
 

  

 
 

 

 

άKeep paying attention to detail - it's the little things that make transactions 

efficient or customer experiences painful.έ 

~Stacey, Select Services Customer 

 

 

Executive Summary 
9ǾŜǊȅ ŎǳǎǘƻƳŜǊ Ƙŀǎ ŀƴ ŜȄǇŜǊƛŜƴŎŜΣ ǊŜƎŀǊŘƭŜǎǎ ƻŦ ǿƘŜǘƘŜǊ ƻǊ ƴƻǘ ȅƻǳ ŀŎǘƛǾŜƭȅ ƳŀƴŀƎŜ ƛǘΦ LŦ ȅƻǳ ŘƻƴΩǘ 

know what this experience is or attempt to positively influence it, you could be missing out on a 

powerful marketing tool. Comprised of all touchpoints a consumer has with your brand (whether or not 

your organization is actively involved) positive experiences contribute to brand equity and loyalty, which 

help to drive brand value and financial performance. 

Torque Customer Strategy performed a qualitative and quantitative study in August 2008 to better 

understand the customer experience created by Canadian financial institutions.  Torque insight analysis 

indicates 3 key learnings about customer experience in the Canadian financial services industry: 

1. Perceptions appear to be self-fulfilling prophecies, with higher degrees of expectation 
fulfillment associated with customers who entered the interaction with positive perceptions. 

2. Based on a gap analysis, the areas where the biggest positive impact on the customer 
experience can be made are pricing and ease of transaction. 

3. Negative experiences, while not significantly affecting likelihood to return, greatly affect 
referrals and word-of mouth. 

 

 

 

 

 

 

Methodology and Timing 
Respondents were asked to answer questions based on their most recent purchase or service 
adjustment experience at any financial services organization (referred to throughout the study as 
Company X). 

Financial Services Defined: For the purposes of this engagement, financial services organizations 

included: banks (eg. CIBC), select services (eg. ING Direct), and card services (eg. AMEX). 



 

  

 
 

 

Customer Experience Management 
/ǳǎǘƻƳŜǊ ŜȄǇŜǊƛŜƴŎŜ ƳŀƴŀƎŜƳŜƴǘ ƛƴǾƻƭǾŜǎ ǘŀƪƛƴƎ ŀŎǘƛƻƴǎ ǘƻ ŜƴǎǳǊŜ ŎǳǎǘƻƳŜǊǎΩ ǇǊŜŎƻƴŎŜƛǾŜŘ ǾƛŜǿǎ ƻŦ ŀ 

company, brand, product or service are met or exceeded at each of the touch points where customers 

have an evaluative opportunity. The customer experience can be broken into three distinct phases, pre-

purchase perception, purchase interaction, and post-purchase recall.  

 

Pre-Purchase Perceptions 

While there was little difference 

between the number of individuals 

who had positive pre-purchase 

perceptions and those who had 

negative pre-purchase perceptions, 

the majority of respondents 

indicated pre-purchase neutrality, 

selecting the optƛƻƴ ǎǘŀǘƛƴƎΣ άI had no 

expectations, positive or negative, 

ŀōƻǳǘ ƛƴǘŜǊŀŎǘƛƴƎ ǿƛǘƘ /ƻƳǇŀƴȅ ·Φέ 



 

  

 
 

 

άMy admittedly low expectations 

were exceeded; staff at the branch 

were very friendly and helpful.  

Maybe I spend too much time banking 

on the Internet and have forgotten 

what it's like to deal with actual 

people.έ 

~Steve, Big 5 Bank Customer 

 

 

 

 

 

This information becomes more useful when viewed in the 

context of degree of expectation fulfillment. Perceptions 

appear to be self-fulfilling prophecies, with nearly 40% of 

those indicating negative perceptions also having an 

experience where their expectations were not met. This 

decreases markedly for individuals who were either neutral 

or had positive perceptions before entering the purchase 

process. 

 

 



 

  

 
 

 

 

άI have always had poor service with [related brand] thus [Company X] was not 

originally on my listΧ but the service with [Company X] has been so good I have 

passed it on to numerous people.έ 

~Ijaz, Big 5 Bank & Affiliated Services Customer 

 

 

Respondents were asked to select all factors that affected their pre-purchase perceptions. 75% of 

respondents indicated previous experience with Company X as a factor. With brand image and 

advertisements trailing heavily, this highlights the importance of creating a quality customer 

experience. Those positive touchpoints not only set the stage for future positive interactions, they 

also encourage customers to engage in positive word of mouth activities. 


