
Nearly 80 per cent of customers tell more people 
about a negative experience than a positive one 

onsumers are saying it’s still 

so hard to navigate and resolve 

customer-service issues. The growing 

number of touchpoints has had the 

negative effect of widening the gap 

between brands and consumers. 

To understand these concerns better, 

and how customers feel about the 

state of customer service in Australia, 

CPM Australia partnered with the 

Australian Consumer Retail and 

Services (ACRS) Omnibus Tracker to 

explore these challenges. The State 

of Customer Service in Australia 

Report reveals critical gaps between 

customer-service expectations of 

excellence, ease and accessibility, and 

the disappointing realities of a lack of 

consistency and response.

Today’s brands and retailers know full 

well they face enormous challenges 

in activating their brands in the face 

of an overcrowded marketplace 

with an increasingly empowered 

customer. As custodians of leading 

Australian brands, we invest in up-to-

date research to keep a close eye on 

the changing consumer landscape 

to develop a greater understanding 

of Australians’ expectations of their 

customer-service experiences and 

channel preferences.

The research suggests that 

Australians’ tolerance for fragmented 

experiences is lower than ever. Most 

customers today expect that every 

new interaction with a particular 

organisation – by phone, internet, 

webchat, social media – will be 

personalised and occur in the context 

of the other. The study confirms that 

customers’ expectations are higher, 

they’re more empowered by social 

sharing, and are more willing to end 

their shopping relationship with those 

brands or retailers that don’t meet 

their needs. 

When asked to share a buying 

experience within the past three 

months – either in-store or online 

– more than half of the customers 

responded that they’d had a mix of 

experiences. Those respondents 

aged 18-34 years recorded the most 

negative experiences at eight per 

cent, while those aged 35-54 had the 

most mixed experiences, at 58 per 

cent. Among the most satisfied were 

the older segment (aged 55-74) who 

recorded the most positive interactions 

at 56 per cent.

These statistics are consistent with 

the latest research into consumer 

behaviour. As consumers have adapted 

to the convenience of online shopping, 

they’re expecting their shopping 

experiences to be consistent with their 

e-commerce habits.

The research also reinforces the 

power of word of mouth as the most 

popular channel. It reveals that the 

majority of disappointed consumers 

share their customer-service 

experiences with one to five people. 

Seventy-nine per cent of people who 

had a negative experience will air their 

grievances with friends. By contrast, 72 

per cent of people who had a positive 

experience will tell their friends about 

it. The ever-social millennials said they 

will express their good fortune to more 

than 20 people. 

It’s been a longstanding belief that 

recommendations from friends and 

family amount to the most influential 

channel over all other forms of 

marketing. Yet, if consumers value 

word of mouth and marketers believe 

it’s effective, why aren’t brand owners 

concentrating on it? 

The problem is that, for the past 

few years, brands and retailers have 

focused more on ‘collecting’ instead of 

‘connecting’ directly with customers. In 

other words, brands can get too caught 

up in collecting social-media fans, while 

forgetting to actually connect with 

them. Having 100 really passionate 

fans who love your brand or product is 

much better than having 10,000 ‘fans’ 

who’ve signed up just on the off chance 

of winning a new gadget.

The survey also reveals some costly 

Today’s consumers are faced with more choices than ever when considering how they want to reach a brand. 

They’re more digitally connected, socially networked and better informed than ever before. 
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At CPM, Martin helps 

convert client needs, 

business realities 

and new technologies 

into meaningful and 

differentiated programs 

and customer-growth 

strategies. His 

longstanding clients 

benefit from our contact 

centre’s excellence 

in customer service 

and sales delivery. 

Whether working at 

executive level or 

directly motivating 

frontline staff, Martin 

consistently delivers 

exceptional customer 

experience, operational 

effectiveness and 

employee engagement, 

which results in revenue 

growth.

About CPM Australia 
Contact Centre
We bring energy and 

passion to help our 

clients win customers 

and sell more products. 

Our significant contact-

centre expertise is a 

key driver in helping 

Australian companies 

increase sales, provide 

service excellence and, 

most importantly, help 

build lasting connections 

with their customers. 

Having contact centres 

right here in Australia, 

staffed by people who 

understand what it means 

to live and work here, 

enables us to cover all 

time zones and to focus 

solely on serving the 

needs of the Australian 

consumer.

HOW DO CUSTOMERS FEEL  

ABOUT THE STATE OF  
CUSTOMER SERVICE IN AUSTRALIA?

“Brands can get too caught up  

in collecting social-media fans,  

while forgetting to actually  

connect with them.”
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realisations. More than one 

third (34 per cent) of customers 

surveyed have stopped shopping 

at a company in the past 

year due to a poor customer-

service experience. In terms of 

generations, Baby Boomers are 

the most tolerant and likely to 

be loyal, repeating customers, 

whereas those in Generation X are 

the most likely to abandon further 

relationships or purchases.

In today’s competitive markets, 

brands can’t afford to lose sales 

due to poor customer service. 

This research confirms that 

customer-service stories spread 

widely – especially bad ones – and 

in our experience, you’re typically 

judged by your resolution and not 

the initial issue. The quality and 

immediacy of contact, response 

and resolution of complaints or 

queries cannot be underestimated 

in a world where consumers are 

less brand loyal and where social 

media and word of mouth can 

make or break brands. 

In an age when technology 

dominates our lives, the research 

also shows that dealing with 

human beings trumps social 

and mobile channels. Across 

all the age groups, 61 per cent 

said an important factor in good 

customer-service experience 

was getting the query resolved at 

the first attempt, and 60 per cent 

valued speaking with someone 

in Australia. A connection with a 

human being and having a quality 

conversation are more meaningful 

to people and create a more 

powerful customer experience.

The study also suggests social-

media and mobile channels will not 

solve customer-service queries. 

For both simple and complex 

inquiries, customers said they 

would prefer to speak to a real 

person. Their top-three preferred 

communication channels were: 

speaking with a real person on the 

phone, followed by face-to-face 

communication (in store) and, in 

third place, communication by 

email. The study confirms that 

not only are customers seeking a 

human connection, but also local 

Australian knowledge. 

The research reminds us that 

customer experience is not a 

one-time event, and that every 

single interaction is going to 

be different. It also tells us 

that people want to engage 

with companies in a way that 

is familiar to them and that, to 

trust the brand, they want choice 

and a human touch. Evidently, 

traditional channels are still 

relevant to people in Australia, so 

part of the solution lies in getting 

the right balance between the 

human and digital touch, and 

understanding consumers’ needs 

better.

Companies that deliver on 

their brand promise and design 

solutions around how their 

customers work, live and connect 

with the world around them, will 

be the ones who stay on top.

We partnered with the ACRS 

Shopper Tracker – Wave 14 via an 

online survey with a sample size 

of 500 shoppers representing the 

Australian population. 

CUSTOMER DISSERVICE

UNFIT

72%
of customers believe 

Australian companies 

are not placing high 

importance on 

providing excellent 

customer service

REFIT

Addressing 
the service 

gaps 
means organisations 

can improve customer 

service experiences

COSTLY REALISATIONS

BABY BOOMERS ARE MORE

TOLERANT OF POOR SERVICE

GEN X ARE THE

MOST LIKELY TO ABANDON

 

IN TODAYS COMPETITIVE MARKET,
BRANDS CAN’T AFFORD TO LOSE SALES DUE TO POOR CUSTOMER SERVICE

OVER 1/3 STOPPED SHOPPING AT A COMPANY  

BECAUSE OF POOR CUSTOMER SERVICE  

CONSISTENCY MAY BE ONE OF THE LEAST INSPIRATIONAL TOPICS
- BUT IT’S EXCEPTIONALLY POWERFUL

PURCHASING INCONSISTENCIES

of cus

In the last 3 months,

tomers have had a mix of 

experiences when purchasing products 

and services in-store or online 

50%

Speaking with 
a real person on 

the phone

Email Face-to-face Company
Website & FAQ

Web Chat

KEY

Postal Mail Social Media
(Twitter/Facebook, etc)

Text Message/SMS Mobile App
(smartphone/tablet)

DEALING WITH HUMAN BEINGS TRUMPS SOCIAL & MOBILE CHANNELS
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CHANNEL PREFERENCES

FACTORS DRIVING EXCELLENCE

Want to speak 

with someone 

in Australia

60%

Want access to the

correct information

Eg. Customer, Product, 
Service Information

58%

Want access 

to human

representatives

58%

Want access to

knowledgeable

representatives

56%

Want access 

to courteous

representatives

52%

Want empowered

representatives who

can handle their needs

 without transfers 

or escalations

52%

Want a consistent 

experience across

 both digital and 

human interactions

47%

Want a service 

experience

tailored/personalised 

to their needs

35%

CUSTOMERS ARE SEEKING A HUMAN CONNECTION & LOCAL AUSTRALIAN KNOWLEDGE

49%

Want consistent 

information across

 both digital and 

human interactions

Want their 

query resolved on

the `rst attempt

61%
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THE POWER OF WORD-OF-MOUTH

THE GOOD THE BAD

The majority of satisQed customers
share their experiences with 1-5 people 

Sharing Channel Preferences Sharing Channel Preferences

Millennials
are the most likely to express their good   

fortune with >20 people

The majority of disappointed customers

Gen X
are the most vocal when it comes to airing 

their grievances at 84%

of customers tell more people 

about a negative experience than 

a positive experience (72%)
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79%  HOW ARE THEY SHARING?

Face-to-face 72%

POSITIVE EXPERIENCES NEGATIVE EXPERIENCES

Phone 23%

Face-to-face 37%

Phone 14%

share their experiences with 1-5 people 

B U S I N E S S

61J U LY,  2 0 1 7


