Deep Science Publishing
https://doi.org/10.70593/978-93-49910-67-6_4 Open Access Books

Chapter 4: Designing next-level
customer experiences using data-driven
Insights and emerging technologies

4.1. Introduction

In recent years, numerous scholars and practitioners have indicated the importance of
enhancing customer experience (CX) in a digital age of social media, ever-increasing
competition, and data analytics. 32% of global consumer respondents stated that they
would stop doing business with a brand they loved after just one bad experience, while
69% of respondents said that a good experience was the reason for their loyalty to a
brand. CX seems to be critical for a brand to develop sustainable competitive advantage.
There is also a growing body of academic research on customer CX and customer
experience management (CEM), but few links are made between big data and data
analytics, how they shape customers’ experiences across their journey, the types of
technologies or tools used, the promises gained, and the strategies implemented to
enhance customer experience (Sanchez-lborra et al., 2016; Mach & Becvar, 2017,
Nguyen, 2018). Therefore, there is a research opportunity and a gap in the literature. This
chapter seeks to explore the role of data analytics in designing CX. Furthermore, the
chapter focuses on the automotive industry by providing examples of CX that major
automotive brands develop. The automotive industry is one of the most data-enabled
industries. Indeed, vehicles collect and generate data through software applications,
sensors, systems, and third-party services throughout their lifespan. Furthermore, OEMs
and car manufacturers have developed a comprehensive understanding of the importance
of data in their business model strategies. The industry has also long been affected by
competition and CX issues. With new entrants in the fully electric vehicles (EV)
segment, traditional OEMSs are trying to reinvent their brand image and take advantage
of a heritage they have built in car manufacturing and development over the decades.
CXindeed seems to provide pointers in the quest for a sustainable competitive advantage
(Santa et al., 2016; Shi et al., 2016).
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4.1.1. Background and Significance

The design of positive customer experiences is receiving increasing attention in
contemporary business research and practice. This is motivated in part by increasing
competition in many sectors; in part by a shift in the sources of value creation away from
in-house product development towards joint product development with customers; and
in part by the realization that long-term company success is built on achieving
sustainable customer loyalty, which requires the exceeding of customer expectations in
all interactions with the company. Advances in information and entertainment
technologies now allow organizations to facilitate tightly integrated, joint value creation
through a wide range of potentially engaging and informative experiences for their
customers — from the initial moment of engagement with their brand through the
completion of all transactions and interactions with it.
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Fig 4.1: Designing Next-Level Customer Experiences Using Data-Driven Insights and
Emerging Technologies.

The study of customer experiences is naturally closely aligned to the field of marketing
— known for its customer-centric focus on the understanding of preferences and
influences on buying behaviors, and for utilizing this understanding to create value for
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both the company and customer. However, there is in actuality little published research
on the design of customers’ experience of interaction with a company or its brand. In a
marketing context, customers’ experiences are associated with the Human-Computer
Interaction domain because of the focus of the research area on the product and web
interface as mediators of interactions between customers and companies. HCI research
commonly addresses the practicalities of the design of a customer interface. However,
while informative and prescriptive, this practical focus is often lacking in explicit
theoretical justification for the stated principles for good design.

4.2. Understanding Customer Experience

Customer experiences are a series of interactions and steps that customers go through
when they engage with companies via multiple touchpoints: researching on the company
website, reading reviews in social media, asking questions to chatbots, and engaging
with service agents or salespeople via calls, or in physical or online stores. During their
journeys, customer experiences cover every aspect of the company-customer
relationship helping to create favorable or unfavorable experiences. Importantly,
companies must strive to deliver superior customer experiences in every interaction,
throughout the entire purchasing journey, and over time, as satisfied customers are
critical to business growth and development. In fact, great customer experiences
positively influence customer satisfaction, loyalty, and advocacy. This leads to repeat
purchases and reduces churn —thereby reducing costs. Satisfied customers are also likely
to recommend the brand to their family and friends as they tend to engage in positive
word-of-mouth.

In turn, positive word-of-mouth contributes towards attracting new customers at little to
zero acquisition costs. Conversely, bad customer experiences lead to negative
associations with the brand, which tarnishes brand reputation and affects purchase
intentions. Negative word-of-mouth takes the form of criticisms made publicly by
customers on social media and online review platforms, and it can significantly harm
business profitability. One disgruntled customer can dissuade thousands of potential
customers from patronizing the brand. Further, bad customer experiences result in
decreased customer satisfaction, increased customer churn, and loss of revenues. It is
therefore essential for organizations to understand what makes customer experiences
positive or negative since not all customers experience every interaction positively or
negatively, and at the same time.
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4.2.1. Research Design

The data collection for this paper involved qualitative research conducted on market
professionals and academicians. The qualitative data is used to answer the research
guestion, as there is scarce existing literature presently available on this context and these
customer experience strategies. Qualitative research entails the review of options open
to the researcher in designing a qualitative study, based on the purpose of the research
questions, as the main goal is to understand or to gain an insight into a certain aspect.
The qualitative method is the most appropriate for this research study, as it creates
various but related accounts of a particular phenomenon. A case study method enables
the gathering of insights from chosen knowledgeable individuals about real events, and
due to the relatively recent emergence of customer experience strategies by market
actors, case studies are useful for capturing particularistic information regarding how
these strategies are being implemented in practice. The chosen individuals, market
experts, and academics from a range of countries were compiled and contacted via email,
utilizing and relying on their pre-existing knowledge of the area. From the 47 contacted
individuals, 12 agreed to be interviewed and offered no financial payment in return,
which followed such a tactic regarding their availability, interest, and schedules.

The window for performing the interviews happened at the end of 2021, whereby the
initially proposed in-person interviews to be conducted either face-to-face or on a video
platform within one or two days took longer than expected: once the executives’
schedules allowed for interviews, their completion was rapid, although they occurred for
a period of four months, with the interviews lasting between 45 minutes and two hours,
during which the interviewees were guided by their transcription and audio capture of
the conversation.

4.3. The Role of Data in Customer Experience

Data is vital to understanding customers’ wants and needs. By analyzing current
customer behavior, brands can discover which factors influence customer experience.
Through this, brands can translate data into insights that allow them to personalize offers
and marketing messages to influence customers’ future purchasing decisions. Businesses
that measure customer experience, along with customer expectations, can gain insight
into how data can help identify issues and opportunities that affect customer satisfaction,
and then make decisions on how best to meet those changing expectations. The best way
to think of data in customer experience is to see it as valuable feedback that can be put
to use to influence future customer choices and help create a better customer experience.

Companies utilize many types of data to understand customers and redefine customer
experience. It is essential to understand what kind of data there is available, as well as
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how that data is collected, in order to mine the right insights and create better customer
experiences. Companies aggregate customer experience data into two categories,
guantitative and qualitative. Quantitative data is information you can assign a number
to, such as sales figures, drop-off rates, and customer lifetime value. Qualitative data is
non-numeric information and relates to how customers feel about a brand. It helps brands
understand why customers behave the way they do. Qualitative data provides deeper
meaning than numbers alone. Many companies will aggregate data reviewed from
customer reviews, open-ended survey responses, and customer phone calls or messages
into qualitative data, while quantitative data is typically structured and sourced from
surveys and sales and transaction systems. Customer experience quantitative data is most
often collected through customer feedback surveys, leveraging technologies like NPS,
CSAT, CES.

4.3.1. Types of Data Utilized

From the LCA perspective data can come from many different sources, both inside but
especially outside the firm. Collected data can be quantitative or qualitative, relation to
a single customer or to groups of customers. The types of data utilized in LCA mainly
include either operational data, including any data from the internal business operations
that can shed light on elements of the customer journey, commercial transactions, or
sales data, like sales and channel data, analytical data from market place platforms, or
web complex behavior such as click stream or cookies data. Data can be either internal
for the organization or external for the organization. The other important type of data
utilized in LCA is customer data stemming from external sources and providing
information on the external customer ecosystem that can help understand what motivates
customer behaviors.

The second-most logical typology for classifying the types of data involved in LCA is
by their sources for data creation. On these grounds three major sources can be identified
for customer data creation: the firm sources, the customer sources, and the miscellaneous
sources. Firm sources include any specific types of data generated by the organization
when carrying out its normal business operations. These data are objective in nature and
can usually be automatically retrieved through internal databases. Customer sources
would be the actual customers of the firm, usually through the tools and methods for
interaction and engagement with them.

4.3.2. Data Collection Methods

The existing literature describes a multitude of data collection techniques. One of the
most prominent categorizations of data collection methods includes a division between
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guantitative and qualitative research, so we will follow this direction in our exam.
Quantitative research includes various forms of surveys, which can be presented in the
form of online surveys, phone surveys, or face-to-face surveys, among others. In this
context, surveys allow companies to gather information from customers in a
standardized manner and analyze data from large amounts of customers. However, they
are often criticized for their inability to capture customer's unique perspective due to the
fact that the data is usually collected in a restrictively standardized fashion, which is at
the same time one of the main reasons for their popularity. Any commentary or
unstructured response to open questions is often equally difficult to study for companies.
More specifically, qualitative cues that don’t fit a particular “one size fits all” category
require advanced analytical capabilities to leverage them for competitive advantage.
Surveys also transmit the risk of asking questions that customers might not accurately or
willingly respond to.

Another common technique to capture customer-related data is observation. Research
suggests that while surveys use participant-reported data, observation relies on
researcher-reported data. Observation is arguably more helpful in detecting a customer's
emotional stance and journey while customers are engaged in a particular activity rather
than at a particular moment in time. The downside is that this approach is associated
with large information requirements and is hence difficult and likely unfeasible for
researchers to carry out on a larger sample of customers.

4.4. Emerging Technologies in Customer Experience

CX is extremely dynamic and is deeply influenced by how businesses leverage the
emerging technologies. Advancements in digital technologies, channels, and customer-
friendly services are directly impacting CX management. Businesses must also match
the evolving customer expectations by enabling seamless and delightful experiences. In
this age of intelligent technology, businesses are equipped with a myriad of emerging
technologies, such as Artificial Intelligence, Augmented Reality and Virtual Reality,
Internet of Things, and Blockchain, to gain deep data-driven insights about their
customers and to provide next-level CX.

Artificial Intelligence and Machine Learning

Artificial Intelligence (Al) is being increasingly adopted by businesses to provide
superior CX. It is the simulation of human intelligence processes by machines, especially
computer systems, and has the capability to analyze customer information more
thoroughly than human capabilities. Al can identify relationships within data, detect
customers’ behaviors, and allow businesses to adopt tailored approaches for every
customer based on these insights and allow personalizing the experience. Businesses use
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Al-powered virtual assistants that use Natural Language Processing, a subset of Al and
Machine Learning, for repetitive tasks, allowing customer care employees to focus on
addressing critical issues and services. Businesses also use Al for personalization to
collect customer data and deliver personalized product recommendations.

Machine learning, which is a major branch of Al, is increasingly being used in marketing
for customer attribution, providing recommendations, analyzing customer feedback, and
personalization. Marketing automation platforms are increasingly using machine
learning algorithms and NLP chatbots, allowing organizations to operate and automate
their marketing campaigns more intelligently. Al and machine learning, as well as NLP
are improving business processes, assisting marketing and other departments to make
informed decisions based on insights rather than assumptions.

4.4.1. Artificial Intelligence and Machine Learning

With vast amounts of data generated by organizations, the use of artificial intelligence
and machine learning technologies within many organizations is growing tremendously.
Gathering data on customer buying behaviors over a sustained period is necessary for
the development of quality Al models. Al-powered customer experience delivers
transformative value for organizations through seamless personalized customer
interactions and engagement across channels. The aim of Al is to create machines that
can mimic human intelligence and skills, including reasoning and learning. With
customer experience being a relatively new area for organizations, investing in Al tools
that analyze media and digital content allows organizations to track customer experience
across hundreds of channels and obtain feedback on customer attitude and sentiment
towards products, services, and brands. Machine learning enables computers to learn
automatically without human intervention.

Inclusive machine learning is the next evolution of traditional ML. It takes into account
diversity across different user demographics such as ethnic background, gender,
geographic location, and economic status when analyzing data patterns. ML identifies
areas of exclusive bias that are invisible to Al and data scientists. This ensures that
machine learning experiences of all users from different demographic groups are
accurate, reliable, and fair. Natural language processing is one of the most prominent
subfields of machine learning, employing algorithms that analyze, understand, and
derive insights from human language and speech. NLP breaks language into smaller
pieces, allowing machines to understand as humans do. NLP is a transformative area for
organizations as they seek to innovate customer service experiences.
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4.4.2. Augmented and Virtual Reality

Augmented and virtual reality (AR/VR) provide innovative experiences that customers
not only want but expect from organizations that define their markets. AR/VR not only
bring products to life, they provide hands-on experiences for customers in the store, and
in their homes, removing the barriers of time, risk, and cost. For organizations, AR/VR
change how they offer customer service and training. When deploying AR/VR,
organizations can either create the experience themselves or partner with an organization
specializing in developing and deploying AR/VR solutions.

The AR/VR industry will reach significant growth in the coming years. People expect
organizations to help them clarify their product or service choices before they purchase
and provide more engaging experiences during the buying process. The AR/VR
experience should extend across the entire customer journey as customers are searching
for and considering products and services, selecting from different options of a product
and service, buying the product or service, and after they have purchased the product or
service. AR/VR capture the customer's attention and imagination during the process,
answer customers' questions, and help them visualize how they can use the product or
service. By providing more engaging experiences, customers are less likely to abandon
their purchase. By facilitating the purchase decision, AR/VR reduces the risks, costs,
and time taken to purchase a more complex product.

4.4.3. Internet of Things (1oT)

The Internet of Things (loT) describes a growing ecosystem of connected, internet-
enabled devices that you can remotely control and monitor. These devices, known as

)

“smart devices,” are typically equipped with sensors and are designed to control or
transmit information about their environment. For instance, a smart thermostat connects
to a local Wi-Fi network and monitors the temperature in your home, allowing you to
adjust it remotely from your smartphone. Other examples of smart devices include smart
refrigerators, smart light bulbs, smart doorbells, and smart car sensors, all of which are
rapidly rising in popularity. It is anticipated that more than 25 billion connected ‘things’
will be in use in 2021, and the number of active connected devices in 2023 will be ten

times the number of people on Earth.

Since 1999, when the concept was first introduced, the Internet of Things has changed
significantly. The key aspects that have enabled the current market for 10T are: (1) The
increasing use of sensors and actuators, now available at low prices, in many different
products. (2) The increasing ubiquity of broadband IP networks of all kinds, wired and
mobile. (3) The adoption of massive capacity data warehouses that allow for the storage,
processing and analysis of data streaming from the devices that constitute the Internet of
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Things, enabling businesses and organizations to leverage their data for analytics and
business intelligence. (4) The decreasing cost and increasing localization capacity of
GPS systems accredited to 10T products. As a result of these changes, the traditional
Internet of Things consisting of a few specialized and expensive systems is evolving into
a gigantic web of billions of cheap and ubiquitous connected machines and devices.

4.5. Data-Driven Insights for Enhancing Customer Engagement

A mere transactional relationship is inadequate in today’s hyper-digital age to sustain
customer engagement. Organizations need to build a more profound emotional
connection with their customers to inspire loyalty and advocacy. Digital creators are the
main contributors to engagement in the creator economy, and brands stand to gain from
this engagement through the digital marketing funnel. Modern influencer marketing
strategy fuses data-driven influencer selection with compelling creativity and
consistently nurtures brand partnerships long after the campaign has closed, to grow
value over time. Our groundbreaking ownable data differentiates our influencer
marketing strategy by dialing down into niche audiences and passion points for different
brands. This creates paid, earned, and shared data-driven insights. It is vital to know that
earned media is not owned by the brand and may not always be beneficial for them, but
it’s helpful to understand its opportunities. Data unlocks creativity and helps in micro-
targeting. It’s not just about ROI; it’s about data driving decision making at all levels.

» Data-driven Insights < ; « Data-driven Insights
ucthere engagement » Social Media prefiine engagement
activity engagenents estrategion

Fig 4.2: Data-Driven Insights for Enhancing Customer Engagement.
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4.5.1. Customer Segmentation

The emerging technologies empower organizations to collect a wealth of customer data.
Mining this data helps businesses gain a detailed understanding of customer behavior
and preferences. Data mining and analytics techniques help businesses explore current
trends and detect any future anomalies in customer behavior. Customers can then be
divided into different segments based on shared characteristics such as demographics,
income levels, personality traits, buying patterns, interests, and concerns. Grouping
customers with similar attributes will facilitate better targeted marketing campaigns.
This ensures that potential customers are shown promotions and offers that are likely to
generate the most responses.

Market segmentation refers to the process of dividing a large market into small groups
with similar characteristics. Segmenting a market enables marketers to produce tailored
marketing campaigns that appeal to very specific categories of customers. Once the
different market segments are determined, marketers will have a clearer understanding
of their customers so that they can build effective marketing strategies to promote their
services or products to each particular segment. The market segment analysis can be
done through either traditional or data-driven segmentation. Traditional segmentation
methods classify customers into groups using common features such as demographics,
lifestyles, age, etc.

In contrast, data-driven segmentation utilizes real-time data from the customers’
purchase behavior, which looks into the pattern of their previous behavior for each of
the customer groups to classify them into related segments. This involves clustering or
subgrouping customers based on their distinctive interesting activities. Market
segmentation analytics enables marketers to be more effective in understanding the
dynamics of customer behavior, and to target their marketing strategies and messages
more specifically. Companies can then produce personalized offerings that resonate with
their customers at a high level of relevance across all stages of the customer journey.

4.5.2. Personalization Strategies

Consumer businesses use personalization to improve customer experiences and brand
perception, leading to revenue growth and much higher revenues. Implementing
personalization and communicating that to customers does require careful design to
avoid privacy infringement. Moreover, getting the right product to the right consumer at
the right time is not trivial, especially in consumer packaged goods and fast food where
impulse purchasing is important. The easiest personalization is to include the consumer's
name when sending them offers via email or direct mail, but there is much more that can
be done to enhance attractiveness and conversion.
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Understanding what consumers want at what point in the buying cycle enables relevant
personalization. What are consumers trying to accomplish, and why? When are
consumers most likely to need specific products or services? What factors lead
consumers to buy? What factors might lead consumers to delay or not buy? What's your
brand's role in that process? What effect does brand awareness have on consumer
decisions? What emotions lead to or push consumers away from the brand? This is
particularly important for industries such as healthcare that rely heavily on life events
for customer engagement. Some marketing messages are welcome at certain times, but
not at others. Most consumers would appreciate personalized messages regarding health,
but still wonder about the reams of data used to build models that aren't 100% accurate.
How can you avoid privacy infringement while building your outreach messaging, and
select nevertheless personalized messaging?

4.6. Case Studies of Successful Implementations

This section presents several actual case studies, organized by sector, illustrating how
different organizations are using customer experience (CX) data and Al-based
technologies to improve customer interactions, optimize their operations, and design
new innovative elimination-based products and services. Highlighted are the problems
organizations faced, the Al technologies they implemented, the process improvements
they achieved, and the innovative solutions they created that defined their companies as
leaders in successfully providing next-level CX.

The retail sector is an early adopter of true data-driven experience design aimed at
increasing customer satisfaction and accelerating business profitability. As a product of
the COVID pandemic, the CRD portion of the CX data link has been used with great
success by many retail chains. During the pandemic, shopping habits changed, and the
customer-focused environment that many retailers required for success began to change
quickly. As customers returned to stores, many complaints and problems with the
customer deals had to be resolved. These customer returns quickly added data to the
CRD link that began to provide insights incompatible with existing shopping
ecosystems. Retailers offering extended pickup hours for their ecommerce channels, free
returns service options, and a large product assortment previously surging in profits,
began to sustain CX losses. These retailers, focused on consumer needs, had to pivot
their CX design opposite to CRD insights. Many retailers began deducting the cost of
returns generated by their products from the product’s price tag.

The hospitality sector has been utilizing customer feedback data and focus groups to
refine their service delivery process for eons. Many hotel chains experienced a severe
dip in occupied rooms during the lockdown period caused by COVID, resulting in
significant marketing savings. Upon reopening, they realized that few of their customers
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could afford their existing high-priced visual experience. These hotel brands began to
focus on providing a basic, low-cost service-oriented visual experience for the returning
cohort of more price-sensitive customers that had survived the recession.

4.6.1. Retail Sector

While trial and error has traditionally characterized the retail sector, stores are
increasingly leveraging data-driven insights and emerging technologies to create
amazing customer experiences that set them apart from their competition. Intelligent
robots equipped with Al and the Internet of Things have entered the fray, helping
consumers identify products and guiding them to shelves stocked with the latest releases.
Retailers are using machine learning techniques to analyze data from sensors installed
in stores to determine the prime locations for displaying products, thereby removing the
guesswork. Tools such as image recognition have made it easy to track customers’
movement patterns to determine how they interact with the environment in retail stores.
Retailers are building online forums for customers to share images, thoughts, and
reviews. They are employing innovative techniques powered by big data and advanced
analytics to listen in on customer conversations to better understand how they perceive
products and brands. Social media monitoring engines use machine learning and Al to
help retailers track the social antics of their brand followers, along with the discussions
surrounding their products and brands, to help them decide on stocking and marketing
strategies. A loyalty program that rewards customers who buy coffee at least 60 times a
month with exclusive offers and freebies is an excellent case in point. The company has
recorded 21 million club members and estimates the loyalty program’s impact on
profitability at a significant amount. The company is also using location-based data and
sales data from its mobile app to customize marketing offers to consumers based on their
preferences and intent, thereby enhancing not just store visits but also the customer’s in-
store experience.

4.6.2. Hospitality Sector

The hospitality industry and travel sector are paramount for the economy of many
nations worldwide. The hospitality and travel sectors are going through a radical
transformation from the impact of digitalization and data-driven assets. The impact of
technology and data-driven processes is transforming the hospitality sector and the
customer experience to a higher degree than any other financial and service institution.
The hospitality and service sectors have to invest in the latest technology and innovative
services to survive in the present mobility and convenience-driven economy. They have
to change their business models by offering their guests seamless, competent, and
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efficient services that save their time, energy, and money. They can no longer afford to
stand back and watch what happens when technology and services evolve. Newcomers
to the marketplace who bring new technology-based models and services will dictate the
rules of engagement.

New technologies like big data, blockchain, and artificial intelligence are no longer in
the future but are already here and ready to be implemented. Leaders in the hospitality
sector are already implementing the latest innovations to reshape their business in a more
customer-centric way. Digitalization, mobile, Al, and predictive data analytics are
variable factors that are impacting the industry as a whole. These emerging technologies
are fundamentally altering hospitality value chains. Hospitality companies are
embracing mobile services, online and cloud-based services, and predictive data
analysis. The newest arrival on the hospitality scene is blockchain technology, but it is
already having a transformative impact on sectors within hospitality. Blockchain enables
travelers who utilize sharing economy services to undertake transactions with one
another directly without the need for a third-party site or application. Blockchain
technology enables the creation of decentralized travel and hospitality marketplaces that
catalyze the share economy-driven distribution of travel services.

4.6.3. Healthcare Sector

Brigham and Women's Hospital initiated a pilot research project involving publicly
available health data from Twitter and Yelp to identify correlations in satisfaction rates
between data from the two sources and other publicly available data sources. The goal
of the research project was to develop new characteristics of satisfaction based on data
from Yelp and Twitter. The research team conducted sentiment analysis and natural
language processing of hospital-related tweets and Yelp reviews for patients at Dana-
Farber Cancer Institute at Brigham and Women's Hospital between 2009 and 2015,
creating qualitative text characteristics of hospital experiences linked to more than 8,000
patients over the study period. Along with other external data, the researchers were able
to predict 61.29% of the satisfaction ratings extracted from Yelp reviews. Given that
sentiment analysis has indeed been proven to be an effective tool for predicting Yelp
health care ratings, it could potentially also be used by individual institutions to model
their own experiences to evaluate their own work.

With various stakeholders involved, implementation of this solution by implementing
some data system to support response programs and programs to address areas of
concern raised in the text may involve two steps. In step 1, data is used to trigger response
programs. In step 2, increased activity in the areas of concern, driven by responsible
stakeholder operations, are used to determine if the potential relationship is statistically
significant. Implementation of the solution would involve some variations of supervised
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and unsupervised data modeling and analysis techniques. The predictions would be used
to support allocated response programs and programs to focus actions by appropriately
assigned responsible stakeholders.

4.7. Challenges in Implementing Data-Driven Solutions

Despite the extensive advantages of data-driven solutions, businesses encounter several
challenges while implementing these solutions. These hurdles can be classified into two
categories: company-shared challenges and consumer-shared challenges. The obstacles
faced by the company are challenges that a business must tackle internally, such as
integrating a data-driven strategy into its operations, upskilling its employees, or
overcoming traditional ways of working. These hurdles center around the company’s
operations, organizational mindset, investment, and prioritization. Consumer-shared
challenges relate to the impact of the consumer while implementing a data-driven
culture, namely, data privacy concerns. Privacy breaches have become a concern for
consumers as they spend more time online performing various activities. Marketers and
researchers exploring data-driven solutions must recognize these hurdles and their
potential impact on data personalization to maximize business outcomes.

® Data Cudrins ® Predictive Analyton

Data Collection AI-Povgered Omnichannel Predictive  Real-time Feedback
& Analysis Personalization Integration Analytics Mechanisms

Fig : Designing Next-Level Customer Experiences Using Data-Driven Insights and
Emerging Technologies.

Data privacy is defined as the ability of an individual or group to safeguard their personal
data. With the growing prevalence of the online environment, customers are more
concerned about how their data is tracked and used by third parties. The rapid expansion
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of data usage in marketing and advertising strategies has raised serious privacy issues.
Acknowledging the consumer unease surrounding the privacy of personal data,
companies are altering their advertising policies in massively unprecedented ways to
accommodate the concerns. However, consumers are not only expressing concern about
data collection by third parties across various websites. They are also apprehensive about
data collection by apps as well as advertisers on the same websites that they visit.
Technology organizations have amplified the debate in regard to personalized data usage
and privacy concerns in recent times with their support and advocacy of enhanced
privacy around personalized advertisements.

4.7.1. Data Privacy Concerns

The expanding incorporation of big data analytics within organizations to establish and
sustain competitive advantages has potentially unintended consequences for both
organizations and their customers. The sacrifice of customer privacy has received
increasing attention as firms use personalized and predictive marketing strategies. The
modern era, filled with innumerable lawsuits, legislation, and disaster stories regarding
big data breach, has raised the issue of data privacy concerns to critical stages. Data
privacy has emerged as a challenge not only for organizations but society as a whole.
Although addressing privacy concerns should be part of organizations' everyday
operations, it is especially critical when dealing with sensitive data and novel forms of
analytics. Most customers are willing to give companies personal information if they
perceive their relationship as fair, trustful, and moral. Additionally, privacy concerns not
only affect data transactions but also, more specifically, consumer-business data sharing.
Misusing the value given by consumers may compel customers to change their behaviors
toward data sharing. Relationships between privacy concerns and the intention to share
personal information are negative. Consumers often become concerned about their data
being used for purposes beyond what were originally intended or that any shared
information would be available to third parties. Some argue that the value proposition of
big data is incommensurable with privacy sensitivity.

4.7.2. Integration with Existing Systems

Integrating data-driven insights and recommendations into existing business processes
and systems is a key challenge for most companies. Employees at every part of an
organization have a habit of doing things how they’re used to doing them. When you
show them a new way to do things — whether it’s using a new piece of software or
integrating artificial intelligence into an existing piece of software — they often resist the
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change. They don’t understand why the data is relevant, nor do they fully trust the data
and algorithms that are driving the recommendations. If a particular recommendation
relies on making a prediction about future events, people are particularly wary and
skeptical.

More often than not, this resistance can be overcome by carefully considering the user
experience during the design and implementation of your data-driven solutions. The
deliberation of aspects such as user experience, human-centered interaction, and change
management must be taken into account as part of a good implementation strategy.
Decision-makers can involve the employees who will ultimately be interacting with the
software during the design phase, so they feel a sense of ownership over the final result.
You can provide comprehensive training so that employees are well-prepared to use the
new software correctly in their day-to-day work. You can build trust in the technology
by adopting and communicating a “human-in-the-loop” approach to your solutions,
being transparent about your training data, accuracy, and types of predictions or
comments the solutions will make. Presenting the employees with insights that are
backed up by data, then showing them the effectiveness of the software by looking back
at actual success rates relative to those predicted by the data, can help to build the trust
needed to successfully implement these use cases.

4.8. Conclusion

This chapter provides an overview of utilizing advanced generative Al to support
customer experience (CX) improvements and management for employers. This chapter
first provided a brief overview of the shift in the motivation for work towards a focus on
CX. Following this, this chapter motivates and describes the idea that a data-driven
approach combining what is often called the 'Four Vs of Big Data' offers the greatest
promise to a field in many senses still rooted in emotion and anecdotes. We also provide
an overview of the ways generative Al can support CX improvements through the
automation and enhancement of tasks at all levels of granularity. This chapter then closes
by exploring how to maximize the impact of generative Al in this domain using
emerging platforms and products or by creating bespoke solutions for custom needs.

Using the data-driven and technology-supported approaches described in this chapter
managers can have a three-pronged defense against disruption: First, customer needs are
always evolving. Understanding both tacit needs require continuous research, and
changing expressed need require continuous listening, plus customer base segmentation
that supports customized customer journeys and experiences. Organizations and data
teams should be able to use Generative Al to lower the cost and speed of this continuous
CX improvement cycle. Second, competition is often seeking to replicate customer
delight by tracking and implementing best CX practices. Constant scanning and analysis
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of competitor sources should be supported by techniques such as publish features,
release note analysis, and product offering comparisons. Generative Al can help lower
resources and speed for CX benchmarking. Finally, resources responding to maladaptive
changes in the execution of established procedures may be stretched and reactive.
Generative Al can allow for automatic recommendations that pre-empt customer journey
breakdowns and stated pain points before these events occur.

4.8.1. Future Trends

Introduction In the past 10 years, cultural differences between generations have begun
to change the marketplace. People are shifting from family value systems to those that
support social connection through technology and increasing global citizenship. How
companies recognize and respond to these generational differences could determine their
success or failure. The leaders of tomorrow—the desirable customers, employees and
stakeholders of tomorrow—are going to expect more connection, collaboration and
transparency from brands. Companies will increasingly be evaluated on how well they
reflect these ideals and live them in practice. Here, we highlight some of the exciting
trends of the future.

The future customer experience will be empowered by data; will be seamlessly
interconnected, personalized, instantaneous and collaborative; and will be created and
delivered in the metaverse. Data will continue to enable companies to know who people
are and how they feel; be highly personal, and even be proactive in anticipating the needs
and desires of customers before they themselves know they have them. The physical and
digital worlds will be fully integrated; creating the future digital ecosystem space will
enable customers to move through channels with seamless ease, whether shopping,
dining, banking or availing themselves of other goods and services.The future
experience will be personalized, instantaneous, co-created and metaverse-based.
Flexible personalization will empower customers to co-create their experiences, making
their needs known, while expecting companies to anticipate and offer highly personal
real-time services in the context of that moment. Then, helping to create and deliver what
they need. And finally, enjoy the benefits together in the metaverse. The future of
customer experience will seamlessly integrate the objectives of shoppers and producers;
explore how shopping will evolve across generations.
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