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e.mo.tion:   an affective state of consciousness in which joy, sorrow, attraction, fear, 
hate, or the like, is experienced, as distinguished from cognitive and volitional states 

of consciousness.  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Provisional Report Abstract:   The concepts underpinning emotional retail or emotion based services are well 
understood and established (Dichter et al).  However, the translation of brand promise into a meaningful and 
memorable customer experience is seldom achieved in depth.  Indeed, whilst Customer Experience Management 
(CEM) is very commonly proposed as a business strategy it is rarely executed in an empirical sense and little 
attention is actually given to the sort of environments and emotional interactions that might induce a commer-
cially beneficial reaction in customers.  Hewson propose that customer onboarding is becoming of paramount 
importance and that the customer experience is actually enhanced in real terms.  In particular, the report argues 
that there is a critical emotional linkage between the desirability of goods and services and the environment they 
are purchased in and that this emotional linkage extends to the effectiveness of subsequent efforts to both under-
stand the customer and to optimise customer lifetime value.  The Hewson report and research programme will 
seek to understand to what extent maintaining an emotional continuum is vital to executing brand promises and 
to supporting CRM initiatives.	


!
Customer Onboarding: Background!

About Hewson Group:  Hewson was established in 1989 as a market analyst company specialising in mar-
keting and customer management.  Hewson are considered an originating force in the CRM application area 
and the report ‘Emerging Information Technologies - A Marketing Opportunity’ (1993 with Professors Malcolm 
McDonald and Hugh Wilson, Cranfield SOM) was a seminal insight into how customer management infor-
mation would inform marketing and how marketing, in turn, would have a more precise influence on sales. 
By 1999 Hewson had published a number of works on the business use of the internet and had a direct influ-
ence on the UK government’s e-gov strategies.  Clients around this time included most of the leading IT 
companies including SAP, Microsoft, Siebel and Peoplesoft.  End user clients included Legal & General, 
Lloyds, Nationwide, IBM and many others.!

In 2007 Hewson ceased to participate in the CRM sector - having disposed of a CRM strategy planning com-
pany. in 2008 Nick Hewson established the research programme ‘Women, Sex and Shopping’ (WSS) which ini-
tially looked at the emotional dimension of the female consumer but which has since extended to establish-
ing insights about the female economy more widely - ‘Wanting More: The Rise of the Female Consumer’. WSS 
has featured in media all over the world such as the BBC, FT, WSJ, Huffington Post, Daily Mail and Cosmopoli-
tan as well as being studied at a number of leading business schools.!

Subject Background: In 2008 Hewson produced a short paper on Customer Onboarding.  Internet searches 
suggest that this work (and obvious derivatives) is still, to a point, the extant reference.  This is extremely 
surprising as logic (and some evidence) points to the fact that onboarding customers (or the initial phase of 
contact) has an extreme degree of criticality.  Arguably, entire CRM infrastructures are based on the premise 
that proper onboarding occurs when the facts may not support that premise in any way.  Hewson refer to 
‘Onboarding’ in a wide, conceptual sense rather than the narrower definition of ‘onboarding' that is under-
stood in say banking, which is more associated with a regulatory process.  The research will consider the 
proposition that emotion is a key factor in onboarding and that failure to identify this and execute appropri-
ately is a serious and ongoing business blindspot.!

Future Direction of CRM!

There is a issue of real substance involved that arguably goes beyond the more ‘tactical’ question of onboard-
ing. In the early1990s when we first wrote about customer management we believed that the primary im-
pacts of improving technology would be on the customer experience and on marketing information and 
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marketing execution.   The evolution of (what became) CRM did not really follow the path we expected as 
the focus inexorably gravitated to sales (SFA) type implementations - a trend that has never significantly re-
versed.  This version of CRM was a tide that floated all boats and we were not immune from the commercial 
bonanza that ensued.  Nevertheless, an unavoidable conclusion might be that the wrong path was taken 
17-18 years ago and that the questionable success of so many CRM projects lies with a strategic misapplica-
tion of effort and investment.  Saying this does not imply that internal management of sales is without con-
siderable importance or that CX/CEM initiatives have been without merit.  Our proposition, as set out be-
low, is that one of the critical elements of customer engagement has simply not been developed.!

!
Onboarding - The Facts!

There is a problem with the ‘facts’ because there aren’t many.  Hewson have tried over time to establish if 
there are any reliable sources of information about onboarding practice but these have proved to be remark-
ably scant.  Our attention was originally caught by some statistics from the US banking sector and these sug-
gest that banks lose 30% of new customers in the first year and 50% of those are lost in the first 90 days 
(Dove Consulting).  73% of cross-selling in checking accounts happens in the first 60 days according to BAI  
One inference of the BAI statistic is that one third of all the marketing and sales effort that it put in by an av-
erage bank to acquire a new customer is effectively wasted. The organisational cost of this is likely to be very 
high – onboarding followed by defection based ‘offloading’ has a high systemic cost. Of perhaps, greater 
interest still is a different inference to be drawn from the cross-selling statistics. If 73% happens in the first 60 
days (in environments arguably un-optimised to take maximum advantage) then, by extension, cross-selling 
outside this timeframe has far less chance of success and marketing dollars are ill spent here if the data dri-
ven basics are not established very early in relationships.!

We are reluctant to go too far down the track of using banking as a demonstration point about onboarding.   
For a start, onboarding in banks is a  (mandatory) process reliant area and very good process maybe the 
paramount factor- rather than the more complex emotional model we suggest.  It is also possible  that the 
BAI/Dove stats are outliers.  Nevertheless, common sense (always a dangerous thing to invoke) points to the 
feasibility of such results occurring and our own experience with a number of different retailers dealing in 
women’s goods tends to confirm that very different buying and retention patterns are linked to what we 
would consider a high quality ‘emotional’ onboarding process (even if this is an accidental one).!

Onboarding - The Theory!
Onboarding is complex and little understood or researched.  It is not however, a distant and arcane backwa-
ter of CRM, it maybe, if the theory is substantiated, the critical driver of all CRM strategy.  To appreciate the 
validity of that statement it is only necessary to understand that most relationships (business and human) 
are emotional and predicated on a brief passage of time. from which unfolds a series of dependent events.  A 
passage of time where the interaction maybe transient or eternal, hopes realized or frustrated, expectations 
fulfilled or disappointed.  It may be one hour or one day – or perhaps in the broader aspect of onboarding 
(we think) up to 90 days.  As the definition of ‘Emotion’ provided above suggests - during this period the 
customer will have an altered state response which is not necessarily cognitive or volitional.!

Onboarding is not about Customer Experience in itself, although this is an important dimension.  A cus-
tomer can have a great experience but the organisation can still know nothing about that customer as a result 
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and the relationship may not be properly engaged and may be in jeopardy of failing thereafter.  A properly 
conceived Onboarding Philosophy would execute by foreseeing the best customer experience, maintaining it 
and maximising the latent value revealed in the engagement .!

Initial Hewson Group research estimates that over 85% of European/US organisations, across all sectors do 
not have an onboarding strategy and have no internal analysis of ‘Golden Moments’ of propensity when 
customers ‘bond’.!

The Emotional Chain at the heart of Onboarding:!

Emotional Impulse - Emotionally Adapted Environments - Buying Impulse - Customer Onboarding - Emotional Loyal-
ty - Information Sharing - Customer Lifetime Strategy established!

!
 Issues for Consideration!

!
1. What evidence is there to support Onboarding theory?  In sectors other than banking is it possible to 

show any defensible data about customer retention, cross selling or LTV knowledge in the first 90 Days of 
a relationship?  Is there evidence of an enhanced propensity in customers during the ‘Golden Period’ to 
share data that informs the relationship? Is there anything to be learnt from analogous areas such as em-
ployees onboarding?!!

2. If the central proposition of onboarding holds good how can it be extended to operate outside of new 
customer situations?  Would this be on some sort of equivalent ‘event’ driven basis?  Would CRM strate-
gies then derive from one critical time period?!!

3. Can CRM systems currently deployed support the principles and processes of onboarding?!!
4. Are organisations ready to assess the emotional chain and identify the elements and dependencies that 

apply to their business models?!!
5. Generating and sustaining emotional loyalty with customer may demand in-depth support deep into the 

organisation.!!
6. Maximising emotional impulses and feelings of well being may require more emotionally adapted envi-

ronments (stores/offices/showrooms) than commonly exist in reality.  Will companies be prepared to 
understand this and invest accordingly?!!

7. Are current ways of thinking about customer management and CRM systems implementation  too laden 
with inertia for attitudes to change?  What will change hearts and minds?!!!

Summary of Proposition!
The potential benefits that might arise from Onboarding are mainly unproven although the possibilities have 
a logical validity with far reaching implications.  There is a problem with the lack of detailed evidence across 
different sectors.  We think that very few companies operate a systemic approach which would actually pro-
vide the relevant data and this (apparent deficiency) in itself is worthy of closer examination.  If reliable evi-
dence emerges that proves that (eg) cross-selling and retention are causally affected by a systemic onboard-
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ing approach then a re-think may be necessary about where effort and investment are made within customer 
relationship life-cycles. !!
Right now, Hewson consider that there are more questions than answers and we would be grateful for any 
views, evidence or alternative suggestions.!!!!!
Hewson Group!!
Upgate Barn, Swannington, Norfolk, NR9 5AH!!
Tel:  +44 1603 866234!!
Mob:  07768 588753!!
email:  nick@hewson.co.uk!!
Skype:  nickhewson2334!!
www.hewson.co.uk!!!

!
!
!
!
!
!
!
!
!

H e w s o n  G r o u p ! C u s t o m e r  E m o t i o n !                                                                                                                           !
"4


