






14	 It’s time to understand your organisation’s ‘return on experience’  |   GCIS 2019

�%�X�L�O�G�L�Q�J���5�2�;���P�H�W�U�L�F�V���U�H�L�Q�I�R�U�F�H�V���D���Y�L�U�W�X�R�X�V���F�\�F�O�H���D�Q�G���D�P�S�O�L���H�V���Y�D�O�X�H

Source: PwC 2019

Driving a
Virtuous Cycle

for ROX
O

utc
ome                  PrideThe financial results 

produced by a higher 
ROX

Internal and external 
brand ambassadors and 
sources of emotional 
energy

The key sources of 
value in the eyes of 
your customers and 
employees  

Those critical positive habits and 
actions that define the culture, 
drive excellence and need to be 
embedded in performance 
management 

The emotional 
commitment to brand 
purpose and strategy

V
alu

e D
rivers           Behaviours     

    
    

 In
flu

en
ce

rs

•	 �How well are you adding value in 
the eyes of internal and external 
customers? 

•	 �How are you measuring improvement 
for CX and EX initiatives?  

•	 �How have value-driving behaviours 
affected your profit and loss 
statements? 

Ways to assess your responses to 
these questions can be developed 
over time into a more comprehensive 
model across all factors that go into 
ROX. However, you can realise value 
quickly as you focus on an initial a 

set of key performance indicators 
(KPIs) for business decision making. 
Designing metrics around the ROX 
framework will allow you to see the 
forest for the trees as you dive deep 
into experience design for specific CX 
and EX priorities. You can also use your 
metrics to gain deeper insights into what 
matters most to customers. A variety of 
research techniques — including PwC’s 
proprietary Experience Radar (xRadar) 
tool, which quantifies what’s most 
important along the path to purchase 
and what factors are most influential in 
driving customer behaviours — can help 
you do this.

Figure 7: Building ROX metrics reinforces a virtuous cycle and 
amplifies value
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ROX in action
If you’re still wondering exactly how to 
isolate, invest in and measure the effect 
of your efforts to improve particular 
touchpoints along a customer’s 
purchase journey, concrete examples 
might help. We know that as consumers 
have become more discerning, the 
premium they’ll pay for quality and 
context, and thus great experience, has 
increased. In our survey research, we 
found that the consumers most willing 
to pay premium prices were also most 
likely to own smart home devices; 
desire a personal service from retailers, 
such as personal shoppers or specialty 
events; and generally buy products 
online more frequently. 

Consider this example of the premium 
consumers will pay in the right 
context. An ice-cold beverage sold in 
a convenience store, theme park or 
restaurant on a blistering hot day — 
known as an ‘immediate consumption 
beverage’ — costs more than a beverage 
sold for future consumption. So if a 
company could map out the many 
contexts in which a cold beverage 
could appeal to certain customers, and 
when and where in the day that drink 
could be sold to the targeted customer 
— opportunities we sometimes refer 
to as ‘magic moments’ — it would be 
worth investing in further innovating the 
experience in those magic moments. 
The same approach can be applied by 
many other kinds of companies and to 
just about any product or service with 
gradations of value. “It seems simple, 
but there’s an enormous opportunity to 
map all of this out,” PwC’s Clarke says. 

“When you do that, you can start to see 
if a company understands where the 
vulnerabilities and strengths are in the 
customer journey.”

John Foley, CEO of global fitness 
technology company Peloton, 
used to have a recurring customer 
experience issue. Peloton’s high-end 
stationary bikes, the centrepiece of 
the company’s indoor cycling studio 
business, were delivered by a third party 
that didn’t embrace the company’s 
customer-centric ethos. “[Customers’] 
comments were along the lines of, ‘I 
don’t like Peloton, because I had a 
bad delivery experience,’ ” Foley told 
PwC in a November 2018 interview 
with strategy+business magazine. 
“[Customers would say,] ‘I’m not going to 
recommend Peloton to my friends.’ ”

Foley went to the Peloton board and 
suggested the company deliver its own 
bikes to certain zip codes. Today the 
company delivers 70% of Peloton bikes on 
its own. In a way, Foley and Peloton were 
lucky. The delivery experience was so 
unlike the rest of the customer experience 
that it was hard to miss. What an ROX 
framework does is help companies spot 
these vulnerabilities, and other more 
subtle ones, along the purchase journey. 

How are companies tracking the 
success of their investments in 
customer experience? Current 
measurement approaches are valuable, 
but limited and piecemeal. For example, 
the well-known Net Promoter Score, 
which as many as two-thirds of Fortune 
1000 companies use, is based on a 
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single question concerning whether the 
consumer would recommend a product, 
service or company. In addition, many 
companies hire vendors to track 
customer experiences with call centres 
and web properties. 

“What typically happens is that 
companies set up some kind of brand 
health score,” PwC’s Egol says. “That’s 
fine if you can also build insights into 
what experiences are more valuable to 
focus on to move those scores, and what 
critical few behaviours to focus on in the 
company to drive experience and value 
from the customer’s point of view.” In 
other words, without these insights, it’s 
no forest, all trees. 

Employees are a crucial part of the 
ROX component 
It’s hard to overstate how important 
employees are when creating ROX. 
A winning culture fuses CX and EX. 
Consumers interact with your brands 
through your frontline employees, who 
both embody and experience your brand 
and the culture that shapes it. 

If you galvanise your employees around 
your business and nurture their goodwill 
— for instance, by letting them make 
more suggestions, giving them more 
autonomy over their schedules and 
offering better benefits — they will make 
a major contribution to ROX. Consider, 
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for example, sustainability as a rallying 
point for both consumers and employees 
and a key part of brand loyalty and 
leadership. Our GCIS research shows 
that consumers are interested in 
sustainable products and services. 
And according to PwC’s 2018 report 
“Workforce of the future: The competing 
forces shaping 2030,” employees want 
to do “a job that makes a difference.” 
They seek out sustainability-minded 
companies that use technology and 
analytics to empower their employees 
and enlist them in creating memorable 
experiences. 

In a January 2019 interview with PwC, 
Claude Sarrailh, CEO of Metro Jinjiang 
Cash & Carry — the Chinese division 
of German wholesale company Metro 
Cash & Carry — offered a real-world 
example of how important employees 
are to ROX. He said he often canvasses 
new employees, who use an array of 
digital tools and products in their private 
lives, for ideas around which Metro 
might be able to design consumer 
experiences. Sarrailh also emphasised 
the importance of recruiting employees 
with fresh ideas. “I need access to 
young talent,” Sarrailh told PwC. “You 
need to find them and bring them to 
management and the board and put 
their ideas in place. Everybody today is 
talking about digital, fast prototyping, 
agility, and it’s in the DNA of these 
young employees.”

US consumer electronics retailer Best 
Buy provides another example of the 
importance of EX. Ramping up in 2018 
around its turnaround strategy, the 
company is investing in digital tools 
for sales associates to improve the 
customer experience and is designing 
training modules for associates on the 
newest products, building extra time 
into their schedules so they can get that 
training. Best Buy also promotes its 
products to its employees by offering 
employee discounts that are better than 
the industry standard. And in Best Buy 
stores, employees have access to high-
speed bandwidth so they can educate 
themselves about products and prices 
as fast as the customers, who are 
always looking for the best deal. 

For retail, ROX starts with employees 
who know the product, understand how 
to bundle or accessorise products, and 
are clued in about current ‘cool’ factors. 
“There is huge upside in investing in 
your employee experience to improve 
the customer experience,” PwC’s 
Johnson says. Our GCIS research 
supports Johnson’s contention. For 
several years running, when asked what 
attributes would significantly improve 
the in-store shopping experience, 
survey respondents have put “sales 
associates with a deep knowledge of 
the product range” in the top three. 
This year it was in the number two spot, 
cited by 34% of our global sample. 

https://www.pwc.com/gx/en/services/people-organisation/workforce-of-the-future/workforce-of-the-future-the-competing-forces-shaping-2030-pwc.pdf
https://www.pwc.com/gx/en/services/people-organisation/workforce-of-the-future/workforce-of-the-future-the-competing-forces-shaping-2030-pwc.pdf
https://www.pwc.com/gx/en/industries/consumer-markets/consumer-insights-survey/interviews/metro.html
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Six imperatives for improving your ROX 

Fuse CX and EX
Customer experience exists in a feedback loop with employee 
experience. An organisation trying to improve ROX without considering 
EX is missing an integral part of the equation. By mapping out the 

connections among culture, critical few behaviours and business outcomes, 
the ROX framework helps identify where EX has the biggest impact on CX. 
This provides rich insights into what fuels employee pride and organisational 
identification, how widely employees have adopted the behaviours that are key to 
better customer interactions, and how these behaviours are translating into value 
from the customer’s point of view. 

Build communities with a purpose
Fusing the CX and EX is a lot easier when both groups are highly 
motivated to be associated with a brand or organisation. It’s important 
to figure out what employees and customers care about and to 

communicate your shared values. Find opportunities for meaningful engagement with 
both internal and external audiences, especially using mobile and social tools, since 
engagement on these platforms is growing.   

Build on discrete moments along the customer journey 
In an age of ever-expanding digital options, consumer loyalty can and 
does vanish with the touch of a button. To minimise that possibility, focus 
on ‘magic moments’ that earn loyalty over time and create a relationship 

that endures beyond the next product search. PwC has developed systems to track, 
measure and display the key components of ROX so you can gain insights that will 
help you know where to focus your resources in order to get the best CX results. 

PwC recommends taking six concrete actions to start improving your ROX. Click on 
the headlines below to see in-depth information about each action.

https://www.pwc.com/gx/en/industries/consumer-markets/consumer-insights-survey/customer-and-employee-experience.html
https://www.pwc.com/gx/en/industries/consumer-markets/consumer-insights-survey/communities-with-purpose.html
https://www.pwc.com/gx/en/industries/consumer-markets/consumer-insights-survey/customer-journey.html
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Understand your customers based on their behaviours  
We have derived proprietary data from the GCIS that groups behavioural 
characteristics into different consumer profiles. These insights enable 
far greater personalisation than the old-school paid media approach of 

segmenting customers by demographics alone. Demographics can’t tell marketers 
how, when, where and why consumers shop. Behavioural and attitudinal attributes 
can. Armed with that information, you can bring together all of your commercial 
investments — including promotions, content, e-commerce and advertising — to 
deliver seamless, end-to-end experiences tailored to a specific shopping context. 

Treat consumers’ data with respect, and deliver value in 
exchange for it
Customers want the companies they interact with to protect their 
personal data, and PwC research indicates that they’ll take their 

business elsewhere if they don’t trust that a company is safeguarding it. Anticipate 
this demand and rethink how you use consumer data, how much control you give 
consumers, how you value data, and how you’ll deliver value by using it. Consumers 
are making it imperative for companies to be transparent about their data policies 
and proactive about publicising the value they offer in exchange for it.  

Win the trip
Today there are more trips, more choices, more of everything. You can 
win over customers on-premise or via e-commerce by understanding 
what they are trying to experience and then making it easier for them 

to accomplish that goal through things such as ease of navigation, breadth and 
quality of selection, price, quality of advice or exclusivity. For instance, by connecting 
consumers’ online research with their in-person visits, you can win the trip and 
deepen loyalty. And winning the trip isn’t just about stores and retail; it applies to 
every company in hospitality, financial services or healthcare. 

If you can take action in these six ways, PwC believes you can begin to shift your 
focus from ROI to ROX, which better recognises and reflects the central role of 
today’s digitally empowered consumer. 

https://www.pwc.com/gx/en/industries/consumer-markets/consumer-insights-survey/understand-your-customer.html
https://www.pwc.com/gx/en/industries/consumer-markets/consumer-insights-survey/customer-data-respect.html
https://www.pwc.com/gx/en/industries/consumer-markets/consumer-insights-survey/customer-data-respect.html
https://www.pwc.com/us/en/advisory-services/publications/consumer-intelligence-series/protect-me/cis-protect-me-findings.pdf
https://www.pwc.com/gx/en/industries/consumer-markets/consumer-insights-survey/win-the-trip.html
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1	 �Respondents in China were asked about Tmall.com and JD.com as a proxy for Amazon. This figure 
excludes Russia.

2	 �A fully autonomous car, or driverless vehicle, is designed to fulfil all the driving functions of a regular 
car, without the need for any human interaction. These vehicles, which can also be driven by a human if 
required, can autonomously navigate roads, stop at traffic signals and respond to potential hazards, such 
as pedestrians and cyclists.
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