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B.O.S.S. - Back Office Support Services  

An automated billings solution that includes three  

core methods of communication: 

• Automated Phone Calls 

• Email Generator  

• Letters  

 

 

To learn more about B.O.S.S. contact support@motionsoft.net or call 1-800.829.4321 

Motionsoft Update 

mailto:support@motionsoft.net


Ask Your Questions in  
GoToWebinar by using  

the Question Module 
 



 

Your Presenter 

 

Sid Banerjee 
CEO, Clarabridge 



Driving High-Impact Member 

Experience Management Programs  
 Sid Banerjee 
CEO and Co-Founder, Clarabridge 



Customer experience management (CEM)  

is the collection of processes a company uses  

to track, oversee and organize every interaction 
between a customer and the organization  

throughout the customer lifecycle.  

Customer experience management (CEM)  

is the collection of processes a company uses  

to track, oversee and organize every interaction 
between a customer and the organization  

throughout the customer lifecycle.  

What is Customer Experience Management?  

Source: Tech Target 



Embed Operationalize Analyze Connect 

Collect 
customer  
feedback 

 

  70% 

Analyze 
business changes 
based on insights 

 

  34% 

Operationalize 
solutions based  

on insights 

 

  30% 

Embed  
across 

organizations  

 

  22% 

The State of CEM Programs Source: Temkin Group 
Capitalizing on the VO,  April 2015 



Trust The Data Align Actions 
Continually 

Improve 

Why Do We Struggle? 



Avg. Handling 

Time 

8 min 4 sec 
  50 seconds 

 

LAST MONTH 

8 min 54 sec 

Structured Versus Unstructured Data 

NPS 

5.25 
  12.75 

 

LAST MONTH 

-7.50 

CSAT 

80% 
  4% 

 

LAST MONTH 

84% 

Structured Data (5% of feedback) only tells you “What” 

Structured Metrics From Surveys Are Often the Basis for  

Customer Experience, While Unstructured Feedback is Ignored 



Structured Versus Unstructured Data 

Unstructured feedback (95% of feedback) tells you “Why” 

Structured Metrics From Surveys Are Often the Basis for  

Customer Experience, While Unstructured Feedback is Ignored 



Social is More than Collecting & Reading 

Analyze & Filter 

Intelligently Filter, 
Analyze & Integrate 

Social + CRM 

Engage 

Respond to What 
Matters and Delights 

Your Customers 

Track 

All Conversations 
About Your Brand & 

Competition 



The Customer Journey is Multichannel 

CHURN 

  

AWARENESS 

RESEARCH 

PURCHASE 

SUPPORT 

UPSELL 

USE 



CHAT REVIEW SOCIAL CALL  SPEECH RATING SURVEY 

WEBSITE SALES 
CUSTOMER 

CARE 

PRODUCT 

MANAGER 
MARKETING OPERATIONS MARKETING 

UPSELL AWARENESS RESEARCH PURCHASE USE SUPPORT CHURN 

  

SURVEY 

Managing the Journey is Difficult 

CHAT REVIEW SOCIAL CALL  SPEECH RATING 



The Need for Both Operational, Analytical CEM 

Customer 
Analytics 

Collect 

Feedback 

Interpret 

Feedback 
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CUSTOMER 

JOURNEY 



Bringing It Together Requires a CEM Platform 

REVIEWS 

SURVEY 

EMAIL 

CRM & EDW 

BLOGS & 

FORUMS 
SOCIAL 

CHAT 
SPEECH 

RECORDINGS 

TOPIC 

DETECTION 

SENTIMENT  

& EMOTION 

LANGUAGE 

PROCESSING 

ALERT 

REPORT 

TRACK 

CONVERSATIONS 

RESPOND 

DELIGHT 
STREAMILINE 

EXPLORE 

Customer 
Analytics 

RELATIONSHIPS  

& ROOT CAUSE 

DISTRIBUTE 

DRILL DOWN 

FILTER 

DEMOGRAPHIC 

& BEHAVIOR 

Collect 

Feedback 

Interpret 

Feedback 

       Engage 

& Act 
Discover  

& Report 



Twitter 

Microsoft Excel Voice 

Transcriptions 

Clarabridge is the Enterprise CEM Platform 

Facebook 

Online 

Feedback 

Online 

Communities 

Call Center 

Chat 

Surveys 

E-mails CRM, 

Data Warehouse 

Ratings & 

Reviews 

Blogs 

WEBSITE 
CUSTOMER 

CARE 

PRODUCT 

MANAGER 
MARKETING OPERATIONS SALES 



How to Get the Most Out of Clarabridge 

Operational 
CEM 

Track Service, 
Product & 

Quality Issues 

Impact of 
Campaigns 

Track Campaigns, 
Web Sites, 

Marketing Initiatives 

Strategic 
Insights 

Competitive Intel, 

“What If” Analysis, 
New Program 

Predictions 
 



CEM and Member Feedback – Social 



v 

Social = How to Use It 

• Social data provides a key source of 

competitive intelligence 

 

• Social insights can unlock how customers 

feel about your brand, your competitors, 

as well as promotions and design features 

 

• Monitoring and analyzing social is critical 

to understand how your brand is 

perceived by consumers 

 



Use Social Monitoring To See Where and When  

Your Competitors Are Being Talked About 
Equinox has the 

biggest share of 

voice in the analysis 

period 
Gold’s Gym and 

Anytime Fitness were 

tied for second  

Twitter was the most 

comment source 

overall, followed  

by Facebook 



Where Do You Want to Engage Your Audience? 

11% 

37% 
24% 

42% 

6% 

82% 

54% 

70% 

98% 

58% 

94% 
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100%

Equinox Anytime Fitness Gold’s Gym Lifetime Fitness Crunch Fitness  24 Hour Fitness

Social - Facebook Social - Google+ Social - Twitter

Although twitter is the dominant platform for all six of these brands, Anytime 

Fitness and Crunch have a much higher proportion of Facebook mentions: 



Use Social to Connect with Your Customers  

Outside the Gym 

Anytime Fitness 
has by far the 

best engagement 

rates on their 

posts. They have 

a dedicated 

campaign called 

“Motivation 

Monday” that 

many users follow  



Use Customer Sentiment to Analyze Brand Perception 

32% 24% 30% 31% 28% 

0%

20%

40%

60%

80%

100%

GOLDSGYM EQUINOX LIFETIMEFITNESS ANYTIMEFITNESS CRUNCH

Sentiment Brand Comparison 

Negative Neutral Positive

Gold’s Gym has the highest sentiment of all the brands, but all 5 have very positive 
sentiment scores overall. 

 



What Topics Do People Discuss on Social? 

26% 

13% 11% 11% 10% 
8% 

3% 3% 3% 3% 
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Top Topics And Sentiment Scores 

Volume % Sentiment

• Sales, Maintenance Issues, and Cleanliness have the lowest sentiment overall  

• Service, Group Exercises, and Club Lounges have the highest sentiment 



Finding Information Is A Driver of Negative Comments 

-0.8
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Portal-Finding

Information

Guest Passes Portal - Find Out

News/Info/Updates

Portal - Ease of Use Portal - Classes

Information

Member Portal Comments 

Volume % Sentiment

KEY TAKEAWAY: Finding information is the biggest driver of negative portal 
comments on social media with 59% of the comments about the member portal 

“Then when I get to 

the website and 

there is no way to 

submit an issue.” 



Complaints About Cold Or Hot Gyms  

Created Negative Sentiment  
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Maintenance

Locker Room

Temperature

Gym Floor

Temperatures

Top Complaints Club Maintenance 

Volume % Sentiment

KEY TAKEAWAY:  

57% of all Club 

Maintenance 

comments are 
regarding 

temperature, and 
the sentiment 

overall is very 

negative. 
 

For example:  
“The heat was 

almost totally 

unbearable.” 



CEM and Member Feedback - Survey 



Social Topics Compared to Survey 

• On survey sources, 

customers mention 
service less but have 
higher sentiment.  

• Issues around the website 
are mentioned 360% 

more often on social 
rather than survey 

• Comments around sales 
are far more prevalent on 
social rather than survey 

(107% more common).  
• Club Temperature (a 

comment of 
Maintenance topics) is 
96% more mentioned on 

social 
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Social Topics v Survey Topics 

Social Volume Survey Volume Social Sentiment Survey Sentiment



Text Analytics + NPS = Impact Analysis: 
What customer experiences drop satisfaction the most? 

-5.21 

-4.9 

-4.42 
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-4.44 

-4.24 

-4.3 

-5.27 

-5.12 

-5.11 

-5.03 

-4.9 

-4.88 

-4.86 

1.37 

1.5 

1.77 

1.23 

1.32 

1.48 

1.26 

-6 -5 -4 -3 -2 -1 0 1 2 3

Club Cleanliness

Lifeguards

Group Exercise Classes

Studio Music

General Club Service

Group Ex Instructors

Pool Temperature

Wi-Fi

Safety
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Club Maintenance
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Club Temperature

Total Negative Impact

Total Positive Impact



What Areas of Customer Experience Can  

Drop Satisfaction the Most? 

• Club Cleanliness has the biggest effect on overall satisfaction scores. High 
sentiment can improve satisfaction above average, while negative scores drop 

people to detractor range (0-6).  

 

• Studio Music and Group Exercise have similar effects 
 

• Negative experiences with WIFI drop customer satisfaction the most of any 
theme 

 

• Knowing that these topics effect customer satisfaction more strongly, we can 

find gyms where these issues present themselves the most 



Club Name Sentiment  % More Mentions Than Average 

Houston -2.18 82% 

Philadelphia 

Phoenix -2.14 82% 

San Antonio -2.16 82% 

San Diego -2.16 80% 

Dallas -2 75% 

San Jose -2.09 65% 

Austin -2.35 64% 

Jacksonville -2.21 58% 

San Francisco -2.08 57% 

Cleanliness: The Houston Location Is  

By Far the Worst With Club Cleanliness 



Studio Music: Loud Music Is a Huge Issue In Louisville 

Club Name Sentiment  
% More Mentions  

Than Average 

Louisville -2.5 214% 

Milwaukee 

Albuquerque -2.53 138% 

Tucson -2.85 131% 

Fresno -2.38 109% 

Sacramento -2.82 102% 

Long Beach -2.13 94% 

Kansas City -2.22 85% 

Mesa -2.65 83% 

Atlanta -3.19 83% 



Wifi: Washington and Memphis are the Most 

Troublesome Spots for Wifi 

Club Name Sentiment  
% More Mentions Than 

Average 

Washington -2.43 216% 

Memphis -2.19 165% 

Boston -2.13 148% 

Nashville -2.08 145% 

Baltimore -2.25 145% 

Oklahoma 
City -2.29 135% 

Portland -2.25 123% 

Las Vegas -1.95 97% 

Louisville -2.56 97% 

Milwaukee -2.43 94% 



Enterprise CEM – bringing it all together 



Know Your Customer – bring survey, social, CRM together 

Add even more context by drawing data in from other systems. 

Bring elements from your structured data 

ABOUT: 

USERNAME: 
FULL NAME: 
MEMBER ID: 

MEMBER SINCE: 
LOYALTY: 

 
LOCATION: 

SEX: 
AGE: 

PROFESSION: 
 
 
 

BSMITH 
Beth Smith 
257643 
06/2010 
Platinum 
 
Boston, MA 
FEMALE 
28 
Teacher 
 

First visit to this club, really welcoming 

and helpful, excellent facilities and really 

clean. 

 

I really enjoyed the training session and 

found the help from James very 

informative and useful for future training. 

 

However, please sort out the 

terrible partial wifi that does not even 

cover the whole gym upstairs 

 

 

 

 



Know Your Customer 

By drawing data in from other systems you see the complete picture. 

Bring elements from your structured data 

ATLANTA BOSTON SAN 
FRANCISCO 

NYC DC AUSTIN CHICAGO ST LOUIS HOUSTON PORTLAND 

BOSTON: 
Sentiment:  -1.19 

Platinum Customer Sentiment 



Analyze and Operationalize 

Visualize the VOC 
Understand the real customer 

experience with pre-built library  

of reports and dashboard 

Operationalize Data 
Allows business users to seamlessly 

curate, share and collaborate on 

customer insights 

Accurate, Real-Time 
Give accurate, real-time views to 

‘the why’ behind customer 

feedback. 

Infographic Style 
Deliver data to every user in the 

way they need to see it. 

Push out insights to 

individual gym managers 

to improve overall 

customer experience 



Clarabridge CX Offerings Bring It All Together 

REVIEWS 

SURVEY 

EMAIL 

CRM & EDW 

BLOGS & 

FORUMS 
SOCIAL 

CHAT SPEECH 

RECORDINGS 

TOPIC 

DETECTION 

SENTIMENT  

& EMOTION 

LANGUAGE 

PROCESSING 

ALERT 

REPORT 

TRACK 

CONVERSATIONS 

RESPOND 

DELIGHT 
STREAMILINE 

EXPLORE 

Customer 
Analytics 

RELATIONSHIPS  

& ROOT CAUSE 

DISTRIBUTE 

DRILL DOWN 

FILTER 

DEMOGRAPHIC 

& BEHAVIOR 

Collect 

Feedback 

Interpret 

Feedback 

       Engage 

& Act 
Discover  

& Report 

CUSTOMER 

JOURNEY 

CLARABRIDGE  

CX SURVEY 

+ KIOSK 

CX CONNECT  
CX SURVEY 
 

CX STUDIO 
 

CX INTELLIGENCE 
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Clarabridge At a Glance 

100 

250 

400 

EMPLOYEE GROWTH COMPANY GROWTH CX RECORDS PROCESSED 

2006 2010 2014 2015 

im
p

le
m

e
n

ta
ti
o

n
s 1000 

850 2010  1 billion 

2014  5 billion 

2015 10 billion 

50 
GLOBAL 
PARTNERS 

OVER 
LOCATIONS 

customers 

2006 2010 2014 2015 2009 

850+ 
GLOBAL  

C U S T O M E R 
13 INDUSTRIES 

2006 

2015 



Clarabridge Ensures Your Success 

700+  
CEM solutions 
Implemented. 

• LEAD: Industry leading consulting services to 
design, support and nurture your CEM program.   

 

• ENABLE: Professional training  
and continuous learning at your fingertips.  

 

• NURTURE: Dedicated success managers to 
ensure ROI.   

 

• SUPPORT: We are here for you. Flexible options for 
mission critical support. 

Integration  

with over 

12K discreet 

CEM listening 

posts 

 

100  
services 

practitioners 

across 5 global 
locations. 



Questions?  

 

Sid Banerjee 

sid.banerjee@clarabridge.com 

http://www.clarabridge.com/contact/ 

mailto:sid.banerjee@clarabridge.com


Thank You! 

View the complete webinar schedule 
www.motionsofttechnologysummit.com  

http://www.motionsofttechnologysummit.com/

