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DSV Panalpina is one of the five largest transport and 

logistics companies in the world. Their global values 

have a strong focus on putting their customers first, 

performing at their best, and having true and honest 

collaboration. By combining feedback data with day-

to-day conversations, DSV Panalpina, a leading global 

logistics company, are able to find solutions that make 

their customers’ experiences better and address 

challenges for improvement on a local and global level. 

DSV Panalpina wanted a structured Voice of Customer 

(VoC) programme that integrated customer-centric 

culture into the DNA of the company, bringing the added 

value of customer experience to the core of all the 

company’s deliveries. The main objective was to develop 

a global VoC programme to increase customer loyalty, in 

an effort to reduce customer churn. Secondly, to maintain 

customer centricity throughout the organisation. It was 

key for DSV leadership teams, both globally and locally to 

adopt a customer-centric approach.

The InMoment platform offers DSV a precise picture of each 

customer, their journey and the overall customer relation. 

The InMoment platform allows DSV to gather customer 

feedback, analyse it, and report on it in real time. With the 

use of regional filters and automated push reports, insights 

are accessible to senior executives, middle management, 

and account owners allowing them to respond quicker to 

customer needs—but also helping them make strategic 

improvements based on their customers’ experiences.

Inside DSV Panalpina’s Award Winning 

Global Customer-Centric Culture Initiatives

DSV Panalpina won the award for Best 
Customer-Centric Culture at the CX Elite 
Awards 2021
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The centralised, professional survey structure implements 

global standards and allows DSV to identify and streamline 

strategic touchpoints. It also creates a consistent cross-

organisational customer survey model. The case management 

functionality allows DSV to establish a closed loop feedback 

programme with a case response of less than 48 hours.

The feedback, ongoing trend monitoring, and the ability 

to gauge customer loyalty has now become a daily 

feature in business reporting and reviews. It is one of the 

main instruments in their management decision making 

process. As part of the process DSV created an important 

governance plan for their operating countries which ensures 

CX trend insight is fed back to country leaders and worked 

into their strategic plans.

DSV has launched the CX programme in 46 countries, and 

with over 2000 customer centric super and frontline users 

that together represent more than 90% of DSV’s total 

annual turnover. They have also seen positive changes in 

corporate culture and behaviour in more than 56,000 DSV 

staff and executives who actually communicate with the 

company’s customers on a day-to-day basis.

Today, the VoC programme is a globally recognised strategy. 

As a result DSV have seen improvement in customer 

retention and increased customer growth. The NPS has 

increased quite significantly since implementation, and the 

engagement levels have been very high.

DSV continues to partner with InMoment and build upon 

their customer-centric approach by enabling all locations 

to listen to their customers locally in the different regions 

across the globe.

“As a CX professional, you always 
need to consider how you can bring 
the voice of the customer into the 
dialogue. It makes sense to leverage 
customer feedback to fast-track 
needed improvements.”

ANDERS NORMANN

“Mapping how customers experience 
our services is a natural part of the 
way DSV operates. It helps us identify 
our strengths as well as areas for 
improvement. For DSV, improvement 
is perhaps the most important aspect 
of the Programme.”

HANNE ØSTERSKOV, DSV CUSTOMER EXPERIENCE MANAGER 


