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Get acquainted with DeloitteɅs 
new insights on Customer Service!

Getting personalized service is more 
important for Customer Satisfaction 
than time required to solve an issue.

Welcome to our extended edition of DeloitteɅs Customer 
Service Excellence survey. This survey intends to track 
insights on factors that impact service excellence , 
a concept that incorporates both understanding the 
frontend and backend of the customer service function.

The aim of this survey is two-fold. Firstly, this survey is 
a result of insights generated by widely spread CX 
(Customer Experience) Driver survey (7000 responses in 
6 countries) from 2021 where handling enquiries 
inefficiently was pointed out as a key blocker for 
good Customer Experience in all participating countries 
(see results in next page). With that in mind, this survey is 
aimed at gaining in-depth analysis of how businesses 
handle customer requests and what can be 
improved in order to drive better customer 
experience.

Secondly, by following European and Global trend reports 
of Customer Service Centers (CSC), it is evident that the 
importance of understanding how to better meet 
customersɅ various and changing demands has never 
been more important . Therefore, this year we 
extended the survey scope to include insights from 
several of our European markets and across industries.

This year we also included an additional dimension for 
our insights. We are not only asking organizations for 
Customer Satisfaction (CS) assessment but also for 
the results of their Employee Satisfaction (ES) 
surveys. Even though both CS and ES in this survey are 
generated from companiesɅ internal assessments, it will 
provide us with important indication on what works well 
for customers, agents, managers and customer service 
leaders in various industries. This will also highlight 
synergies and conflicts between initiatives with 
regards to customer and employee satisfaction.

We are excited to present the 
results of DeloitteɅs Customer 
Service Excellence survey 2022. 
Happy reading!

Alek 
Pruziński

Partner
Head of Customer 
Service Excellence
Deloitte Digital 
Central Europe

Nathalie 
Ramsbjer

Senior Manager
Next Generation 
Customer Support CoE
Lead in the Nordics, 
PhD in Customer 
Support
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Pre-read to this study: 
ϥnsights from CX DriverɅs survey2021
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As previously mentioned, the idea behind this Customer Service Excellence report originates from the CX DriverɅs survey. The CX 

DriverɅs survey is based on 7000 responses and demonstrates key aspects on what impacts good Customer Experience (CX). As 

noted in the visualization below, it is evident that the needs and expectations are universal, which can be utilized as globa l 

guidelines for basic cornerstones that impacts CX. More specifically, reliability, safety and trust are regarded as key 

drivers of CX and Inefficient manner of handling issues as key blocker.
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Executive summary 1/2

Self -service on the rise!

Companies have grasped the value of investing and utilizing 
self -service opportunities , a trend which our survey 
supports. It is evident that self -service is the channel where 
companies are likely to invest the most to develop it further. 
The main investment focus is within channels connected to 
increasing self -service capabilities , such as portals, mobile 
applications, as well as conversational capabilities (e.g., 
chatbots and/or voicebots).

This trend clearly shows that providing the right self -service 
functionalities is a long -term effort that requires an in -depth 
understanding of the customer business. For example, good 
self-service leans on insights of the customer journey pain 
points, well designed frontend solutions and services 
which are appealing and easy to use, all backed up by robust 
integration layer that allows various systems to interact 
efficiently.

The benefits are multiple, which not only affects the bottom -
line with limiting the costs of service. Our survey also shows 
that usage of self-service has a positive impact on both 
customer and employee satisfaction levels which are 
increasingly important throughout our businesses.

Time to increase focus on personalization and 
customer care!

In line with other Deloitte trend reports, this survey supports 
the fact that customers have a clear and growing need to be 
supported by personalized service. In fact, our CSC 
respondents rated the personalized services as the most 
important factor that customers care about , which also 
had the highest positive impact on customer satisfaction. 
Worth noting is that some CSCs still seem to focus their 
performance on the most frequently used KPI ɀtime, which 
can be working against personalization . So, time is no longer 
the factor that drives customer satisfaction , even though 
efficiency naturally is still important for customers. The legacy 
of measuring time, seems to require a shift in focus for CSC 
leaders. It is time to shift the focus and measurements to 
customer care. 

An example of how to make that shift: Customer Effort Score 
(CES) appears to be an emerging KPI focusing solely upon the 
customersɅ point of view, which could be utilized to measure 
the level of personalized service in various conversational 
channels. We found that CES has one of the highest impact 
upon customer satisfaction, yet, is a metric that is the least 
commonly used. 

I N S I G H T  1 I N S I G H T  2
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Executive summary 2/2

Independent and empowered Customer Service 
Centers are the most effective

The findings from our survey show that effective Customer 
Service Centers are independent units within the 
organization. They can achieve operational excellence in 
a streamlined way. Also, the level of customer satisfaction is 
comparable, no matter if they are outsourced or not.

So, how are those Customer Service Centers organized to 
bring results? It seems that multi -skilled teams, where tasks 
are distributed in an automatic way , respond to the 
customer needs much better than those divided by channel, 
process or customer type. Those teams are more flexible 
towards current needs and can better adapt to changing 
circumstances. However, there is a cost related to this 
approach that companies need to consider ɀemployee 
satisfaction rate in multi -skilled teams is much lower . 

Changing context and tasks requiring wide knowledge are not 
easy things to cope with and therefore, companies will need to 
develop effective knowledge management strategies and 
care about the employee well -being even more. Fortunately, 
most employers are already paying attention to their 
employees' voice.

Regional and industry variances

Channel investments
In general, all industries in this report are focusing on enhancing their 
digital capabilities rather than in the more traditional channels (e.g., 
e-mail, call). Especially, Financial Services (FS) embrace somewhat equal 
investments in self -service, chatbot and mobile app, while e.g., Retailand 
Manufacturing also prioritize SoMe.

Channel usage
Overall, call and e-mail are the main channels, where Retailand FSuse chat 
to a larger extent than the rest . Many industries also use customer portals to 
communicate, and in contrast to all others Tourism is the industry that uses 
SMS most frequently (42%).

Regional differences
There is also a variation between the three European regions ɀthe Nordics, 
Central Europe and Western Europe. Overall, the Nordicshold the highest 
customer and employee satisfaction through use of multi -skilled teams in 
independent units. Also, the Nordics have a high utilization of self -service 
and more investments in workload reduction using automation.

Centralhave a wide variety of priorities, with improving CS, shortening 
response time and self -service in focus. Also, Central has the second highest 
average Customer Satisfaction, but significantly lower Employee Satisfaction. 
Central also uses less chat compared to Nordics and West. Westhad the 
lowest satisfaction scoring (both customer and employee) and is focused on 
primarily increasing customer satisfaction and their automation capabilities.

I N S I G H T  3 I N S I G H T  4
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HOW TO READ THE CHARTSResearch methodology ɀ
Customer and Employee Satisfaction focus

The following report is based on 
findings from the Customer Service 
Excellence 2022 survey.

To get a better linkage between the activities and 
satisfaction, we reviewed the quality of activities in 
customer service using Customer Satisfaction (CS) and 
Employee Satisfaction (ES) ratings. This allowed us to 
analyze responses through the lens of customers and 
employees.

We achieved that by asking respondents to evaluate the 
overall level of CS and ES related to their customer 
service activities on a scale from 1 to 5. On that basis, 
we could compare responses from other questions with 
the CS and ES ratings.

It should be noted that those ratings are satisfaction 
assessments provided by the survey respondents and 
are not the actual customer or employee responses. 
Nevertheless, we consider that comparing the ratings 
with other questions will provide valuable insights for 
the readers of this report.

The survey was conducted using 
Computer Assisted Web Interview in Q1 2022.

01.
Getting to know the overall 
view of customer service in 
different European regions

03.
Exploring future trends and 
directions of development 
within customer service

04.
Investigating differences in 
maturity levels between 
industries and regions

The purpose of our research was:

Information about the 
customer service Department

02.
Measuring impact of 
customer service activities 
on customer and 
employee satisfaction
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Example question: Do we have the right tools?

Poor tools

Average employee 
satisfaction for that specific 
response of this specific 
example question

Average customer 
satisfaction ratings 
in the entire survey

Percentage of 
answers

Average customer satisfaction 
for that specific response of this 
specific example question

Regional averages for 
specific question 

Excellent tools

The research specify the following thematic 
areas:

Customer service 
employees

Tools, technologies and 
channels

Customer and employee 
feedback 

Plans and ambitions

CENTRAL
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3,52

Average employee 
satisfaction ratings 
in the entire survey
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International reach of the survey

The survey shows the highest 
customer and employee 
satisfaction ratings can be found in 
the Nordics (29% of the 
responses). Throughout this report 
we will present insights which can 
explain those good results.

The respondents represent 27 countries from Europe (94% of responses), Africa (5%) and other 
continents (1%). In the analysis we have used the data from all the countries. However, the regional 
analysis are only done for the three European regions ɀthe Nordics, Central Europe (Central) and 
Western Europe (West). ʋ

Average customer satisfaction (CS) rating

Average employee satisfaction (ES) rating

AVERAGE CS AND ES RATINGS

29%

44%21%

In Central (44% responses) 
customer satisfaction is slightly 
above the average while the 
employee satisfaction well below. 
Generally, Central appears to lack 
key maturity in several areas (i.e., 
self-service solutions) compared to 
the rest of Europe. However, many 
businesses are planning to invest 
to improve this situation.

West countries (21%) seem 
mature within contact channels, 
tools and ways of working, yet their 
assessment of customer and 
employee satisfaction are relatively 
low. This might be linked to the fact 
that the responding companies in 
West are bigger in size than in 
Nordics and Central.
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312 
Customer Service leaders 
answered the survey
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