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The 2008 Customer Experience Impact Report was conducted by 
Harris Interactive and sponsored by RightNow Technologies. The 
survey, the third of its kind, polled 2,112 U.S. consumers* online 
about how they engage with companies both online and via phone, 
what they find frustrating, and how negative and positive customer 
experiences affect them. Those surveyed were encouraged to detail 
what they would change about current customer service practices. 
Some responses, which reflect the overall sentiment of those surveyed, 
are featured throughout the report. 
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2008 U.S. CUSTOMER EXPERIENCE IMPACT REPORT

In the past 2 years, discontinuing business 
with a company after a negative customer 
experience jumped 28%; from 68% in 2006 to 
87% in 2008.

+28%
GREAT CUSTOMER EXPERIENCES COUNT

For the third consecutive year, there’s a growing trend among 
consumers to stop doing business with an organization or company 
because of a negative customer experience. 87% of consumers said 
they’ve stopped doing business with a company after a negative 
experience, up from 80% in 2007 and 68% in 2006.

Even during tough economic times, the significance of customer 
experiences does not dwindle. More than half (58%) of consumers will 
always or often pay more for a better customer experience during a 
down economy. This knowledge, coupled with the fact that consumers 
also said the most important thing companies could do to encourage 
them to spend more is to improve the overall customer experience, it’s 
clear that even when finances are tight, people still value good service.

SERvICE CAN DRIvE REvENUE

In recent years, contact centers have faced mounting pressure to 
move from being a cost center that answers questions and handles 
complaints, to a more dynamic part of the organization—supporting 
the customer and generating revenue. Consumers are responding in 
a positive way, as the survey found that more than half of consumers 
(58%) are at least somewhat likely to make a purchase during a service 
engagement, and 24% of them have already made a purchase based on 
an agent’s recommendation.

58% of consumers will always or often pay 
more for a better customer experience during a 
down economy.

58%

“ 

…Customer service has gone way down hill and 
I won’t do business with a company who has 
poor customer service.” 

“ 

…In a tight economy, keeping customers happy 
is the #1 way to get discretionary dollars.”

“ 

I believe customer service would be improved 
if you could access whatever information 
you need/want immediately. When speaking 
with a person, that information comes with 
recommendations for great products.” 

More than half of consumers are at least 
somewhat likely to make a purchase during a 
service engagement.

>50%
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CREATING CUSTOMER ADvOCATES

Organizations providing customers with positive experiences are likely 
to see a return on their customer service investment in the form of 
new customer acquisition through word-of-mouth recommendations. 
58% of consumers said outstanding service is the number one reason 
they would recommend a company to someone else; up from 51% 
in 2007. In fact, service outplays both low prices (44%) and quality 
products/services (43%) in the recommendation-stakes, confirming 
that delivering outstanding customer experiences remains an essential 
brand differentiator. 

IMPACT Of NEGATIvE CUSTOMER EXPERIENCES

While consumers are willing to recommend companies to others 
because of outstanding service, they are almost twice as likely to tell 
others about poor treatment. In fact, 84% of U.S. adults who had a 
negative experience with an organization or company indicated that 
they’d spread the word about a bad experience—up from 74% in 
2007 and 67% in 2006. Also, consumers react to negative customer 
experiences physically and emotionally. 26% have sworn; 17% have 
shouted, and 9% have felt sick. Men and women react differently to 
negative customer experiences. Men reported at higher rates that they 
have hit or broken something (5% of males, 1% of females), while 
women were more likely to say that they have cried (9% of females vs. 
2% of males), or felt sick (11% vs. 7%).

SERvICE, E COMMERCE AND WEB 2.0

When interacting with consumers online, access to live agents is 
important. 51% of consumers want the option of a live web chat 
session, a similar rate as in 2007. To prevent online shopping cart 
abandonment, companies should ensure that information is easy to 
find. 60% of consumers said while shopping they want the ability to 
quickly and easily find details about the product or service they wish 
to buy, as well as information about delivery charges and times prior to 
checkout. 

51% of consumers want the option of a live 
web chat session.

51%

The number of U.S. adults who will tell others 
about a bad customer experience increased 
25%; from 67% in 2006 to 84% in 2008.

+25%

“ 

I have been a customer of one company for 
over ten years simply due to their excellent 
customer service and highly recommend them 
to anyone in the market for their services. ” 

Outstanding service, rather than low prices or 
quality products/services, is the number one 
reason consumers recommend a company to 
others.

SERvICE
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ABOUT RIGhTNOW TEChNOlOGIES
RightNow (NASDAQ: RNOW) delivers the high-impact technology solutions and services organizations need to cost-efficiently 
deliver a consistently superior customer experience across their frontline service, sales and marketing touch-points. Approximately 
1,900 corporations and government agencies worldwide depend on RightNow to achieve their strategic objectives and better 
meet the needs of those they serve. RightNow is headquartered in Bozeman, Montana. For more information, please visit www.
rightnow.com. RightNow is a registered trademark of RightNow Technologies, Inc. NASDAQ is a registered trademark of the 
NASDAQ Stock Market.  

METhODOlOGY
This Customer Experience Impact Report was conducted online within the United States by Harris Interactive on behalf of 
RightNow Technologies between September 4-8, 2008 among 2,112 general population adults age 18 years or older. Results were 
weighted as needed for age, sex, race/ethnicity, education, region and household income. Propensity score weighting was also used 
to adjust for respondents’ propensity to be online.

ABOUT hARRIS INTERACTIvE
Harris Interactive is the 12th largest and fastest-growing market research firm in the world. The company provides research-
driven insights and strategic advice to help its clients make more confident decisions which lead to measurable and enduring 
improvements in performance. Harris Interactive is widely known for The Harris Poll, one of the longest running, independent 
opinion polls and for pioneering online market research methods. The company has built what it believes to be the world’s 
largest panel of survey respondents, the Harris Poll Online. Harris Interactive serves clients worldwide through its United States, 
Europe and Asia offices, its wholly-owned subsidiary Novatris in France and through a global network of independent market 
research firms. The service bureau, HISB, provides its market research industry clients with mixed-mode data collection, panel 
development services as well as syndicated and tracking research consultation. More information about Harris Interactive may 
be obtained at www.harrisinteractive.com. To become a member of the Harris Poll Online and be invited to participate in online surveys, 
register at http://go.hpolsurveys.com/PR.

Even with the growing popularity of social networking and 
mobile technology, consumers place more emphasis on live agent 
access, both on the phone and via live web chat sessions. When 
considering how companies might better engage with them to 
encourage increased spending, 49% claimed they want quick access 
to a phone agent. Conversely, the “delivery of tailored information 
via mobile technology” (5%) and “increased presence on social 
networking sites like Facebook, etc.”, (4%), are at the bottom of 
the importance pile. Even those aged 18 to 34 aren’t looking for 
this type of engagement – opting instead for better access to agents.

“ 

I want to know all information possible on the product, 
including comments of others who have used it. I also want the 
‘bottom number’ plus shipping and other charges. This must 
all happen before I commit to purchase. When I do commit, I 
expect immediate service. ” 

Women (84% vs. 78% of males), and 
consumers age 35 to 44 (85% vs. 77% of 18-
34 year olds and 80% of 55+ year olds), are 
most likely to tell others about a poor customer 
experience.

SERvICE

*In this report, the word “consumer” represents adults 18+ living in the United States.


