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Technology plays a pivotal
role in customer experience
Can you relate to a truly
maddening customer experience?

Or, has a business made
you feel like it really knows you?

Finding your inbox
stuffed with offers
for a credit card you
already have

Receiving a text
with a coupon
for your favorite
pastry as your GPS
directs you right by
the bakery

Wasting time
with the cable
company’s online
chat bot, which
fails to understand
your request

Filing an insurance
claim at the
spot of a fender
bender and getting
roadside assistance
in minutes

Discovering your
bank shared your
personal data with
advertisers without
your knowledge
or consent

Accepting a free
hotel room upgrade
after you spend
more than usual at
the casino
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Technology plays a pivotal role
in customer experience in
today’s digital world.

Technology failures can turn
customers away and destroy
brand value.

Technology success can
drive outstanding customer
experiences that wow
customers and set brands apart.
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This paper shares
practical insights on:
Why customer experience is
becoming the new battleground
for growth.

The forces moving CX to the top
of the IT agenda.

The four areas of CX where
the CIO can make the
biggest impact.

How the CIO can use technology
to drive the customer
agenda forward.

As the leader of the technology
agenda, the Chief Information
Offcer (CIO) is increasingly a
key difference maker.
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Great expectations:
Customer experience is the
new battleground for growth
It’s no secret that today’s customers want more:
More speed, more access, more information, more
choices, more connectivity, more personalization, and
more simplicity.
Changing customer expectations are
turning customer experience (CX) into a
key battleground for growth. Research
shows organizations that deliver
seamless, responsive, relevant, and
consistent customer experiences are able
to grow higher revenues and become
more resilient to market disruptions.1
A recent study from KPMG and Harvey
Nash confrmed that customer-centric
organizations are 38 percent more likely
to report greater proftability than ones
that are not.2

It’s no wonder that organizations are
already investing record amounts in
customer experience,3 and, in the next
two years more than 80 percent expect
to compete mostly or completely on the
basis of CX.4
As disruptors like Uber, Airbnb and
Amazon continually up the game with
apps and services that are intuitive and
easy to use, customer experience will
unquestionably remain a key business
driver across industries.

“Customer experience is ranking higher among the CIO’s responsibilities in large part
because of the consumerization of IT. In everyday life, customers and employees interact
with fast, user-friendly apps. So in the corporate world, they don’t have the patience for
slow, clunky, legacy-based interactions.”
Barry Brunsman
Principal, KPMG CIO Advisory
forrester.com/cx-index
Harvey Nash / KPMG CIO Survey 2018 (KPMG and Harvey Nash, 2018)

How much is customer experience worth? (KPMG LLP, Sept. 2016)
Gartner Customer Experience in Marketing Survey (Gartner, Oct. 5, 2017)

1

3

2
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What customers want

With expectations changing and disruptors taking advantage of technology, customers want more.
Instant access

Information and options
at their fngertips

Accelerated
innovation

Customer power

Demand for new
levels of speed and
advancements

Customers creating
buyer markets

Renegotiation
of trust

Channel shift

Collapse of
confdence in
institutions and
need for privacy

Move to a mobile
and video frst world

Democratization

Death of complexity

Infuence over brands
through social networks

Deliver advanced
products and services
with simplicity

Personalized
recommendations

Brands should know
me, the consumer
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The customer is now
everyone’s responsibility—
especial y the CIO’s
How do companies capitalize on this major shift in what
customers want? By creating a customer-centric focus—
not just in their customer-facing operations, but across
the entire business.
Less than one quarter (23 percent) of
CEOs say they are currently exceeding
customer expectations for a personalized
experience, according to KPMG’s
2018 CEO Outlook Survey.5 To deliver
exceptional customer experiences, the
whole enterprise must become customercentric, with all business efforts tailored
to a single vision: to understand, acquire,
serve, and retain the most proftable
customers. Creating this focus demands
a wholesale transformation of core
business functions—and new roles for
everyone in the C-suite.

The CIO, in particular, must push
CX to the top of the IT agenda.
The shift to customer-focused IT began
in earnest with the advent of online
commerce and was further propelled
by the explosion of mobile usage. Now,
people and things are becoming more
connected every day and new data is
being created at a mind-bending pace and
volume. By 2020, every person will create
1.7 MB of data every single second.6 In
this digital world, technology has become
fundamentally important to customer centricity in nearly every industry.
Yet, according to IDG research, only
27 percent of IT decision - makers say
responding to external events, including
changing customer requests, is what’s
driving the technology strategy.7

23%
Less than one quarter of CEOs
say they are currently exceeding
customer expectations for
a personalized experience,
according to KPMG’s 2018 CEO
Outlook Survey5

KPMG U.S. CEO Outlook Survey (KPMG LLP, 2018)
The world of data (www.redpixie.com)
7
2017 IDG Role & Infuence of the Technology Decision-Maker Study (IDG, Nov. 9, 2017)
8
KPMG U.S. CEO Outlook Survey (KPMG LLP, 2017)
9
KPMG CIO Survey (KPMG LLP, June 2018)
5
6
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“As people moved from desktop to laptop to cell phone,
the mobile and digital environment gradually became the
preferred way to interact with customers in a variety of
contexts. As a result, CX is now becoming a standard part
of technology solution development”.
Jason Galloway
Managing Director, KPMG Customer Advisory

Once limited to managing back-offce
technologies, the CIO now has a much
broader strategic mandate—with CX
at the very top of the agenda. For the
organization to truly embrace and enable
a customer frst approach, customer
technology alignment in the IT business
model is mandatory. As such, the CIO is
now expected to be a leader in aligning
the technology strategy to drive the
customer agenda forward.

In addition, KPMG research shows that 45
percent of organizations fail to leverage
digital technologies to effectively connect
to customers8 and only about one-quarter
of organizations are creating engaging
customer experiences.
How does the CIO change the story?
It starts with recognizing that the IT
function will play an especially vital role
in enhancing customer interactions in
today’s digital age.

Fewer than 27 percent of IT organizations are ‘very effective’ or ‘extremely
effective’ across fve key customer-focused capabilities.
Measuring proftability by
customer

Creating engaging
customer experiences

Generating actionable
insights from customer data
Leveraging customer data
to deliver personalized
customer experiences
Having a single view of
customer interactions
across all service channels
Not at
all effective

17%

11%

14%

18%

21%
Slightly
effective

25%

31%

27%

27%

36%

28%

26%

35%

23%

31%

32%

19%

29%

31%

19%

Moderately
effective

Very/extremely
effective

45%

Of organizations
fail to leverage
digital technologies
to effectively
connect to
customers8
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Let’s explore four areas of CX where the CIO can make the biggest impact:

Investing in
customer solutions

Stewarding
customer data

Overseeing the
technology infrastructure

Driving employee
centricity

Customer data stewardship is
what makes great CX possible
“Data is the new oil” might feel like
an overused catchphrase, but it’s as
apt now as ever. When it comes to
customer experience, control of customer
data gives companies the power to
customize interactions with customers,
making them more personal, timely, and
rewarding. Data allows organizations
to know their customers beyond
basic identifers.

By understanding their motivations
and their behaviors, businesses can
deduce where and how value is created
in customer relationships, empowering
them to act and invest in customer
experience more strategically.
Across industries, lack of data is no longer
a problem. In fact, most organizations
are overwhelmed by it. Driven by the
growth of emerging technologies like
mobile, cloud, artifcial intelligence, and
the internet of things, businesses and
consumers continue to generate data at
an unprecedented rate.

“The CIO is ideally positioned
in the organization to know
how to orchestrate all the
different data sources and
touchpoints to draw from in
order to get the fullest picture
of each customer”.
Jason Galloway
Managing Director, KPMG
Customer Advisory

Facebook and Cambridge Analytica: What You Need to Know as the Fallout Widens (The New York Times, March 19, 2018)
Equifax’s data breach by the numbers: The full breakdown (CNET, May 8, 2018)
12
Consumer Loss Barometer (KPMG, 2016)
10
11
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The recent explosion of data is
accompanied by the proliferation of data
and analytics (D&A) platforms designed
to help store it, manage it, and provide
timely recommendations for acting on it.
As organizations struggle with the
complexity and vast amount of customer
data generated in the digital age, the CIO
has a chance to shine. The CIO serves
as the organization’s data steward.
The opportunity lies in effectively using
the numerous D&A solutions available
today to tap into new sources of data,
share relevant data with operations, fuel
rewarding multichannel interactions,
map individual interactions to each
customer, and personalize services to
each customer.
Although many functions—from sales,
marketing, product and customer service,
to fnance and other back-offce groups—
are involved in its capture and use, IT
provides the platform required to collect
customer data and fow information
across the organization. This platform is
the foundation for all data-driven insights,
decisions, and interactions. It’s what
enables the business to deliver actionable
insights on customers.
The CIO also has an unparalleled
view into where all the customer data
generated across the business sits, who
needs access to what, and how to share
data across organizational silos to make
the best use of it. The CIO can see all the
data and help the rest of the business
effectively leverage it.

8

Keeping customer data secure and
private—a critical aspect of great CX—is
also among the CIO’s key responsibilities.
Recent corporate scandals show that
when data is lost, stolen, or misused,
customer satisfaction and retention can
suffer seriously. Think of the backlash
that followed Facebook allowing access
to the private information of millions
of users to a third-party app used for
voter infuencing10 or the repercussions
of the massive data breach at credit
reporting agency Equifax, which exposed
sensitive data of hundreds of millions
of consumers.11
Customers expect the organizations they
interact with to safeguard their data and
use it appropriately. A KPMG survey of
executives and consumers fnds that the
majority of consumers are concerned
about the products and services they use
being hacked, and that branding, loyalty,
sales, overall customer relationships, and
business agility all hang in the balance.12
As such, the CIO must make customer
data protection a priority.

“Security is at the forefront in
all of customer experience.
One of the CIO’s primary
roles is making sure the data
that the organization collects
is secure and used and
stored appropriately”.

Customers expect
the organizations
they interact with
to safeguard their
data and use it
appropriately.
A KPMG survey
of executives and
consumers fnds that the
majority of consumers
are concerned about
the products and
services they use
being hacked.

Jeoung Oh
Principal, KPMG CIO Advisory
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The right investments in customer solutions make all the difference
In the coming year, IDG fnds that 38
percent of corporate IT budgets will
be channeled to initiatives focused
on improving customer experience,
second only to increasing operational
effciency.13 The CIO will play a major
role in guiding investments that allow
the business to focus on the customer
and serve them at the right time,
with the right message, through the
right channel.
While the leading technologies for
customer - centricity differ by industry,
customer intelligence is absolutely
essential across the board. We
discussed the role of data insights in
CX in the last section but it’s worth
repeating that customer intelligence
is at the heart of it. The CIO should
guide the business in using data to
get to know its customers better and
personalize products, services, and
interactions to the individual.

“To enhance customer
- centricity, leading
organizations should be
mobile frst—or even
mobile only. Today, the
frst interaction that a
customer has with a
business is likely to be
mobile. Will it be good?”
Barry Brunsman
Principal, KPMG CIO Advisory

Mobile is another primary technology
capability in the digital age. As the
IT group develops solutions and
implements technologies, the CIO
must look at everything from a mobile
frst perspective. Everything IT deploys
should be intuitive and easy to use,
with consumer-like app functionality.
Automation is also top of mind in
many industries. Chatbots, robotic
agents, and virtual assistants are
continuing to become bigger and
more integral pieces of customer
engagement orchestration.
13
14

IT manages the platforms that
support call centers, e-commerce,
in-store technology, and more—all
good candidates for customerfacing automation. And inside the
organization, automating business
processes allows functions to free
up resources from doing mundane
tasks and refocus employee efforts
on serving the customer.
Of course, it’s not all about emerging
technologies. Technology investments
that support better customer
experiences and manage customer
data more effectively are—as
always—incredibly important. Sales
and marketing technologies—ecommerce platforms, customer
relationship management (CRM)
solutions, and marketing automation
tools—will continue to play a key role in
delivering great customer experiences.
And in a world where customer
demands are continually changing,
the CIO must look beyond the obvious
in choosing where IT will invest. It’s
about investing in solutions that help
the entire business become agile and
responsive enough to drive a consistent
customer experience, everywhere, all
the time. These may include technology
investments across the enterprise
ecosystem, including research,
development, delivery, employee
engagement, operations, and business
support functions.

IDG 2018 State of the CIO Report
Trends in Global Employee Engagement report (Aon Hewitt, 2017)
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As employees become more engaged, so do customers—and profts.
One recent study found that in a single year, a fve-point increase in employee
engagement linked to a three-point increase in revenue growth.14

There’s no customer - centricity without employee centricity
Employees are a key ingredient for
customer experience. Organizations must
have a great employee experience to
have a great customer experience, since
employees are the ones who interact
directly with customers (and perform the
behind-the-scenes work that indirectly
contributes to serving customers).
Through IT service delivery, the CIO plays
a pivotal role in enabling a customer centric workforce. The CIO ensures the
technologies people need to do their jobs
well are accessible, functional, secure,
and continually modernized. For fight
attendants, hotel concierges, retail sales
people, delivery drivers, and consultants
at Big Four professional services frms
alike, the CIO manages, maintains and
supports CRM and other tools that
customer-facing employees use to
better manage the customer experience.
The CIO also makes sure the technical
infrastructure underneath customer
solutions supports and optimizes
those solutions.
Today, many CIOs are recognizing that
organizations need to become more
customer-centric now, and that means
they need to bring new technology into
their operations more quickly. As such,
leading edge IT functions are radically
transforming the IT service lifecycle by
embracing agile service delivery models.
As consumer demand continually shifts,
an agile solution delivery capability within
IT helps businesses build ahead of the
curve and get the latest-and-greatest
tools into employee’s hands more quickly.

The CIO also leads the organization’s
digital transformation initiatives, often
by implementing intelligent automation
to improve operational productivity and
effectiveness. These initiatives free up
people to do more value-added tasks,
including customer-facing activities.
As employees become more engaged, so
do customers—and profts. One recent
study found that in a single year, a fvepoint increase in employee engagement
linked to a three-point increase in
revenue growth.14
Of course, some IT groups are unable to
help employees deliver better customer
experiences because they themselves
suffer from a skills and capabilities gap.
Functional groups often have great ideas
to improve CX, such as personalized
marketing or AI-driven customer
engagement, but they don’t know how
to do it—at least not at scale. And the
IT group doesn’t just wake up overnight
with the ability to develop new types
of technology solutions required by
the functions.
The CIO must build that muscle. It’s about
anticipating technical needs, making
the right investments in new people
and resources, and talent upskilling
where possible.

© 2019 KPMG LLP, a Delaware limited liability partnership and the U.S. member frm of the KPMG network of independent
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“It’s now a
fundamental truth
that customer centricity depends
on employee
centricity. It’s
impossible to
make advances
in customer
experience without
frst focusing
on employees”.
Jason Galloway
Managing Director, KPMG
Customer Advisory

11

The customer-centric CIO

“To build solutions that really engage customers,
organizations need a technology infrastructure
foundation that is secure and resilient, and a data
architecture that allows them to develop insights
as customers engage with them”.
Barry Brunsman
Principal, KPMG CIO Advisory

A leading edge technical infrastructure will allow IT to regain
control of the technology environment and deploy market quality
solutions at market speed—solutions that truly push the customer
agenda forward.
© 2019 KPMG LLP, a Delaware limited liability partnership and the U.S. member frm of the KPMG network of
independent member frms affliated with KPMG International Cooperative ("KPMG
International") , a”Swiss entity.
“
All rights reserved.
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The technical foundation is the cornerstone of CX
Today, the CIO’s biggest job may be
to integrate technology across the
enterprise so there are no broken links
within the chain in the business - wide
effort to connect to and deliver on
promises made to customers. As a
result, the fundamental architecture of
technology across the front-, middle- and
back- offce—and even to connected
products and services in the market—is
absolutely essential for building a truly
customer-centric organization.

“Gone are the days of
huge, expensive, long
technology deployments.
Organizations need
solutions that are fast,
agile and inexpensive,
and that can be turned
on and off as new
technology emerges”.
Jeoung Oh
Principal, KPMG CIO Advisory

In the age of the empowered customer,
the lines between marketing, sales,
service, and product teams are blurring.
As a result, how companies engage the
customer and what tools they need to
operate internally are changing.

In IT, these shifts are manifested in the
evolution of the customer technology
stack. As the business seeks to more
fuidly leverage different technologies
to gain competitive advantage in the
marketplace, front offce technologies are
merging into the customer technology
stack. The CIO needs to holistically look
across all tools and services to develop
an architecture that keeps pace with the
demands of the front offce.
This includes developing smart
customer intelligence services that
help the business drive better customer
experiences and operational effciencies
to the front offce, as well as a set of
standard customer data services that
opens access to data across the stack for
greater engagement, security, and scale.
A safe, secure, resilient, agile, and current
infrastructure is the glue that holds the
numerous and diverse technologies
that contribute to the overall customer
experience together in a way that ensures
customer interactions are consistent,
effcient, personal, and data-driven. After
all, if the technical foundation upon which
customer-centric solutions sit is immature
or inadequate, those solutions have little
hope of adding any value.
In the accelerated time horizons for
today’s technology transformations, an
updated infrastructure will also help
brace the business for change, or even
get ahead of it. Today, customer needs
change and technology advances in the
blink of an eye. Facing such disruptions,
functional groups such as marketing,
sales and service often deploy new
technologies to reach customers with
little input from IT.

A leading edge technical infrastructure
will allow IT to regain control of the
technology environment and deploy
market quality solutions at market
speed—solutions that truly push the
customer agenda forward.
Having a strong technology infrastructure
is also what allows organizations
to manage customer interactions
in a consistent and integrated way
when disparate brands are involved.
Consider that some large companies—
especially those which have grown
through acquisitions—might operate
with hundreds of separate Enterprise
Resource Planning solutions, which
create huge barriers to collecting and
leveraging customer data and creating
great customer experiences.
While the technical architecture is a
prerequisite for delivering great customer
experiences, it isn’t always met.
Many organizations experience “tech
debt”—under-investment in the legacy
infrastructure that comes back around
them to bite them. Tech debt typically
leads to an inadequate and outdated
infrastructure that can’t support new
customer solutions and can’t meet the
needs of a customer-centric agenda.
As such, the CIO will need to constantly
work to future-proof the architecture by
staying current and avoiding tech debt.
The latest solutions that connect and
automate tools, apps and data in different
environments, such as integration
platform as a service (iPaaS) and cloud
computing, will be critical.

© 2019 KPMG LLP, a Delaware limited liability partnership and the U.S. member frm of the KPMG network of independent member frms affliated with KPMG International Cooperative (“KPMG
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How the CIO can help
drive the customer
agenda forward
With technology playing a central role in CX,
both directly and indirectly, the CIO is uniquely
positioned to help the business transform the
customer experience in the digital age.
Here, we recap four actions the CIO can take to enable the IT function to
become customer-centric and more effectively support the business in creating
an ideal customer experience.

“There are countless customer-centric
technologies in the market. What works
for one business won’t necessarily be
the same as the next. But the shared
reality is that all solutions need to sit on
top of a safe, secure, reliable technical
infrastructure that enables the fow of
information and allows the business to
make effective use of those solutions”.
Barry Brunsman
Principal, KPMG CIO Advisory
© 2019 KPMG LLP, a Delaware limited liability partnership and the U.S. member frm of the KPMG network of
“
independent member frms affliated with KPMG International Cooperative ("KPMG
International") , a”Swiss entity.
All rights reserved.
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Deliver actionable
insights on customers.
Data is the new oil. In the age of personalization,
today’s organizations need a robust data
architecture and leading edge D&A capabilities
to develop insights as customers engage with
them. As the organization’s data steward, the CIO
should take the lead in harnessing the power of
technology to capture useful data on customer
behavior, turn it into customer insights, and act on
it through custom-made relevant experiences that
align with the organization’s customer strategy.

Guide smart CX
technology investments.
The CIO should help functional leaders, including
marketing, sales, service, and product teams,
understand how both legacy and new technologies
can be leveraged in their group to support a better
customer experience. Different groups across the
enterprise are probably already experimenting
with customer solutions, but they often lack
expertise, direction, and guidance. The CIO can
help them make smart decisions about what
technologies they’re purchasing and how they’re
implementing them.

Support and empower a
customer-centric workforce.
The CIO should develop a top fight understanding
of the technology that employees need to interact
effectively with customers. For every customer
facing solution, the CIO should ask:
“How can we improve it?,” “How can we
automate it?,” “How can we integrate it?,”
“How can we update it?.” The answers to
these questions will guide more proactive and
responsive IT service delivery as well as futureoriented training and hiring decisions within the
IT function.

Never lose sight of
the technical foundation.
Generating and acting on smart customer
intelligence. Integrating technologies in a way
that allows the business to serve customers
seamlessly across channels. Supporting
investments in customer solutions that help
employees serve customers faster, more nimbly
and more personally. The technology infrastructure
underpins every aspect of the CX effort. At all
times, the CIO must keep it safe, secure, resilient,
and, most of all, current.

14
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Why work with KPMG?
Today’s customers are better informed, better
connected, and more demanding than ever before.
Customer experience is overtaking price and product as
the number-one brand differentiator.
Organizations are investing record
amounts on customer-related initiatives,
but not all are seeing a credible return
on investment.
KPMG combines brand governance
experience in strategy and
implementation—as well as far-reaching
industry and functional knowledge—to
create better customer outcomes that
produce better business returns. We
help our clients improve their marketing
capabilities, align with a shared customer
agenda and life cycle, across the
marketing, sales, service and commerce
functions, connecting the middle and
back offce.

The resulting organization is closer to its
customers and can deliver interactions
that are seamless, responsive, relevant,
and consistent, helping the company build
greater loyalty and share of wallet.
From ambition to implementation,
KPMG works alongside organizations
on their journey to become customercentric, balance cost against customer
satisfaction, and maximize opportunities
to increase revenue.
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Get connected now!
KPMG can help your organization evolve into a
connected enterprise that meets the demands of today’s
informed, connected consumers.
Focused on helping make the right
investments and enhancing return, we
work alongside organizations across
their entire journey to become customer
- centric, from strategy to design
to implementation.

KPMG is a market
leader in helping
our clients evolve
into a connected
enterprise:

Why KPMG?

• Forrester Wave™: Business
Transformation Consultancies,
Q3 2017

We know how your business works and
we know how to get things done. Our
global network of talented professionals
combine technical brand governance
know-how with practical business
experience in consumer-facing industries,
helping your organization address
each capability across the connected
enterprise—down to the detail—in the
right context for your business functions.

• HfS Blueprint Report: Digital
Technology Strategy and
Consultancy Services, 2017
• IDC MarketScape: KPMG is a
leader in digital transformation
consulting and systems
integrations services

Awards and accolades
ALM Intelligence
•

Vanguard Leader in Sourcing Strategy
Consulting 2018

•

Vanguard Leader in Procurement
Operations Consulting 2018

•

Vanguard Leader in Logistics
Management Consulting 2017

Is your business a
connected enterprise?
Try our free diagnostic
tool to fnd out.

Gartner, Inc
•

Gartner Market Guide for Supply
Chain Strategy & Operations
Consulting, 2018, 2017, 2016

Spend Matters
•

2014, 2015, 2016, 2017, 2018 Spend
Matters 50/50 Provider to Know

Source: http://spendmatters.
com/almanac/kpmg/

1
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