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Foreword  

 

                                                           
 

The exponential spread of digital has created a host of options for consumers. 

Information is exchanged in nanoseconds and today’s consumers are 

increasingly calling the shots. With this new state of play comes new 

complexity. Bricks and mortar, online and omnichannel retailers alike are 

fighting to anticipate and meet customer needs – cheaper, faster, better. Yet 

many are hindered by legacy infrastructure, with strategies and whole 
organizations in a continuous state of change.  

https://hbr.org/search?term=peter+kriss
https://hbr.org/search?term=peter+kriss
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The reward is greater than 

ever. If I look back 10 – 15 

years, there was no 

understanding of what the 

customer wanted and that 

was not an issue. Nowadays, 

it’s about survival! Customers’ 

behaviors are moving faster 

than ever.”  

 

 

 

 

I think for many customer 

experience is not clear as a 

priority – people are at a loss 

to define the customer 

experience; people are 

putting lots of money into 

technology and digital, but 

often not knowing what they 

are doing or why.” 

 
 

 

Customer experience is the number one 

competitive edge. It is damn hard to clone - 

it cannot be replicated online.” 

 

 

 

 

There are a lot of short-term, day-by-day 

objectives; developing and delivering client 

experience is not a short-term initiative.”  
 

“ 

 

“ 

 

“ 

 

“ 
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Customer Experience 2017 

Topline Findings 

Few dispute the competitive value delivered by a great customer experience (CE). 

And yet, how are retail executives experiencing the organizational journey to 

excellence? To find out, Amrop surveyed a handpicked group of senior retail 

executives from 25 countries. Their responses reveal a gap between understanding 

the strategic importance of optimizing customer experience, and leading the shift. 

 

Questions Surround Strategic Leadership 

Customer Experience is an Emergent 
Discipline 

The CEO is the Most Critical CxO Player 

CE is Multi-Departmental –                      

With No Clear Driver 

A Rich and Connected Knowledge Portfolio 

is Called For 
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Organizations are Fighting to Fill 

Leadership Talent Gaps 

Crowded Aisles, as Talent Shoppers Play 

Safe  

Between Aspiration and Reality,            

Gaps Yawn 

Retailers Still Control the Customer Journey 

Despite Big Predicted 3 Year Gains, the 

Journey will Be a Long Haul 
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Methodology 

 

 

In my world, customer experience is 

more than a strategic priority”.  

 

 
 

“ 
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Owning It
A Strategic, Yet Diffuse Priority  1 

 

 

  How many Chief Customer 

Officers are there? There is a real 

corner block, because it is hard to 

find where this person should sit; 

truly cross-functional roles are very 

hard to place.” 

 

 
Can any retail business afford blind spots when it comes 

to their customers are seeing, thinking, and deciding? 
 

These findings lead us to question the robustness of the 

change and stakeholder management surrounding such 

a complex mandate.  

 

The apparent fragmentation could actually be a case of 

deliberate decentralization, with retailers engineering 

agility and responsiveness, tailoring different approaches 

to different business units. It could equally signal a lack 

of clarity or real understanding of the strategic 

opportunity represented by CE, the relative immaturity of 

the domain, and/or a lack of leadership. We’ll find out 

more later in the report. 
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Customer Experience is An Emergent Discipline 

I have seen four or five different variations, involving commercial, online and marketing 

leaders and there is usually an odd tension between the functions concerned… the only 

format that has worked was where a single individual had customer experience as their 

sole focus because they were not trying to do multiple things at once. A really clear, 

tight brief is essential.” 

 

“ 

 



 
 

 

 

Customer Experience:  

 

 

      10 
 

 

 

The CEO Is the Most Critical Player  

 

 
 
 
 

 

 

 

 

Customer experience is delivered through operators; it is holistic and part of a 

business’s DNA: having an individual at board level does not solve the problem – 

although it may be valuable as an interim solution for those businesses that are in 

transition.” 
  

 

“ 
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A Multi-Departmental Activity With No Clear Driver 
 

 

 

This picture emphasizes the importance of connected thinking. To build a coherent 

CE, units, departments and functions must collaborate around a clear strategy, (at 

whatever level it is set). To what extent is this happening? We find out later. 
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A Rich Knowledge Portfolio Is Called For 
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Retail is competitive not only in terms of wallet 

share, but talent share. Designing a talent strategy 

that enables great CE will demand forward 

thinking and dexterity for HR strategists and this 

could explain why 26% cite the CHRO as a critical 

CxO role.  

 

 

 

Some businesses have nominated 

a Customer Director or Chief 

Customer Officer. Fundamentally, I 

don’t believe in that. Every single 

person across the business has to 

understand the part they have to 

play in delivering excellent 

customer experience.”  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

At my current organization, we survey across the whole customer journey and ask how we rank 

against competitors but we know that we cannot aim for 100% across the board. We need to 

consider where we should over and underinvest – we need to know what we want to be renowned 

for, what actually matters to the customer.”  
 

“ 

 

“ 
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Leading It 
Organizations Are Fighting to Fill Talent Gaps 

 

 

The hive is buzzing. However, given the lack of overall leadership and the complexity 

of the task facing talent strategists, the extent to which talent plans and activities are 

informed or forward looking is another question. Furthermore, 60% of executives say 

finding leadership talent is fairly, or very difficult, something which could partially be 

explained by competitive dynamics in the quest for talent, as we shall see next. 
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The Aisles Are Crowded as Talent Shoppers Play Safe 
 

 

 

Obstacles? That’s an easy 

one: measurement, tools 

and talent.” 
 

“ 
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If hiring organizations are indeed playing safe and sticking to 

known hunting grounds, familiarity may not be the best 

strategy, as the war for top talent intensifies. And employer 

branding will arguably become just as important as product 

branding in the fight for talent share. 

  

 

Sometimes you also lack the talent and skills to change things. Your talent needs to be motivated and 

engaged: happy employees always deliver good service.“ 
 

The international 

dimension of the 

customer base also 

impacts on hiring; is 

language enough? Is it 

the right quality of 

service for our brand? 

The right quality is 

intangible, which 

makes it hard”.  

“ 

 

“ 
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Performance 
Organizations Lack a Clear Roadmap and Are Disconnected – For Now 3 
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Despite Big Predicted Gains, The Journey Will 

Be a Long Haul 

Constant agility is essential; change is constant – e.g. in 2004, 90% of customers would 

book appointments by phone. Now, that is just 50% and some businesses are removing 

physical interaction altogether in favour of online bots. What’s interesting too is the rise of 

the customer effort score as a new KPI. Customers want an effortless experience – simple, 

with no intellectual, psychological or physical effort.” 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

“The reward? You cannot fail, 

because you know. You know 

what will be the issues, what it 

is that does not delight the 

customer and as soon as you 

start to know, you can adapt. 

When you have got the facts, 

you know exactly what to do. 

When GMs do nothing, it is 

because they have no info and 

cannot take risks” 
 

“ 

 

“ 
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Even 3 years down the line, the journey to 

excellence will still be very much underway. 

Organizations who lead their peers will have a 

significant advantage in customers’ eyes. 

 

Customer experience is our 

vision, because it is our 

product. About a year ago, we 

recast our vision, mission and 

values. For the first time, this 

was a team piece and about a 

third of our employees 

contributed directly. We were 

working on the basis that 

culture change would come if 

people were involved directly. 

So our strategy may not be of 

McKinsey standard, but it 

resonates because people 

contributed.” 
 

“ 
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Perspectives 
Wealth or Health – Which Should Prevail? 

 

 

 

 

Debates surrounding consumerism, obesity, personal debt and ecology are heating 

up. Whether in dining rooms, board rooms, press rooms, or government meeting 

rooms, questions surrounding the control of the customer journey are set to become 

more strident, and regulation will not be far behind. 
 

  

4 

 

The discount retailers are a really interesting example; you see customers there, in long queues, 

looking very happy… they didn’t have what we would regard as a great customer experience, 

probably didn’t get a parking space, will have had 3000 SKUs rather than the 30000 available in the 

traditional grocery stores… yet they are super happy! These businesses knew where they were going 

to invest – 120% on price, and made a decision to deprioritize the rest.” 
 

“ 
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Summary  

 

The organizational journey to excellence in customer experience is 

still in its early stages. There is still a significant opportunity for retail 

and consumer organizations to stand out amongst their peers.  

 

Leading Questions 

1 
In terms of strategic priorities, where do you personally think customer 

experience should be ranked? How do your views compare with the views 

of your board?  

2
How clear are your organization’s CE strategy or related priorities and 

indicators? What is your hiring strategy? 

3
At what level is CE strategy currently set in your organization? At what 

level do you personally believe it should be set? 

4
Which executives and departments own CE in your organization? What are 
the positive or negative implications of this? 

5
Overall, how well equipped is your business to deliver on CE? What could 

be the consequences of failure, or the rewards for success? 

6
In your experience, what are the biggest obstacles to delivering a first 

class CE? 

7
How should the control of the customer experience be weighted? Towards 

customer or retailer? Or equally distributed? What ethical dilemmas do you 

see and what is your stance on these?  
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Further Reading and Resources 

The Value of Customer Experience, Quantified,

From Touchpoints to Journeys: Seeing the World as Customers Do,

What Does Your Customer Really Want? How to Figure it Out,

 

  

https://hbr.org/search?term=peter+kriss
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About Amrop

www.amrop.com/offices 
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