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Are you really listening 

Delivering Customer Experience:

to your customers?

Point of View



At a time when customer expectations have 
never been higher, why do so many businesses 
fail to hear what their customers say about the 
experiences they have until it’s too late? In this 
Zuhlke paper, Neil Moorcroft outlines how they 
are helping clients to achieve business success 
by providing today’s customers with the friction-
free interactions that they expect. As he explains, 
the Zuhlke approach is based on enabling clients 
to adopt four key principles: Develop seamless 
and frictionless end-to-end customer journeys; 
Understand their users’ real needs to create 
value and enable innovation; Deliver at speed and 
reduce time-to-market; and Build fully integrated, 
cross-functional design and engineering teams. 

Neil Moorcroft
Director of Digital Solutions @ Zuhlke

Executive Summary



Today’s customers are smarter, more informed and 
more empowered than ever before. They also have 
extremely high expectations of the companies with 
which they do business, expecting every interaction 
to be fast, convenient and friction-free. If a supplier 
fails to deliver the customer experience (CX) they 
expect, they are likely to go elsewhere instead - so 
why do so many businesses still fail to hear what 
their customers are trying to tell them until it’s too 
late? 

As consumers, we are all looking for frictionless 
interactions with suppliers and are inclined to 
quickly abandon those companies that disappoint 
us. And, increasingly, the new standards apply 
not just when we’re hailing a ride or ordering a 
takeaway, but in all our daily digital interactions, 
including all the systems we interact with at work. 

For business leaders, this means that - in customer 
experience terms - your business is no longer 
competing simply against traditional rivals in its 
own market or even new entrants to their sector. 
Instead, you need to provide an experience as 
good as, or better than, that which its customers 
experience in the other transactions they make in 
their daily lives. And, at the same time, you must be 
dedicated to creating new experiences and digital 
products that keep customers engaged.

Businesses across many industries, from 
retail, through finance, to manufacturing, have 
struggled to keep up with the progressive 
digitisation of their sectors, which has created 
fertile ground for digitally-native disruptors. 
The challenge is constantly intensifying with 
the advent of new channels and, whilefor a lot 
of customers a mobile-first approach is a fact 
of life, most businesses are only just beginning 
to adapt. The customer experience (CX) is still 
not as seamless as it should be - and more new 
channels are coming. 

If businesses haven’t yet managed to catch up 
with mobile, how will they adapt to a time, not 
far off now, when voice commands are the most 
common way to interact with technology?

The fact is that the work of delivering customer 
experience excellence across a wide and 
growing range of channels is never done. It not 
only requires businesses to constantly strive to 
build and launch compelling new experiences, 
but also to continue to reimagine existing ones, 
in order to ensure they meet the evolving needs 
and expectations of customers. 

At Zuhlke, we believe that this work is the key to 
business success – but it requires more than just 
a superficial redesign of isolated channels. Our 
approach to delivering CX excellence and unlocking 
business value is focused on four key principles: 
Develop seamless and frictionless end-to-end 
customer journeys; Understand their users’ real 
needs to create value and enable innovation; 
Deliver at speed and reduce time-to-market; and 
build fully integrated, cross-functional design and 
engineering teams. 

These are the challenges that our Digital Service 
Innovation (DSI) solution is designed to tackle, 
helping clients adopt a deep-dive and structured 
approach - one that starts with a blank sheet of 
paper but results in stunning customer experiences, 
both new and reimagined.  
 
 
 
 
 
 
 
 

1. Develop seamless and 
frictionless end-to-end 
customer journeys

Customers are busy. They are trying to get things 
done, and they want products and services that 
make their lives easier. Despite high customer 
satisfaction at individual touchpoints, a lot of 
businesses are still losing customers due to poor 
end-to-end customer experience. 



Consider a customer submitting a claim with their 
insurance company: they are likely to interact with 
a number of touchpoints in order to get a claim 
reimbursed and if this journey isn’t seamless, then 
the overall experience seems fragmented and poor.

Often, these multiple touch points lie within 
different siloes in the wider insurance company, and 
the focus is on optimising customer experiences 
at the level of individual transactions or channels. 
This focus on individual silos results in fragmented 
journeys and misses the bigger picture of end-
to-end customer experience with the company 
as a whole. It also makes it hard to understand 
why problems occur, the negative consequences 
of which can range from customer defection and 
dramatically higher call volumes, to lost sales and 
lower employee morale.

Only through understanding the 
whole of the journey through the 
customer’s eyes can companies expect 
to provide the best experience from 
start to finish - one that enhances 
customer satisfaction, improves sales 
and retention, and reduces end-to-end 

service costs.

Digitally-native disruptors, such as Uber, Airbnb, 
Deliveroo and Netflix, understand that superficial 
customer experience (CX) efforts, which only 
optimise one step of the process, are not enough. 
What matters to these companies, and where they 
excel, is delivering consistent, well-designed, end-to-
end journeys. 

The end-to-end journey is usually wider as well. If 
you consider a user who needs to manage their 
financial life, they are likely interacting with six 
companies and digital products on that journey and 
it is worth remembering that they aren’t opening 
your banking app to specifically interact with you. 
Their goal is to check if their mortgage payment has 
been made for the month, so they can go ahead 
and book a summer holiday. They have complex 
lives with complex workflows - and your products 
and services either integrate into that, or not. 

Another common issue is companies focusing only 
on delivering experiences that aim to acquire new 
clients. 

Instead, they need make sure that customer 
journeys are consistently good at every stage of the 
customer lifecycle; after all, users who are looking 
for a new provider are on a very different journey 
from those who are looking to make a claim. 
Delighting your customers at every stage is a sure 
way to build a great brand image. A client who has 
had a pleasant interaction, even while leaving, might 
come back, but if they went through difficulties, 
they will never return and will likely damage your 
brand by telling all their friends about their bad 
experience.

The key is to design great end-to-end journeys, 
adequate to various user needs, and make sure the 
integrated customer experience is compelling to 
customers. Companies need to consider not only 
how customers interact with touchpoints in their 
organisation, but also how their business integrates 
with other touchpoints, and understand the user’s 
wider world and context, in order to build truly 
frictionless journeys that encompass their own 
products and services, as well as those of their 
partners. 

In short, a compelling customer experience isn’t 
about applying a shiny new digital layer to the way 
a company has always done business. It is built 
on foundations of deep customer understanding, 
starting with great UX and design and ending with 
totally reimagining how your company interacts 
with customers across a wide range of channels, 
for their greater convenience and satisfaction, and 
developing brands through new digital products 
and experiences. 

In the era of disruption, delivering new 
experiences and value to customers 
at speed is increasingly a source of 

competitive differentiation.



 
 

2. Understand your users’ 
real needs to create value and 
enable innovation
While creating frictionless journeys results in happy 
users, delivering outstanding CX goes deeper still. 
Just because your company is great to interact 
with, does not mean that customers will buy the 
product. In very simple terms, when people look for 
a mortgage, they don’t compare experiences, they 
look for the best terms. Only through knowing your 
users - really knowing them and their needs, pain 
points, context and so on – can you design valuable 
products and services, ones that help them, and 
ultimately turn them into loyal and enthusiastic 
advocates for your brand. Additionally, knowing 
your customers’ context and understanding their 
changing needs enables you to really innovate - to 
extend the journeys sideways to introduce new 
products and services, which delight customers and 
generate business value. 

True customer knowledge also enables businesses 
to challenge their own constraints and status quo, 
and this is where real innovation happens. If some 
transaction typically takes a customer a week to 
perform and involves them visiting a bank branch, 
then ask the question: “How could we make this 
happen via a mobile app and within one hour?”

Consider the reimagined journey of Residency 
applications vs EU settled status app. Residency 
applications used to be paper-based, and it took 
a lot of time and effort for applicants to collate 
proof and send their documentation off to the UK 
government. They then faced an 8-week delay, while 
government employees trudged laboriously through 
their applications. The new Settled Status app was 
built for an age of ‘digital first’ and at a time when the 
UK government needs to process millions of people 
quickly. It’s an Android app that takes 10 minutes 
and requires applicants simply to provide their 
National Insurance number and scan their passports. 
For applicants and the Government, it’s about less 
paperwork, less manual verification, fewer delays and 
lower costs. 

Even though the app may not offer optimal usability 
at first, it still delivers the desired outcomes and 
testing extensively in order to gather data and 
feedback allows us to figure out what works and 
what doesn’t; this might include guerilla testing 
with members of the public, or inviting customers 
to participate in lab-based testing, where their 
interactions with and responses to a proposed 
digital product are closely monitored. Building 
models to demonstrate concepts, ranging from 
low-fidelity, paper-based prototypes, to interactive 
mock-ups and on to purpose-built apps with the 
idea of learning fast and examining those learnings 
close-up, can unlock business value and ultimately 
build a better end result.

As part of our CX journey design process, we 
also look at the wider business ecosystem and 
understand market trends, especially cross-industry 
trends and where third-party partners play a part 
today in delivering particular products or services 
to customers. This stage helps to unlock hidden 
opportunities that might be used to redefine the 
customer experience.

True customer knowledge also enables 
businesses to challenge their own 
constraints and status quo, and this 
is where real innovation happens. 
If some transaction typically takes 
a customers a week to perform and 
involves them visiting a bank branch, 
then ask the question: “How could we 
make this happen via a mobile app and 

within one hour?” 

3. Deliver at speed and 
reduce time-to-market
In the era of disruption, delivering new experiences 
and value to customers at speed is increasingly a 
source of competitive differentiation. 



A key enabler for effective delivery is selecting 
appropriate approaches for the different stages of 
product’s life. We believe in adopting a ‘Lean Start-
up’ approach in the initial phases of designing a 
customer journey, which revolves around a build-
measure-learn feedback loop and gets a minimum 
viable product (MVP) into customers’ hands faster. 
Agile approaches, focusing on continuous delivery 
of working software into production at a brisk pace, 
are vital to enabling products to evolve continuously 
to respond to changing customer needs.

Example: Back in 2014, the UK’s then Chancellor of 
the Exchequer Gordon Brown announced significant 
changes in how pensions and retirement plans 
should be managed and sold, many large insurance 
companies needed to move quickly. One of these, 
Liverpool Victoria, worked with Zuhlke to develop a new 
digital platform to support new products and make 
them available to the independent financial advisors 
(IFAs) that would sell them, within a strict deadline. 
Using modern Lean and Agile approaches, the 
company was able to deliver this platform to market 
six months ahead of its nearest competitor. 

A culture of continuous feedback is essential to 
deploy customer experiences quickly and efficiently. 
However, effective gathering of direct feedback 
from various sources, ability to process and act on 
that feedback, and make decisions based on real 
data poses a significant challenge. Some businesses 
still struggle with collecting, analysing and acting on 
feedback, while others find it difficult to establish a 
connect between metric and business value.

But no company will be able to design the optimum 
CX journey if it doesn’t understand how users 
interact with its business, get continuous feedback 
from various sources and be able to act on it. 
Our DSI solution focuses on helping our clients 
implement a shift towards a more customer-centric 
approach.

It also helps them to adopt a ‘products, not 
projects’ approach, which views digital applications 
and services as products that evolve over time, 
rather than projects with a fixed start and end 
date. Customer feedback is the lifeblood of these 
products, enabling them to adapt to changing 
customer needs and expectations. 

Finally, as part of our DSI solution, we work with 
our clients at changing the culture to empower 
passionate individuals to take ownership of these 
products and drive the vision of their future forward.  

 
 
 
 
 
 
 

4. Build fully integrated, 
cross-functional design and 
engineering teams
Delivering valuable innovative products, with 
frictionless streamlined experiences, which you 
can deploy to the markets quickly, requires a 
close collaboration of engineering and customer 
experience design - an approach that ‘goes deep’. 

Delivering a compelling customer experience 
requires assembling a cross-functional expert 
team of Software Engineers, System Architects, UX 
Designers and Product Owners, working together to 
find the most optimal product to deliver - one that 
solves real user needs, is technically feasible, and 
delivers business value.

It often demands deep integration between new 
software and legacy systems. It requires close 
attention to cybersecurity and data protection 
issues. It means IT infrastructure must be able 
to deliver peak performance at all times, coping 
effortlessly with peaks and troughs in demand. 
Increasingly, it depends on the ability to take 
advantage of external application programming 
interfaces (APIs) from the wider partner ecosystem, 
in order to deliver more data-rich services.

Engineering excellence comes to the fore, delivered 
by highly skilled, cross-functional teams proficient 
in a wide range of technologies, including complex 
artificial intelligence and machine learning 
capabilities and multi-channel deployments across 
mobile, web and other channels. A gorgeous front 
end, after all, is nowhere near enough. 

In this way, reimagined customer journeys and 
processes are considered from every angle. Cross-
functional teams that are up-to-speed on the latest 
design and technology approaches solve users’ 
unmet needs and deliver exciting digital innovation.  



For a leading TV network, reimagining an existing 
journey in new technologies opened new 
challenges and opportunities, that required a 
close collaboration of designers and engineers. 
This enabled the teams to make user value and 
technical feasibility decisions faster, and enabled 
the customer to experiment with innovative 
technologies quickly and effectively, while delivering 
fantastic user experience.

 
 
Delight customers and unlock 
business value
The four principles that underline our approach 
to delivering customer experience excellence lie 
at the heart of every Digital Service Innovation 
engagement that Zuhlke takes on - because 
customer experience must be viewed through 
the lens of fundamental business transformation, 
impacting people, processes and technology across 
the entire organisation. 

There will be no let-up in the pace of transformation 
- or in the escalation of customer expectations. 
Thanks to AI-powered smart speakers such as 
Amazon Echo and Google Home, voice commands 
are fast becoming a viable way for customers to 
interact with suppliers. 

Today, the conversations that people have with 
chatbots or the virtual assistants in their homes are 
based on pretty basic instructions - to turn off the 
kitchen lights, for example, or look up train times 
- but these are likely to evolve to become more 
personalised dialogues between customers and 
suppliers, say experts. 

Virtual and augmented reality (VR/AR) are also 
starting to play a role in delivering customer 
experiences that go way beyond what we’ve 
seen in the past. For example, Zuhlke enabled 
ThyssenKrupp Home Solutions, part of the German 
industrial giant’s ThyssenKrupp Elevator business, 
to use the Microsoft HoloLens mixed reality headset 
as a vital part of its sales process. 

Delivering valuable innovative 
products, with frictionless streamlined 
experiences, which you can deploy 
to the markets quickly, requires a 
close collaboration of engineering 
and customer experience design - an 

approach that ‘goes deep’

When a sales executive visits the home of a 
customer needing a stair lift, they wear the headset 
in order to take measurements of the staircase to 
which the lift will later be fitted. Then, via an iPad, 
they are able to show the customer a mixed-reality 
presentation of what the proposed stair lift will 
look like in their home environment. This solution 
depends on tight integration between HoloLens, 
iPad, the Microsoft Azure cloud and Thyssenkrupp’s 
own back-end ERP systems, and has resulted in 4X 
times faster delivery of stairlifts and upto 30% more 
sales due to faster processes.

Like ThyssenKrupp Home Solutions, other forward-
thinking organisations are realising that, to remain 
relevant, they must deliver customer experiences 
that go way beyond the superficial. The threat 
of digital disruption doesn’t call for a slapdash 
makeover. It calls for a transformation that is deep, 
compelling and which customers love, based on 
close collaboration between artists, scientists and 
engineers. 

For the companies that build the best customer 
experiences, the commitment may be more significant 
and the effort more substantial, but the rewards speak 
for themselves, turning corporate also-rans into true 
market disruptors. 



About Us

Zuhlke is one of the leading innovation partners for digital transformation. We operate along the entire 
innovation process – from ideation and prototyping through to implementation and maintenance. Our 
company combines business and technology competences in a unique way drawing on our strengths in 
innovation and project management, medical start-up financing, software and product engineering.

Zuhlke can count on the experience gained in over 10,000 software and product development projects 
and serves customers across a wide range of industries – from life sciences and telecommunications to 
financial services.

Zuhlke Engineering Ltd
80 Great Eastern St.
London EC2A 3JL
Tel: +44 20 7113 5000
Email: info@zuhlke.com
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