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In a world with connected customers, personalized experiences, omni- 

channel, and the Amazon effect, brands must prioritize the customer  

experience now more than ever. Customer expectations have evolved and 

continue to evolve. Recent State of the Connected Customer research by 

Salesforce noted that 67% of customers say that their standards for good  

experiences are higher than ever, but 51% say most companies fall short of 

their expectations.

So, you’ve got to keep up with expectations in order to deliver the  

experience customers desire. If you don’t deliver that experience, customers 

will go elsewhere. PwC found that, in the US, 17% of customers would stop  

doing business with a brand they loved after just one bad experience; that 

number goes up to 32% globally. After several bad experiences, 59% will 

leave.

What’s a brand to do?

First and foremost, your executives must commit to defining and developing 

a customer-centric culture. It’s a critical foundational element of any customer 

experience transformation. But let’s assume that’s in place, and you’re well 

on your way to defining your customer experience strategy. Let’s focus on  

an important aspect of that strategy: customer understanding, and more  

specifically, customer listening.

https://www.salesforce.com/research/customer-expectations/
https://www.pwc.com/us/en/services/consulting/library/consumer-intelligence-series/future-of-customer-experience.html


Customer listening is all about, well, just that: listening to your customers wherever they prefer  

to provide feedback (e.g., on social media or with your customer service reps) and asking them 

specific questions (e.g., via surveys). It’s also about tracking the crumbs of data that they leave 

behind as they interact with the brand.

As you might suspect, customer listening is fairly pervasive; an old Gartner statistic states that 

“95% of companies collect customer feedback, yet only 10% use the feedback to improve, and 

only 5% tell customers what they are doing in response to what they heard.” The latter part of this 

statistic hasn’t advanced much, which means that everyone’s listening, but few are acting on what 

they hear! But hold tight, there’s more to come on that.

About customer listening, let’s start at the beginning. Any project, program, or initiative must start 

with the end in mind: What are the objectives? Why are you doing it? And what are the desired 

outcomes?

Consider these questions: Why are you listening to your customers? Why do you want their  

feedback? Is it to meet an executive’s need to feed the metric, e.g., NPS, or is it to truly understand 

how well you’re performing against your customers’ expectations? Just know that if you’re  

listening to feed the metric then you’re doing things differently – and doing different things –  

than if you’re listening to understand the customer and how well you’re performing against his/her 

expectations. 

Other questions to think about: What will you do with the data/feedback? How will you use it? 

Who owns each question in your surveys? How quickly can you make changes based on the 

feedback? Are you asking about things that you can actually change? Have you considered why 

you’re asking this question (for each question)? What outcomes can the customer expect? And the 

business?

CUSTOMER LISTENING



These are all important considerations; if you don’t know the answers, then perhaps you’re  

wasting your customers’ time – and yours. Go back to square one and make sure you’ve  

answered these questions before proceeding.



Next, you’ve got to define the various listening posts and data sources you’ll use to achieve those 

outcomes, which starts with not only having good data but also the right data.

There are a few different voices and data sources to consider as you establish your  

feedback program, including the following:  

• Voice of the Customer: structured and unstructured data from solicited  

        and unsolicited customer feedback

• Customer Data: behavioral, transactional, and interaction data, as well  

        as demographics, firmographics, etc.

• Voice of the Partner: structured and unstructured data from solicited  

        and unsolicited partner feedback; partners include suppliers, franchisees,  

        licensees, and more

• Voice of the Employee: similar data types about the employee experience,  

        employee engagement, and the workplace culture

• Voice of Customer through Employees: feedback and insights about your  

        customers that have been gathered by your frontline staff (call center, sales, etc.)

Other data sources include: 

• Voice of the Business: your financial and operational metrics

• Voice of the Market: market research, brand perceptions and research,  

        benchmark data, and other competitive data.

It’s great to be sitting on a goldmine of data, but data is just data until you do something with it. 

You’ve got to begin by analyzing it, teasing out the story, and then telling that story in such a way 

that the entire organization understands it and knows what to do with it. 

LISTENING POSTS & DATA SOURCES



First, you’ve got to identify what data is available and ensure that it’s all accessible, so you  

must inventory it and then centralize it. Data is useless to improving the customer experience 

when it remains siloed; siloed data means siloed experiences. You cannot deliver a personalized 

customer experience across your various channels if the data is housed in several disparate 

systems. Inventory the data and then centralize it in a data warehouse or data lake that affords 

access to those who need it. None of this is a small task, but it’s important.

Now that you’ve got access to the data and can choose the data that you need, it’s time  

to analyze it. Analysis takes many forms. 

You’ll need a way to crosstab, predict, identify key drivers, and prioritize improvements with  

survey data; you’ve also got to mine and analyze your unstructured data for themes, sentiment, 

and emerging trends. You’ll conduct various linkage analyses, linking customer and employee 

data, customer feedback with operational metrics, and all data to financial measures. And you’ll 

need to conduct a root cause analysis to understand the “why” behind it all. 

An important side note here: it’s time to evolve beyond the traditional descriptive analytics 

we’re all so familiar with and consider AI, machine learning, and predictive analytics to deliver  

a more proactive experience. Traditionally, companies were able to identify and prioritize  

improvement opportunities from their customer surveys via correlation or regression analysis 

and quadrant charts, which identify priority improvements, fundamental essentials, and things to 

continue doing. But in recent years, there’s been an evolution from purely descriptive analytics 

(basic, summary statistics) to predictive analytics (predicting some future outcome based on what 

you know about the customer or on historical data) and prescriptive analytics, which takes that 

prediction and tells you why and then what to do, outlining the next best action to take in order to 

achieve a desired outcome.

CENTRALIZE & ANALYZE YOUR DATA

https://www.intouchinsight.com/survey/


Ah, action. That is the key to the success of your customer experience strategy. I mentioned  

earlier with the Gartner statistic that there’s more to come on that topic, i.e., acting on the feed-

back. Too many brands listen but don’t act. But if you act, the benefits and the outcomes are real. 

To prove that point, for the last nine years, Watermark Consulting has looked at the performance 

of CX Leaders and CX Laggards, as defined by Forrester’s Customer Experience Index, relative  

to the S&P 500. No surprise here that the Leaders outperformed the Laggards, but they also  

outperformed the market consistently over the nine years Watermark tracked this comparison.  

CX Leaders did the work, and they reaped the rewards!

So, let’s shift gears now. It’s time to take what you’ve learned from your customers and execute 

on it. You’ve identified the improvement opportunities through your analysis; now it’s time to put 

together an action plan and make the improvements.

Where to begin? Let’s step back a minute and talk about how and by whom the work will be 

done.

https://www.watermarkconsult.net/blog/2019/01/14/customer-experience-roi-study/


A critical, foundational element of any successful customer experience transformation  

effort is a governance structure, which, in a nutshell, is about both oversight and execution. 

In terms of oversight, the governance structure outlines people, roles, and responsibilities: Who is 

going to ensure that there is alignment and accountability across the organization? The people 

include a core program team, an executive sponsor, an executive committee, a culture committee, 

and cross-functional champions. These committees include individuals who will best lead and  

carry out the customer experience strategy for your organization. 

Next, there must be clearly-defined rules and guidelines for how the customer experience strategy 

will be executed. Who will drive the efforts and how? How will you transform to a customer-centric 

culture? How will organizational buy-in be achieved? How do you continue to motivate employ-

ees to focus on the customer? How will you listen to customers? Who will use the data and how? 

Where does accountability lie? What processes and policies must be in place in order to roll out 

these efforts? How will change management be handled? How will we measure success? How 

does it all tie to our desired business outcomes?

The transformation is not a journey for one person to undertake; this is an organization-wide effort. 

As such, these committees are the grassroots required to make major changes within your  

organization. 

GOVERNANCE STRUCTURE



It was important to call out the governance structure and the roles within it prior to talking about 

action planning and taking action. As mentioned, you’ve got to get the entire organization  

involved in the work that lies ahead. One of the things the cross-functional champions will do  

is take the insights you’ve gleaned from your analyses and figure out the best way to  

operationalize within their respective departments. The action planning process will be a large 

part of what they do and how they get started.

Action planning is a collaborative process during which teams address an identified root cause  

or issue, outline actions to be taken, and assign responsibility and accountability for each action, 

ultimately driving toward some desired outcome, e.g., transforming the experience for the  

customer. 

Why Action Planning?

Customer listening efforts often end with closed-loop processes and service recovery efforts 

that are tactical at best. These act merely as bandages for the organization, when what is really 

needed is an overhaul of policies, processes, and infrastructure. Real customer experience  

transformations require organization-wide adoption and execution of strategic initiatives that lead 

to meaningful change.

Action planning unites teams, departments, and, ultimately, the organization, as it allows for 

cross-functional collaboration to ensure that the next best actions uncovered through their data 

analysis are prioritized, operationalized, and tracked over time.

Your analytics tools identify actions to take, but often users become stuck and wonder, “Now 

what?” “What next?” “How do I fix this?” “Who fixes it?” Action planning helps managers dig for 

root causes, assign ownership, and make the improvements necessary to achieve desired  

outcomes.

ACTION PLANNING



Who Is Involved?

Action planning is a collaborative process, as noted earlier. Invite cross-functional  

stakeholders to participate. It is important to have that cross-functional representation because 

you’ll bring in some “outside” perspectives and work toward breaking down silos, which can  

inhibit any progress you hope to make. Oftentimes the affected department is too close to the 

issue; while other departments may not know the issue as intimately, they will bring in other  

perspectives that open the minds of those most-immediately impacted, especially when it comes 

to brainstorming and ideation.

You’ll also involve key frontline staff in the process, especially those with relevant experience 

to the improvement area. They are sometimes more familiar with the day-to-day processes and 

interactions than back office and managerial staff. And they’ve heard from customers, so they can 

bring the customer’s voice and pain points into the discussions.

You may want to include some customers and get their perspectives on the root cause analysis; 

it’s their issue, too, and perhaps understanding better what they were trying to do and exactly 

how they were doing it will provide some insights into the root cause and how it needs to be 

improved. At the very least, ensure their voice is heard through their feedback; bring feedback, 

especially verbatims, into these discussions.



Your governance structure will be instrumental here, as the various individuals and teams can:

• Make sure that action plans and roadmaps get created

• Provide oversight and monitoring in order to help drive the projects outlined  

        in the action plans and roadmaps to completion

• Design and implement a measurement program to evaluate and to measure  

        the customer’s experience after improvements are made

• Educate the organization on the why behind the improvement efforts

• Communicate progress against the plans to their respective departments

• Share outcomes with executives and the entire organization

How Do I Do It?

There are various approaches to action planning, but they should all ultimately outline:

• the issue/improvement area

• the root cause

• the intended outcome

• specific actions/steps to achieve the outcome

• feasibility and impact

• ownership/accountability

• goal dates

• success metrics

Gather a group of stakeholders - and others (see Who Is Involved?) - associated with the  

improvement area to work together to develop a plan for the corrective actions. 

The first step you’ll take is to conduct a root cause analysis of the issue to get to the heart of what 

needs to be fixed. One of the approaches used for root cause analysis is 5 Whys, known for its 

simplistic nature, i.e., easy to explain and to understand. 

5 Whys is an iterative interrogative technique used to explore the cause-and-effect  

relationships underlying a particular problem. The primary goal of the technique is to determine 

the root cause of a defect or problem by repeating the question “Why?” Each question forms 

the basis of the next question. The “5” in the name derives from an anecdotal observation on 

the number of iterations needed to resolve the problem.
 
Source: “Five Whys Technique.” adb.org. Asian Development Bank. February 2009.



Simply state the problem, and then ask “Why?” five times to drill down to the ultimate cause. Don’t 

focus on symptoms of the problem, focus on causes. You can adapt this process to your needs; 

sometimes asking “Why?” five times is too many, and sometimes you need to ask it more than 

five times. And you can repeat the exercise and come up with multiple root causes. Yes, that is 

possible.

An example that is often cited is Amazon’s CEO, Jeff Bezos, using 5 Whys to understand why an 

employee was injured on the job.

Why did the associate damage his thumb?

Because his thumb got caught in the conveyor.

Why did his thumb get caught in the conveyor?

Because he was chasing his bag, which was on a running conveyor belt.

Why did he chase his bag?

Because he placed his bag on the conveyor, but it then turned-on by surprise.

Why was his bag on the conveyor?

Because he used the conveyor as a table.

I might have asked a few more questions: 

Why was he using the conveyor as a table?

Because there’s nowhere to store his bag.

Why isn’t there a place for him to store his bag?

Ultimately, this answer is probably the root cause.  

As you can see, the root of the problem is that there’s nowhere for employees to store their bags 

(and whatever the reason is for that). So, in the original example it only took asking “Why?” four 

times, not five. Go as far as you need to go to get to the root of the matter.



Once you’ve identified the root cause, you’ll brainstorm ideas on how to resolve the root cause 

and achieve the desired outcome. Brainstorming ideas has three phases. The first is all about 

idea generation, where the objective is to come up with as many ideas as possible – good, bad, 

or impossible! Not every idea is feasible from a timing, cost, or resource perspective, yet they 

should all be heard and explored. Next, you’ll group the ideas into common themes. And, finally, 

you’ll review and prioritize the ideas, oftentimes by asking brainstorming session participants to 

vote for their top three ideas. 

For each solution/idea that fell into the top three in the final tally, assign a feasibility rating based 

on cost to fix, time to fix, resources to fix (including availability), impact on customer, and impact on 

revenue. 

Example

A restaurant chain uses a customer experience management (CEM) platform to serve up 

post-transactional/visit surveys to their customers at their various locations. They receive and  

analyze the feedback and learn that customers are, ultimately, dissatisfied with the experience 

overall. Using key driver analysis, the restaurant uncovers that the top-three key drivers for  

overall satisfaction are availability of menu items, courtesy of the server, and menu variety.  

The restaurant decides to delve deeper into the issue of availability of menu items and uses text  

analytics to glean insights from customer comments, including to identify if there were any  

specific missing menu items dissatisfied customers were referencing. They then conduct root 

cause analysis to pinpoint: Why were the specific menu items missing? Next, they brainstorm  

solutions to the root cause and come up with a number of great ideas to keep the issue from  

happening again in the future. The ideas are grouped into themes and then prioritized. The  

top-three ideas are selected for further assessment regarding feasibility and impact.

FROM ROOT CAUSE TO BUDGET APPROVAL

https://www.intouchinsight.com/cx/


Next, you’ll present your findings to your executive committee, which, as noted earlier, is part of 

the governance structure. The role of the executive committee is to review, prioritize, and approve 

the improvement plans that are presented to them. They do this by maintaining a master list  

of organization-wide projects and initiatives, into which they add the customer experience  

improvement opportunities. So, each idea presented to them as a result of your findings will be 

prioritized based on the details you provide and then viewed relative to other solutions for other 

issues/change initiatives on the docket. 

Once one of your ideas has been reviewed and approved, you’ll assign ownership and account-

ability. The owner will outline a step-by-step corrective plan, or strategic roadmap, that spells  

out exactly how the solution will be executed, when, and with which specific resources (human, 

financial, and other). A budget will be developed and then needs to be approved before the  

team can move forward with executing the plan. The executive committee approve the budget 

and assign resources for you to put the idea into action.

Outcomes need to be stated and clarified. Project plans with timelines need to be established 

and ownership for each milestone will be assigned. Progress touchpoints and success metrics 

need to be identified. And a final deadline must be established.



It doesn’t make sense to do all of this work and to not do anything with what you’ve learned.  

Simon Sinek said, “Genius is in the idea. Impact, however, comes from the action.” So, let’s make 

an impact!

Assuming that you’re using a CEM platform for your enterprise-wide VoC program, you’ve likely 

got access to some type of action management feature to help you operationalize the feeback. 

Intouch Insight’s CEM platform has patent-pending functionality called Action Campaigns™,  

which allows you to operationalize feedback, engage employees, and track progress and results 

based on the actions taken. Once you’ve identified which aspect of the experience you want to 

improve, and the actions that need to be taken based on either survey data or other data  

integrated into the platform, the next step is to create an Action Campaign. Action Campaigns 

allow you to set timelines and goals, assign specific actions to employees based on their roles, 

schedule tasks and due dates, and validate that the tasks were completed. From there, it’s easy 

to identify and track the impact of the actions on the customer and on the business. 

Without this type of feature, you’re leaving action to chance. You’re hoping that teams will act on 

feedback and critical operational data. But with a little planning and oversight, you can ensure 

that the requisite actions are taken and that the experience will truly be improved for your  

customers.

Decision Making and Organizational Inertia

Oftentimes, the decision-making process in an organization is prohibitive and is a factor in  

organizational inertia – even with the best technology in place to drive action and results.  

It’s important that executives don’t allow this process to become the thing that stalls the  

transformation work. Here are a few tips for a successful and succinct decision-making process.

First and foremost, executives must create a constructive environment where people feel free  

to discuss ideas without getting shut down. Create a psychologically safe workplace where  

employees feel free to take risks and share ideas.

TAKING ACTION ON INSIGHTS

https://www.intouchinsight.com/cx/
https://www.intouchinsight.com/cx/act/action-campaigns/
https://hbr.org/2017/08/high-performing-teams-need-psychological-safety-heres-how-to-create-it


Second, commit to a reasonable time frame to make the decision and stick to it. Select a meeting 

date and time, and don’t deviate. It’s easy to cancel or postpone meetings; make this a priority. 

Don’t move the meeting unless there is an emergency. 

Next, take a look at the problem that you’re trying to solve or about which you’re asking the  

executive committee to make a decision. Define the problem so that everyone understands it. 

You’ve done all this work to listen to customers, analyze your data, and identify the problem. 

Make sure executives are clear on what the problem is. As previously noted, conduct your root 

cause analysis, brainstorm solutions and explore problems, and then provide 3-5 viable solutions. 

Any ambiguity will cause them to pushback or delay.

Once executives have the solutions in hand, they’ll identify limiting factors for each one, not in a 

destructive way but in a way that ensures you’ve thought through everything. In other words, they 

need to conduct a pre-mortem: What are the risks? What if we don’t do this? What if we do this 

over that? And they need to weigh those solutions against other initiatives in the works.

Next, based on their own assessment combined with the details you’ve provided, they’ll select 

the best solution. It’s important that this all happens in one meeting and isn’t dragged out to  

multiple meetings, as is often the case. Don’t analyze ad nauseum or “think about it” for a few 

weeks or months. Decide to decide. Discuss. Commit to the solution. And support it going forward. 

Don’t question it. Don’t badmouth it to others after the meeting. Don’t have a meeting after the 

meeting. The decision made in the meeting is the decision that is supported going forward.



Motivating Teams to Act on Insights

Now that the decision has been made, budget and resources have been committed, and  

you’ve been given the greenlight to get to work, it’s going to be important to understand how to 

motivate employees to act, to make the improvements. Technology can help, but nothing  

changes if no one does the work. Nothing changes if they don’t use the technology to facilitate 

the change management process.

Oftentimes, employees and stakeholders need to be motivated to act; they need to be engaged 

in order to operationalize the findings. Ultimately, the entire organization needs to be aligned with 

data-driven decisions that improve the experience for the customer. 

Employees need to be bought into the cause and understand why the actions matter to them and 

for the intended audience. Why should I act on these findings? What’s in it for me? What’s in it for 

the customer? How does my action or inaction impact the customer? 

Not everyone is motivated (to act) in the same way. How can we motivate employees to act on 

the data and to drive change within the organization? 

The most important tool to motivate people to act on feedback and insights is communication - 

clear, ongoing communication that supports the actions and the outcomes. You can’t act on what 

you don’t know or don’t understand. Share the feedback. Tell your teams what’s been uncovered 

in the data. Help them understand current state and future state. And help them understand the 

why. Tell the story uncovered in the data. Storytelling allows you to deliver a message in a way 

that engages people, inspires them, and helps them understand a desired or intended outcome 

as a result of a series of steps or actions taken. 

Something else that motivates people is to give them ownership; if we provide leadership  

opportunities and hold them accountable, they’ll want to engage - to act - because they feel like 

they own it. There’s a lot of pride in ownership, and when they understand what that means, it’s a 

great feeling.

Similarly, if we involve them in the change process rather than forcing actions and change on 

them, we make some quick allies who want to be a part of the implementation and the  

improvements. Educate and empower them, set them free to act, and then reward them for  

being accountable and for acting on the insights. 



Encourage collaboration - get people to work together toward a common cause. Of course,  

before they collaborate, they need to clearly understand the cause, and they need to clearly 

understand expectations and outcomes; this is part of what gets them motivated to work  

together, too.  Collaboration often motivates people who aren’t motivated on their own. Since we 

want everyone marching to the same beat, collaboration makes for a more-cohesive organization 

and experience.

Finally, the action planning process alone should motivate teams to act, as it is collaborative, gets 

to the root cause of the problem, uncovers actions that will drive real change, and then assigns 

next steps and ownership for plan line items. Being able to see the steps, the impact, and the  

outcomes in the same place creates understanding, which motivates people to act.



On the heels of those motivation tips comes a simple, three-step framework that not only  

motivates but also helps to create lasting change. As you read through this, you’ll see it echoes, 

in a succinct way, the motivational methods outlined in the previous sections. 

Executives using these three steps will create an environment in which change will happen – and 

stick.

1. Communicate. Talk about the change to be made and the commitment to the change.  

Explain what’s in it for the employee, for the customer, and for the business, and then explain 

what happens if the change isn’t implemented. 

2. Model Commitment. Executives are not exempt from organizational changes; as a matter of 

fact, they must lead the pack by modeling the behaviors they wish to see or by modeling their 

commitment through resource allocation and decision making.

3. Reinforce. The actions and changes that executives expect to see happen should be  

reinforced through rewards and recognition, promotions, incentives, and other consequences 

as behaviors occur.

Don’t talk about change but then reinforce the same things you’re doing today. For example, 

don’t talk about a transformation to customer-centric behaviors but then continue to reinforce a 

focus on making the quarterly numbers. It’s confusing and defeats the purpose. Reinforcing the 

new behavior and the change is critical to its adoption and to being ingrained in the way that the 

company does business going forward. 

FRAMEWORK TO MOTIVATE &  
CREATE LASTING CHANGE



Now that the work is either in progress or done, it’s important to measure success. Yes, success 

can and should be measured as improvements are in progress to ensure that you’re on the right 

track. Oftentimes, changes are iterative, so don’t wait until the fifth iteration to measure success. 

Measure as you go.

How do you select your success metrics? You’ve got to start with identifying desired outcomes. 

Until you’ve defined those, you won’t know what success looks like and, subsequently, what you’ll 

use to measure it.

As you think about desired outcomes, you’ve got to consider outcomes for both the business and 

the customer. Some example outcomes for the business include increased revenue, increased 

retention, operational efficiencies/reduced costs, and culture change. Outcomes for the customer 

include reduced effort, increased satisfaction, expectations met, jobs complete, and an improved 

experience.

The metrics must clearly align with your desired outcomes. For example, if you’re focused on  

customer retention, other than retention rates, customer lifetime value (CLV) is a great metric to 

track. Intouch Insight has written about 16 KPIs You Should Be Tracking. To get you started, some 

of the metrics to consider tracking for customer outcomes include net promoter score, customer 

satisfaction, customer effort score, ease of doing business, expectations met, first call resolution, 

speed of resolution, and quality of resolution. Business outcomes metrics include cost savings, 

revenue/recurring revenue, retention, profitability, customer lifetime value, share of wallet, and first 

call resolution.

A bit of advice about metrics: Pick a few, and keep it simple. Just because you can measure it 

doesn’t mean you should. Measure what matters. Track the metrics that give you a solid picture 

of whether or not you will - or have - achieved the desired outcome. You don’t need a three-page 

spreadsheet filled with a variety of (often irrelevant) metrics to tell you that. 

SUCCESS METRICS

https://www.intouchinsight.com/blog/the-roi-of-customer-experience-16-kpis-you-should-be-tracking/


IN CLOSING...
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engagement, and the overall experience - so that,  
together, you can design a better experience for all 
constituents.

The What.  

Customer understanding is the cornerstone of customer-centricity. Listening to 

customers and acting on what you hear is critical to designing an experience 

that ensures your customers and the company each achieve their desired 

outcomes.

The So What.  

There are hundreds of studies and statistics to prove that focusing on the cus-

tomer and the customer experience leads to real results. Customers will leave 

a brand after just one bad experience. Customers will pay more for a better 

experience. CX Leaders not only outperform CX Laggards but also the S&P 

500. It’s real. 

The Now What.  

Identify desired outcomes. Centralize and analyze your data. Establish a 

governance structure. Conduct root cause analysis and action planning. Get 

budget approval and resource allocations. Motivate your teams to execute. 

Define and measure success.

Nobody said it was easy. But it’s definitely worth it!

https://www.cx-journey.com/


ABOUT INTOUCH INSIGHT
Intouch Insight offers a complete portfolio of customer experience management 

(CEM) products and services that help global brands delight their customers, 

strengthen brand reputation and improve financial performance. Intouch helps  

clients collect and centralize data from multiple customer touch points, gives them 

actionable, real-time insights, and provides them with the tools to continuously 

improve customer experience. Founded in 1992, Intouch is trusted by over 300 of 

North America’s most-loved brands for their customer experience management, 

customer survey, mystery shopping, mobile forms, operational and compliance  

audits, and event marketing automation solutions. 

For more information, visit intouchinsight.com.
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