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Introduction From The President

” Almost two thousand years ago Greek Stoic
Philosopher Epictetus is credited with saying “Nature
hath given men one tongue but two ears, that we may
hear from others twice as much as we speak.”

In today’s terms that may be interpreted to advise that
listening is at least an important a skill as speaking.
So, two thousand years later how should that wisdom
be applied to the world of customer experience
management?

The first questions would surely need to be, who
should be the listener and to whom should they be
listening. The answers fall into the blindingly obvious
v g s =1 categories of a. the listener is the organisation who
Rt i e should be listening to b. their present, potential and

| I past customers

As with so many things in customer experience leadership and management , and in fact
in life in general, the evidence roundly supports that the blindingly obvious is not
universal and the leaders of many organisations have yet to enjoy such an epiphany.

To further confuse this metaphor of blinding and listening it is perhaps useful to ask on
what should the organisation focus its listening?

The answer being the Voice of the Customer (VOC)

The expression “Voice of the Customer” initially emerged in in the 1980’s as part of the
Total Quality Management (TQM) movement and was further developed through Six
Sigma which often started with VOC activities to define customer requirements and
identify critical-to-quality (CTQ) characteristics and by systematically capturing and
analysing the voice of the customer, drive improvements that align with customer needs.
Over time, VOC has become a fundamental aspect of multiple business practices,
extending beyond quality management to areas such as marketing, customer experience
management and product design. Today organisations globally have adopted VOC
techniques to better understand their customers’ needs and improve their perfolrmance in

addressing those need for the mutual benefit of the customer and the organisation.




Importance and Performance

Listening to the Voice of the Customer carefully will not only identify what experiential
performance customers expect from the organisation, be that in quality, availability,
affordability, accessibility, reliability, suitability et al but also what is important to
customers. Understanding importance can be key competitive differentiator that
separates on organisation from another.

Back to the blindingly obvious point. It is relatively easy to understand that an
organisation that can provide an outstanding customer experience based on the factors
that are important to customers is likely to be more successful than an organisation that
excels in delivering an experience to which customers attach little or no interest. Because
the importance is in the mind of the customer that can even include ideas that are ahead

of their time!

We are\

too busy

So What are the Key Elements involved in Voice of the Customer Management?
There are three key elements in VoC Management

1. Data Collection

2. Data Analysis

3. Performance Improvement

1. Data Collection:

Surveys and Questionnaires: Structured tools that gather quantitative and qualitative
data about customer opinions and experiences.

Interviews and Focus Groups: To provide deeper insights through direct interaction with
customers representing a general or specific area of interest.

Social Media and Online Reviews: Independent experiences and opinions on social
platforms, providing a wealth of unfiltered feedback often not addressed to the
organisation
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Customer Service Interactions: Feedback from customer support to reveal common issues
and areas for improvement.

Web Analytics: Analysing customer process behaviour on websites and apps to indicate
preferences and pain points.

Phone, Email & Live Chat Customer Support: Phones and email may be “old fashioned”
but are still a valuable communication tool when used sensitively.

2. Data Analysis:

Text Analysis and Sentiment Analysis: Techniques to help understanding the emotional
tone and themes in customer feedback.

Quantitative Analysis: Statistical methods used to identify trends and patterns in the data.

Qualititative Analysis: Used to look for emerging ideas, opinions and trends that may not
be picked up by other methods and may lead to more detailed research

3. Performance Improvement:

Action Planning: A system where feedback is regularly collected, analysed, and applied to
improve/develop the performance of Products/Services/Processes/Places/People

Cross-functional Collaboration: Ensuring that different departments (e.g., marketing,
product development, customer service) work together to address customer experience
issues and using VoC data to make ongoing adjustments and improvements to products,
services, and processes.

Cost/Benefit Analysis: To ensure that the proposed actions remain operationally viable

A detailed description of all research methodology can be found at
https://www.mrs.org.uk/glossary

www.freepik.com
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So What are the Benefits of Listening to the Voice of The Customer
According to a July 2024 report by Kanika from Zonka Feedback they are as follows

VoC is not merely a buzzword; it's a valuable asset for customer-centric organizations. For
those planning to start a business, incorporating VoC from the outset can be a key strategy
in building a customer-focused brand. The voice of the customer program is tailored to
gauge the target audience's sentiments, building customer loyalty and ensuring a
competitive edge in the dynamic market.

Benefits of Understanding Voice of Customer
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1. Reliable Market Data Understanding the voice of the customers is the first step to
making a sound business decision. Based on the buying patterns of your target
audience and their perception of an old or similar product or service, the management
in your organization may have a positive feeling about a new launch. Understanding
VoC is a way to quantify that feeling. Instead of making business decisions on market
predictions, VoC allows leveraging qualified data through the VoC surveys that increase
customer satisfaction by making the right decisions and providing a better customer
experience

2. Optimization of Time,. Resources & Money. With over 30,000 product launches each
year, and the fact that more than 80% of them fail, as noted by Harvard Business School
professor Clayton Christensen, it's a fiercely competitive market. Some products gain
immense popularity, while others never see the light of day. A prime example of this is
the 1985 launch of "New Coke" by Coca-Cola, which resulted in a global backlash. The
failure of "New Coke" cost Coca-Cola over 54 million in development and more than 530
million to revert to the classic formula, underscoring how the Voice of the Custonter can
be a make-or-break factor for a brand.



3. Enhanced Customer Engagement. The voice of the customer facilitates ongoing
customer engagement at every stage in the entire customer journey, offering a significant
advantage to businesses striving to be customer-centric. Beyond understanding customer
perspectives, the voice of the customer programs captures unique customer experiences,
providing valuable feedback on the effectiveness of business decisions. The practice to
collect customer feedback enables continuous improvement and adaptation, fostering the
delivery of value and leaving a lasting impact on the market.

4. Faster Resolution of Customer Complaints In the competitive business landscape,
falling short of meeting customer expectations can lead to customer defection, with nearly
74% of consumers willing to switch providers after a subpar customer service experience.
For business success, exceptional customer service is highly important.By actively listening
to existing customers and new alike and quickly addressing their concerns, customer
service teams can prevent issues from escalating and impacting a larger customer base,
preserving business opportunities.

5. Improved Brand Reputation If there's one thing today that brands cannot afford, it is a
negative brand reputation. Today's consumers often seek online reviews before making
purchasing decisions, and social platforms like Facebook and Instagram make it effortless
to share a negative customer experience with a wide audience. The voice of the customer
offers your users a platform to voice their opinions and concerns before they escalate to
global reviews. This proactive approach grants businesses the opportunity to address
issues promptly, prevent their recurrence, and demonstrate a commitment to customer
satisfaction. This, in turn, fosters customer loyalty and significantly increase customer
retention rates.

6. Competitive Edge In a world where there is a product or service for every demand,
standing out to become the top choice can be a challenging job. While you and your
competitors may have a similar offering, delivering flawless customer experiences can
make your business a preferred choice. Customer research says that 86% of buyers don't
mind paying more in return for great customer service. This makes it very clear that
listening to what your customers have to say and acting immediately would take your
brand to new heights irrespective of a competitive industry.

7. Innovation To stay competitive, businesses need to offer solutions, fix problems, and
keep innovating to become better than they are. However, innovating in the dark is akin to
stumbling blindly. That's why the voice of the customer is essential for gauging the pulse
of your target audience. As author Josh Weltman wisely noted, the buyer's perspective
matters more than the builder’s. Leveraging the voice of the customer programs for
innovation empowers businesses to make timely adjustments, gauge customer acceptance
of new concepts, and determine their competitive positioning. This holistic approach
significantly boosts the likelihood of successful innovation.



8. Improved Marketing Efforts

If you are creating marketing strategies for your business without knowing your customers,
the chances are that they won't work. By listening to the voice of the customers, you can
constantly test the waters and find out the best way to launch a marketing plan at the best
time.

Moreover, knowing what gets your target audience's attention and micro marketing to
specific segments is a huge advantage when it comes to advertising your product. If used
strategically, VoC helps in customizing and scaling marketing plans in a way that renders the
most conversion.

Voice of Customer Best Practices

Here are some best practices that you can keep in mind when seeking the voice of customer
feedback.

a. Collect Customer Feedback at Multiple Touchpoints across Multiple Channels

To gain valuable insights that are inclusive, gather feedback at various stages of the
customer journey.

b. Personalize User Experience

Personalized customer experience demonstrates that you value and understand your
customers, leading to more meaningful feedback.

c. Collaborate Across the Team

Voice of the customer efforts should be distributed across departments for effective results.
Collaborate across various teams, including customer support, marketing, product
development, and sales. Each department can provide unique insights and contribute to
improvements based on customer feedback .Collaboration helps to align the organization's
efforts with customer needs and foster a customer-centric culture.

d. Leverage Advanced Analytics to Get Insights

By using advanced analytics techniques like trends reports, tags reports, snapshot reports,
insight reports, etc., you can extract deeper insights from customer data. Additionally,
sentiment analysis, text mining, predictive analytics, and machine learning can help identify
trends, anomalies, and emerging issues.

e. Transparency in Reporting

Maintain transparency in your VoC program by sharing results and actions taken with both
your employees and customers. Internally, provide reqular updates to team members to keep
them informed about the impact of feedback on improvements.

Externally, inform customers about changes made based on their feedback and express
appreciation for their input. Transparency builds trust and demonstrates a commitment to

continuous improvement.
https://www.zonkafeedback.com/blog/what-is-voice-of-customer
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So If Listening is Important are Customer Experience Leaders Listening?
David Evans of GOTO in his paper Is poor listening hurting customer experience? Aug 2024

Customer happiness should be stronger than ever. Businesses have almost unlimited scope to
collect deep insights about individual needs, while three in ten customers are willing to pay
more for products that come with better service. So, why are satisfaction levels stuck at their
lowest rate since 2015? It would be easy to say customer needs are still evolving faster than
companies can adapt, but the reality is more complex. According to recent studies, more
than a third of firms have failed to pick up on real customer sentiment, including
miscalculating how often individuals feel dissatisfied. At the same time, many are taking
communication approaches that don’t necessarily match service needs — as illustrated by
the rising use of conversational Al, even as a notable proportion of customers remain
discontented with chatbot-led support. Added together, these signs point to one likely
conclusion: companies have fallen out of tune with their customers. If they want to restore
harmony, there’s a pressing need to get back to the basics of great service — listening to
customers and giving them what they actually want.

Upgrading listening systems

One prime solution to this challenge is enhancing data collection. Going further than basic
profile building informed by purchase records, service history, and self-supplied personal

information, companies need better listening processes for picking up on indicators cof how
customers are feeling and, critically, whether interactions are hitting the right mark or not.

However, considering that average monthly customer interactions can run into the hundreds,
or even thousands, such monitoring isn’t a practical workload add-on for busy teams. To
power the seamless delivery of quality service, what’s needed is a mechanism for gathering
granular data about customer behaviours and emotions that can be quickly translated into
accessible learnings. In short, teams need their own upgraded technical support.

Of course, using technology to measure customer service isn’t new. Over the past decade,
forward-thinking businesses have increasingly leveraged unobtrusive tracking tools to assess
live agent performance against multiple factors, including efficiency metrics such as FCR and
average handle time. But this data doesn’t give teams the full picture of how to improve
individual conversations — as shown by the fact 74% of agents feel having more data and
tools at their disposal would open “more opportunities to personalise interactions”.

That is why it’s becoming necessary to introduce an extra layer of real-time and historical
analysis that uses advances in smart tech to capture the subtle elements human teams miss
across all points of customer contact.

Yes, unsurprisingly I’'m talking about artificial intelligence (Al), but the goal here isn’t to
automate communication; it’s about enabling agents to do their jobs more effectively.



Human delivery, powered by tech

Thanks to ongoing development in large language models, sentiment analysis is now highly
precise, streamlined, and scalable. Using tools such as ChatGPT, live measurement systems
can now follow conversations and note vital details, while also delving into the nuanced
meaning of what each customer is saying — with the end result being an easily digestible
summary containing both key highlights and a clear ranking of customer sentiment.

For service leaders and teams, the obvious benefit is oversight of multi-channel interactions.
Arguably more importantly, however, an inflow of data about emotional response allows for
greater development of EQ and the ability to put it into action. For instance, let’s explore a
few of the key emerging use cases:

Swiftly personalising services

Using short, accurate summaries of previous interactions, agents can quickly extract
contextual and sentiment insights that help them pinpoint what customers need and how to
ensure services meet their individual preferences. As well as cutting down time once lost to
trawling through records and manually collating customer stories, this instant accessibility
ensures customers receive seamlessly tailored experiences every time they contact a
business.

Facilitating collaborative resolution

Enabling real-time notifications of negative sentiment allows supervisors to immediately see
where agents need support to get back on the right foot. For example, in addition to offering
background guidance — such as suggesting switching to a different communication channel
or style — supervisors can join interactions and actively participate in addressing complex
issues. This maximises the chances of effective problem resolution and high satisfaction..

Spotting shared challenges

Unifying Al-produced data in a centralised repository that can be analysed collectively makes
it easier and faster to identify common problems, in addition to which changes are required
to improve service processes and satisfaction. For example, data may show that fielding
questions about products via chatbots generally fuels negative sentiment; underlining a
need to immediately answer queries with human support.

Making speedy and low-cost support the leading benchmark of customer service has created
a disconnect that will only get bigger as customers become more and more dissatisfied with
impersonal efficiency. To bridge the divide, it’s essential for teams to understand what is
sending them so far out of tune and learn how they can reinforce crucial customer bonds.

Is poor listening hurting customer experience? - Customer Experience Magazine (cxm.co.uk)
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Do organisations use the best way of listening?

There are multiple sources indicating that organisations are trying to listen to their
customers but that customers are not responding. There are many reasons for this from
customers seeing the research as irrelevant to it being annoying.

Surveysensum from the USA in their paper Not Getting Enough Survey Responses proposes
some of the reasons that may be the cause of ineffective research
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Why are you NOT getting enough survey responses: 12 solid reasons

Let’s dig into the 12 main reasons for low survey response rates and why customers are not
participating in a survey:

1. Your survey is too long and you’re asking too much

One of the main reasons for low response rates in surveys might be that your surveys are too
long. The day-to-day life of a consumer has always been busy, and the digital era has made
it busier. And somehow, you are still stuck on creating long surveys that no one wants to
respond to. Value your customers’ time.

2. You don’t A/B test delivery time (a marketing method that compares two versions of
content to see which one performs better)

The biggest mistake most businesses make — especially when sending a survey email — is
neglecting to recognize that timing plays a huge role in getting a response.

What you can do about it: Well, you can A/B test and analyze the best delivery time for your
survey emails, and then you can send your emails at that time to increase your open rates.
But don’t just test once and decide; test, test, and then test again before picking a time to
send the survey emails. If your email list contains people from all over the globe, you sghould
test the best timing for each zone separately.




3. You don’t give them a reason to fill out your survey

Let’s face it: surveys are boring — nobody is interested in replying to them unless you give
them a reason to do so. But most businesses don’t give their customers a reason to take up
their surveys — they just make it all about themselves instead of the customers. Don’t make
this mistake. This can really affect the survey response rate.

What you can do about it: If improving your survey response rates is your goal, don’t just tell
people to share their feedback — instead, give them a reason to do that too.

4. Your surveys are not personalized

You have undoubtedly heard that personalization is the key to achieving success in the
digital world, but when it comes to surveys, most people forget this rule. If you want a good
number of survey responses, don’t dismiss this crucial aspect.

What you can do about it: There are many ways to include personalization in your surveys.
Let’s talk about the easiest way here. If the customers have signed up for your service and
provided their details willingly, then including their first names in emails would be good
practice for personalization. For example, if you’re running an NPS survey you can
personalize it by adding the survey respondent aka your customer’s first name to it. Or if you
are conducting an email survey you can add the recipient’s first name in the subject line. Do
you know just by including the recipient’s name in the subject line you can increase your
open rate by 22.2 %? (Source: Adestra)

5. You forget to double-check your surveys

This is going to be a short but necessary point. Misspellings and grammar mistakes can
happen, but you can’t afford one in your surveys. Why? Because it can put off respondents
and will make your business look sloppy and unprofessional. It shows a lack of effort.

What you can do about it: Once you have crafted your surveys check them for typos and
recheck them if possible. If you want your respondents to fill out your surveys, you need to
make sure that there are no typos in your surveys.

6. You don’t give your respondents an option to skip a question

Unless it is a small survey, please don’t make it mandatory for your survey-takers to answer
every question.

What you can do about it: Well, the solution is very simple — give your respondents an
opportunity to skip questions that don’t align with their persona or are not comfortable
answering.



7. You are not taking action on the customer feedback

Asking customers for their feedback is not enough. When you do that, they are making an
effort to tell you how they feel about your brand, services, or products. They expect you to
listen to them and take action on their issues. And when you don’t do that, they might share
their feedback once or

What you can do about it: Take action on the customer feedback. As soon as there is a
negative review, reach out to the respondents. Understand their issues in detail. Observe if
others are facing the same challenges. If yes, discuss it with the relevant teams and remove
the issue from the core. And don’t forget to inform the respondents that they have been
listened to, and certain actions have been taken on their feedback.

8. Your surveys aren’t real-time

You do not get enough survey responses or insights from the surveys if your surveys aren’t
real-time. It is a critical mistake that organizations make. Sending surveys at the wrong time
will affect you badly as customers will lose interest in your business or they no longer mind
the complaints, satisfaction levels, or feedback.

What you can do about it: You should automate the surveying tool and send surveys in real-
time as and when the customer interacts with your business. You must identify the right time
and schedule surveys accordingly before the customer loses interest in responding to you.
This tells them that you value their opinion and feedback. The ultimate aim is to inspire the
respondents to respond to your questionnaire. It should also be noted that when considering
launching a survey, always choose the tool that best fits your business.

9. You aren’t structuring your surveys logically

Your surveys fail to impress if they aren’t structured logically for the respondents to find a
connection between the questions. Random questions without any sense will not trigger any
interest in the audience. Instead, it might irritate them, and they would quit the survey in
between.

What you can do about it: Use the inverted pyramid’ pattern followed by experts. Screen
your questions first and give them a logical structure so that the customer continues to
answer your questions till the end. By sequencing questions and putting them in the right
order, you tend to receive better survey response rates.



10. You are using the wrong platforms to share surveys

Understanding the audience type and the platforms they use to avail your products and
services is critical in a business. If you send them surveys on the wrong platform, you tend to
get no response at all. And if you do not create surveys to suit all these platforms and do not
identify the right platform to share them, you will still have poor survey response rates.

What you can do about it: If you have a low response rate, you must first understand where
your target audience is and choose the correct platform to share the surveys. Embedding
surveys on the website, product pages, and social media handles, or even sharing them over
WhatsApp will work if you understand the target audience first. Social media handles take
special credit when it comes to customers taking surveys.

11. You are not asking the RIGHT questions

Stuffing your survey with unfitting or poor questions might be another reason why you are
seeing a lack of engagement in your surveys.

Imagine yourself getting a survey after you dined in a particular restaurant for the first time.

But as you look through survey questions, you see that most of the questions concentrate on

why you choose them over other restaurants, whether you like a dish you didn’t order, and so
on.

Start by asking relevant questions. Avoid confusing questions. Provide an appropricite
answering scale to your questions. Ensure that the survey questions are neutral

AND THEN IF THEY ST/LL
WANT TO BUY FROM US,
LET'S SEE HOW WELLTHEY
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12. You are sending the survey at the WRONG time

You have all the right questions in your hand, you are using the right platform...you have
everything down to the minute details, but you send the surveys at the wrong time. Imagine
this, your new car is recently delivered to you, and within 2 hours, you receive an NPS survey
asking whenever you’d like to recommend the car to your friends or acquaintances. How’d
you feel about it?

What can you do about it: Send the right questions about the certain transaction that has
taken place. In the above example, instead of asking the NPS question, ask, ‘How satisfied
are you with your car delivery’. Give some time to your customers to experience the car, and
after 3-4 weeks, send the NPS survey.



So Can Al provide a Solution?
Al is seen as having the answer to many things, is it possible it may be able to help in the
Unlocking the Voice of Customer With Al suggests

Artificial intelligence (Al) is reshaping how businesses interpret the Voice of the Customer
(VoC), elevating customer feedback to actionable insights for product enhancement and
proactive service. Leveraging Natural Language Processing (NLP), sentiment analysis and
predictive analytics, Al parses vast datasets to identify trends, anticipate customer needs
and personalize experiences. This intelligent analysis allows businesses to address concerns
in real-time, innovating and resolving issues preemptively — essentially, extinguishing "fires"
before they ignite, ensuring customer satisfaction remains at the forefront of business
strategy.

““bymandesigns on Adobe Stock Phot

Introduction to VoC and Al

In modern business, VoC refers to the in-depth, iterative process of capturing customers’
expectations, preferences and aversions. It's a concept that reflects the overall customer
feedback about a brand, product, or service, whether it's positive, negative or neutral. VoC is
crucial because it provides actionable insights that can inform strategic decisions, improve
customer experiences and drive business growth. Businesses use VoC data to tailor their
products and services to more effectively meet customer needs, ultimately aiming to
enhance satisfaction and loyalty.

Al significantly amplifies the effectiveness of VoC strategies. Its role encompasses the
automated collection, analysis and interpretation of customer data at scale. With
technologies such as machine learning (ML), NLP, and sentiment analysis, Al can sift through
large volumes of data from various channels including feedback, social media, survey1.s‘3,
customer reviews and support interactions.
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This analysis helps businesses to better understand their customers' sentiments and needs.
Al also enables predictive analytics, which can forecast customer behaviors and trends,
allowing companies to be proactive rather than reactive in their approach to the market.

Together, VoC and Al create a powerful toolkit for businesses to stay closely aligned with
customer demand and to continuously innovate for an enhanced customer experience. VoC,
when combined with Al, enables brands to gain a better understanding of their customers’
thoughts, feelings and behavior. Cesar Cobo, COO at Webris, told CMSWire that his business
leverages a variety of Al technologies, including sentiment analysis and predictive analytics.
"By processing large volumes of data, we can decode complexities in user behavior, improve
customer experience, and deliver more personalized service. For instance, sentiment analysis
adds a layer by analyzing the emotional tone behind the feedback, providing a clearer
picture of client satisfaction levels," said Cobo.

VoC Data Collection Enhanced by Al

NLP enables machines to understand and interpret human language as it is spoken or
written. When applied to VoC data collection, NLP algorithms can sift through customer
feedback across various platforms, such as social media comments, customer support
transcripts and online reviews. This helps in extracting valuable information, identifying key
themes, and categorizing feedback without human intervention, ensuring a more efficient
and comprehensive collection process.

Al-powered chatbots represent a proactive approach to VoC data collection. These chatbots
can engage with customers in real-time, asking targeted questions and gathering feedback
during interactions. They're able to mimic human conversational patterns, making the
process more natural and effective. The immediacy of chatbot interactions also means that
customer feedback is gathered at the moment of experience, which can be more accurate
and emotionally charged, providing deeper insights.

Sentiment analysis, a subset of NLP, involves evaluating the emotional tone behind a series
of words to gain an understanding of the attitudes, opinions and emotions expressed within
them. It's particularly useful in analyzing VoC data, as it can automatically determine the
sentiment of customer feedback, whether it's positive, negative or neutral. This analysis can
provide a quick understanding of overall customer sentiment toward a product, service, or
brand, allowing businesses to respond appropriately to customer needs and market
demands.



Deep Dive Into VoC Data Analysis

Text analytics, underpinned by NLP technologies, plays a pivotal role in deciphering the
nuances of open-ended customer feedback. This approach enables businesses to
systematically analyze textual data from surveys, social media comments, online reviews
and other sources. By identifying patterns, themes, and sentiments within the text, brands
can uncover hidden insights into customer preferences, pain points and overall experiences.
Text analytics automates the classification and quantification of qualitative data, making
vast volumes of unstructured feedback manageable and interpretable.

Predictive analytics employs statistical models and ML algorithms to analyze historical and
current VoC data to forecast future customer behaviors, needs and trends. By understanding
the factors that influence customer decisions and satisfaction, businesses can anticipate
changes in market demand, customer preferences and potential issues before they escalate.
Predictive analytics allows for proactive business strategies, from product development to
customer service enhancements, ensuring companies remain aligned with evolving customer
expectations.

Another useful technology, data visualization is crucial for distilling complex VoC data
analysis into understandable and actionable insights. Through charts, graphs, heat maps,
and other visual tools, data visualization presents findings in an intuitive format that
highlights trends, patterns and anomalies. This makes it easier for decision-makers to grasp
the significance of the data, facilitating quicker and more informed decisions. Effective data
visualization bridges the gap between raw data and strategic action.

Al-Driven Product and Service Enhancements

Automated learning, particularly through ML algorithms, plays a fundamental role in the
continuous improvement of products and services. By analyzing patterns and trends within
VoC data, Al systems learn over time what customers value, their pain points, and how they
interact with products or services. This continuous learning process enables businesses to
make iterative improvements, ensuring that offerings evolve in line with customer
expectations and emerging needs. Automated learning can lead to the optimization of
product features, customization options, user interfaces, and overall customer experience,
maintaining a competitive edge and fostering customer loyalty.

VoC data is invaluable in guiding product development and feature refinement. By
incorporating Al analysis of customer feedback, preferences, and behaviors, companies can
ensure that new products or updates align closely with customer needs. Al can identify
specific features or enhancements desired by customers, prioritize development efforts
based on impact and even suggest innovative solutions that may not have been previously
considered. Involving customer insights early and throughout the product development
process results in more relevant, user-centered products and services, reducing the risk of
market missteps and enhancing adoption rates.



Challenges and Ethical Considerations of Al-Driven VoC

Integrating Al into VoC strategies opens up a world of possibilities for businesses seeking to
understand and serve their customers better, but it’s not without challenges and ethical
considerations. Ensuring the responsible use of Al in VoC involves navigating a complex
combination of data privacy, interpretation accuracy and the ethical deployment of
insights gained from customer feedback.

The use of Al to analyze VoC data brings several challenges to the forefront.

Data quality and bias are significant concerns, as Al systems rely on the data they are fed.
Inaccuracies or biases within this data can lead to skewed insights, potentially reinforcing
stereotypes or marginalizing certain customer segments.

The nuances of human communication, such as sarcasm and cultural idioms, may not
always be accurately interpreted by Al, leading to misinformed decisions. Balancing the
scalability of Al processes with the need for personalized customer experiences poses
another challenge, as over-reliance on automation risks diluting the personal touch that
customers value.

Ethical considerations are paramount when employing Al in VoC. Privacy and consent
emerge as critical issues, with businesses required to navigate the murky waters of global
data protection regulations while ensuring transparency with customers about the use of
their data. The demand for transparency extends to the Al models themselves, with a need
for clear accountability in Al-driven decisions to maintain customer trust. In addition, the
security of sensitive customer data against cyber threats is a constant concern, requiring
robust data protection measures. Ethically using the insights derived from VoC data is also
crucial; businesses must avoid manipulative tactics and ensure that the actions taken
based on Al analysis are beneficial and fair.

To address these challenges and uphold ethical standards, businesses are adopting
comprehensive data governance frameworks, continuously monitoring and testing Al
systems and establishing clear ethical guidelines for the use of Al in decision-making
processes. This conscientious approach not only builds trust with customers but also paves
the way for more meaningful and sustainable business practices.

https://www.cmswire.com/customer-experience/unlocking-the-voice-of-customer-with-ai/
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The Last Word

Two thousand years ago Epictetus may have given the world some good advice and there
are many in the customer experience management world who are taking heed of his
advice.

There are also many, especially those leading the majority of large international financial
and utilities sectors, who have yet to tune in to its benefits. Many talk a good game but the
experience of their customers evidences that their listening skills are not as finely
developed, or as widely applied, as their talking capabilities.

For those seeking to gather the valuable knowledge from the voices of their customers
there is the dilemma of understanding the most effective way of listening. Listening to the
voices of customers requires special skill if they are to be productively engaged and not
annoyed.

Can Al ride to the rescue? Al indeed has much to offer in the way of data analysis but like
all new-ish tools it has to be employed effectively to drive improvement and development
and build further upon the foundations of those things that are already successful.
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