
Live 
Happiness:
Finding the data that 
really matters

Much has been said about the 
ability of “big data” to track 
and predict customer purchase 
behaviour. A future has been 
heralded for full automated 
marketing, sales and customer 
service functions – a self-service 
model with Artificial Intelligence 
handling all but the most 
complex customer interactions.

Many businesses boast of knowing more 
about their customers today than ever before 
 – from their location at any given moment 
to how many teabags they consume in any 
given week.
 
But are your customers happy? The volume 
and complexity of data, coupled with the 
lack of resources to interpret it into 
meaningful insights means we are potentially 
making blunt assessments about customer 

wants and needs. What ultimately matters is 
how happy your customers are – right now.  

How many businesses can track this amongst 
the noise? Are they looking in the right 
places? And once found, how can they utilise 
that information?  Smart businesses have 
moved from point-in-time customer feedback 
collection to live happiness tracking, and have 
embedded happiness as a key performance 
metric for the whole organisation.

To explore the possibilities, we spoke to more than 425 UK business 
leaders at companies large, medium and small, along with over 525 UK 
consumers, to provide a view from both sides.

1



Far from being the arbiters of abject anger 
you may presume them to be, it seems 
today’s consumer has much more  
benevolent intentions when it comes to 
providing feedback. 

Almost two-fifths (39%) of the consumers 
we spoke with give feedback because they 
want to help businesses improve their 
services, or grow, while almost a third (31%) 
want to help their fellow consumers by 

providing insight into their experiences. What’s 
more, barely any (7%) were motivated by the 
prospect of receiving something in return from 
the business.

Online surveys are their preferred method 
for giving feedback, with the majority (60%) 
saying they are most likely to give positive 
feedback via an online survey sent directly to 
them, compared to paper surveys (17%) and 
in-person feedback to a member of staff (11%).

Businesses are now accessing more customer 
data than ever before, from a variety of 
sources. Customer service history is still the 
top data priority, with almost two-thirds 
(59%) collecting this type of customer data, 
while almost half (45%) are looking for sales 
and purchasing behaviours. Meanwhile, 
around a quarter of firms are now tracking 
online behaviour (29%) and social media 
activity (24%).

The challenge, however, is that there is almost 
too much data to be immediately actionable 
and improve services. Over a third (35%) of 
the business leaders we spoke with complain 
that while there is a lot of customer data in 
their business, there are few clear, actionable 
insights that can be drawn from it. Meanwhile, 
almost a fifth (18%) complain that there is 

simply so much customer data that it’s hard 
to know where to start with it, while a similar 
number (16%) say they don’t have the tools or 
knowhow to do this.

Consumers want to 
help your business

Extract the gold

39% 60%
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24% 30%

Although there is no shortage of feedback 
data available to businesses, and many 
consumers are happy to provide it, there is 
still a divide between the volume and the 
perceived value. 

When we spoke with consumers that don’t 
provide feedback to businesses, almost a 
third (30%) told us it’s because they are 
concerned that it won’t be addressed or 
acknowledged, or that it will be a waste of 
time to do so (30%).

This would seem to tally with what businesses 
told us, with less than a quarter (24%) 
saying all the data they attain from surveying 
their existing or prospective customers 
provides them with useful, actionable 
insight. This is despite almost half (45%) of 
businesses spending more than 10% of their 
total marketing budget on obtaining this 
feedback data.

Surprisingly, despite not having a great 
deal of faith in their customer data, the vast 
majority (78%) of business leaders are very or 
extremely confident that they understand the 
needs of their customers and target audience.

Perhaps this is because less than half (43%) 
of business leaders rely mostly on customer 
data when making decisions, and the 
remainder, either rely mostly on gut instinct 
(20%) or give equal importance to data and 
instinct (37%).

The data 
value divide

Misplaced
confidence?

43% 20%

37%
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Consumers are most concerned with cost, 
and the quality of goods or services when 
it comes to choosing which company to 
spend their money with. Cost is a particularly 
dominant factor for consumers considering 
which hotel to stay in (48%), or which airline 
to fly with (36%). 

Meanwhile quality reigns supreme for foodies, 
fashionistas and film buffs. Two-thirds (66%) of 
consumers say food quality is most important 
when dining in a restaurant, and more than 
a quarter (29%) say the quality of goods on 
offer is most important when shopping in a 
store. A third (33%) say the screen and audio 
quality was most important at the cinema.

But the little things also count to consumers, 
and this is where there is a clear disconnect 
with what businesses are asking: 

When we asked businesses, most are 
interested in surveying customers on quality 
of service (as identified by 83% of business 
leaders), experience of dealing with staff 
(58%), and speed of service (52%). Barely 
a third (35%) of businesses are interested 
in customers’ perception of pricing / value 
for money, which is at odds with consumer 
emphasis on price.

So what questions should 
you be asking?

29% 12% 42%
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In this age of big data, it is important to 
track the information most relevant to the 
happiness of your customers. For successful 
live happiness tracking, you need the right 
tools. A few that SurveyMonkey provides 
are Satisfaction Tracking and Net Promoter 
Score solutions. When combined with the 
leading CRM solution from Salesforce, it’s easy 
to monitor customer feedback in real time, 
triggered off everyday customer interactions.
 
Businesses need to be smarter about how 
and when they are asking for feedback from 
consumers, to make sure they are getting 
the most value from it, and gaining clear, 
actionable insights that allow services and 
products to be improved. And with the 
right tools in place, today’s most successful 
businesses are embedding customer 

happiness as a key performance metric for 
the whole organisation.
 
That is why we recently launched our 
SurveyMonkey for Salesforce integration 
in the UK.
 
The partnership brings the world’s #1 survey 
provider together with the world’s #1 CRM tool 
in a deep integration.
 
The integration allows you to view survey 
responses directly in Salesforce, send and 
manage your surveys directly from Salesforce, 
and track your progress and improve.
 
For more information, please visit https://
www.surveymonkey.com/mp/salesforce-
integration/

The data that matters


