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Company: Digital Marketing_Institute

Location: Blackrock, Ireland

We asked Ellie McHugh, Global
Operations Director, to share her
experience of customer journey mapping
and improving Net Promoter Score.
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https://digitalmarketinginstitute.com/
https://www.customersure.com/improving-nps/

Tell us about Digital
Marketing Institute...

The Digital Marketing Institute is the global standard
in digital marketing training and certification —
providing the skills, confidence and industry know-
how to stay relevant in the ever-changing digital
world through our Membership.

The DMI course content and exams are validated by
some of the top change makers in the marketing
industry: The Global Industry Advisory Council
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https://digitalmarketinginstitute.com/students
https://digitalmarketinginstitute.com/institute/industry-advisory-council

Our mission is to support marketers to
achieve their learning ambitions and help
them realise their full potential. We have:

e 30,000+ certified professionals
e 58,000+ students

e 130,000+ members

¢ 100 education partners

e 350 facilitators via partners

e 50 subject matter experts

©6 Our research with the Economist Group
illustrates a global skills gap... 99

400/ of organisations are not able to find sufficient
O talent to handle their digital marketing workloads.
740/ believe that Marketing faces a critical talent

O shortage due to a lack of needed digital skills.

550/ of companies are not keeping pace with the new
(o

technologies that consumers are using today.

270/ believe that keeping up with market demands
O and audience needs is a great challenge.
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https://digitalmarketinginstitute.com/students

“Perpetual Evolution: The Interplay of Talent and
Technology in the Future of Marketing”

Our people are happy and committed. A recurring
feature in our employee surveys is how much
people enjoy working with their colleagues at DMI.

Employees particularly enjoy feeling that our
customers are getting tangible benefits from their
investment in digital education resulting in increased
skills, better jobs, salary and overall employability.

" D Woating
customer ‘ ) instte
Sure



https://digitalmarketinginstitute.com/perpetual-evolution-economist
https://digitalmarketinginstitute.com/perpetual-evolution-economist
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What challenges
were you facing?

In 2018 we embarked on an examination of all of the data

and insights from our direct and indirect students, partners
and clients to get a fuller understanding across each of our
lines of business as part of planning our five year strategy.

Although we had some great data through various survey
feedback and mechanisms it was apparent that we had
quite a disjointed approach and some degree of overlap
between different departments.

What we needed was a cohesive approach to surveying
which would meet the variety of needs of each department,
and which would cover each of the customer journeys and
touchpoints to coherently gather customer feedback and
measure Net Promoter Score (NPS), Customer Satisfaction
(CSAT) and Customer Effort Score (CES).



How was your software
Implementation experience?

Ultimately we chose CustomerSure as the best
solution to evaluate our global consistency, even
though programs are locally delivered through our
Partner Network and by a diverse range of individuals.

The platform is organised in such a way that it makes
it easy to implement a feedback mechanism to
evaluate people’s experience of DMI, starting from
their initial research — right through their learning,
certification and membership journey.

It provides a holistic view of their experience with us.
Implementation was very straightforward and we

found the advice of CustomerSure was the key to
designing our survey strategy.
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What results have
you achieved?

The impact of using CustomerSure has been
immensely positive.

66 Having hard data cuts through perceptions and
opinions held internally on how we’re doing and
tells us what our customers’ experience actually is. 99

The negative feedback (everyone gets somel) is
transformative - it helps us identify where the need for
change is greatest. It also enables us to prioritise our
improvement efforts in a very fast paced environment.

We’ve seen very rewarding results - CSAT, CES and NPS
have all increased since implementing our survey strategy.
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Any surprises?

One of the most surprising and very
pleasant outcomes has been the
genuine compliments for DMI staff
which people have offered — and that’s
always well received when shared!
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What advice would you give to
someone getting started with
real-time customer feedback?

Articulate and document your customer journeys.

Use your whole employee base in determining the journeys —
that ensures everyone is invested in the Customer Experience.

It also provides transparency and collective agreement and
understanding on what those journeys are and how everyone in
the business is involved and responsible for delivery. In growing
businesses this is a way to engender a respect for everyone’s
roles in delivering a superior experience to customers.

66 Decide who are your key step
owners and stakeholders early on. 99



Think carefully about the format of the questions you
use and where the right place to ask them is.

Appoint one single decision maker who takes
responsibility for the ‘control’ of surveys. They can
take an overview of what you’re measuring and
reporting to ensure consistency. They can deal with
how and when the surveys are deployed, and they can
make sure they’re best utilised at executive level to tie
in with the overall strategy of the business.

More information on DMI’s courses can be found here.
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https://digitalmarketinginstitute.com/students/courses
https://www.youtube.com/watch?v=eseDGFgoG2g

Other Case Studies

Barchester Healthcare

66

CustomerSure have
enabled us to give our
residents and patients a
voice, and their
feedback drives us to
make necessary
changes to improve the
customer experience.
We’re now at our
highest ever quality
ratings across the
board.
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Covéa Insurance

66

Using the CustomerSure
platform and working
with their great team, we
have been able to
enhance our Voice of
Customer programme
substantially

Philips

66

It's great to have a
software partner that
can help us scale our
customer experience
efforts to such a level,
whilst maintaining that
personable level of
service.

Customer feedback
should make a direct

impact on the business.



https://www.customersure.com/case-studies/covea/
https://www.customersure.com/case-studies/barchester/
https://www.customersure.com/case-studies/philips/

Ready to elevate your
VoC programme with
the 3 key foundations?

Get Your Free Guide

15 L. T P
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A great VoC programme isn’t just
about collecting feedback — it’s about
mapping journeys and driving action.

DMI’s success shows how customer
journey mapping and real-time insight
can boost NPS, CSAT and CES, while
aligning teams and prioritising
improvements.

If you’re looking for a smarter way to

power your Voice of the Customer
programme...

Book a chat with an expert
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https://www.customersure.com/guides/foundations-of-voc/
mailto:darren.wake@customersure.com
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info@customersure.com
UK: 0800 97 88 454

US: 415 800 3497 Net Promoter, NPS, and the NPS-related emoticons are registered trademarks,

. and Net Promoter Score and Net Promoter System are service marks, of Bain &
|nternat|ona|: +44 (O) 191 695 6910 Company, Inc., Satmetrix Systems, Inc. and Fred Reichheld.



