
CXpert speak
A CSS Corp Interview Series on

Customer eXperience (CX)



Tom Rittman
 VP - Marketing, 

The Retail Equation

1. Is customer experience an integral part of your overall marketing strategy at Retail Equation? In your view, who  
 should be the custodian of customer experience management in any organization?

    Tom: Yes, customer experience is part of our overall marketing strategy.  But as a software-as-a-service provider, the  
 customer experience happens every time our solution is accessed by our end users, that is, retail store clerks. Therefore,  
 while I think about customer experience from a strategic standpoint, the customer service and account management teams      
 at The Retail Equation are involved even closer to it than I am, at the daily and tactical level.  Over time, marketing should  
 be the custodian, but an emphasis on customer experience must pervade the entire organization.

 
2. What are some of the new trends you observe around Customer Experience Management strategies that are    

 becoming critical?
 

 Tom: Self-service and automation.  Our solution is a predictive analytics model supported by our PhD statisticians.  In the     
 past, retailers would send us recommendations and we would update their models on a regular basis.  Today, retailers  
 must react faster than ever before. They sometimes don’t have time to wait for the next update, so we have developed and  
 deployed self-service options for them to support various needs.  The newer requests are going even further; when our       
 models spot something out of line, retailers are asking us to have the models auto-correct.  The speed of responsiveness  
 to our customers is ever evolving.

 
3. How can after sales service / tech support play a pivotal role in delivering superior customer experience?
 
    Tom: As listed in question1, our front line customer service and account management teams are the main day-to-day  

 deliverers of the customer experience.  We would not be the company that we are without them.  If they thought otherwise,  
 we would not be doing our job as company leaders.

 
4. Do you see CMOs using big data / analytics in managing their customer experience initiatives? Would you like to     

 share any insights from your organization or any best practices that you are currently observing?

 Tom: Again, as an SaaS company with a solution based on predictive analytics, we are deep into the use of big data.   



However, we use it more to help our clients (retailers) improve their own customer experience.  For example, by using big 
data / analytics we are helping retailers streamline their returns process, allowing them to offer friendlier return policies, 
while still protecting them against risks of return fraud / abuse.  This not only helps their bottom line, but research 
continues to show that an easy returns policy is one of the top two factors (along with price) that consumers use when 
selecting a store to shop at.

5. What are some of the other significant trends you believe will impact customer and brand experience in the next 
    five years?

Tom: Fairly obvious, but the continued use of non-traditional media to find, experience and respond to brands.  We 
continue to do more lead generation and marketing communications work through LinkedIn and other social media 
channels. Additionally, our clients and their consumers are proliferating the use of social and mobile in the retail 
environment.  Retailers and companies like The Retail Equation that support retailers, need to constantly examine where 
the consumer is going, so we can continue to shape their experiences positively in the future.

 
6. What is your expectation from partner ecosystems (Ad and PR agencies, data and analytics experts, CRM experts, 

customer support teams, etc.) in the customer experience journey? How can they continue to stay relevant?

Tom: Just like above.  We need to stay relevant to retail.  And my partners need to stay relevant to me.  In most cases that 
means keeping me from constantly relying on yesterday’s business practices.  Being my expert so when I have a question 
you already have researched the answer.  Pushing me to take some risks.  Knowing my business well enough that you can 
think like I’m thinking.  None of these are new, they are all basics of a partner relationship.  But the advent of technology 
and speed of business make them more critical and visible than ever.
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Bask Iyer
Chief Information
Officer, VMware

1. Is customer experience an integral part of your overall customer operations strategy at VMware? In your view,  
who should be the custodian of customer experience management (CEM) in any organization?

 
Bask Iyer: Traditionally, it was the chief sales officer who was accountable for CEM because earlier businesses were 
front-ended mostly by the sales team members, and all relationships were managed by them. Over a period of time, the 
touchpoints started increasing. Marketing, operations, and to a large extent, even quality functions started aligning 
themselves with various parts of the customer life cycle. I have even noticed CMOs taking up the role of being the 
custodians of customer experience (CX) in most companies. I believe every organization should have a chief experience 
officer who is independent of the functions but looks at CX holistically.

At VMware, we follow a highly customer-centric culture. Our CMO is uniquely focused on CX.  But the ecosystem 
around the CMO, that is, the C-level leadership, is equally geared and mandated to take on the onus of managing CX. For 
instance, I work very closely with both the chief sales officer and our chief marketing officer to ensure our clients get an 
enhanced CX. Even our CEO has the task of driving strategic CX around our key customers. In fact our customer 
strategy itself is built around the pillars of executive sponsorship for key accounts, geographical cluster-based 
classification and other initiatives that ensures our customers get unparalleled CX. In fact, it is interesting to note that 
sometimes we get customers who proactively ask us to build a special relationship with their executive leadership. Of 
course, we also don’t lose sight of the fact that a key outcome is to enhance the revenue potential of the customer by 
enhancing the value of interactions and solutions over the life cycle of the customer. Our mantra at VMware is 
“Customer for Life.”

  
2. What are some of the new trends around customer experience management that are becoming critical in a highly  
    digital environment such as yours?
 

Bask Iyer: I have noticed a new trend these days. Every business is adopting the B2C model, which revolves around 
customer centricity. The buyer of a B2B business is also a customer and needs to be given a unique experience similar 
to what a B2C customer receives. Companies like Flipkart, Amazon, Uber and Ola have created unique experiences for 
their end customers that are unmatched and extremely simple, while in a B2B scenario the experience is still quite 
complex. In fact, there are many other functions like supply chain and procurement involved in the process, thereby 



making it complex and time-consuming. B2B organizations that have not yet adopted the B2C model needed to examine 
their CX strategy and bring in elements from B2C models to deliver a unique experience to their customers ein every 
interaction.

 
3. In your view, what is the role of tech support in delivering superior customer experience to end consumers in a     

highly digitized environment?

Bask Iyer: Earlier, organizations looked at tech support as a cost center and used to outsource the service to the 
cheapest vendor, neglecting the experience quotient related to it. As a result, end customers were not happy with the 
experience or the service that was being provided. Complaints started pouring in, leading to customer frustration on 
various online blogs and forums. I see tech support as more of a strategic partner rather than just a cost center. At 
VMware, we have started building in-house CX centers that work seamlessly with the tech support vendors to deliver 
exceptional CX to the end customers. 
Support vendors should add value by mining customer data through voice recordings, surveys, CRM tools, etc. and 
provide consultation to technology companies, such as ourselves, as to why a customer calls in the first place. 
Companies can then implement ways and strategies to make sure that customers don’t have a reason to call at all. Even 
if the customers call the support center for assistance, they should be provided with a ‘WOW’ experience deserving of 
their loyalty.
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Chief Information
Officer, VMware



1. Is customer experience an integral part of your overall customer operations strategy at RealNetworks?

Claudia Lowman: Yes, to the degree that we can influence and control but recognize that we are just one part of a  
  customer’s journey, so our reach is limited from customer operations.  We do, however, share the voice of customer  
 stories on a weekly basis, which influences future product releases and marketing programs.  As for who   
 should be the custodian of customer experience management in any organization?  Ideally it would have executive  
 sponsorship led by a customer experience professional with product marketing, customer support and product  
 management acting as key stakeholders.  The CX professional may operate as a distinct function but most effectively  
 would operate within product marketing or product management, depending on how the organization was structured. 
 
2. What are some of the new trends you observe around customer experience management in the industry?  

Claudia Lowman: Some of the trends that I’ve seen are related to understanding and investing in how employee  
 experience plays an important part in customer experience management and delivering on the promise of the brand.   
 I’m also seeing increased focus on reducing friction and making it easy for the customer. 

3. How can tech support play a pivotal role in delivering superior customer experience to the end consumers? 
  

Claudia Lowman: As just one step in the customer journey, tech support can be pivotal because it is often one of  
 the few personal interactions a customer has with the company.  It presents a great opportunity to create a   
 memorable, ‘wow’ experience.  These memorable experiences don’t just happen.  They need to be built / planned into  
 the journey.  One way tech support can do this is to anticipate the needs of the customer on what might come next  
 and address it in the current interaction or take time to show them something that will help them get more out of the  
 product / service that they may not be aware of.  Another way is to ‘own the issue’ and make it easy for the   
 customer; don’t bounce them from department to department and make them retell their story.  One of my favorite  
 ways is to be proactive – tell them when you’ve identified a problem and keep them notified of the status until it’s  
 resolved, so they don’t have to chase it down.  Not only is this more convenient, but it also builds trust. Tech support  
 should also capture the voice of the customer and share the findings with the rest of the organization to identify the  
 actual customer experience and where it is going well and what can be improved upon.
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4. Do you use big data / analytics in managing your customer experience initiatives?
 
 Claudia Lowman: Yes, our customer experience initiatives have been influenced by big data. Using big data, we  
 monitor customer usage on several key metrics over time.  We have found that certain key actions lead to other  
 actions that then drive both engagement and viral behavior.  As a result of those findings, we have identified multiple  
 ways to ‘serve’ an experience to the customer that will help them discover new content or even old content that hadn’t  
 been viewed, without being intrusive.  This re-engages the customers and allows them to get more value out of 
 the service.    

5. What are some of the other significant trends you believe will impact customer experience in the next five years? 

 Claudia Lowman: I think one of the most significant trends that will impact customer experience will be about  
 being where the customer is and engaging with them when, where and how they choose.  This can be everything  
 from what payment methods are offered, where the product is available, to how they can get help–in app, social,  
 wearables and other traditional channels.

Claudia Lowman
GM, RealNetworks



1. Is customer experience an integral part of your strategy and consulting initiatives with your clients? In your view, 
who should be the custodian of customer experience management in any organization?

 Jeanne Bliss:  Customer experience is a key discipline that I employ with clients and the C-suite of organizations 
employ inside their organizations.  I like to consider what the organization size is, their maturity and the complexity of 
their transformation before we make a decision on who will enable and guide this process.  Many organizations, as 
you know, are advocating for a CXO (customer experience officer) or CCO (chief customer officer).  There are many 
clients who begin with a strong cross-functional team so that we can determine the best solution for the organization.  
In both of these instances, the work involves embedding new competencies for how the company operates, starting 
with the goal of improving customers’ lives to earn business growth.  As we do this work, drive operational changes 
and tackle cultural issues, the structure and approach for how to proceed becomes clearer.  There is no ‘one size fits 
all’ formula. 
 

2: What are some of the new trends you observe around customer experience management strategies that are 
becoming critical?

 Jeanne Bliss:  I am pleased to see that some of the fanaticism around social media and big data are starting to be    
 merged into a one-company customer experience, approach.  The same applies to mobile.  These efforts that were  
 well-intentioned  as projects to improve the customer experience grew in many cases in independent silos.  The work  
 now needs to be done to integrate these efforts – so they appear seamless to customers.
 

3: Big data / analytics is one of the key areas of investments marketers are recommending for businesses to 
differentiate. Would you like to share any insights from your organization or any best practices you are observing 
from the CMO world?

Jeanne Bliss:  The key is to be focused.  We use the customer journey to pinpoint the critical intersection points in  
 the customer journey and then use a laser beam focus to understand customer behavior at those intersection points  
 with big data.  We pair that with other types of customer feedback, such as social media, surveys and complaints to  
 tell a well-rounded story of customers’ lives. The risk here is getting too enamored with the data – and not having an 

Jeanne Bliss 
President - 

Customerbliss 
& Co-Founder 

Customer Experience 
Professionals Association

J Bli



end in mind for why we are churning it.  Using the journey as the business decision blueprint for why we are asking  
 for data can provide that focus. 
 

4: What are some of the other significant trends you believe will impact customer and brand experience in the next 
5 years?

 Jeanne Bliss: The reorganization of business operations by customer groups / segments / needs / experiences is  
 one that many of my clients are exploring.  The idea here is not to blow up the silos, but to create cross-functional  
 working groups that are all compensated for metrics that align with one another to deliver complete experiences.  We  
 inadvertently pit our people in opposing actions and tracks with metrics and compensation.  This human and   
 behavioral part of enabling customer experience is critical – and I’m glad people are beginning to tackle it.
 

5: How can technology support play a pivotal role in delivering superior customer experience? What are the other 
key touchpoints (apart from support) to consider in order to deliver seamless customer experience to the 

    end consumers?

 Jeanne Bliss: The power of technology lies in using ‘high tech’ to enable ‘high touch’. Customers expect companies  
 to know them.  They expect the company to enable them to self-serve, and remember the customer when they   
 interact in person. This “you know me” aspect of customer experience is a critical element that technology will do  
 well in serving organizations and earning customer advocacy.
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1. Who should be the custodian of your customer's experience?

Brendan Gallagher: At CSS Corp, we believe customer experience (CX) is the greatest differentiator for your business 
strategy. The corner stone of our strategy has been "Let's Simplify" . We try and break down the elements of experience, 
be it technology, strategy or support to drive better understanding of the changing customer landscape. In this interview 
series, we bring you insights from CMOs and Experience experts, who are re-defining and re-imagining their CX 
strategies to help build great experiences, and drive brand stickiness. We hope you like our series.

2. Is customer experience an integral part of your brand strategy and consulting initiatives with your clients? In your  
 view, who should be the custodian of customer experience management in any organization?

 Brendan Gallagher: Customer experience should be everyone’s job, because an experience manifests itself at any  
 touchpoint with the customer. Whether it’s marketing, customer service, or sales, the customer experience will define  
 your brand.

3. What are some of the new trends around customer experience management that are becoming critical in a 
 digital environment?

 Brendan Gallagher: Digital has enabled new channels for engaging with our customers. These customers’   
expectations are set by their entire online experience, not simply their experience with your brand. These customers are  
 enabled by mobile, energized by social, and do not answer to “because that’s the way it is”.

4. In your view, what is the role of tech support in delivering superior customer experience to end consumers?

       Brendan Gallagher: Tech support should make the tech itself invisible to our customers, revealing only
        the experience.

Brendan Gallagher
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5. Big data / analytics is one of the key areas of investments marketers are recommending for businesses to   
 differentiate. Would you like to share any insights from your organization or any best practices that you are  
 observing from the CMO world?

 Brendan Gallagher: Data is the soil from which all of our ideas must grow. And we’re in the ideas business.

6. What are some of the other significant trends you believe will impact customer experience in the next five years?

      Brendan Gallagher: I mentioned the Age of Empowerment earlier as it pertains to our customers. But we also need 
to recognize that it’s colliding with the Era of Convergence. Digital blurs the lines between friends and enemies, as well 
as vendors and competitors. The iPhone didn’t just hurt Nokia, but also Nintendo, Garmin and even Nikon.
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1. Is customer experience an integral part of your overall customer operations strategy? In your view, who should  
 be the custodian of customer experience management in any organization?

 Garry Schultz: If customer experience is not a part of corporate strategy, then a corporate collapse is just around the  
 corner. A successful customer experience program has a number of stakeholders spanning across multiple traditional 
   departments; marketing, IT and customer care being the dominant departments. Within the departments, the effort  
 breaks down to tactical functions, data-harvest, thresholding-algorithms and analytics. Note my use of the phrase  
 'traditional departments'. to return the maximal value, the traditional lines of delineation between the departments must  
 be dissolved. Success is not about marketing, IT and customer care attempting to work together; what is needed is a  
 Marketing & IT Care department to pull it together.

2. What are some of the new trends you observe around customer experience management in the industry?

 Garry Schultz: On the tactical level telephony volume is waning and social media is waxing. Notable that Social  
 Media is waxing in a very peculiar way - Omni channel. Consumers are apt to use social media for pre- / post-sale  
 services, but the tendency is to leverage multiple social channels almost simultaneously. A consumer may tweet, post  
 on Facebook and on Yelp, all within 60 seconds. Better get the tools deployed for your agents to keep up with this  
 Tsunami of questions. On the strategic level, I am hoping the Holacracy movement gains momentum. Holacracy's  
 distributed authority model is somewhat like the empowered agent idea but far less restrictive. What it means is that  
 more decisions will be made by the outsource agents and their leads, and what it will yield is consumer lifetime-value  
 in the form of churn reduction. It also means clients and vendors have to discard the heavy hand of the traditional SLA  
 and move to a partnership model.

3. How can tech support play a pivotal role in delivering superior customer experience to the end consumers?

 Garry Schultz: Tech support is an anachronism; it is time to find a better term. Considering that products are  
 realizing the goal of being self-healing, that auto-trigger algorithms have been deployed by the most enlightened  
 corporations, hat computer-based devices are quickly migrating to the same state the internal combustion engine has  
 reached (to cite any car from the last five years where the manufacturer has bolted a huge plastic cowling hiding the  
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  engine.... keep out it shouts). Ok, so some consumers will require assistance with technical issues. But it is   
   not about  technical support it is about the customer experience. The industry needs to find a better term.

4. Do you use big data / analytics in managing your customer experience initiatives? Would you like to share any  
 insights from your previous organization or any best practices you are currently observing in the industry?

 Garry Schultz: My answer to question-1 covers the first part of this question. As for best-practices, I suggest a  
 vigilant eye on conclusions, a diligent mind on cause-and-effects and a reverent perspective on the actions that follow  
 the analysis. In practical terms: Vigilant eye on conclusions - watch the egregious claims made by colleagues; I have  
 heard crazy claims based on faulty data interpretation. Diligent mind -cause-and-effect eludes some otherwise very  
 smart people; I have seen some zany correlations. Reverent perspective - some people have a difficult time believing  
 the data, and that will impede action. Question deeply, but respect the data-driven conclusions even if you do not 
 like them.

5. What are some of the other significant trends you believe will impact customer experience in the next five years?

Garry Schultz: I often take umbrage to claims that social media has given the customer a voice. As if the pre-Twitter 
/ Facebook customer had zero recourse. Not true in my career span. Let them eat cake was a long time ago. Social 
Media has given the consumer a voice and (to borrow from The Simpson's) emboldened them. But there is no filter, 
there is no veracity check. Irreparable damage to people and corporate entities by any, misguided, ill-informed, 
vigilante is here and there is little recourse once you have been besmirched. Ok so United hates guitars but the hunter 
dentist is another matter altogether, did he deserve to have his life disrupted?

Garry Schultz
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Annette Franz 
CCXP
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1. Is customer experience an integral part of your strategy and consulting initiatives? In your view, who should be the 
custodian of customer experience management in any organization?

 Annette Franz: Customer experience has to be a part of my strategy and consulting initiatives. I'm a customer experience 
consultant, but I also focus on the employee experience, as it drives the customer experience. Without a great employee 
experience, your customer experience will flounder. Ultimately, the CEO is the custodian; without his or her commitment to 
focusing on the customer and the customer experience, it won't matter who owns and oversees the day-to-day activities. 
Beyond the CEO, the chief customer officer (CCO) is often the one to operationalize the customer experience strategy. The 
CCO role, however, is typically seen in larger organizations. In smaller organizations, we might see ownership land with 
the head of marketing; sometimes there is a VP of customer experience. Regardless, there also needs to be some 
governance structure that ensures oversight and execution of the customer experience strategy.

2. What are some of the new trends you observe around customer experience management strategies that are 
becoming critical?

    Annette Franz: It is hard to talk about trends when there are still so many companies that need to get the basics right. For 
example, while companies might be listening to their customers, they are not necessarily acting on the feedback. That is 
pointless. Or they are so focused on the metric that they overlook what customers are actually saying. If I had to talk about 
trends that are becoming critical, I would pick two: simplify and personalize. The aim here is to reduce customer effort, be 
easy to dobusiness with and know the customer.

3. Big data / analytics are some of the key areas of investments marketers are recommending for businesses to 
differentiate. Would you like to share any insights from your organization or any best practices you are currently 
observing from the CMO world?

    Annette Franz: A lot has been said about predictive analytics, but I am starting to see movement toward prescriptive  
 analytics, where the output is some set of actions that the business must take to achieve the desired outcome. This type  
 of analysis is exactly what is needed to get companies to move from listening to acting. Oftentimes, the specific actions  
 needed to make a dent in customer experience are not clear; prescriptive analytics adds clarity. Of course, the analysis  
 is only as good as the data fed into it, so it is critical to ensure  that the data is relevant and actionable.



4. What are some of the other significant trends you believe will impact customer and brand experience in the next        
five years?

   Annette Franz: Here are a few things that I believe need to happen in order to positively impact customer experience in the 
near future focus on employee experience and the employee engagement problem; use prescriptive analytics to drive action 
in order to increase customer satisfaction and customer retention; empathy training for employees; and widespread 
adoption of customer journey mapping to better understand the customer and his experience today in order to improve 

   it tomorrow.

5. How can technology support play a pivotal role in delivering superior customer experience? What are the other key 
touchpoints (apart from support) to consider in order to deliver seamless customer experience to the end consumers?

   Annette Franz: Technology is a tool to facilitate the experience; it is an experience enabler, as I've called it in the past. It 
can be a help or a hindrance. It all depends on how well it does what it was programmed to do. As for other key 
touchpoints, the customer experience is a journey. The customer's relationship with an organization is a journey. Customer 
experience happens long before a customer support call. As a matter of fact, in the case of a support incidence, the 
breakdown often happens much earlier in the relationship; e.g., incorrect expectations set or the product was not properly 
tested, and that's why the customer needs to call support. The best way to understand which touchpoints are 

   most important to the experience, which are those key moments of truth, is to map the experience.
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Aditya Nath Jha
CEO, Krayon Pictures

1. How do you see CX to be an integral part of the movie business? In your view, who should be the custodian of 
customer experience management in any organization?

    Aditya Nath Jha: Unlike any other business, in the movie business you do not get a second chance on the output. 
You spend 2 - 3 years making a movie and within the first week of its release, the fate of your film is decided. Other 
products like a soap, a software product or a car can be corrected, tweaked and modified for its next release or 
version, as per the feedback on its first version. Basically in those products, you get more chances and time to remain 
competitive in a market. While making movies, one cannot come up with a second version. The verdict of the 
customer is based on their experience in viewing your movie. It is actually a do-or-die situation in the movie business. 
The entire effort, time and money is based on what CX is contained in the movie hall. You get only once chance and 
the word of mouth spreads rapidly. It is a very unique business as you succeed or fail immediately based on the CX 
that you provide.

 Unlike a service business, the CX in a movie business is directly connected to product experience; that is, the 
experience you get while watching the movie. Everyone involved in making the movie is responsible for the CX. 
Everyone from the director and actor, to the scriptwriter and the cameraman, as well as the costume designer and all 
the others involved, have to focus on providing a great customer experience from their point of view.  

2. How do you design your product and what elements do you take into account to ensure your customers have a 
    great experience? 

    Aditya Nath Jha: Let me begin with how movies began. There is a place in Spain known as Cave of Altamira, which 
consists of cave paintings that are over 10,000 years old. When you enter the cave, it is like actually entering a movie 
hall. The walls of the cave are like a screen, and on the walls are paintings of hunting scenes. For example, one of the 
scene showed a bison running and when you enter the cave with a flickering light, the painting gives you a feeling of 
motion. Those days, humans were mostly hunters, and by looking at these paintings, they used to get a feel of a live 
bison running towards them. The hunter felt the fear and when the actual hunt happened, the fear was something that 
had been felt before – this is an effect called ‘sublimation’, where the viewer has experienced something to the point 
that he/she 'identifies' with it. 

     Similarly, in the case of movies, it does not matter with whom you have visited the theatre; once the movie begins, 
you, ideally, should ‘sublime’ - become one with the screen. You should be able to become a part of the story and 
therefore identify with the characters, story line, music, etc. Therefore, every aspect of the movie needs to be 



designed for it to be sublime, so that you lose consciousness of the world around you. That is actually the CX a  
movie-maker aims for. 

    The way you design the story, it has to work at different levels. It has to be universally true and emotional in nature.  
Emotions like revenge, love are very primal to humans. In the movie business, you generally design your story in 
which the main plot has an emotional touch that resonates well with the audience. On top of it you layer the story with 
technology, pace, unexpected twists, and contemporary stuff. Take a story like Othello, the spine of the movie is 
'jealousy destroys everything' . Now it has been remade as Omkara in India but was packaged differently as per the 
contemporary style of our culture. That’s how you design the film. The customers, at the end, need to identify with the

     film at an emotional level, as well as a cultural level and the action needs to click too.
     Every frame in a movie has some 500 people contributing to the frame like the makeup artist, light-man, costume 

designer, actors, background actors, cameraman, scriptwriter, dialogue writer, music director, sound recorder, and 
many more. Each one of them has to work in tandem to create that perfect shot. A movie is nothing but a series of 
moving shots. It’s also extremely critical to decide what type of response you would want from the customers for the 
moving shots. Recall the first scene when Gabbar was introduced in the legendary Indian film Sholay? He was seen 
walking on rocks, you only see his legs and below him were his three subordinates standing. In that frame, along with 
the background music, a power equation is established immediately. We deduce that Gabbar is powerful and also evil. 
Hence, in the movie business, cross-functional collaboration is key to creating a great product and 

     great CX.  

3. What are some of the trends you have observed around customer experience management in movies?

    Aditya Nath Jha: Take for example, when Avatar was released, the CX in 3D got a new definition which was never     
  experienced before, that was far more immersive. It started a new trend where every producer and director started     
  believing that a 3D film is a better CX. That created a rush and movies in 2Ds were being transformed into 3Ds     
 through a process called ‘Rotoscopy’ in hope of delivering a great CX. That's an example of a technological   
 trend. In future, virtual reality / augmented reality will probably take over the CX.

    Let’s look at an example during 2001, when both Dil Chahta Hai Lagaan were released. If you look back, DCH had a  
 bigger impact from a CX point of view. On the other hand, Lagaan went to the Oscars but there was no new trend that  
 the movie could create. DCH, on the other hand, started a trend of hip-youth, lifestyle, fashion, language, clothing,     
 and you saw that trend followed even in movies which were released thereafter. That eventually changed the social  
 behaviour and boundaries of the conservative Indian audience. That's an example of cultural trend. Movies need to 
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keep pace with, and possibly, be ahead of the cultural trends in society. 
  The other trend is due to the rise of technology and big data; there are companies like Epagogix (in Greek it means   

knowledge from experience) who can analyse your story and predict its box office potential. They generally do this by  
comparing and analysing your script with respect to all the other historical movies in their database and figuring out 
patterns and relationships which would cater to the audience more. I have tested my script with them, and interestingly, 
they would come out with recommendation to make your script even better. So I would say this is the new emerging 
trend in the movie business. It's now possible, with big data, to analyse scripts and figure out the flaws. 

   Essentially, the movies which were able to elicit a positive response from the audience and set up new trends are the 
ones which kept in mind the ethos of the nation along with the changes in social behaviour.

4. Where do you see elements of social and online medium impacting movies? 

  Aditya Nath Jha: What has happened in today’s movie business is that marketing has come into existence. 40 years 
ago, the only way a movie was promoted was by theatrical trailers and that used to entice the audience into watching 
the film. In this last decade, movies have significantly learnt the art of integrated marketing and the mediums to reach 
the captive audience have increased immensely. These days you see films being promoted on your smart phone, 
YouTube, social media channels like Facebook, Twitter, along with traditional mediums such as newspapers, live events 
& interviews, etc. Movie stars have also become celebrities where they promote their films on every TV channel, reality 
shows, news channels, social functions, social media, etc. Hence the avenues of projection have increased significantly 
specially with the advent of social media. The movie business is catching up with traditional business in terms of 
learning how to market or promote the product through an integrated approach. 

   A 100 crore moviemaker knows that they have to recover the money in the first week itself as the life span of a movie 
has reduced significantly with so many movies releasing every year. The producers are spending a significant amount of 
money on various promotional platforms trying to make sure that they pull in as many audiences as they can in the first 
week itself. If the product is acceptable it will survive, else it won’t and the producer knows it. 

5. What’s the effect of piracy in the entire movie business? What are the new trends you observe in the movie 
industry? 

    Aditya Nath Jha: Well, piracy has zero impact in the movie business. Not a single good movie has failed because of  
 piracy. It’s actually the other way round, the bigger you are or the more popular your product is, the more you

    get  pirated. 
    Now coming to the trends, franchise culture has started in India. Some of the biggest hits, globally, are franchises –    

Aditya Nath Jha
CEO, Krayon Pictures



 like Rocky, Rambo, Star Wars and Indiana Jones. Hindi films are following the same pattern with  Dhoom, Golmal,   
 Welcome, Singham, Murder, etc. This can be linked directly to customer engagement because it’s the same viewers     
 or customers who have actually bought in or liked either the characters of the film or the story line and they want to  
 see more of it. Hence, producers are taking full advantage by creating sequels of the characters or the story line till the  
 customers gets tired of it. 

    The other trend I could think of, is making a film on the superhero comic books as it has a universal acceptance and  
 caters to a larger audience throughout the world from children to the grandfather. Superman and Batman are examples  
 of this. This way you actually increase your potential customer or viewer base and the possibility of your movie   
 earning more increases.  

6. In the movie industry who is the one who takes the blame if a movie fails to deliver a good customer experience?

    Aditya Nath Jha: There are actually 3 people who take the blame. One is the financial blame where you lose money,  
 hence the producer pays the financial price. The other two are the director and the story writer who takes the public or  
 the critics blame. 

7. What are the various measures to gauge the success of a film? Is box office collection the only measure 
    of success? 

    Aditya Nath Jha: The answer is extremely simple – ‘Are you alive to make the next film?’. There are two dimensions     
 to measuring the success of a film. One is the financial dimension which is nothing but the return on investment. Take  
 for example, the movie ‘Bheja Fry’ which was made on a budget of about 85 Lakhs and it did business worth about  
 20 crores. Now if you calculate the ROI, it is more than 2000% which is huge. This is what is called the 

    financial success. 
    The second dimension is the critical angle. The movie industry has an eye for talent and it recognizes films or talents    

 even if they don’t do big business or make money. Critical measure is the sum of all the reviews, word of mouth, etc.  
 There are a lot of movies which don’t do great business but still the director, story writer or the actor gets a chance to  
 showcase their abilities in the next film. 

    Basically the sign of a truly great film which earns a lot of respect and money, are the movies which are seen again  
 and again by the same customers. I have gone and seen Sholay around 18 times in the theatre. That’s the sign of a  
 great CX in the movie business. You can even compare it with going to the same place for holiday every year. 
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1. Is customer experience an integral part of your strategy and consulting initiatives with your clients? In your view,
who should be the custodian of customer experience management in any organization?

    Jeanne Bliss: Customer experience is a key discipline that I work with clients and the C-suite of organizations to 
deliver inside their organizations.  I like to consider what the organization size is, their maturity and complexity of their 
transformation before we make a decision on who will enable and guide this process.  Many organizations, as you 
know, are advocating for a CXO (Customer Experience Officer) or CCO (Chief Customer Officer).  There are many 
clients who begin with a strong cross-functional team as well so that we can determine the best solution for the 
organization.  In both of these instances, the work is to begin embedding new competencies for how the company 
operates, starting with the goal of improving customers’ lives to earn business growth.  As we do this work, drive 
operational changes and tackle cultural issues, the structure and approach for how to proceed becomes clearer.  
There is no one-size-fits-all formula. 

2. What are some of the new trends you observe around Customer Experience Management strategies that are 
becoming critical?

     Jeanne Bliss: I am pleased to see that some of the fanaticism around social media and big data are starting to be 
merged into a one-company customer experience approach.  The same applies to mobile.  These efforts that were 
well-intentioned as projects to improve the customer experience grew in many cases in independent silos.  The work 
now needs to be done to integrate these efforts – so they appear seamless to customers.

3. Big data / analytics are some of the key areas of investments marketers are recommending for businesses to 
differentiate. Would you like to share any insights from your organization or any best practices you are observing
from the CMO world?

     Jeanne Bliss: The key is to be focused.  We use the customer journey to pinpoint the critical intersection points in 
the customer journey and then use laser beam focus to understand customer behavior at those intersection points 
with big data.  We pair that with other types of customer feedback, such as social media, surveys and complaints to 
tell a well-rounded story of customers’ lives. 

     The risk here is getting too enamored with the data – and not having an end in mind for why we are churning it.  Using 
the journey as the business decision blueprint for why we are asking for data can provide that focus. 
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4. What are some of the other significant trends you believe will impact customer and brand experience in the next 
five years?

    Jeanne Bliss: The reorganization of business operations by customer groups or segments or needs or experience is    
 one that many of my clients are exploring.  The idea here is not to blow up the silos, but to create cross-functional  
 working groups who are all compensated for metrics that align with one another to deliver complete experiences.  We  
 inadvertently pit our people in opposing actions and tracks with metrics and compensation.  This human and     
 behavioral part of enabling customer experience is critical – and I’m glad people are beginning to tackle it.

 

5. How can technology support play a pivotal role in delivering superior customer experience? What are the other 
key touchpoints (other than support) to consider in order to deliver seamless customer experience to the

    end consumers?

    Jeanne Bliss:The power of technology is to use ‘high tech’ to enable ‘high touch’.  Customers expect companies to   
 know them.  They expect the company to enable them to self-serve, but yet be remembered when they interact in   
 person.  This ‘you know me’ aspect of customer experience is a critical element that technology will do well in serving  
 organizations in earning customer advocacy.
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