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Methodology — InMoment surveyed 600 UK consumers and 260 brands in the  

United Kingdom to discover where both groups aligned or disconnected on a  

variety of customer experience topics. Data has been cleansed and validated.
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Introduction:
Excellence Continues To Elude

The phrase ‘customer expectations continue to 

increase’ is one of the most commonly stated, yet 

oversimplified statements in customer experience (CX). 

Yes, customers expect more from brands, but they 

do so because there are brands out there delivering 

phenomenally simple, fast, different, and even profound 

experiences. As Paul Papas, global leader of IBM 

Interactive Experience said: ‘The last best experience 

that anyone has anywhere becomes the minimum 

expectation for the experiences they want everywhere.’ 

By these new measures, when a brand doesn’t keep up, 

gets sloppy, or doesn’t do the work to understand what 

its customers really value, those customers notice — 

and they put the culprit on notice.

For our 2019 CX Trends Report, InMoment surveyed 

both consumers and brands to understand the 

alignment and disconnects in how well or poorly 

customer experience is delivered. While there are some 

bright spots, the overall takeaway is that most brands 

are still struggling to find ways to do right by their 

own needs while also serving the evolving needs and 

expectations of their customers. 

One big red flag was the mismatch in how companies 

and consumers responded to whether brands are 

getting better at delivering an excellent customer 

experience versus just completing a transaction. 

Thirty-four percent of brands responded that they 

are ‘definitely’ doing better, but only 9 percent of 

consumers said the same. Worse, nearly nine times as 

many consumers than brands believe that experiences 

are definitely not getting better.
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Believe brands are ‘definitely’ doing better at 

delivering an excellent customer experience.

Brands34%

Customers9%



It doesn’t help that brands aren’t taking the right 

accountability for falling short. When asked how much 

responsibility customers have in helping create better 

experiences, 40 percent of brands reported that 

customers were ‘very’ responsible, with an unbelievable 

13 percent stating that customers are ‘completely’ 

responsible. Customers, on the other hand, see 

responsibility as more of a shared endeavor. 

While the state of CX may sound bleak, the study also 

uncovered wise counsel on how brands can reverse 

unproductive practices and make serious strides in the 

other direction. Read on for five trends and takeaways 

to help you chart or reinforce a positive CX course. 
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How much responsibility do customers have 
in helping create better experiences?

B R A N D S C U S T O M E R S

40%

Brands that reported 
that customers were 

‘very’ responsible

Brands that reported 
that customers are 

‘completely’ responsible

Customers see 
responsibility as a 
shared endeavor

13%



Trend #1: Lurking vs. Listening 

Customer data is one of the most precious resources 

of intelligence on understanding the health and wealth 

of your business, and companies are spending billions 

of dollars each year scrutinizing the vast number 

of digital interactions from click through and online 

conversion rates, to social posts and online reviews. 

And while these measures of customer satisfaction 

and sentiment can deliver important information, the 

most essential information may lie somewhere else. In 

the study, we asked about the most important thing 

brands can do to capture how consumers feel about 

them and the experiences they are providing. Options 

included monitoring their posts on online review sites, 

monitoring their social posts (on both the customers’ 

and the brands’ channels), capturing conversation 

with staff, as well as monitoring digital behaviors. 

Overwhelmingly, customers chose something else: 

asking them directly. 

Seventy-three percent of customers selected this 

option, with only 47 percent of brands reporting 

the same. Notably, not a single customer surveyed 

reported that monitoring comments on their own or 
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The answer for this disconnect is to open channels for direct feedback between you and your customers. Make it 

as easy as possible for them to tell you how they feel about your brand. Don’t shy away from asking them the im-

portant questions, and be sure to weigh both asking and listening wisely. Thankfully, today’s technologies enable 

brands to do this at scale, and in a very personalised way. Harnessing customer listening platforms to capture, 

understand, and socialise the authentic voice of your customer is a powerful way to bring and keep the human ele-

ment of the relationship front and center for both customers and employees. 

KEY TAKEAWAY: Encourage your customer to talk to you, not just about you.

a company’s social media channel was the best way to 

capture their perspective. 

Because reputation management is definitely an 

important factor, it makes sense that brands place 

outsized emphasis on public forums, both encouraging 

positive chatter and quickly quashing the negative. And 

while brands must continue to monitor, respond to, and 

take to heart what they are hearing online, prioritising 

these forums at the expense of direct conversations 

may skew their view of the customer experience, which 

affects a slew of actions — from how to prioritise 

fixes and choosing which new ideas to elevate, to 

how company leaders and employees view and treat 

customers. When you feel and act as if you are always 

under public fire it will impact the foundations of your 

customer relationships. 

Believe consumers 
talking directly to brands 
is most important

73% 
Consumers 

47% 
Brands
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Trend #2: Dismissing the Human Factor

While AI has dominated much of the 

conversation around how to improve 

CX over the last 12-18 months, UK 

brands still have plenty of opportuni-

ty to fix customers’ experiences at a 

much more basic level. 

We asked consumers to tell us the 

most important thing brands can do to 

improve their experiences. In the US, 

Better Service from Staff was the clear 

leader. However, UK consumers split 

their votes nearly evenly across three 

elements: Better Service (30 per-

cent), Better Quality (30 percent) and 

Listen/Respond (24 percent). More 

telling was when we dug into which 

elements these two groups ranked as 

least important. Twenty-seven percent 

of brands rated Better Service at the 

bottom, while not a single consumer 

ranked it last.  

This is consistent with a finding from 

our 2018 CX Trends Report that staff 

both make and break the experience. 

According to the study, nearly two-

thirds (61 percent) of UK consumers 

reported that poor staff experiences 

contributed to a bad brand interaction. 

On the other hand, more than seven 

out of ten (73 percent) consumers 

reported that staff were key in creat-

ing positive experiences. And our 2017 

Retail Trends Report found that a pos-

itive experience with staff on average 

increases a customer’s satisfaction by 

33 percent.

UK brands have their work cut out for them to address not just one customer priority, but three. However, the 

complete lack of prioritisation of service (as delivered by human beings) is the most concerning. For brands 

looking for ways to reap more from their customers, employee experience may be the best place to start. Hir-

ing, training, and empowering the right kind of employees to deliver memorable experiences doesn’t just make 

for happier, more generous customers, it also boosts the bottom line. According to Author Jacob Morgan’s Em-

ployee Experience Advantage, companies that invest in employees are four times more profitable and have two 

times the average revenue. Win, win. 

KEY TAKEAWAY: Prioritise better EX for CX.

http://info.inmoment.com/rs/463-JAW-587/images/UK_Trend_Report.pdf
http://info.inmoment.com/rs/463-JAW-587/images/InMoment_Report_RetailTrends_Nov2017.pdf
http://info.inmoment.com/rs/463-JAW-587/images/InMoment_Report_RetailTrends_Nov2017.pdf
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Trend #3: Consumers Care

Corporate social responsibility is a growing global 

trend that UK consumers continue to lead. When we 

asked consumers whether brands’ embracement of 

environmental, social, or political causes was becom-

ing more important to their purchasing decisions, 42 

percent reported that it is becoming more or much 

more important. On the other hand, 36 percent of US 

consumers and just 18 percent of Australian consumers 

reported the same. 

UK brands felt even more urgency than consumers, 

with 59 percent reporting that this is becoming more 

or much more important. A recent example of specific 

actions companies are taking to prove their commit-

ment was Legal and General, a UK-based financial 

services company that manages nearly a trillion BSP in 

assets, saying it would be ‘naming and shaming’ com-

panies with a poor record on climate change, as well as 

withdrawing funding. 

42%

36%

18%

Consumers that believe it is becoming 
more or much more important for brands 
to embrace important causes

UK US AU
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Customers and employees are demanding more from brands than token donations or empty ad campaigns. 

InMoment’s last Retail Trends study found that 82 percent of UK consumers report that trust is ‘extremely 

important’ when spending their money. This trust is built over time, and over multiple dimensions, from 

delivering on promises, to transparency, to aligning with causes that appear and feel authentic to both the 

company and their customers. Not all brands can, or should, take on initiatives like the one Nike launched 

this past year supporting controversial American football player Colin Kaepernick. The key is in staying 

true to who and where you are as a brand. Even small steps can make a statement. One recent example is 

Greggs’ new vegan sausage roll. While the item inspired outrage from some, the company is maintaining 

the course and reinforcing their commitment of responding to ‘strong consumer demand, including a peti-

tion by PETA last year, which was signed by more than 20,000 people.’

One final note: While brands should continue to find ways to provide meaning beyond simple commerce to 

both employees and customers, becoming a stellar corporate citizen won’t erase the need to execute well 

on the other elements of customer and employee experience. 

KEY TAKEAWAY: Stay (or get) true.

brands — good corporate behaviour is equally import-

ant to attracting and retaining employees. A recent 

Forrester report observed that as consumer trust in 

traditional institutions like religion and government 

continues to fall, employees are looking to their em-

ployers to fill this trust gap. 

Not only do consumers continue to prioritise social 

causes, we’re also seeing a trend in holding organisa-

tions accountable for higher levels of integrity in gen-

eral. The Institute of Customer Service is beginning to 

track issues like integrity and transparency as essential 

aspects of customer experience.

Customers aren’t the only ones insisting on more 

accountability and more meaningingful actions from 

http://info.inmoment.com/rs/463-JAW-587/images/2018-InMoment-Retail-Trends-Report-UK.pdf
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Trend #4: Neglecting Non-Buyers 

Brands have long pondered the question, Why do 

people leave without buying? The mystery of the 

‘non-buyer’ plagues companies across every industry 

and manifestation — from traditional brick-and-mortars 

and born-digitals to omnichannel hybrids.  

Most companies ask this question for two reasons: First, 

so they can fix what’s broken or remove barriers so 

they can convert, convert, convert! Second, so they can 

identify which customers to dedicate fewer resources 

toward, or ignore altogether. And this makes sense. 

After all, the point of every brand’s existence is to sell 

stuff, as much, as frequently, and as quickly as possible. 

Our findings on this front may not offer brands a quick 

road to closing more sales immediately, however there 

are some important longer-term lessons on improving 

both revenues and building customer relationships that 

produce healthy financial rewards.  

We asked customers about both the brick-and-

mortar and online buying experiences and got slightly 

different responses. 

A majority of consumers — 60 percent — who visit 

a brand’s website but leave without making a pur-

chase, do so because they are simply there to browse, 

research, or comparison shop. In other words, they 

have no intention of buying. Coming in a far second 

was shipping and delivery concerns at 18 percent. For 

brick-and-mortar buyers, 53 percent of customers 

are there primarily to browse, with another 19 percent 

leaving empty-handed because they couldn’t find what 

they were looking for. UK retailers handily beat US and 

Australian brands, who fail their customers in supplying 

products they want 40 percent of the time.  

What do brands think? While not in complete lock-step 

with consumers, they’re not too far off in most areas. 

60%
of consumers leave with-

out making a purchase 

because they are simply 

there to browse, research, 

or comparison shop.
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Give non-buyers options regarding how to give 

feedback about their ‘unsuccessful’ experience. UK 

consumers want options when it comes to giving 

specific feedback about unsuccessful attempts to 

purchase: Twenty-seven percent want to speak to 

employees, 21 percent would like to register their 

concerns on a brand’s website, and 16 percent 

prefer to share via survey comments.

Conversations With Non-Buyers

The exception is when it comes to brick-and-mortar buy-

ing, where brands overestimate how frequently customers 

experience out-of-stock issues by a whopping 14 points (33 

percent versus 19 percent). 

The bad news: There are a lot of consumers using brands’ 

digital, physical, and human resources who are going to be 

difficult to convert into on-the-spot buyers. There are few 

organisational or process issues contributing. 

The good news: There is at least one fix that brands can 

address immediately to capture a number of their non-buy-

ers, specifically on brands’ websites. There is a shipping and 

delivery gap in the UK, with twice as many consumers than 

brands saying this factor is preventing purchases.  

Thanks to Amazon, Argos, and a bevy of others e-savvy 

brands, customers are now experiencing fast, painless, and 

free two-, one-, or even same-day shipping and returns. 

This is the new normal, and unless a brand offers significant 

incentives that their customers value in exchange for not 

delivering (literally), the perception and experience gaps 

will become more glaring and detrimental. 

Resist the common-sense urge to treat 

non-buyers as non-entities, or worse, pariahs. 

Even better, embrace them as high-value cus-

tomers, just ones with a little longer sales cycle.  

There are a plethora of devices to convert these 

reluctant ones, including follow up emails and 

offers, but event those may not fully address 

the bigger opportunity. Amazon and other 

online brands pioneered a brilliant, yet simple 

experience specifically for browsers. ‘Wish’ and 

‘Favourite’ lists make it easy to become buy-

ers, either directly, or by sharing with friends 

and family. They also give browsers a reason 

to come back to a specific place. Just because 

a ‘customer’ doesn’t purchase today does not 

mean they are a lost cause. 

Brands must identify the right in-store hooks 

and in-app messages that get browsers to 

engage, regardless of whether they intend on 

making an immediate purchase. Retraining staff 

to cultivate rather than ignore non-buyers is 

also critical. While this shift in perspective and 

action may be a difficult transition for many 

brands and shareholders looking at short-term 

business objectives, it is important. The trend 

toward more consumers recognising both their 

voice and value — and holding brands publicly 

accountable — is only growing.  

KEY TAKEAWAY: Treat non-buyers 
as high-value customers.
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Trend #5: Definition of Loyalty Diverges

All brands hope to drive customer loyalty, and for good 

reason — loyal customers buy more products more 

often, and they’re willing to purchase at higher prices 

than those who have never touched your brand. Even 

more, they’ll recommend to friends and family, acting 

as unpaid advocates in an age where word-of-mouth is 

more important than ever. 

The problem with loyalty, the study reveals, is that 

brands and customers have a slightly different, yet very 

important perception of its definition. We asked con-

sumers the following open-ended question: ‘What’s the 

single most powerful way you prove your loyalty to a 

brand?’ Consumers and brands aligned well around the 

elements that brands commonly use to gauge loyalty:

• ‘Buy more’

• ‘Buy more, and even pay higher prices’

• ‘Repeat shopping/coming back’

• ‘Tell friends/family’ 
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Brands mentioned positive feedback and reviews as 

loyalty indicators, but not a single one included the con-

structive side of the coin, raising several big concerns. 

First, brands may be mislabeling customers who com-

plain as disloyal, and treating them accordingly. Second, 

instead of embracing feedback from a friendly, invested 

audience wanting to help them get better, they may be 

either ignoring or treating this incredibly valuable intelli-

gence as suspect.

Another finding from the study supports this point. 

More than 70 percent of customers surveyed say that 

they feel at least somewhat responsible for creating a 

better experience, with nearly 30 percent of customers 

saying they feel very or completely responsible. This 

shared ownership is a gift that many brands are com-

pletely blind to and aren’t leveraging. 

Loyalty is a well-established concept with a lot 

of baggage. Instead of fighting over definitions, 

it may make sense to add a new or at least addi-

tional way to look at and think about customers: 

invested. Invested customers don’t just buy from 

you, they engage with you on a deeper and more 

frequent level. They are committed in a particu-

lar way that may feel uncomfortable sometimes, 

but when leveraged correctly, can also offer 

significant value to your company. 

KEY TAKEAWAY: Celebrate 
invested customers.

‘If I respect a brand and their ethos, 
I need to give them feedback when 
things were not as expected so 
they can correct it and ensure 
quality expectations.’

‘Proving loyalty definitely doesn’t 
mean to ignore the fleas or mistakes 
in product or by staff respectively...I 
would give my honest feedback and 
suggestions to them so that they can 
improve even more.’

‘Buy more, forgive if things 
go wrong.’

‘Buy, buy more, pay higher prices, 
recommend them, forgive them 
when things don’t go right.’

There were two indicators, however, that consumers 

noted significantly more often than brands: Forgiving 

when things go wrong, and their willingness to give 

both positive and negative feedback. 

Here are a few examples: 



    2019 CX Trends in Summary:
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LURKING VS. LISTENING

Brands prioritise mining digital data, social posts, and reviews over having direct conver-

sations. However, most customers (73 percent) say asking them directly is the best way 

to get to the most important insights.

DISMISSING THE HUMAN FACTOR

Customers say the most important thing brands can do to improve their experience is 

provide better service through their employees.  

NEGLECTING NON-BUYERS 

Seventy-two percent of customers who leave a website or store without buying are there 

to browse, compare, or research, but that isn’t even the bad news. Most brands aren’t even 

thinking about how to create experiences to engage them for the long-term.   

CONSUMERS CARE

Corporate social responsibility is increasingly important for both customers and em-

ployees. Forty-two percent of UK consumers believe it is becoming more or much more 

important for brands to embrace those causes.

DEFINITION OF LOYALTY DIVERGES 

Customers say one of the most important ways they show loyalty is by providing both 

positive and negative feedback. It’s difficult for most brands (and many metrics) to treat 

constructive criticism as a gift and not a scourge. 

#1

#2

#4

#3

#5



About InMoment
InMoment™ is a cloud-based experience intelligence (XI) platform, 

arming brands with compelling insights to drive high-value business 

decisions and relationships with both customers and employees. 

The company’s industry-leading data science powers a full suite of 

Customer Experience (CX) and Employee Experience (EX) solutions. 

InMoment’s approach of providing strategic technical, best practise 

and thought leadership support ensures that our nearly 500 brands 

across 95 countries realise maximum business impact.

info@InMoment.com | Follow us @WeAreInMoment


