in stone and stay aware of other – maybe 
unknown – factors that might be at play. A little common sense goes a 
long way.



V

Optimizing your customer experience means not only 
understanding customers’ needs, but also acting on them. 
And to do that, you need to think customer centric. Easier said 
than done, right? Thinking customer centric means putting 
the customer first from end to end. The good news: there’s a 
blueprint for that. 

Thou shalt be  
customer-centric  
front to end



Build your roadmap  
with the customer in mind   

All too often, a technological roadmap is designed from the inside 
out, starting from the needs of the business. Concretely, possible 
investments in and timing of technological innovations is defined by 
the business without keeping the customer in mind. The front end of a 
company – the part customers interact with – is often organized with 
the customer in mind. But the back end – what happens behind the 
scenes – is not. The problem with this approach is that your different 
business processes are not aligned, which will prove problematic down 
the road. So from the very start, you need to identify your audience, 
analyze their needs and build a roadmap that responds to those needs.



Aligning customer  
processes from  
front to back

Designing your technological roadmap with the customer at the center 
means everyone in your organization – from IT to the data department 
and every customer-facing employee – needs to be aligned around the 
customer journey. In other words: your internal processes need to be 
optimized to enable the desired customer interaction in every phase 
of the journey. For example, your stock management needs to be top 
notch to ensure next-day delivery. 



The service  
blueprint  

Does this sound a bit abstract? 
Luckily, there’s a method to 
make this tangible: the service 
blueprint method. This is a 
technique borrowed from 
the design world that helps 
companies visualize every 
customer interaction that 
might influence the customer 
experience. The chart will help 
you map your processes from 
beginning to end. 

 
A service blueprint typically consists of these actions:

Customer actions: every step of the customer journey.
 
Front stage: every face-to-face interaction between your company  
and the customer.
 
Back stage: every non-visible interaction with a customer  
(a telephone call or e-mail).
 
Support processes: actions taken by employees who are not in 
contact with the customer but that have a direct impact on the 
customer (for instance, packaging a delivery or processing an order).
 
Physical evidence: every element that can influence your customer’s  
perception, such as branding. 



Add value for customers   
 
Once you’ve mapped every process and action that can influence 
the customer journey, you can define a technological roadmap that 
facilitates the best-possible customer experience. You can then 
determine where and how you can add value to every customer 
interaction. 

This is not an approach that is limited to large companies with complex 
customer journeys. Every company has clients, so every company has 
a customer journey. No matter how small the company or how brief the 
customer interaction, putting the customer first will always significantly 
improve the customer experience. 



VI

Whether you’re aware of it or not, your company has a 
brand image. Customers expect certain things from your 
brand, either based directly on your own branding or on 
external factors such as price range or word of mouth. This 
brand promise has an immediate impact on your customer 
experience. So, if you want happy clients, deliver on your brand 
promise. 

Deliver on thy  
brand promise



What is your 
brand promise?  

Every company has – or should 
have – a brand promise. Maybe 
you’re the cheapest compared 
to your competitors. In that case, 
customers can expect this to 
come at a price. You don’t shop 
at the cheapest supermarket 
expecting a premium shopping 
experience. Maybe you promise 
to offer the best service by 
understanding your customers. If 
you don’t know how customers 
perceive your company, it might 
be time to work out a strategy 
and formulate your brand 
promise. Make sure your whole 
company – both internally and 
externally – is aligned with 
your brand. 

What does any of this have to do 
with the customer experience?  

Brands whose customer experience is in line with their brand promise 
are generally perceived as more valuable. Imagine you’re abroad 
and looking for a place to stay. If you’re well off or traveling on your 
company’s dime, you might go for something like the Savoy Hotel. When 
arriving at the hotel, you’d expect flawless customer service. After all, 
when paying a VIP rate, you expect to be treated like a star.  
On the other hand, if you’re a backpacker looking for the cheapest 
option, you’ll probably end up in a hostel. In which case, you won’t 
write a bad review if there are no personal showers with golden knobs 
and scented towels. It’s all about expectation management: the 
customer experience is directly related to the customer’s expectations. 



Deliver on your 
brand promise 
 
If you’re the cheapest, your 
prices will determine customer 
satisfaction – so, be as cheap 
as possible. If you offer the 
best customer service, make 
sure your support and sales 
departments know your 
customers, adapt their service 
accordingly and are available 
via every channel. There 
is no bigger sin for your 
customer experience than to 
overpromise and underdeliver. 
Thus, be clear about what you 
promise, and make sure you 
deliver on that promise. If you do, 
you’re well on the way towards 
offering a customer experience 
that leads to loyal relationships 
with your customers. 

How to align customer 
experience and brand promise

First of all, you need to define what your brand promise is. Once 
you’ve done that, you can start thinking about how to deliver on 
that promise through the customer experience. By creating buyer 
personas, you could gather information about what adds value for your 
customers. 

For instance: enabling a reservation system for shopping carts won’t 
add value to a supermarket’s customer experience. In a fancy hotel, on 
the other hand, having a pillow available with your preferred softness 
or firmness level is a nice touch that will improve the customer 
experience. Personalization is a great example of how to deliver on 
a brand promise like ‘great service’. Figure out what you can do to 
improve the customer experience based on your brand promise. 

https://www.multiminds.eu/blog/2021/05/customer-data-platform-handling-complexity/
https://www.multiminds.eu/blog/2021/05/customer-data-platform-handling-complexity/
https://www.multiminds.eu/blog/2021/06/ten-commandments-part-4-identify-thy-audience/
https://www.multiminds.eu/blog/2021/06/ten-commandments-part-4-identify-thy-audience/
https://www.multiminds.eu/blog/2021/05/recommendation-engines/


VII

“And on the seventh day God finished his work that he had 
done.” Unfortunately, unlike the world as we know it, customer 
experience is unfinishable work. You can’t just install customer 
experience and then go on with business as usual. Customer’s 
lives change, and so do their expectations. So keep enriching 
and reiterating your customer experience. Here’s how to do it. 

 
Thou shalt never  
stop optimizing 



Enrich:  
find new data sources 
  
Part of continuous improvement, is gathering more data. More in 
number, more diverse or more qualitative. So keep enriching your 
customer experience by finding new data sources. For instance: if you 
have a contact form with limited information, consider offering extra 
services (like a newsletter or an e-book) to gather more data about your 
customers. These new data sources will allow you to gather new 
feedback and input to take the next steps and optimize your customer 
experience even further. 
 

Even if your customer experience 
is flawless today, it doesn’t give 
you any guarantee for tomorrow. 
As customer’s lives, needs 
and expectations change, you 
customer experience should 
adapt to this new reality. 
Delivering great data-driven 
customer experience is a  
day-to-day process that is 
never finished. Through these 
steps, you’ll be sure to keep 
updating and perfecting your 
customer experience.



One prime example: internet 
provider Telenet was looking 
for a way to find out when their 
customers were on an important 
crossroads in their life. So they 
partnered with Immoweb to 
share data, and personalized 
their offer if one of those 
customers had bought a new 
house. 

Reiterate:  
build new use cases  

On top of your priority use cases that solve immediate problems, you 
should always have new use cases in the pipeline. These can be entirely 
new ideas, or they can build an extra layer on your current use cases. 
Concretely, you should always evaluate how the needs of customers 
of circumstances change, and define how you can respond to this. 
New channels may pop up, customers use new devices, or economic 
circumstances can change (Covid-19, anyone?). And the demographic 
of your customer will change, too. If you own a supermarket and one 
of your customers has a baby, you might want to start advertising 
different products. To do this, you need to find a way to know that they 
had a baby. Just the contact information from that first subscription  
ten years ago won’t cut it.  



An integrated approach is key  

As you may have guessed, large enterprises are often good at 
continuously updating their customer experience. But this is 
no coincidence: they apply the very same tactics they use for their 
product or service range. Companies like Adidas make hypotheses 
based on the data, they validate, and if their hypothesis checks 
out: they update. It’s a cycle of continuous experimentation and 
improvement. 

The very same principle goes for your customer experience. An 
essential aspect of implementing this stratetegy, is to integrate it with 
all your other processes. The data you gather may not only serve 
your customer experience, but your products or services as well. 
So when done right, the ‘never stop updating’ philosophy should 
be embedded throughout your company. And great customer 
experience will follow. 



VIII

“Alexa, play ‘Digger, Digger.” An inconspicuous command of a 
toddler requesting a song to Amazon’s Alexa was met with an 
unexpectedly racy response, and a panicked reaction from  
the parents. It’s one of the funnier examples of a failing AI.  
But unfortunately, there are also less innocent instances of  
an AI gone wrong. Suffice it to say it’s a good idea to keep 
humans in the loop when automating your CX.  

Thou shalt keep  
humans in the loop

https://www.youtube.com/watch?v=r5p0gqCIEa8
https://www.youtube.com/watch?v=r5p0gqCIEa8
https://www.wired.com/story/how-algorithm-blocked-kidney-transplants-black-patients/
https://www.wired.com/story/algorithm-set-students-grades-altered-futures/


If you’ve been following our 10 
Commandments series - and 
taking the commandments 
to heart - chances are your 
customer experience is already 
enriched with data. Once you’re 
delivering data-driven CX, 
automation is a logical next 
step to scale up. However, 
algorithms are not perfect, and 
should always be supervised by 
humans. Here’s why.  

Human-in-the-loop machine learning

To understand why humans are still necessary in virtually any 
automated process, we need to talk about how algorithms generally 
work. Although many people think machine learning models are 
completely self-taught, this is rarely the case. Human-in-the-loop 
(HITL) machine learning is the most common way to train  
an algorithm. 

There are three requirements for a machine to learn: 
• the ability to make a prediction 
• a way to measure if the prediction is correct
• the ability to improve the predictions

 



There are two methods for the 
second step in the learning loop: 
validating a model’s predictions. 
It either uses validated data 
(an already tagged dataset), or 
it needs a human to validate 
the prediction. The latter is 
commonly used when no tagged 
dataset is available. 

Long story short: unless you 
have an extensive dataset 
that is tagged and validated, 
any automation tool needs a 

human to validate whether its 
predictions are correct. Let’s say 
you’re using a chatbot to interact 
with customers. For standard 
requests like “my package wasn’t 
delivered”, the dataset will be 
quite accurate. The chatbot will 
understand the request and 
respond appropriately.

But what if the customer has a 
question that is not yet included 
in the dataset? Best case 
scenario: the chatbot will admit 

it can’t help. But in the worst 
case, it will make an educated 
guess. Sometimes the results 
are straight-up hilarious, but 
there are also examples of 
chatbots turning to hate speech 
or inappropriate comments. 
In either case, the customer 
experience will suffer, which 
in turn reflects poorly on your 
company. 

Automating customer experience

https://www.businessnewsdaily.com/10450-funniest-chatbot-fails.html


Why you need  
a human in the 
feedback loop 

As we know, the improvement 
of customer experience is never 
quite ‘finished’. In any machine 
learning context, there is an 
important role for humans in the 
feedback loop. When automating, 
there are always exceptions 
where a human needs to assess, 
bypass the automation and then 
finetune the model. Excluding 
human intervention from this 
feedback loop is a recipe for 
disaster. 

In a famous example of automation-gone-wrong, a supermarket 
had automated the data analysis of its customer profiles. It sent 
an automated message after the purchase of baby products, 
congratulating the customer on the pregnancy. But this message was 
sent to a family with only one computer. The pregnancy turned out to 
be the daughter’s, and the parents had no clue. Sensitive issues like 
these would likely be prevented with human intervention. 

https://www.multiminds.eu/blog/2021/09/ten-commandments-part-7-never-stop-optimizing/
https://www.multiminds.eu/blog/2021/09/ten-commandments-part-7-never-stop-optimizing/


Keeping automation in  
check with your business goals 

Moreover, humans are also needed to assess whether the business 
goals are being reached. An automated feedback loop is always based 
on a set of rules. Machines can help reach a specific and well-defined 
goal. But as your business develops and your clients change, the goals 
can also change. 

So by definition, part of the process of automating CX should include 
humans to ensure these changes are executed to reach those  
ever-evolving business objectives. Keeping humans in the loop is 
not only beneficial to the effectiveness of your automation model, 
it’s a safeguard to avoid disaster and ruin your customer experience 
altogether. 

https://www.multiminds.eu/blog/2021/09/ten-commandments-part-7-never-stop-optimizing/


IX

Bear with us, dear reader, while we resort to one of the biggest 
clichés in commerce (of CX): “the client is always right.” 
Actually listening to your customer can teach you tons of 
valuable things about optimizing your customer experience. 
This is how to organize customer feedback and leverage it to 
keep improving. 

Listen to  
thy customers



We’re pretty confident that 
you’re already offering kick-ass 
customer experience if you 
follow all our commandments. 
But untill you’ve heard from your 
customers themselves, you can 
never be entirely sure. Their voice 
is crucial to stay in touch with 
reality. That’s why you should 
give them every opportunity to 
speak up. 

The three golden rules  
of customer feedback 

When collecting feedback from your customers, there are three 
essential guidelines: 

1. Gather feedback on every interaction 
It’s not just the one moment of truth (aka The Sale) that defines your 
customer experience. Every interaction counts, so you should measure 
customer satisfaction over the entire customer journey. If you only 
ask customers how happy they are if they’ve just bought something, 
chances are their dopamine levels are still going through the roof. That’s 
why, on Tinder, app ratings are only asked right after you get a match. 
Sure, the score in the app store will be higher, but what is Tinder really 
learning about the customer satisfaction? 

https://www.multiminds.eu/blog/author/peter-vertongen/
https://www.multiminds.eu/blog/2021/03/ten-commandments-part-1-focus-on-the-journey/


2. Don’t make measuring 
moments annoying 
Let’s face it: surveys are 
annoying and largely ignored. If 
you do launch surveys, follow 
some guidelines to make them as 
frictionless as possible: 
• time them correctly (don’t 

interrupt conversion 
moments), 

• position surveys subtly (so 
they don’t block the entire 
screen)

• offer incentives or make 
sure the survey servers the 
customer’s interest. 

Or better yet: provide options to 
measure satisfaction without 
having to interrupt the customer 
journey. But more about that 
later. 

3. Actually use the feedback to 
make changes 
Accepting negative customer 
feedback can be hard. But 
remember: the customer – even 
if sometimes unreasonable – 
is always right. Listen to your 
customers, process every 
piece of feedback and use that 
information to optimize your 
customer experience. 



How to measure customer 
experience

There are different ways of collecting customer feedback. The first and 
most obvious one is through your own touchpoints: straight-up asking 
customers for feedback face to face. 

Customer satisfaction scores (CSAT) are another common way of 
collecting feedback. During an interaction you want to measure, show 
them a scale (e.g. from 1 to 10), asking them how satisfied they are. This 
is a solid method to measure satisfaction for a very specific part of the 
customer journey. The first contact, the purchase etc. 

A third method is NPS: Net Promotor Score. This is the percentage of 
customers that would recommend your company, product or service 
to someone else. Measuring NPS is very useful to get a general idea 
of customer satisfaction. But unlike CSAT, it only tells you something 
about the general customer experience. If the NPS is too low, you still 
don’t know what part of the customer journey needs improvement.
experience will follow. 



 
Measure  
and adapt

These methods are ideal to 
support our second golden rule, 
since customer feedback is 
measured implicitly. But if you 
want to automate your feedback 
tools, you need a central data 
platform to set up and process 
this data. This is where a 
customer data platform comes 
in. 

Which method you decide to 
use, the most important thing 
is to actually listen and use the 
feedback to keep optimizing. If 
you do, you’re well on the way 
to create the perfect customer 
journey. 

Automated satisfaction 
measurements 

Although these methods are tried-and-true, they still require some 
effort from your customer. Luckily, there are a few techniques to 
measure if a customer is happy without actually having to ask them.

For instance, for our client PartenaMut, we introduced NLP (natural 
language processing) to analyse if a client is happy or annoyed based 
on the language of the interaction and the tone of their voice. If they are 
unhappy, we automated the personal messaging and make sure these 
customers don’t receive any possibly annoying promotional messages 
while irritated. 

Some banks use their safety cameras to measure the emotional 
expression of clients coming in. Based on this data, the right counter 
clerk is assigned to the client. For instance: an angry client might not 
feel like he’s been taken seriously if a young and unexperienced clerk is 
assigned. 

https://www.multiminds.eu/blog/2021/10/ten-commandments-part-8-keep-humans-involved/
https://www.multiminds.eu/blog/2021/05/customer-data-platform-handling-complexity/
https://www.multiminds.eu/blog/2021/09/ten-commandments-part-7-never-stop-optimizing/


X

 It’s becoming one of the mantras of data collection, but what 
does it mean to be ‘accountable’ for data? It’s really quite 
simple: you are responsible for the data you collect, store and 
use. This may sound obvious, but in the digital transformation 
there has been a lot of uncertainty about who is responsible 
for data, especially when several parties are involved. In short: 
if you collect any type of data, you are responsible for what 
happens to that data.

Thou shalt be  
accountable for  
customer data



So when we say accountability 
is a commandment, we’re not 
talking metaphorically for once. 
Taking accountability for your 
data is an actual obligation. So 
what does this entail exactly? 

The obligation of accountability     
There was a time when companies would point the finger at each other 
and say: “they are responsible for what happens to customer data, not 
us.” But no longer. Today, every company – whether you collect, store or 
buy data – is accountable for the data that crosses their desk. 

We’re strong advocates of companies being held accountable for the 
data they collect and process. But don’t just take it from us. As a matter 
of fact, accountability is one of the 7 core principles of the EU Data 
Protection Law. Of course you know these by heart, but just in case: 
here are the 7 principles again: 

1. Lawfulness, fairness and transparency  
(‘be open, honest, fair and follow the law’)

2. Purpose limitation  
(‘define accurately what you will use the data for’)

3. Data minimization (‘only collect the data you need’)
4. Accuracy (‘the data should not be incorrect or misleading’)
5. Storage limitation (‘how long will you keep the data?’)
6. Integrity and confidentiality (‘how are you securing the data?’)
7. Accountability 

https://www.multiminds.eu/blog/2021/07/eureka-with-aurelie-pols-data-scientist-and-privacy-engineer/


Although transparency is defined as a separate principle, it’s closely 
related to accountability, since being accountable requires you to be 
open and transparent to your customers about how much data you 
collect, why you collect it and how it improves the customer experience. 

To explain this in more detail, let’s consider how a bank looks at their 
customers’ money. Here, accountability operates on three levels. 

Treat data like a bank treats money



Functional level
If a bank stores money, the 
money still belongs to its clients. 
But the bank is responsible for 
keeping the money safe. Even 
though you store customer 
data on your (cloud) server, the 
customer remains the owner of 
this data. It means they have the 
right to view, change or delete 
their data, hence the right to 
be forgotten. Another aspect of 
the functional level is security: 
you are responsible for keeping 
the data secure, and taking 
responsibility in case of a data 
breach. 

Regulatory level
When you collect and store 
data, you have to make sure you 
gather this data through correct 
consent management. In other 
words: your customers must 
explicitly consent to sharing their 
data, and you only have the right 
to operate within the scope of 
this consent. Much like banks are 
also strictly regulated on what 
they can do with your money. 

Systemic level 
Every system that deals with 
data in one way or another needs 
to be under your control. In 
other words: you need to be able 
to adapt and change systems 
quickly when it is required 
(for instance, upon customer 
requests). If the customer of a 
bank requests not to have high 
risk investments in their portfolio, 
the bank needs to be able to 
immediately follow up on this 
request. 

If you’re automating certain 
data streams (for instance with 
recommendation engines or 
automated personalization), you 
need to be able to monitor and 
overrule the algorithm and install 
the right level of accountability. 

https://www.multiminds.eu/blog/2021/05/recommendation-engines/
https://www.multiminds.eu/blog/2021/10/ten-commandments-part-8-keep-humans-involved/


The correct way to  
handle customer data     
When dealing with customer data, adhering to these principles will 
assure legal – and ethical – compliance: 

• Be transparent to customers about how and why you collect data.
• Secure the data as best as you can, and be responsible for the 

consequences in case of a data breach
• Only collect data that your customers allow you to collect
• Make sure you can explain how this data will improve their customer 

experience
• Have processes in place to overrule the data systems when the 

customer asks for it
• Work with the right technology that enables you to monitor and 

process data



Looking for more  
insights on  
customer  
experience?  
 
Subscribe to  
‘Now you know’,  
our monthly newsletter. 

https://www.multiminds.eu/newsletter
https://www.multiminds.eu/newsletter
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