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A unique report was recently released 

by Salesforce Research titled “State of 

the Connected Customer, 2nd 

edition”. 
 

This is an important publication with 

insights from 6,700 consumers and 

business buyers on the intersection of 

customer experience, use of 

technology, and the creation and 

development of trust. 

 

UP! Your Service is a long-term and 

satisfied customer of Salesforce. But 

it’s important to know that the 6,700 

people interviewed for this report 

were not limited to Salesforce 

customers. They represent different 

customers, from different generations, 

different genders, different company 

sizes, different levels of education, and 

come from 19 countries representing 

every region of the world. 
 

No matter where you are located or 

what industry you are in, 

understanding these insights matters 

for your business and future success. 

Salesforce Research summarized the 

key findings into four points: 

 

1. Customer Expectations are 

Hitting All-Time Highs.  

OK, no surprise here. With global 

competition and rapid 

commoditization in every sector, 

business and retail customers simply 

have more choice – and therefore 

much higher expectations of the 

companies they choose. 

 

In fact, 76% of customers say it’s 

easier than ever before to take their 

business somewhere else. 

 

This holds true in every geographic 

market, and for both B2B business 

customers, and for B2C retail 

consumers. With our clients, on our 

website, and in our blog we talk about 

this, using a service principle called 

The Six Levels of Service. This 

principle details how customer 

expectations are constantly rising, and 

how the challenge for every company 

is to keep adding value, keep 

improving, keep stepping up. 

 

This fundamental principle must be 

understood and applied by everyone 

throughout the organization. Internal 

service teams and external customer 

facing teams working together in a 

culture where everyone is stepping up 

together. 

 

2. Companies Face a New 

Connected Mandate 
There are a lot of companies and a lot 

of customers, and a whole lot of 

commerce going on. But today’s 

customers want to be understood and 

respected as individuals. 84% of 

customers say being treated like a 

person, not a number, is very 

important to winning their business. 

 

This can be a big challenge for teams 

inside your company who may be 

accustomed to only owning one stage 

of the customer journey. Customers 

judge companies based on their 

experience as a whole — not just 

interactions with individual 

departments — and they expect 

consistency in that experience. 

 

With our clients, we use a very 

effective tool to help teams 

understand this called Perception 

Point Maps. This tool, when applied by 

teams in a Service Excellence 

workshop, gets everyone on the same 

page about who we are serving, and 

how we can work together to deliver 

the consistency and quality of 

experience that our customers 

expect, and deserve. 

 

3. Technology Sets New 

Benchmarks for Innovation 
Innovation has become the standard. 

It is normal and expected for 

connected customers all over the 

world. In fact, 59% of customers say 

companies need cutting-edge digital 

experiences to keep their business. 

 

Artificial intelligence, internet of 

things, blockchain, cryptocurrencies, 

virtual reality, augmented reality, cloud 

services, sensors, voice activated and 

automated interfaces. Customers 

want all of this to give them more, 

easier, faster, and better customer 

service when they shop, when they 

buy, when they use, and when they 

need support. 

Ron Kaufman 

New insights on “state of the 

connected customer” worldwide 
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At UP! Your Service, we address this 

by taking our earlier idea of The Six 

Levels of Service and connecting it 

to the idea of the Four Categories 

of Value. 

 

Now we can see the many ways that 

technology can add so much value to 

the customer experience. 

 

For example, quickly selecting, 

improving, and customizing your 

Primary Products. Knowing what, 

and when, and where to use your 

Delivery Systems. Creating more 

value for customers with Delivery 

Systems that offer greater speed, 

flexibility, and convenience. 

 

Providing a greater ease and comfort 

through the friendliness of your 

messages, the intuitive nature of your 

processes, and overall sense of 

customer confidence created by the 

Service Mindset demonstrated 

throughout their experience. And 

how technology can support the 

cultivation and continuation of your 

Ongoing Relationship with 

customers; by remembering them, 

reminding them, re-ordering for them, 

and usefully recommending new 

products and services to them. 

 

67% of customers believe that good is 

going to come from your application 

of artificial intelligence, and 61% 

believe technology overall presents 

positive opportunities for society. 

 

But, customer trust is a delicate thing; 

and a full 31% of customers say they 

are concerned about how companies 

will use new technologies. And this 

leads to insight #4. 

 

4. Customers Balance 

Personalization and Privacy 

Amid a Crisis of Trust 
Providing the experiences customers 

expect requires a new breed of 

technologies, and a thorough 

understanding of each customer’s 

unique needs and expectations. And 

that means collecting and analyzing 

data. Unfortunately, not all companies 

are earning customers’ trust with 

these technologies and all this 

accumulation of personal data. 

 

But the Salesforce report reveals, that 

customers are actually OK with 

companies holding and using their 

personal information if that company 

uses the information to better meet 

their needs and higher expectations. 

 

In every region, large majorities are 

willing to share personal information 

(or in the case of business buyers, 

professional information) in exchange 

for personalized offers, personalized 

shopping, and consistent cross-channel 

interactions. 

 

This means that every member of 

your team, in every situation and at 

every point of contact, must Take 

Personal Responsibility for ensuring 

that customers’ data is gathered, 

analysed, used, and stored in ways that 

are ethical, truthful, and secure. This is 

not “some else’s job” in the 

organization. Ensuring data privacy and 

protection is everyone’s job. 

 

So, in this challenging time and 

world, what drives loyalty? 

When great products and services 

alone are not enough to secure loyal 

customers, then companies must go 

further. Salesforce asked consumers 

and business buyers what has the 

greatest impact on their loyalty. And 

here are the top three: 

 

First, the overall experience 

customers have with you at every 

stage of every service transaction. 

Second, the success you help your 

customers achieve, and your 

investment in the relationship with 

them long after the deal is done. 

 

And third, your careful protection and 

appreciation of the data they have 

entrusted you with to know them 

better and serve them better. 

 

All of these insights, and more, are 

available for you to learn from in the 

Salesforce Research “State of the 

Connected Customer” report. 

You can get your own copy free, 

online, and I recommend you do.  

 

When you understand the insights in 

this report more clearly, you will see 

that responding to these issues 

requires more than good technology 

and good intentions. You need a 

culture of responsible service 

throughout the organization to attract 

good customers and keep good 

customers. 

 

Fortunately, there are proven Global 

Best Practices for Building Service 

Culture that you can learn about and 

apply. Visit the 

www.UpYourService.com website, 

where you can watch this 

presentation of this title on demand.  

 

© Copyright, Ron Kaufman 
 

About the Author 
Ron Kaufman is author of The New 

York Times, USA Today and 

Amazon.com bestseller, “Uplifting 

Service! A Proven Path to Delighting 

Your Customers, Colleagues and 

Everyone Else You Meet” and 14 

other books on service, business and 

inspiration. He is also the founder of 

UP! Your Service, a company that 

enables organizations to build Uplifting 

Service cultures and enjoy a 

sustainable advantage. 
 

Co-ordinates 
Mail: UP! Your Service 

50 Bayshore Road, Suite 31-02 

Singapore 469977 

Tel: (+0065) 6309-9668 

E-mail: Enquiry@UpYourService.com 

Web: www.UpYourService.com 

 

Upcoming Events 
 

Smarter Services Symposium, The Service Council 
Chicago, IL, USA 

September 17-19, 2018 
Click here for more information 

 
Executive Conversations with UP! Your Service 

Dubai, UAE 

Emirates Golf Club, Golf Central 
October 4, 2018 

To register, please write to  
Invitation@UpYourService.com 

 

Executive Conversations with UP! Your Service 
Singapore 

Suntec Convention Centre 
October 11, 2018 

To register, please write to  

Invitation@UpYourService.com 
 

6th Annual GOV HR Summit 
Abu Dhabi, UAE 

October 23-25, 2018 
Click here for more information 

 

The Customer FEST Show 
Mumbai, India 

February 5, 2019 

Click here for more information 



 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 
 

 

 

 

          Better Business Focus  September 2018 

  

 
25 

Important Notice 
© Copyright 2018, Bizezia Limited, All 

Rights Reserved 
 

This article appeared in Better Business 

Focus, published by Bizezia Limited (“the 

publisher”). It is protected by copyright 

law and reproduction in whole or in part 

without the publisher’s written permission 

is strictly prohibited. The publisher may be 

contacted at info@bizezia.com (+44 

(0)1444 884220). (Some images in this 

article are taken from Creative Commons 

– such images may be subject to copyright. 

Creative Commons is a non-profit 

organisation that enables the sharing and 

use of creativity and knowledge through 

free legal tools). 

 

The article is published without 

responsibility by the publisher or any 

contributing author for any loss 

howsoever occurring as a consequence of 

any action which you take, or action which 

you choose not to take, as a result of this 

article or any view expressed herein.  

 

Whilst it is believed that the information 

contained in this publication is correct at 

the time of publication, it is not a 

substitute for obtaining specific 

professional advice and no representation 

or warranty, expressed or implied, is made 

as to its accuracy or completeness. Any 

hyperlinks in the article were correct at 

the time this article was published but may 

have changed since then. Likewise, later 

technology may supersede any which are 

specified in the article. 

  

The information is relevant primarily 

within the United Kingdom but may have 

application in other locations. 

 

These disclaimers and exclusions are 

governed by and construed in accordance 

with English Law. 
 

Publication issued on 1 September 2018 

  

 

 

 


