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We all think about customer loyalty. But what exactly is it?

It's not about cards or points or cashbacks. As Saatchi & Saatchi's Richard Hytner says,
"I give you my data you give me your points. When else in life would that be called loyalty?"

At Rapide, we believe loyalty arises at "Moments of Truth" - key touchpoints along the 
customer journey where engagement with the brand is unusually strong. Interact in the 
right way - with information, choices, even just a means to talk back - and you can turn 
customers into lifelong Advocates.

But here's the catch: you've got to do it in real-time. Not when they get home or when 
you email them a monthly survey. Moments of Truth happen right here, right now.

Here's a story of one business traveller's journey into loyalty and advocacy. 
You'll recognise him. After all: he's you.

The ideas, services, and technology the traveller engages with are real and in use among 
Rapide’s customers today...

Drive your business forward
Customer loyalty delivers competitive advantage.

Just before dinner, the traveller calls his top customers. With years of experience, 
he can tell how they're feeling today, from broad-brush aspects like tone of voice to the 
odd bits of vocabulary they use. It's just nuance, but he knows who needs a visit next week. 
And that's what infuriates his competitors: his customers can't be poached, simply because 
their emotional bond is strongest with our traveller.

But there are a million customers out there, and he can't talk to them all. He wonders if all 
the little rules-of-thumb he applies on the phone - word choice, unusual phrases, the verbs 
and adjectives they use - could  be formalised, so a customer's state of mind at moments 
that matter could be understood more deeply. Using customer feedback... as a source of 
competitive advantage?

Rapide, which works with a third of the FTSE and has amassed millions of data points on this 
phenomenon - leading to a business methodology for mapping the moments that matter 
most. This work draws on cognitive psychology and uses research with academia, business, 
and consumers.... a "Theory of Moments of Truth". And we've put it at the heart of our business.

The traveller decides to explore this idea further; it'll be a breath of fresh air for his business. 
Maybe he's just had a Moment of Truth of his own.
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Key Takeout Instead of counting the people you reach, start reaching the people 
who count.



®

Page | 2A customer journey is a series of moments
And some moments matter more than others

8am and the sun’s already scorching.A traveller pulls up at a service stop, expecting a 
welcome break from the open road. He's got a milestone meeting later and his needs are 
simple: cold water,  fresh coffee, maybe a smoked-salmon bagel to start the day.

But the scene inside resembles the End of Days. Cracked porcelain. Stained tables. 
Stale pastries. With a milestone meeting later, it 's the last thing he needs. On his way out, 
he makes a silent vow: "I'm never visiting this chain again." A loyal customer lost, forever.

It was a Moment of Truth. A point where a customer had a deep emotional need for service - 
in this case, from a well-known chain he'd used for years. And in that moment, his 
Customer Lifetime Value dropped to zero. At a critical touchpoint shared by millions of 
business travellers - morning hunger pangs after the first hours at the wheel - the brand didn't 
deliver.

The traveller gunned his engine. He saw the chain's logo in his rear-view mirror. 
From that moment on, that's where it would stay.
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... Repurchase probability rises from 32% to 89% when problems are acknowledged and resolved... 
25-75% of purchasing decisions are based on word of mouth...

Source: Bain & Company and Harvard Business School

Key Takeout Rapide calls such interactions "Moments of Truth". The key touchpoints
on the customer journey where loyalty is built. Do you know yours?

Loyalty. Advocacy. Badvocacy.
Making every customer feel like your only customer

The day's work is done. And the traveller's looking forward to his steak. His friends have joked 
that if he loses his phone they'll just call the restaurant chain; he eats there several times a 
month. They know this because he raves about the beef. He's an Advocate.

Advocates are the customers who tell all their friends about you. As such, they're the 
best customers you can have. But they're not always easy to spot. The steakhouse thinks the 
traveller spends £250 a month there. In fact, he brings in over £3000. 

Real loyalty comes from turning customers into Advocates. Those expressing strong positive 
sentiment should be rewarded. But it's even more important to identify your Badvocates or 
detractors: those who actively dislike you because the right communication at the right time 
can turn the most negative customer experience into a positive one. Rapide is how you do it. 
Combining always-on feedback-gathering channels like 66099, freeform text analysis like 
Rant & Rave, and instant-response methods like SMS, MMS, voice messaging, email and 
mobile.

But Advocates in one area are Badvocates in others, muses the traveller. Human beings are 
emotional creatures. And if customers think a lot, they feel even more. 

®

Page | 17

Rapide Communication Ltd: Heron House, Millburn Hill Road, University of Warwick Science Park, Coventry. CV4 7HS
www.rantandrave.co.uk marketing@rapide.co.uk +44 (0)2476 011 911

Source: YouGov

...the UK now has more mobile accounts than citizens... 
anxiety about being without mobile access now has a name: "nomophobia"...

Key Takeout
again and tell others. Badvocacy: the propensity not to buy and to tell others why not! 
Reaching Advocates and Badvocates at Moments of Truth leads to loyalty.

Loyalty: the propensity to buy again. Advocacy: the propensity to buy



moments of truththe

company
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Reach New Heights of Customer Service

BMI (British Midland International Airline) is the second largest airline at London’s Heathrow, operating 
services in the UK, Europe, the Middle East, Central Asia & Africa. As a company they are committed to 
employing new technology which can further enhance their customer experience.

 They needed a way of checking that their customers were happy with the service they received from 
their call centres. They now use Rant & Rave to send those people who have recently spoken to one of 
their agents an email asking them to rate their experience on a scale of 0-10 and to leave some additional 
comments explaining their reasons for giving that score. 

 Rant & Rave analyses these comments and gives them a NPS (Net Promoter Score). Decision makers are 
given an overview of customer sentiment as well as the ability to drill down to individual customer com-
ments and to track trends over time. Since implementing the service BMI have achieved a 15% response 
rate and have been alerted to over 1,480 insights that they otherwise may not have been aware of. 

Don’t be flooded with complaints

Veolia Water provides water and wastewater management services throughout the UK and is part of the 
world's leading water company. They have to adhere to the strict guidelines outlined by economic water 
regulator Ofwat. Ofwat recently introduced their Service Incentive Mechanism which has been designed 
to ensure consumers are treated in a fair way. If a water company is found to be offering sub standard 
service then Ofwat has the power to financially penalise them.

In response to this initiative Veolia wanted to be able to demonstrate that they were actively listening and 
responding to their customers’ feedback.

They now use Rant & Rave to proactively send text 
messages to customers after they have spoken to a 
call centre agent. The message asks them to rate 
their experience on scale of 1-5, with 1 being poor, 
and to share any other comments they may have. 
These comments are then analysed in real-time by 
award winning text analysis and presented back, 
along with the scores, on an easy to read dashboard. 
Since implementing the solution Veolia have 
achieved a 25% response rate from their customers.

All feedback is matched up to the customer’s service 
history so if an agent needs to call the customer 
back they are fully aware of the customer’s issue 
before they try to resolve it.

“

”

Rant & Rave allows us to closely monitor our customers’ satisfaction and 
enables us to resolve any possible issues quickly. 
The feedback received also helps us to train our staff more effectively.

moments of truththe

company
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Real-time and real-place are paramount
It's all about the time and place

Back on the road, miles out of town. In years past, such places were the middle of 
nowhere. These days, they're a substitute office.

Still embittered by the roadhouse experience, the traveller checks his voicemail. One from 
work, one from his wife. He returns the call home, logs on to his email, sends a few text 
messages. One pings back in seconds: he clicks to acknowledge it. Far away *from* work, 
he's still *at* work.

Consumers today may be unwired, but they're never unconnected. And increasingly, 
they're not even using anything with a keyboard. Handset, tablet, even voice-activated 
services: ear and mouth mean as much as hand and eye. Technology you can hold in your 
hand feels intensely personal - because it's always there, everywhere you go. 
When he needs to feel close to someone, the traveller's natural choice is the mobile channel.

Nearing noon, and the traveller's started to feel better. Putting the car in gear, he sets off again. 
His connections  tag along - to the web, his inbox, his phonebook. But he doesn't think of them 
that way. He sees them as connections to his family, his co-workers, and the companies he 
buys from.

®
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... The average email is read within 48 hours; the average SMS within four minutes... 
only 4% of customers tell the brand owner about a bad experience...

Source: Tomi Ahonen and Bain and Company

Key Takeout Today's consumer is always-on. The mobile channel is how we reach
them. Rapide uses mobile to connect and engage with consumers at Moments of Truth.

Improve business operations...
...by listening to the Voice of the Customer

As he reaches his meeting, the traveller is reminded that not all businesses succeed. 
Shuttered storefronts, abandoned factories, for-sale signs. Yet the goals of business are simple. 

1. Satisfy customers; 
2. See 1.

His own company uses a method called "Voice of the Customer", a set of tools for 
identifying customer needs, structuring them, and prioritising them. It works, because it 
involves teams from across the business: marketers talking to engineers and sales execs 
to operations managers. The group least represented, he believes, is the most important: 
customers themselves.

In a connected world, Voice of the Customer can gather opinion and ideas from billions - 
everyone with a mobile phone is a voice worth listening to. Teaming Rapide's mobile 
messaging infrastructure and Rant & Rave lets you use VoC to its full potential - 
by understanding, in quantitative terms, what your customers really want. Using such 
knowledge is how true loyalty and advocacy is built.

His meeting goes well. New hires inducted, a few leaders identified, people working 
together effectively. But at heart the traveller is a client-facing guy: he wonders how 
his top customers are feeling today. Time to pick up the phone.

®
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Source: The Mobile Marketing Association

... the biggest users of mobile messaging are emerging markets; Indonesians average 
30 texts a day each... Africa's mobile payments system provides 6m people with 
"branchless banking"...

Key Takeout Customer needs aren't a random
grab-bag. They can be categorised. Structured. 
Arranged in hierarchies. Do this with your customer 
feedback, and the insights can add value across your 
whole service infrastructure.



Make Every Moment Magic

Orange are the UK’s fastest growing mobile phone company, serving more than 175 million customers in five 
continents. They needed a way to analyse and understand the thousands of call centre notes they gather from their 
multiple call centres, based in over 12 countries. 

Trying to read and understand such a huge amount of notes manually would have been unrealistic and a huge 
drain on resources. Orange now use Rant & Rave to understand the call centre notes in real-time, the system gives 
them the ability to view the performance of each individual unit as well as comparing them on a national and even 
regional level. 

The award winning analysis also alerts Orange to areas in need of improvement (miserable moments) and opportu-
nities for praise (magic moments). Since the service went live over 20,000 of these magic and miserable moments 
have been identified. By understanding these comments in real-time Orange have the opportunity to rescue 
unhappy customers before they become detractors and thank those who are satisfied for their custom. The system is 
also an effective means of highlighting common themes and customer issues that the company may previously 
not have been aware of.

Rant & Rave has saved us vast amounts of time and money by analysing our call centre notes for us. 
Because results are available in real-time we can closely monitor the satisfaction rates of each region 
and can respond to issues quickly.

“

”

moments of truththe

company
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Rapide have enjoyed a close working relationship with Vodafone 
for over 10 years.  Vodafone were struggling to achieve feedback 
response rates above 3% and weren’t getting the insight to help 
them improve their events. The solution they use is simple.

During events attendees are sent a text message 
which links them through to a short mobile web 
survey. Unlike traditional surveys however 
participants are asked only four short questions 
which require them to give their answers on a scale of 
one to five. Attendees are also given the option of 
leaving their own comments or suggestions. 

All responses are analysed by Rant & Rave - our award 
winning real-time feedback solution - and presented 
back to event organisers via alerts and on an 
interactive dashboard. Feedback received is then used 
to make changes live at events and influence and 
improve future ones.

The event was great and really informative, it would however have been better if it was more interactive

“It’s a great product, why isn’t it everywhere?”
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Know your customer

Powered by Rapide Communication Ltd 2011

Q: Is there anything we could do to make
      these meetings even better?

Submit Feedback
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There's a gap between you and your 
customers
Close it with the right communications....
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60% of the population sleep with their mobile phones nearby...
typically mobiles are within 6 feet...

Source: Tomi Ahonen
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The clouds roll in, bringing a welcome cool to the afternoon.The traveller's mood 
brightens with the ping of an SMS. Like most consumers, he uses text messaging a lot - 
and he reads each one as it comes in, knowing it'll only take a second or two.

It's a first-class message: a single sentence from tonight's hotel, confirming his booking.
(There's even a link to a map.) Traversing unfamiliar territory, he's glad of the confirmation:
even from two hundred miles away, he feels the companies he relies on are looking out for him.
Care for him. Understand him.

This is how customer loyalty is built. Not thirty-second TV ads or full-page launch campaigns,
but a thousand little touches over the customer lifetime, each one delivering just the right bit
of value, at just the right time. In the mobile space, no information gap is too wide to be
bridged.

The road ahead straightens and the revs start rising. It feels good. Buildings in the distance;
civilisation coming back into view. His meeting's in less than an hour, but he's making good time.

Key Takeout The first big win of mobile is simple: timely acknowledgement.
SMS and MMS are the ideal tools to do it, because they let you reach everyone, 
anywhere, all the time.

Business today creates too much information
Get a view on it that makes sense...

Not far to go. The traveller is thinking about how he could use customer feedback more 
effectively in his own business. After all, he's got customers too. And he knows "loyalty" is 
about more than offers and discounts.

But he's in retail: he has thousands of customers. There's a survey form on his website, 
and it gets 3,000 responses a month. But the messages are hard to make sense of: they 
don't follow any format. (Human beings are funny that way.) He imagines a world where 
he could get a grip on his customers as sure as his 4x4's grip on the tarmac.

Rant & Rave is driven by a dashboard - and it's as customisable as any hotrod. Meters, dials, 
graphs and charts give marketers a birds-eye view of what their customers - and the 
customers they'd like to have - are talking about. Among those voices are your Advocates... 
and just as important, your "Badvocates", those who are actively negative about you.

The road's a bit rough, thinks the traveller: a mess of ruts and holes caused by years of 
sunbaking and flooding. But the powerful V8 up front smooths out the bumps, letting him 
concentrate on moving forward.

®
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Source: Zappos

...66% of retail customers will pay a premium for products if store policies are communicated 
clearly...

Key Takeout If you're listening to everything, you need to make sense of everything.
A real-time dashboard overview - as with Rapide's Rant & Rave - lets you not only read 
and respond, but identifies your biggest fans.



Build Closer Relationships...
...by offering the right options

Eating up the miles, the traveller starts thinking about dinner. It's always an issue in an 
unfamilar town: when your week's planned down to the hour, you need to know who 
cooks the best beefsteak. 

On cue, his phone bursts into life. A membership scheme he opted into last year is paying 
dividends: one of his favourite restaurant chains sends him a voucher offering half price off 
his favourite dish. It knows when to send it, because it knows he tends to eat out on Mondays.

Serving up value follows the same rules as serving up information: do it on your customer's 
schedule, not yours. The restaurant chain knows it's his favourite dish, because he's booked 
tables through their web service four times in the last month, at approximately the same time 
of day. 

One click and he's booked in for a juicy Aberdeen Angus. Now his only worry is whether to 
go for the baked potato or green salad on the side.

®
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Source: Tomi Ahonen and Bain and Company
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... the average mobile user checks his/her phone 84 times a day.... 
96% of brand users churn without giving reasons...

Key Takeout Create value for the customer, and you're creating value for yourself.
Weaving together technologies - from simple SMS to the mobile web and CRM  - can offer 
your customers a seamless experience they'll keep coming back for.

“
”

Multi-channel feedback collected in real-time

Response rates in excess of 35% from emails 

Up to 90% response rates from IVR

Key themes and problems highlighted

Appropriate responses sent

Unhappy customers rescued

Satisfied customers turned in to advocates
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Rant & Rave is the new gold standard for soliciting, 
collating and analysing end user insight.

Sam Ellis - Head of Customer Experience & Loyalty - Atos

Gold Standard
Customer Service



Reduce no-show rates by 20% - Increase revenue - Improve satisfaction 

The effect on bottom line revenue is very substantial.“
”

Every year our multi-channel solutions allow Premier 
Inn to send interactive booking confirmations to 6 
million guests, help over 2 million guests find their 
hotel, sell over 84,000 meals and reduce their 
no-show rates by 20%. Text messages, email, and 
mobile internet are used together to communicate 
with customers in the way most convenient to them. 
The Hotel Marketing Association recognised this 
achievement as the ‘Best Use of Technology’ at a 
recent awards ceremony. 

Premier Inn at Trentham Estate

As soon as a booking is made online an email and text message confirmation is sent to the customer.

Bringing it all together

 www.rapide.co.uk rapide@rapide.co.uk +44 (0)2476 011 911

Rapide Communication Ltd: Heron House, Millburn Hill Road, University of Warwick Science Park, Coventry. CV4 7HS
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Customers want to talk in their own voice
Give them the tools to do it

It must be a sign. He never expected his Tweet to make a difference, but a message from 
Twitter pings back just moments later. It's a Tweeted reply: "We're sorry you had a negative 
experience. Reply to 66099 and we'll try to make it up to you."

Intrigued, the traveller does so, adding a few more choice words. (It's to an SMS short code, 
66099.) He'd mentioned the brand name; somehow the roadhouse chain noticed when it hit 
the Twittersphere. His message back - now an SMS, not a Tweet, and off the social web - 
is acknowledged.

Rapide's Rant & Rave service takes natural-language customer feedback from any source 
and analyses it for strength of sentiment. The blogosphere, chat boards, text messages, even 
the firehose of Twitter - all can be watched and actioned. It's your eyes and ears in the 
customer experience.

As he continues his journey, the traveller ponders how a simple Tweet changed the 
customer relationship: this morning he was a faceless traveller, and now they've got his 
phone number. Maybe - just maybe - he'll give them another chance. (They'd have had a 
much better chance six hours ago.)

®
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Source: Tarp Worldwide and ATOS

...  across social media, a good customer experience is shared with 16 other people; 
a bad experience with 64... mobile messaging response rates can exceed 90%...

Key Takeout Your customers want to
respond in natural language in their own time. 
Rapide's Rant & Rave helps you make sense 
of the information - and act on it - in real time.



Social Media can lead you anywhere...
...but sometimes it pays to be anti-social

The traveller's still thinking about his Moment of Truth earlier. He's realised the fundamental 
issue wasn't about the cluttered tables or the day-old Danish - it was about the company's 
attitude. What if there'd simply been... someone to talk to? (The guy with the clipboard at 
the entrance didn't count.)

He's not a big social media user, but he likes Twitter: at least he can warn people about 
the roadhouse's (lack of) service. A minute's work and a customer complaint is wild on 
the web. Naming #names.

In today's world, it's easy for customers to talk - but harder for marketers to listen. 
And if negative customer feedback goes social, it's too late. What if that feedback could 
come directly to you?  All it takes is an easily-remembered SMS short code - perhaps printed 
on your receipts, or postered on your walls - and you can give your customers a private 
channel to say what they want. Without everyone else seeing it.

Like most consumers, the traveller never fills out survey forms. 
They're too long and they never ask the questions he wants to 
talk about. Social media lets him rant. Tweet sent, he drives on.
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Source: The Forum Group and Harvard Business School

70% of customer defection is down to poor experience, not product 
or price... a 5% reduction in churn typically leads to a 25%-80% 
increase in profit...

Key Takeout An SMS short code like Rapide's 66099
is always-on and responds in real time. Helping to keep 
negative feedback off the wild web by providing one 
place for customers to rant - or rave! - that's always-on and 
always-up.

East Coast runs fast, frequent passenger train services on the East Coast Main Line between London King’s 
Cross, the East Midlands, Yorkshire, the North East of England and Scotland. Each year around 18.2 million 
passengers use their service.

They needed a way to collect feedback in a way that was quick and convenient for their customers and 
most importantly captured at the ‘moment of truth’, as they were experiencing the service. They now use 
Rant & Rave to gather feedback via text message from every carriage, on every train, on every journey.

The comments are understood in real-time by award winning text analysis, allowing East Coast trains to 
respond to their customers immediately, thanking them for their positive comments or letting them 

next station rather than at the end of the week.

Receiving feedback via SMS has helped us save time, improve our customer’s experiences and 
even save paper. Rant & Rave has helped us bring customer relations in to the 21st century.

“
”

moments of truththe

company
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Bring Customer Relations in to the 21st Century




