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Big Data is no longer a buzzword, it is a mature technology, and one that could well
become the lifeblood of Customer Experience Management (CXM) when we reach
survey saturation.
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Big Data + Text Analytics = CXM Nirvana

Take a look back a couple of years, at the average technology stack that companies
were using to provide the infrastructure for their Customer Experience
Management (CXM) endeavors. You will find lots of CFM tools, and a handful of
unwieldy text mining tools. What we find back then, is a CXM methodology based
almost entirely upon customer feedback surveys. And in many cases, this is still the
approach to CXM used today by many companies.

But there is a problem on the horizon for firms who still see customer feedback
surveys as the be-all and end-all of CXM... Survey saturation.

What do we mean by this? What do you think is going to happen when every time
you pump gas, every time you purchase a newspaper, every time you use a public
lavatory, you get a customer satisfaction survey? You are going to start ignoring
them completely, you have reached survey saturation.

What makes it so hard to start moving away from customer feedback surveys as a
primary source of Voice of the Customer (VoC) data, is that they are just so easy to
analyze. They are structured, they can be compartmentalized and survey responses
can be measured quite easily.

So how do we break through the barrier of being trapped under the weight of an
ever-decreasing survey response rate? We start looking elsewhere for VoC data.
But where?

Luckily, the Big Data boys are coming to our rescue. Big Data is no longer the
newest, trendiest buzzword. It is a mature and viable technology that can be used
as the building block for a much cleverer way of uncovering customer insights.



Every tweet, every email sent to a company, every Facebook comment, every piece
of information held within a CRM, every call log, absolutely anything we can
capture, can become mineable Big Data. We just need to find a way to analyze it.
This is where text analytics comes in.

Don’t confuse text analytics with text mining, they are similar but they are not the
same. Text Analytics could be considered to be Text Mining 2.0. Replacing old
keyword-driven analytics algorithms with much more advanced ones based upon
Natural Language Processing (NLP), linguistic and statistical analysis, and machine
learning technology.

So what happens when we start capturing every conceivable source of customer
knowledge, and storing it in a single Big Data repository, and then start applying
modern Text Analytics techniques to it? We gain access to an almost inexhaustible
source of customer insights. Data volumes are not limited by the number of
surveys we can send out, and the associated response rate. We are side-stepping
the potential problem of survey saturation.

What more could any Customer Experience Management practitioner ask for?
Limitless VoC data, which can be analyzed in real-time, and is not dependent upon
customers actually taking the effort to give feedback. The only limit to this
approach to gathering customer knowledge and extracting actionable insights, is
how many potential streams of data we can think of.

[REDACTED] offers both a Big Data infrastructure product, the [REDACTED], and an
advanced Text Analytics product, [REDACTED], which can combine to deliver
exactly this kind of setup for capturing, analyzing and actioning the Voice of the
Customer.



