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OVERVIEW
Many organizations have
not yet even considered the
effect customer engagement
could have on their business.
This e-book synthesizes
the customer engagement
maturity model.
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Customer Maturity Model
Digital transformation can help you reconsider customer engagement, build product and services
fans and keep customers engaged throughout the entirety of the lifecycle.
Digital transformation can also give employees the power to provide personable customer service.
It is important that before your employees can provide effective and engaging customer service,
they must first understand the software themselves.
It is important to also rethink product and service
transformation while analyzing data and using it to
enter new markets and focusing on agility.
The following Forester Research customer experience
maturity model gives an indication of how much of
a business is centered around customer experience.
Nearly 40% of businesses have not even considered
putting any sort of customer experience programs in
place.

Level 1: Interested
19% of organizations are at this most basic level,
where they certainly realize that the experience of the
customer is integral, but they haven’t yet established a
solid plan (including funding) for implementing said customer support. Key Performance Indicators
(KPI) regarding the customer are limited in this level. The main goal is to raise awareness of the
benefits of implementing this customer experience. The Voice of Customer, or VoC, is initially
evaluated in this stage.
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Level 2: Invested
At 22%, the greatest percentage of businesses that have considered customer experience in
some capacity fall into this category of maturity. A step above being just interested in customer
service, these organizations have begun to establish programs, but it has not yet translated
to profitability for the company. The senior leader begins to add customer experience to their
direct reports in this phase.
Level 3: Committed
Only 11% of organizations have achieved this level of maturity. The difference between
being invested and being committed involves how involved management is in the customer
experience. They recognize that positive engaging customer experience can have an effect on
financial results. Their customer journey mapping involves tailored programs for each element
of the customer lifecycle.
Level 4: Engaged
Even fewer companies have made it to this level of customer experience. 8% of companies
have invested this deeply in engaging customer experience and it is a fundamental aspect of
their everyday operations. The organization has taken great steps to identify poor customer
experience points and provide better training to handle these situations.
Level 5: Embedded
The smallest and most customer experience-dedicated echelon of organizations. Customer
engagement is so interwoven in the DNA of these companies that it is their main focus. Going
above and beyond for the customer is fully realized in this level. Key performance indicators
are linked to growth strategy, funding investments, and compensation.

Five Steps for Executing Customer
Experience Program based on VoC
1. Relationship tracking
2. Interaction monitoring
3. Continuous listening
4. Project infusion
5. Periodic immersion
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Why is Customer Experience So
Important to Your Organization?
• 86% of customers say
they will pay more if it
means a more positive
customer experience
(Forbes).
• 86% of customers also
say they will take their
business elsewhere if
they have a negative
customer experience
with a company (Harris
Interactive).
• Nearly 90% of
companies say their
primary means for competing is centered around customer experience (Gartner).
• Remarkably, only 1% of customers actually think their vendors are meeting customer experience
expectations (Forbes).

KEY FOCUS AREAS BY MATURITY LEVEL
Level 1

Level 2

Level 3

Level 4

Level 5

Key
Focus

Explore
Opportunities

Fix
Problems

Redesign
Processes

Empower
Employees

Sustain
Customer centric
DNA

Cultural
Change

Raise
Awareness

Get
Buy-in

Solidify
Beliefs

Align all HR
Systems

Sustain
Customer centric
DNA
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Customer Lifecycle
1

2

7

3

6

5

4

Listen This phase involves building fans, surveys, listening with social media, email, and
sentiment analysis.
Attract The attract phase includes marketing automation (web, social, and email), with
personalized targeting to your audience.
Acquire This phase includes lead and opportunity management, quoting, and knowledge base.
Serve The often overlooked serve phase includes service management, case management,
field service, and portals.
Expand The expand phase also includes marketing automation, cross/upselling, and staying up
to date with current wants/needs for business.
Retain This phase encompasses surveys, follow-ups, touch points, and further nurturing of
campaigns.
Enable The last step of the customer lifecycle includes portals, self-service, reporting, and
feedback, which begins the cycle once again.
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About Arbela
Arbela Technologies is a global consulting firm that gives organizations the tools to transform
and expand their businesses. Our professional consultants provide strategic consulting,
implementation services, support and managed services and pre-built software solutions
that help our clients innovate and reinvigorate customer, employee, partner and supplier
experiences and processes using Microsoft Dynamics 365, ERP, CRM, Business Intelligence/
Analytics and related Microsoft cloud solutions.

OUR EXPERIENCE
We have been in the industry over 15 years, and have been a proud Certified Microsoft Partner since 2002. With over 100 certified professionals, we have knowledgeable experts ready
to assist with and advise your organization toward making strategic business decisions.

98%

customer
retention rate

100+

implementations

Top 5%

of global Microsoft
Dynamics Partners

WHY ARBELA?
We are focused on cultivating meaningful relationships with our clients, and we believe the
best way to do this is through valuable knowledge and a powerful set of core values. We
provide each of our clients with the same level of integrity, and we are on the cutting edge of
discovering and implementing efficient processes.
LEARN MORE
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