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Executive Summary 

 

❖ This research seeks to evaluate the concept of customer experience management 

applied to the custom software industry from the Agile software process 

perspective, as a new viewpoint to explore the phenomenon of IS/IT project 

failure. 

❖ The study has a qualitative design with a research sample represented by 

stakeholders from the IS/IT industry. The data collection methods used were in-

depth interviews, critical incident analysis, and document review. 

❖ It was found that: 

o the IS/IT industry is not improving as fast as other industries in terms of 

customer experience management. 

o Customer experience management has potential as a tool that would help 

reducing project failure rates. 

o Customer satisfaction in the IS/IT industry is conceived in the technical, 

business, and human dimensions. 

o Customer experience management and its related concepts need to be 

taught to IS/IT professionals. 

❖ A definition of customer experience within the IS/IT Agile software industry is 

proposed based on the three components of the Temkin’s (US consultancy firm) 

customer experience model: success, effort, and emotion. 

❖ A Customer Journey Map for the execution of an Agile custom software initiative 

is proposed given lack of model availability. 

❖ A model for the understanding of customer needs is proposed to elaborate 

appropriate managerial recommendations. 
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This final management project seeks to evaluate the concept of customer experience 

management applied to the custom software industry from the Agile software 

process perspective, as a new viewpoint to explore the phenomenon of IS/IT project 

failure. It is expected to create knowledge capable of providing alternative insights 

to better understand the dynamics of Agile IS/IT projects, software companies, and 

the clientele of those same companies. 

This first chapter will articulate the backbone of the research project by describing 

three key elements: the research problem, the purpose, and the research questions. 

Additionally, to allow the reader to gain a proper understanding about the central 

thrust of the research, other associated elements will be addressed, such as a 

background and context, key definitions, objectives, presentation of the research 

gap, methodology, and the significance of the research. 

1.1 Background and Context 

The development of large-scale custom-made software projects has become critical 

for the success of the operations in many businesses that have found in computer-

based technology a source of competitive advantages and opportunities. Those 

opportunities can be capitalized when the technology grows into a strategic resource 

for the firm. That same technology can create barriers to entry for competitors, 

increase switching costs for customers, and revitalize competition and relationships 

with suppliers (McFarlan, 1984). 

However, alongside with those benefits, there is a constant threat to the businesses 

willing to embark on such projects: costs and failure rate. By looking at the CHAOS 

report by The Standish Group, it is possible to realize that in the US, more than 

U$250 Billion dollars are spent each year on IT application development and a 

significant 31.1% of projects would be canceled before they get completed. 

Additionally, 52.7% of projects will cost 189% of their original estimates. To 

complete the preoccupying picture, only 16.2% of projects would be completed on-

time and on-budget (The Standish Group, 2014). 
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Figure 1: Overview of the results for IT projects in the years 2011, 2012, 2013, and 2014 (The 

Standish Group, 2014) 

There is extensive research that compiles expert IT project management experiences 

to establish the causes of failure rates in the industry. To better understand the 

results of those papers, the software engineering model that integrates the product, 

the process, and the people elements comes handful (Hawker, 2002). Per this model, 

it is possible to establish that the main reasons for failure pertain to the people and 

the process categories, but as stated by Kappelman et al. (2006), “IT projects almost 

never fail because of technical causes, despite the fact that people and process 

problems may manifest technically”. 

Nonetheless, to have an integrative approach, it is important to consider not only 

the insider portion of the story, but also the outsider part, which in this case is 

represented by the customer, and to be more precise, it shall be considered how 

satisfied are clients with the services and experiences that the software industry is 

delivering. The Temkin Group Insight Report presents an evaluation of the quality 

of experiences that the companies in the US delivered to customers in a wide 

spectrum of markets, including software. Activision, Adobe, Apple, Blackboard, 

Google, Intuit, McAfee, Microsoft, Sony, and Symantec were considered in the 

evaluation and it was determined that software firms were located near the bottom 

of the chart (higher in the chart is better, lower is worse) in between the wireless 

2011 2012 2013 2014 2015

Successful 29% 27% 31% 28% 29%

Challenged 49% 56% 50% 55% 52%

Failed 22% 17% 19% 17% 19%
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carriers and the rental car agencies when ranked by the Temkin Experience Rating 

score (Temkin Group, 2015). 

After this short discussion, it is possible to identify, on the one hand, benefits 

derived from the development of IS/IT projects for companies, and on the other 

hand, project failure and client dissatisfaction. To provide a new angle about IS/IT 

project failure, assess a gap in current research, and discover insights about how 

to improve the value generated to customers, the project success rates, and the 

client satisfaction, it is proposed to evaluate the customer experience management 

within the custom software development Industry as a concept binding the after 

mentioned dimensions. 

1.2 Key Definitions 

1.2.1 Customer Experience and Customer Experience Management 

The literature about customer experience management, which will be referred from 

now on as CEM, highlights the fact that there are a lot of references to it (Ryder, 

2007), making of paramount importance to elaborate a proper definition of both 

customer experience and CEM, to avoid using those words ambiguously or just as 

another business buzz terms. 

Customer experience (CE) is “the sum-totality of how customers engage with your 

company brand, not just in a snapshot in time, but throughout the entire arc of 

being a customer” (Richardson, 2010). This definition can be complemented by 

stating that the mentioned engagement with the company brand is not just achieved 

through the interactions between clients and companies at specific moments and 

touchpoints, but also achieved in a wider sense by how the customer’s journey 

unfolds from end to end (McKinsey & Company, 2016). 

As such, CEM is a strategy that businesses use to track, oversee, and organize all 

the different interactions between them and its customers to have a focus on client 

needs, optimizing interactions from the customer's perspective and fostering 

customer loyalty (Rouse, 2016; Ratcliff, 2015). The main goal is to build positive 
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customer experiences that help to establish an emotional bond, therefore, creating 

a differentiation factor of competition (Detecon Consulting, 2016). 

Even though the definitions shown can help the reader understand the core 

elements of customer experience and CEM, it can be perceived that the term needs 

to be extrapolated to better match current business dynamics and practices within 

the IS/IT Agile software industry. While many touchpoints imply human interaction, 

others imply the usage of IS/IT interfaces and a customer may have a “good” or 

“bad” experience with that specific touchpoint. Furthermore, there is an iterative 

nature in a big portion of the process, contrasting to many linear customer journey 

models of other industries. This poses a new challenge in an Agile software 

customer-centric company since the complete arc of interaction is now influenced 

by technology and unfolds in a non-linear fashion. As such, those elements must 

be present in a model to help develop a proper strategy to manage the customer 

experience. 

A proposed definition of customer experience within the IS/IT Agile software 

industry is articulated based on the three components of Temkin’s customer 

experience model: success, effort, and emotion (Temkin, 2014). The relationship of 

those elements is shown in the following formula, in which “success” refers to the 

degree to which customer can accomplish their goals, “effort” establishing how 

streamlined or difficult is the process of attaining goals, and “emotion” indicating 

the feelings derived from the interaction. Customer experience is denoted by the CE 

acronym. 

𝐶𝐸 = 𝑆𝑢𝑐𝑐𝑒𝑠𝑠 + 𝐸𝑓𝑓𝑜𝑟𝑡 + 𝐸𝑚𝑜𝑡𝑖𝑜𝑛 (Eq. 1) 

Per the Customer Journey Map for the execution of an Agile custom software 

initiative developed by the author of this research (Appendix 8.4), it can be observed 

that the entire journey is composed of a non-iterative and an iterative part. Following 

this train of thought, a customer experience value can be derived from the non-

iterative phase as well as for the iterative phase as described in the proposed model 

below: 

𝐶𝐸𝑇𝑜𝑡𝑎𝑙 = 𝛼𝐶𝐸𝑛𝑜𝑛−𝑖𝑡𝑒𝑟𝑎𝑡𝑖𝑣𝑒 + 𝛽𝐶𝐸𝑖𝑡𝑒𝑟𝑎𝑡𝑖𝑣𝑒  (Eq. 2) 
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Where 

𝐶𝐸𝑛𝑜𝑛−𝑖𝑡𝑒𝑟𝑎𝑡𝑖𝑣𝑒 =  𝑆𝑢𝑐𝑐𝑒𝑠𝑠𝑛𝑜𝑛−𝑖𝑡𝑒𝑟𝑎𝑡𝑖𝑣𝑒 + 𝐸𝑓𝑓𝑜𝑟𝑡𝑛𝑜𝑛−𝑖𝑡𝑒𝑟𝑎𝑡𝑖𝑣𝑒 + 𝐸𝑚𝑜𝑡𝑖𝑜𝑛𝑛𝑜𝑛−𝑖𝑡𝑒𝑟𝑎𝑡𝑖𝑣𝑒 (Eq. 3) 

𝐶𝐸𝑖𝑡𝑒𝑟𝑎𝑡𝑖𝑣𝑒 =
1

𝑛
∑ 𝑆𝑢𝑐𝑐𝑒𝑠𝑠𝑖 + 𝐸𝑓𝑓𝑜𝑟𝑡𝑖 + 𝐸𝑚𝑜𝑡𝑖𝑜𝑛𝑖

𝑛
𝑖=1     ; 𝑤𝑖𝑡ℎ 𝑛 = 𝑛𝑢𝑚𝑏𝑒𝑟 𝑜𝑓 𝑖𝑡𝑒𝑟𝑎𝑡𝑖𝑜𝑛𝑠 (Eq. 4) 

𝛼 = 𝑤𝑒𝑖𝑔ℎ𝑡 𝑜𝑓 𝑡ℎ𝑒 𝑛𝑜𝑛 𝑖𝑡𝑒𝑟𝑎𝑡𝑖𝑣𝑒 𝑝𝑎𝑟𝑡 𝑜𝑓 𝑡ℎ𝑒 𝑗𝑜𝑢𝑟𝑛𝑒𝑦, 𝑤𝑖𝑡ℎ 𝛼 ∃ [0, 1] 

𝛽 = 𝑤𝑖𝑔ℎ𝑡 𝑜𝑓 𝑡ℎ𝑒 𝑖𝑡𝑒𝑟𝑎𝑡𝑖𝑣𝑒 𝑝𝑎𝑟𝑡 𝑜𝑓 𝑡ℎ𝑒 𝑗𝑜𝑢𝑟𝑛𝑒𝑦, 𝑤𝑖𝑡ℎ 𝛽 ∃ [0, 1] 

So, replacing Eq.3 and Eq. 4 into Eq. 2, the proposed model will be: 

𝐶𝐸𝑇𝑜𝑡𝑎𝑙 = 𝛼(𝑆𝑢𝑐𝑐𝑒𝑠𝑠𝑛𝑜𝑛−𝑖𝑡𝑒𝑟𝑎𝑡𝑖𝑣𝑒 + 𝐸𝑓𝑓𝑜𝑟𝑡𝑛𝑜𝑛−𝑖𝑡𝑒𝑟𝑎𝑡𝑖𝑣𝑒 + 𝐸𝑚𝑜𝑡𝑖𝑜𝑛𝑛𝑜𝑛−𝑖𝑡𝑒𝑟𝑎𝑡𝑖𝑣𝑒)

+ 𝛽 (
1

𝑛
∑ 𝑆𝑢𝑐𝑐𝑒𝑠𝑠𝑖 + 𝐸𝑓𝑓𝑜𝑟𝑡𝑖 + 𝐸𝑚𝑜𝑡𝑖𝑜𝑛𝑖

𝑛

𝑖=1

) 

With this model in mind and the previous definitions shown, the term CEM, within 

the context of IS/IT Agile software projects, will be understood as the strategy that 

a company employs to track, oversee, and organize all the different interactions 

between them and its customers considering the non-iterative and iterative portions 

of the customer journey to build a completely positive experience, establishing an 

emotional bond, therefore, creating a differentiation factor of competition. 

Another point worth to discuss is that customer satisfaction, customer experience, 

and CEM are important elements to gain a competitive edge and create stronger 

relationships with customers, as described in the literature review, but are not the 

only elements a company shall focus on. The overwhelming amount of references to 

those terms would imply that those are silver bullets or formulas for success, but in 

today’s competitive world, innovation, price, quality, sustainability, among others 

can very well make a difference too. The message here is that it is important to fine-

tune a wide range of elements to increase the likelihood of success, but focusing on 

a single one, such as CEM, might not yield the expected results. 

1.2.2 Software, Software Industry, and Custom Software Industry 

The Linux Information Project gives the following definition for software: “a generic 

term for programs that are used by computers and other products that contain logic 
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circuitry” (The Linux Information Project, 2005). Those programs are instructions 

written in specific languages to implement some functionality and these programs 

are created by humans when source code is written. The software is divided into the 

system software (operating systems, device drivers, utilities, etc.) and application 

programs (office suites, business software, task-specific programs) categories 

(Timothy O'Leary, 2015). 

The term software industry refers to businesses developing, maintaining, 

publishing, and selling system software as well as application programs. The 

software can be made using an on-premises, cloud, or hybrid approach. The 

software industry has complementary services such as consultancy, training, 

support services, among others. A subgroup of the software industry is the custom 

software industry which is focused on the business of constructing tailor-made 

solutions to fulfill businesses or individuals’ needs. 

1.2.3 Information Systems and Information Technology 

An information system (IS) is a mechanism designed to collect, process, store, and 

distribute information. To carry out those tasks, the mechanism implements four 

components that work together: technology, people, process, and structure. The 

information technology (IT) is the “technology” component of an IS, representing all 

hardware, software, and telecommunications equipment (Piccoli, 2008). Figure 2 

shows those four dimensions and how are them interrelated. For the year 2017, IT 

technologies that are expected to dominate are: Internet of Things, augmented and 

virtual reality, machine learning, automation, humanized big data, physical-digital 

integrations, and “everything on-demand” (Forbes, 2016). 

 

Figure 2: Modern IS components (Piccoli, 2008, p. 25) 
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1.2.4 IS/IT Project 

In this research, the term IS/IT project will refer to the development of a custom 

software information system that uses current information technologies within 

certain formalized processes denominated Agile framework, with defined goals, and 

with a clear begin and end. The IS/IT project is developed to fulfill certain business 

needs for an individual or organization. 

1.2.5 Agile Development Processes 

Conforming to the definition presented by Agile Alliance, “Agile Software 

Development is an umbrella term for a set of methods and practices based on the 

values and principles expressed in the Agile Manifesto. Solutions evolve through 

collaboration between self-organizing, cross-functional teams utilizing the 

appropriate practices for their context” (Agile Alliance, 2015). 

Such umbrella spans over different popular frameworks named Scrum, XP (extreme 

programming), TDD (test-driven development), FDD (feature-driven development), 

and Crystal, among others. All of them share, to a certain extent, some 

representative characteristics which are: story/feature driven, iterative-

incremental, micro-optimizing, refactoring, continuous integration, team dynamics, 

and customer-involvement (Firas Glaiel, 2013) 

There are authors writing about how Agile methods and practices create advantages 

for the commercial sector in the form of increased flexibility, greater responsiveness, 

boosted motivation and productivity of IT teams, and improved time-to-market 

(Darrell K. Rigby, 2016; Firas Glaiel, 2013). However, as discussed in more depth in 

the literature review section, oftentimes the benefits are reported without too much 

supporting evidence: with the exception of specialized reports, there is no mention 

of specific figures, study cases, and in general, there is a causal link assumed 

between Agile and the advantages cited by the authors. 

In the opinion of the writer of this research, this fact helps to create a distorted view 

of the Agile software processes by building a biased conception that Agile shall 

always be used if a positive outcome is expected from a given software project, 

thanks to all the advantages described by the authors. In reality, not every company, 
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corporate culture, or software project might be appropriate to apply Agile software 

processes. Fortunately, there is research describing models and frameworks to help 

assess the decision if Agile practices are a good idea or not in a specific project 

configuration and corporate context. 

1.2.6 Agile Scrum Software Development 

Scrum is a framework that relies on the creation of a product backlog, which is a 

list of functional features with prioritization that belongs to the product. By focusing 

on the most important features, a sprint is prepared. The idea is to perform 

timeboxed iterations in which the team executes the planning of the sprint. At the 

end of the iteration, the product presents an increment in functionality and the team 

reviews the finished work together with the stakeholders as a mechanism to receive 

feedback and perform adjustments (Rubin, 2013) (Figure 3).  

This framework has gained wide adoption and traction as an effective mechanism 

to develop software products, including high-complexity ones (Louise, 2012). As 

stated in “The 2015 State of Scrum Report”, conducted by the Scrum Alliance, 82% 

of the almost 5000 people survived within the functional areas of product 

development, IT, and software development, use Scrum practices. An 87% say that 

Scrum improves work-life and that the success rate for a project delivered using the 

framework is 62% (Scrum Alliance, 2015). 

 
Figure 3: Diagram of the Scrum framework 
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There are two key elements in relation to client management within the Scrum 

process that are important to analyze: first, the specific focus on customer needs, 

and second, the required involvement, participation, and feedback of the client 

throughout the process. It is a surprise that current literature doesn’t fully address 

customer experience and CEM within this context given the customer-centric nature 

of Agile processes. As such, this framework can be expanded and strengthened by 

including the CEM concept to better craft and plan interactions at specific 

touchpoints, such as requirements elicitation workshops, review of iteration results, 

prioritization of backlog items, and so forth. It’s the opinion of the author of this 

research that there are interesting opportunities by integrating Agile and CEM 

concepts to refine a framework for software development, making it more cohesive 

with the idea that the client is central and that their needs are the raw materials for 

building proper IS/IT solutions. 

1.3 Research Problem 

This research emerges from the perceived phenomenon of high IS/IT project failure 

rate, the costs associated with that failure, and the dissatisfaction of customers 

contracting software development services as described in section 1.1 (background 

and context).  Even though a significant amount of knowledge and research about 

IS/IT project failure had been generated (Ogheneovo, 2014; Leon A. Kappelman, 

2006; Charette, 2005), there is a gap when the concept of CEM is introduced into 

the stated phenomenon.  

Furthermore, there is a need to provide a new angle by taking the concept of CEM 

as a key factor in the IS/IT business dynamics because the paradigms have been 

gradually changing from developing on-premises software solutions to cloud-based 

and Software-as-a-Service solutions (RightScale, 2016). This swing implies that 

IS/IT companies will be, more than ever, delivering a lot of services while its 

customers will be expecting the same service quality as that of traditional on-

premises solutions (Eric Bauer, 2014) In a recent report, Brahm et al. (2016) stated 

the importance to adapt to those shifts in technology (specifically cloud-based 

technology) through a more comprehensive and satisfactory delivery of customer 

experience in the Enterprise IT. 
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1.4 Purpose of the Research 

The aim of this research project is to integrate the concept of CEM into the entire 

process of producing custom software solutions in the context of Agile processes, to 

assess current gaps in the areas of IS/IT business strategy, project management, 

business analysis, and frameworks used to develop IS/IT products, proposing 

enhancements on every touch point with the client and in the entire customer 

journey. The expectation is to create an analysis that would enable custom software 

companies to improve customer satisfaction and to use CEM as a mechanism to 

reduce project failure. 

1.5 Research Questions 

The following questions are the pillars of the research project since those will guide 

the methodology, the analysis, and how the results are interpreted and understood. 

❖ RQ1: Can CEM contribute to reducing the project failure rate in the IS/IT 

industry? 

❖ RQ2: Is CEM relevant for custom software industries to adapt and gain a 

competitive edge given the changing IT paradigms from on-premises solutions to 

cloud-based and software-as-a-service solutions? 

❖ RQ3: What criteria and measures (Key Performance Indicators) determine 

customer satisfaction and customer experience? how are those applied by the 

customer? 

❖ RQ4 How can CEM be aligned with the Project Management Body of Knowledge, 

the Business Analysis Body of Knowledge, and the Agile/Scrum framework?  

❖ RQ5: What improvements can be done to the CEM in the IS/IT industry? 

1.6 Research Objectives 

To present the objectives of the research, the criteria described by Doran (1981) in 

his famous paper “There’s a S.M.A.R.T. way to write management’s goals and 
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objectives” will be used to help establish a proper direction through meaningful 

aims. Those objectives are described below. 

❖ OB1: Articulate a definition and meaning for CEM in the context of this research 

given current practices, methodologies, and the new trends and innovations. 

❖ OB2: Establish the existence or absence of a link between CEM and project failure 

rate in the IS/IT industry. In case the link exists, CEM will be proposed as a 

strategic pillar that would guide the implementation of goals, initiatives, and 

projects within the IS/IT industry. 

❖ OB3: Develop a set of managerial recommendations that would potentially help 

reducing project failure rates and improve product quality by integrating CEM to 

the entire process of creating IS/IT solutions. 

❖ OB4: Build the customer journey map for the IS/IT industry to provide a basis 

that would enable improving customer experience by establishing key criteria and 

measures that define customer satisfaction, as well as the steps the customer 

follow when engaging with IS/IT companies. 

❖ OB5: Identify how a business analyst and a project manager can contribute in 

creating a proper customer experience to propose adaptations in some of the 

current best practices from the Business Analysis Body of Knowledge and Project 

Management Body of Knowledge. 

1.7 Research Gap 

The identification of the research gap is based on the paper named “A Framework 

for Rigorously Identifying Research Gaps in Qualitative Literature Reviews” 

(Christoph Müller-Bloch, 2015). This work highlights the lack of a proper 

methodological guide to identify research gaps with a given level of rugosity and 

replicability. To overcome this absence, the authors propose a framework structured 

by four components: localization, characterization, verification, and presentation. 

For the scope of introducing the gap, the first component (localization) will be used 

since the remaining ones overlap with the development of the literature review 

section that will be presented in Chapter II of this research. Then a cluster analysis 
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will be conducted to get a better understanding of the structure of the data under 

review and provide further evidence for the existence of the knowledge gap. 

1.7.1 Localization  

This task encompasses the classification of the reviewed literature by concepts to 

uncover potential gaps. The objective here is to synthesize the different literature 

sources by the identification of the ideas being addressed in each of the individual 

literature items to then create a concept matrix as the mechanism to localize gaps. 

By looking to the matrix, it will be possible to determine if the concepts under 

research are fully addressed by different literature sources, or in contrary if there is 

a lack (gap) in those (Jane Webster, 2002). 

The concept matrix for this research can be found in Appendix 8.2. From that 

matrix, it is possible to identify that current literature addresses the concepts of 

CEM, marketing, and business strategy primarily. There is also some extensive 

research for business strategy and IT strategy. However, there are only two sources 

that tackle the domain of CEM and that of IT management. There are no other 

sources addressing and investigating those fields, which in turn indicates that there 

is a lack of research and a potential gap in knowledge. 

1.7.2 Cluster Analysis 

To go beyond the concept matrix and dig deeper in the establishment of gaps, it is 

possible to conduct a cluster analysis by using the “code” created in the literature 

review section (Chapter II). As reported by Saldaña (2016), “a code in qualitative 

inquiry is most often a word or short phrase that symbolically assigns a summative, 

salient, essence-capturing, and evocative attribute for a portion of language-based 

or visual data”.  The coding process consists of finding the appropriate research-

generated constructs that best symbolizes the data to allow the proper organization, 

pattern detection, categorization, and other analytical processes. The code used for 

the cluster analysis is shown in Appendix 8.3 together with an explanation of how 

it was obtained. 

A cluster analysis consists of the creation of groups (via an algorithm) with the 

condition that the items in each group are very similar to each other item of that 
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same group, but are very dissimilar to any other item in any other group. The 

mentioned analysis will allow a better understanding of the intrinsic structure of 

the data present in the sources under review. Its corresponding dendrogram is 

shown in Figure 4. 

 
Figure 4: Dendrogram for the cluster analysis of the top-15 concepts in the literature review 

Surprisingly (or not?) the dendrogram shows the concept “customer” in a separate 

branch from the rest of the other concepts being discussed in all articles, reports, 

and books reviewed. “Customer” is a group (a cluster) containing the items that are 

associated with all CEM related topics, showing us again that the information 

present in the literature doesn’t fully address the concepts of CEM within the context 

of the IS/IT industry. 

Finally, there is the cluster map shown in Figure 5. From this map, it is possible to 

notice the following: the denominated “cluster group 3” was expected since Agile is 

a toolset of methods to develop software products iteratively in which people (and 

teams) have priority over other factors, such as processes (Darrell K. Rigby, 2016). 

Cluster group 2 shows all concepts related to customer experience and it’s 

interesting to notice the “distance” (gap) between this cluster group and the number 

1 which represents the information systems. Along the gap, somewhere in the 

middle, it is possible to find the concept of “value”. It remains to be discovered if by 

addressing this gap, a new viewpoint of value can be elaborated, but at this early 
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stage, it is a promising and interesting configuration of how the literature addresses 

the topics, and how the gaps are laid out. 

 
 

Figure 5: Cluster map of the concepts addressed in the literature review 

1.8 Research Approach 

A research needs a proper strategy and approach to make it systematic and 

predictable. The research onion (Mark Saunders, 2009) offers a progression through 

different phases that, thanks to its versatility, can be used in a wide variety of 

contexts. The strategy that will be used to answer the research questions is based 

on such model (Figure 6). 

After an analysis of the different research philosophies and the ontology of 

positivism, realism, interpretivism, and pragmatism, the author’s view of the nature 

and the reality in the context of this research was founded to be better represented 

by the interpretivism research philosophy. This is because, in the opinion of the 

author, the interactions that are desired to study between customers and custom 

software companies present a social component that determines how the process 
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unfolds. Those social constructs under study are tied to specific contexts, in this 

case to the dynamics of the custom software industry.  

Additionally, the domain of IS/IT business presents great complexities that are 

difficult to generalize as laws and cannot be easily extrapolated to different contexts. 

As reported by Saunders et al., the data collection techniques that are most often 

used within this philosophy (interpretivism) are the study of small samples with an 

in-depth investigation and a qualitative approach (Mark Saunders, 2009), that’s why 

the overall design of the investigation is qualitative. 

Both inductive and deductive approaches are used to carry out different aspects of 

the research given that there is literature available that allows building a theoretical 

framework to handle some of the research questions in a deductive way, but at the 

same time, there are gaps to be fulfilled and it will be better to work inductively from 

the collected data to do so. As such, the research strategy involves using a case 

study research with interviews, critical case analysis, grounded theory, and archival 

research. The case study was developed by interviewing selected participants 

following a critical case sampling as well as criterion sampling tactics. 

 

Figure 6:  The Research Onion (Mark Saunders, 2009, p. 124) 
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1.9 Importance of the Proposed Research 

As stated before, large-scale IS/IT projects involve a significant amount of money 

and create risk as well as uncertainty to the companies that are willing to undertake 

them. With the percentages of Figure 1 in mind, it is valid to explore directions in 

which software companies can provide a more compelling service to their clients. 

A better and unified approach to CEM in the software Industry can help improving 

the quality of the developed products, provide a solid channel to co-create value, 

and smoothen the entire journey of the customer, especially when bugs, 

inconsistencies, and underperformance is present in the final developed products. 

In a recent survey done by Bain & Company in which more than 1200 enterprise 

customers of the IT and software segment participated to establish the Net Promoter 

Score (index from -100 to 100 that measures the willingness of a client to 

recommend a product or service of a company to others) it was found that the 

average NPS for enterprise hardware vendors was 14, for IT and business process 

services were 13, and for enterprise software was a staggering -3 (Chris Brahm, 

2016). There is a need to improve this score since the software industry would no 

longer survive basing their business model on just sales to a limited number of 

customers, given the rapidly changing trends in technology that puts challenges to 

the vendors and advantages to the clients. 

Finally, customer experience has been identified as a major driver of future revenue, 

and this is because of two main reasons: the first, customers that had the best 

experiences spent 140% more than those that had the poorest experience, and the 

second, firms can reduce costs to serve customers by delivering great customer 

experiences because unhappy customers are more likely to require more support or 

to return products. Companies such as Sprint reduced customer care cost by 33% 

by focusing on improving customer experience (Kriss, 2014). 

1.10 Summary 

This chapter presented the backbone of the research project by describing three key 

elements: the research problem, the purpose, and the research questions. To allow 
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the reader gain understanding about the concepts of the research additional topics 

were addressed, such as key definitions, the purpose of the research, the 

explanation of the research gap, among others. The next chapter will provide a 

critical review of selected literature and a conceptual framework to be used as a tool 

throughout the analysis of the research.  
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Chapter II  

Literature Review 
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This second chapter will present a critical review of selected literature exploring 

different document types such as articles, reports, books, and thesis, among others. 

Special attention was kept to the sources of those documents by consulting 

professional specialized journals and books from well-known publishers, such as 

the Harvard Business Review, the MIT Sloan Management Review, the European 

Journal of Information Systems, IEEE, Forbes, Springer, and others. 

There is not a specific time delimiting frame to select or reject documents since the 

topics are relatively contemporary, and in the case of Agile software development 

processes the literature available will be very well contained within 2001 and the 

days of writing this research. However, recent articles and documents were preferred 

when determining which of them would be reviewed. 

The chapter begins by defining the approach that will be followed throughout the 

literature review. This approach is based on a four-step framework that the next 

sections develop in this order: identification and literature retrieval, revision and 

critical analysis, synthesis, and conceptual framework development. 

2.1 Literature Review Approach 

To properly develop a literature review it is important to understand what is it and 

which are its objectives. According to Hart (1998), a literature review is “the selection 

of available documents (both published and unpublished) on the topic, which 

contain information, ideas, data and evidence written from a particular standpoint 

to fulfill certain aims or express certain views on the nature of the topic and how it 

is to be investigated, and the effective evaluation of these documents in relation to 

the research being proposed”. 

However, as suggested by Müller-Bloch (2015) the after mentioned definition doesn´t 

consider the dimension of rigor to conduct literature reviews. Therefore, certain 

steps were followed to ensure a structured procedure per the roadmap for 

conducting a literature review (Linda Dale Bloomberg, 2015) in which four major 

stages are acknowledged: identification and literature retrieval, revision and critical 

analysis, synthesis, and conceptual framework development (Figure 7).  
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Figure 7: Road map for conducting a literature review (Linda Dale Bloomberg, 2015, p. 197) 

Moving into the objectives of the literature review, the idea is to provide an accurate, 

clear, and unbiased picture of the concepts relevant to CEM in the context of the 

custom software industry. Additionally, this section will elaborate not only in what 

is already known but also in the development of a position by critiquing and 

identifying gaps in knowledge and by developing the conceptual framework for the 

rest of the research. Finally, it is desired to identify authors and sources that are 

making relevant contributions to the body of knowledge under investigation. 

There are two major areas of literature that were critically reviewed: CEM and Agile 

software development processes. This last topic (Agile software development 

processes) have connections to other themes that will be touched and reviewed to 

help in the next step of this chapter, which is the development of a conceptual 

framework. The rationale for the selection of the two main areas as well as its related 

topics, which are shown as indented bullet points, is described below. 

❖ CEM, to provide an understanding of the concept as well as its importance and 

advantages for businesses. Something to underscore is that CEM and customer 

experience are closely related as described in the definition of key terms (Chapter 

I) and, as such, it will also be included in the review. Within this area, it was 

considered how CEM is implemented to establish the techniques, steps, and 

frameworks that are helpful in putting the theory into practice. 
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❖ Agile software development processes, to assess the tools and practices that the 

custom software industry uses nowadays, providing a context that can be linked 

to CEM when assessing the customer journey. This topic will have connections to 

current IS/IT solutions, project management, and business analysis. 

o Current IS/IT solutions, focusing specifically on establishing the 

context of how current technologies are being used and which 

paradigms are changing. The change in paradigms will help to establish 

whether CEM is relevant or no for custom software industries to adapt 

and gain a competitive edge. 

o Project management and business analysis, to establish root causes of 

IS/IT project failure and assess how project managers and business 

analysts can help in building revamped customer experiences. Special 

attention will be put in expectation management. 

Once the areas of literature are identified, it is possible to begin gathering 

documents and evaluating if those shall or shall not be part of the pool of documents 

to be analyzed in depth. 

2.2 Identification and Literature Retrieval 

The first step in this structured literature review, once the strategy is set, consists 

of searching for relevant documents in leading IS/IT and business journals. Here 

certain keywords (and their respective combinations) such as customer experience 

management, customer experience, Agile, Scrum, and project success/failure, 

among others, were used to get a list of potential articles. Then, the ones that were 

deemed as relevant were selected to be added to the review process.  

It is worth to mention that the documents under review were not limited just to 

articles. In addition, books, reports, infographics, interviews, editorials, among 

others, were gathered and added to the pool of relevant documents. The focus was 

on getting primary source materials from authors or industries that can give first-

hand information or experiences as well as some factual data and statistics. The 

complete list and characterization of the materials used for this research can be 
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found in Appendix 8.1. The Table 1, which is shown below, presents an overview of 

the different sources used to gather documents as well as the total number of items 

that were included once their relevance was assessed. 

Journal or publisher Count of relevant 
documents gathered 

Bain & Company 2 

European Journal of IS 2 

Forbes 2 

HBR 16 

IEEE 2 

IS Management 1 

Journal of Brand Management 1 

McKinsey & Co 1 

MIT 2 

MIT Sloan 4 

Other (*) 16 

Rightscale 1 

Scrum Alliance 1 

Springer 2 

Tecnologico de Monterrey 1 

The Standish Group 1 

The Temkin Group 1 

University of Michigan 1 

IJCSE 1 

IT Project Management 1 

Total 59 

Table 1: Overview of sources identified as relevant for the research project. 

(*) Other sources are: University of Alabama, Fachhochschule Mannheim, University of Calgary, 

School of Public Economy Administration of Shanghai University of finance & economics, Sloan 

School of Management. 

From the Table 1, it is possible to devise a pattern in relation to the concepts 

addressed by the different articles: a big amount of them comes from the Harvard 

Business Review (HBR) with topics related to CEM and business strategy but with 

little to none elaboration in relation to IS/IT projects or custom software topics. By 

contrast, the articles coming from IT and IS journals addressed software 

development and project management topics mainly, and just with a couple of 

exceptions some of those articles mention CEM. The fact is that there is not a rich 

group of articles combining both CEM and the custom software industry, which is 

again an indication of a knowledge gap. In the following sections, more tacit and 

factual data will be shown to support this claim. 
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2.3 Revision and Critical Analysis 

Once the sources have been identified, the next step is to make a thorough review 

and analysis of the contents gathered with the aim of breaking down the different 

documents into topics or concepts to better understand the key contributions as 

well as to enable an identification of gaps, inaccuracies, and lack of coverage in 

certain areas. The critical analysis will be the means to determine any pattern, 

relationship, contradiction, similarity, or omission in the literature and will provide 

a basis for inferences that can be drawn from those different sources.  

The revision will be carried out using a combination of two techniques: the first, is 

the process of reading and assessing each source by taking notes about the points 

developed per document to gain insight into the concepts that are addressed, and 

the second, a computerized processing of the information to have an unbiased and 

realistic image of how the concepts are being developed in each of those sources. 

Once this revision and analysis step is completed, it will be possible to write the 

actual literature review that will be shown in the next section (Synthesis). 

2.4 Synthesis 

The literature review scope included the analysis of 59 different documents. From 

those, the majority (73%) were articles and in second place specialized reports (10%) 

as shown in Figure 8. The main topics discussed in each of them were related to 

CEM (41%), Agile (18%), project management (15%), and IS/IT (10%) (Figure 9). 

Something to notice is that more than half the sources have a research approach 

that involves qualitative analysis (61%), while only a small fraction has a strict 

quantitative analysis (10%) (Figure 10).  

To find out relations and connections among the documents, the Pearson correlation 

coefficient was used as the similarity metric to generate clusters. This procedure 

resulted in the dendrogram shown in figure 11. When following the branches of the 

diagram six groups can be recognized given the topics of the research. Group 

number one contains information about IS/IT changing paradigms, more 

specifically the shift from on-premises solutions to cloud-based solutions. 
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Figure 8: Distribution of the type of analyzed documents in the literature review 

 

 
Figure 9: Main topics addressed per analyzed document 

 

 
Figure 10: Overview of the research approach for the different documents (where applicable) 
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Figure 11: Identification of groups using the Pearson correlation coefficient as the similarity metric 

Group number two is an interesting combination of value creation together with IT, 

and how information technologies would help to gain a competitive edge. The next 

one, group number three, is composed of all related topics to CEM and customer 
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experience. Those articles include a variety of information, ranging from definitions, 

frameworks, models, interviews and more, to marketing strategies and customer 

emotions. Number four talks about software failure linked to IS, and how those 

systems are evaluated and measured. Agile appears in group number five, which 

provides the tools, frameworks, advantages and limitations of this practice to 

develop software solutions. Finally, group number six addresses the topic of IT 

project failure in connection to the industry reports about IT failure rates. 

After this characterization of the sources, the different areas of literature reviewed 

will be presented and critically analyzed considering the six groups show in Figure 

11. This is a helpful starting point for the discussion since it is known beforehand 

that the documents contained within each of the groups have similarities that need 

further analysis and explanation. 

2.4.1 Customer Experience and Customer Experience Management 

Even though the term customer experience (CE) has a definition with grounds that 

can go as far in the past as to the year 1937 when Coase (Ryder, 2007) defined the 

purpose of business in a simple jet elegant way as “fulfilling customer needs via 

relationships you maintain”, it is in the year of 1998 that two authors, Pine II and 

Gilmore (1998) formally presented the concept of the experience economy as the 

fourth economic offering in existence. This fourth economic offering is described 

using a model called the progression of economic value in which commodities, 

goods, services, and experiences are evaluated in terms of their competitive position 

and pricing. 

The concept of CEM begun to evolve thanks to contributions such as those made by 

Schmitt (2003) in his book “Customer Experience Management”, a sequel to his best 

seller “Experiential Marketing”. In its best seller, Schmitt (1999) proposed a new 

customer-focused marketing paradigm showing how managers can create the 

experiences named “sense, feel, think, act, and relate”. Then, in the book “Customer 

Experience Management”, the author provided a five-step framework for managing 

the CE and use it as a tool for connecting with customers through every touch point. 
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It is of particular interest to study how the definition of CEM was refined throughout 

the time, from focusing on those specific touch points mentioned by Schmitt, to a 

broader context denominated the entire customer journey. Authors such as Rawson, 

Duncan, and Jones (2013) had stressed the fact that companies were emphasizing 

too much on touchpoints, thus creating a distorted picture in which customers 

seemed to be happier than they really were. 

This same approach is supported by reports published by global management 

consulting firms such as McKinsey & Company. In their executive briefing of the 

year 2016 named “The CEO Guide to Customer Experience” it is presented how to 

shift from touchpoints to entire journeys by applying a three-phase framework: 

observe, shape, and perform (McKinsey & Company, 2016). However, some other 

authors, such as Richardson (2010) consider a mixture of both (touchpoints and 

journey) when addressing CEM. In the article “Understanding Customer 

Experience” Richardson tackles the concept of CEM by considering three layers: 

customer journey, touchpoints, and ecosystems. 

2.4.1.1 Benefits Associated to CEM 

When it comes to the benefits derived from the proper implementation of customer 

experience programs, the literature presents an array of areas that can be positively 

impacted. To streamline the analysis, those benefits are going to be grouped into 

two items: benefits for the customer and benefits for the companies. Those two 

groups will be elaborated further in the sections below. 

2.4.1.1.1 Benefits for the Customers 

Rawson et al. (2013) state that CEM programs might lead to an enhanced customer 

satisfaction as described by the authors in their study case about a leading pay TV 

provider firm. The author found that special emphasis must be placed on the whole 

journey and its experience to improve customer satisfaction. These ideas can be 

connected to those of Dahlsten (2003), who states that to achieve customer 

satisfaction, companies might adopt an extrinsic customer satisfaction focus 

instead of an intrinsic one. Rawson and Dahlsten concur in the idea that the correct 

approach is more qualitative than quantitative and that insight is more important 

than metrics. In connection to the reasoning of Rawson and Dahlsten, Yohn (2015) 



Final Management Project MBA FT16 | Miguel Angel Ortiz 

 

 39 

asserts that the most common mistake leading to mishandling CEM is precisely 

starting with customer data. 

Another benefit is the creation of value for clients in the form of experiences. The 

key takeaway here is that those experiences must be part of a well-conceived and 

comprehensive strategy of CEM (Leonard L. Berry, 2002). Value can be created 

through experience when critical analysis is performed on each touch point and in 

the entire journey to find uncovered needs of the client beyond the obvious ones. 

Finally, there is an emotional dimension in the customer that is impacted when 

customer experience tactics are used. The behavior of a customer is driven by 

emotional motivators which will react to the complete customer journey with a 

brand or company. Feelings such as the possibility to stand out of the crowd, sense 

of wellbeing, of freedom, of belonging, of security and success, among others, are 

triggered when CEM programs are well aligned with customer needs and emotional 

drivers (Scott Magids, 2015).  

2.4.1.1.2 Benefits for the Companies 

The authors that write about CEM and customer experience cite many benefits for 

companies that can be grouped around two main elements: the first is a positive 

impact on the brand, and the second, the competitive advantages that companies 

can develop through CEM. Talking about the impacts on the brand, it is worth to 

mention a couple of definitions made by Ryder (2007) in its editorial of the Journal 

of Brand Management year 2007: “the brand is the fundamental link between all 

aspects of experience”, and “brand equity is the value of relationships that build and 

sustain cash flows”. 

Following those two definitions, authors such as Yohn (2015) states the importance 

of delivering the brand promise, express the brand personality, and bring brand 

attributes to life as the primary objectives when customer experience is designed. 

Joining these ideas with those of Ryder, it can be found that the benefit can be 

capitalized when the brand effectively links all aspects of experience and will be 

manifested as an increase in the net asset value given an increase in brand equity, 

thus rising market valuation of the company. 
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Another brand-related benefit is brand loyalty, which is understood as the 

customer’s attachment to the brand resulting in a decreased likelihood of that same 

customer switching to another brand. As such, a loyal customer is more profitable 

than acquiring a new one, as explained by Ismail et al. (2011), given customer’s less 

sensitivity to price, the greater expenditure with the company, and a less serving 

cost. 

To leverage brand effects, there seems to be a consensus in the fact that creating 

awareness is an important step of the whole process. Given current technologies 

and the paradigms that define the digital marketing arena, authors state that it is 

important to encompass consistency across many channels in the web, networks, 

social media, and email to be able to capitalize on brand equity (Opentext, 2013; 

Mukerjee, 2012). 

In terms of the creation of a competitive advantage and differentiation, CEM is cited 

as a key factor since focusing primarily on customer and providing customer 

satisfaction enables effective retention (Robert Johnston, 2011). Johnston presents 

a research that digs deeper in how this advantage is attained, in contrast to other 

articles that mention the fact that CEM would create a competitive advantage, but 

without specifying how and in which areas. 

Johnston points out that the advantage that a “good customer experience” creates 

is manifested in three different areas: customer, staff, and organization. The author 

mentions that literature, in general, doesn’t address how the advantage is 

experienced by the staff, and he makes the contribution that staff can be impacted 

by changing its mindset, by gaining an understanding of the customer experience 

(both the one that is desired and the one that is delivered), thus generating greater 

commitment to their work, a sense of pride, and an increased satisfaction. The ideas 

of Johnston resonate well with those of Ryder given that this last author describes 

a model that links customer experience with employee experience through the 

binding force of the brand. 

Lastly, authors such as Rawson (2013), establish several advantages by CEM 

programs when those are properly implemented. One of the advantages mentioned 

by Rawson, that is not very prominent in other articles, is that CEM would lead to 
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an increase in innovation levels within a company. This is basically because the 

journey-centric approach helps to shift from top-down innovation structures to 

more cross-functional ones, leveraging bottom-up innovation. 

2.4.1.2 Limitations of CEM 

There is, however, certain criticisms and limitations pertaining the world of CEM, 

customer experience, and customer satisfaction. Yi (1989) conducted research that 

found theoretical and methodological issues in three areas: the definition of 

customer satisfaction and how it is measured, the antecedents or determinants of 

customer satisfaction, and the consequences of customer satisfaction. Those ideas 

seem to be somehow relevant in more recent articles. For example, Professor Cooil 

(2017) et al. mention that the NPS (net promoter score) lacks the ability to identify 

and act upon driving factors grounded in the specific customer response to the 

question to assess the NPS. The author suggests asking supplementary questions 

to better understand drivers and identify required actions. 

2.4.1.3 Frameworks for CEM Implementation 

Several frameworks and models are presented for conducting CEM implementation 

in a company. It is common to find a set of steps describing different stages of the 

implementation together with some recommendations. One framework with a 

reduced number of steps is the one mentioned by McKinsey & Company, which is a 

streamlined process consisting of three stages: observe, shape, and perform 

(McKinsey & Company, 2016). The idea is to begin with a proper identification of 

the customer journey, the definition of what matter to the customers, and the 

definition of a clear customer experience aspiration. Then the framework suggests 

applying behavioral psychology to interactions and reinventing the customer 

journey by using digital technology. Finally, metrics and cross-functional 

governance shall be established. 

Yohn (2015) emphasizes the importance of establishing a customer experience 

architecture and describes a set of seven steps to accomplish it. Those steps involve 

the definition and leverage of the brand platform, the customer experience strategy, 

the business segmentation, the customer segmentation, the prioritization, the 

experience design, and finally, the assessment and integration. Per the author’s 
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claims, this process will lead to a breakdown of organizational silos, an effective 

addressment of the diversity of customer needs, and the creation of unique and 

compelling experiences for customers. 

A different approach is undertaken by Mukerjee (2012), who researched various 

aspects that impact customer experience and analyzed practices at different 

companies to produce a holistic approach for CEM. Such framework describes the 

issues present in each of the five areas of impact of customer experience, which are: 

impact on senses, impact of processes, impact of communication, impact of 

expertise, and impact on relationship.  

2.4.2 Agile Software Development Processes 

There is a common date that many authors (Fowler, 2005; Larman, 2003; Martin, 

2002) highlight as relevant in the Agile software processes history, and it is February 

2001, date in which a group of software consultants and leaders in software 

development gathered to reach agreement about a common ground to build high-

quality software. 

Such agreement was published on the web, and is known as the “Manifesto for Agile 

Software Development”. The manifesto contemplates four main points: Individuals 

and interactions over processes and tools, working software over comprehensive 

documentation, customer collaboration over contract negotiation, and responding 

to change over following a plan. After those four points, the manifesto states its 

twelve principles (Kent Beck, 2001). 

The period following the year 2001 was characterized, in the context of the Agile 

software development processes, by a sequel of publications in a wide range of 

journals, such as Software Development, IEEE Software, Cutter IT Journal, 

Software Testing and Quality Engineering, and others not strictly related to IS/IT, 

as was the case of The Economist. Even though, at first sight, it might appear that 

everything begun in the year 2001, there are prior works published highlighting the 

challenges of fierce competition and fast pace changes for the development of new 

commercial products. 
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Takeuchi and Nonaka (1986) published an article that delineated what Agile was 

about to become after the manifesto. In their article, the authors contended the 

importance of speed and flexibility for competition and how the old sequential 

approach might stop working. To develop their ideas, a holistic approach was 

presented, in which built-in instability, self-organizing project teams, overlapping 

development phases, multi-learning, subtle control, and organizational transfer of 

learning were the fundamental pieces to build a flexible process for product 

development. 

Even though the simplicity and elegance of the manifesto, as well as the proliferation 

of publications in the period after the year 2001, its applicability is sometimes 

challenged. For instance, Ocamb (2013) argues that those words (the ones contained 

in the manifesto) are very difficult to use in the real world, and that, in the opinion 

of that author, those same words are easily misunderstood. 

2.4.2.1 Characteristics of Agile Software Development Processes 

There is research focused in synthesizing the points that the different Agile practices 

have in common. It is important to remind that under the agile umbrella-term, it is 

possible to find Scrum, XP (extreme programming), TDD (test-driven development), 

FDD (feature-driven development), and Crystal frameworks. The “Agile Genome” is 

the term that Glaiel et al. (2013) use to describe the set of common characteristics 

that those practices have. Per the research of this authors, seven “genes” can be 

founded in agile, which are: story/feature driven, iterative-incremental, micro-

optimizing, refactoring, continuous integration, team dynamics, and customer-

involvement. 

The process is characterized by the empowerment of small cross-functional teams 

which have an “initiative owner” (also known as the product owner) who is 

responsible for delivering value to customers. The team dynamics are distinguished 

from other practices such as waterfall because of the self-managing and self-

organizing traits, in which the team decides how much work will it undertake per 

cycle (iteration). There is a process facilitator (often times a Scrum Master or similar) 

who is in charge of guiding the whole process. Another characteristic is the daily 

meetings to review progress and discuss identified roadblocks. Testing of developed 
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functionality is done in cycles too and presented to customers periodically (Darrell 

K. Rigby, 2016). 

2.4.2.2 Benefits of Agile Software Development Processes 

From the analyzed literature, it was possible to establish a trend in how benefits are 

reported. In general, the authors tend to mention benefits but there are no specific 

figures or measures supporting those claims. For example, Koch (2011) establish as 

advantages that Agile allows to meet customer needs, increase agility, deliver 

realistic customer expectations, motivate the development team, increase 

production of development team, refine the process, produce quality software, 

improve estimates, deliver on-time and on-budget, and allow early detection of 

problems, among others  but didn’t presented one or more study cases in which 

those specific benefits were demonstrated. 

Not only the authors write about agile benefits, the industry also issues white papers 

addressing the benefits of the framework. OCIWeb, a builder of high-performance, 

real-time, mission-critical systems describe that agile improves quality, reduce time 

to market and improve ROI, mitigate risk quickly, ease the process of managing the 

project’s scope, promote transparency, and improve decision-making (OCI, 2015). 

There is no link to a study case or evidence to help confirm those assertions. The 

white paper does reference the CHAOS report of the year 2011, even though the 

paper is from 2015, to state that “agile is the universal remedy for software 

development project failure”, which is a big claim without any relevant facts, 

evidence, and supporting data. 

However, there is one paper which broke this pattern since its main research 

objective was to investigate the extent, nature, and scope of the benefits that the 

application of the agile framework provides in a specific project. This research 

undertook an in-depth analysis of a study case in the domain of IT and found what 

the author denominated hard and soft benefits (Alami, 2015). 

According to Alami, hard benefits are those that are defined by the stakeholders as 

tangible benefits expected from the project. Soft benefits, in contrary, are intangible 

and might happen without planning those. The author found that in the area of 
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tangible benefits, stakeholders agreed that time to market is shown to be improved 

but, contrary to what other authors mentioned in relation to the benefit that agile 

helps in adapting and responding to a changing environment, the research of Alami 

shows that this was not the case since the stakeholders were dissatisfied about 

managing requirements volatility. 

When it comes to the soft benefits, Alami found two: the cultural fit, and the agility 

improvement. The first is related to the incorporation of an agile culture given the 

usage of agile practices. The second is the process that emerges from the continuous 

task of monitoring and adjusting management and development needs. In the end, 

those impacted the quality of service and the software product developed positively. 

2.4.2.3 Limitations of Agile Software Processes 

Rigby (2016) stresses the importance for managers to understand where agile does 

and doesn’t work to better capitalize this framework’s potential. The author asserts 

that Agile is most effective under the conditions of software innovation, such as 

complex problems, when initial solutions are unknown, and when it is known 

beforehand that requirements will change. If market conditions are stable and 

predictable, if requirements are clear and will remain stable, if there is no availability 

of customer collaboration, and if similar work has been done in the past, among 

others, Agile is not going to be the most favorable technique to be applied to the 

process. 

Another set of interesting limitations are mentioned in a research conducted by Turk 

et al. (2002) in which the authors analyzed principles and assumptions of agile 

processes, and found out that this framework is generally not applicable when there 

is limited support for distributed environments, when software development is 

subcontracted or outsourced, when there is the need to build reusable artifacts, 

when the development team is large, when the product under development is a 

safety-critical software, and when the project is a large and complex software 

product. 
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2.4.2.4 Agile Software Development Life Cycle 

One approach used by different authors to describe the software development life 

cycle (SDLC) with Agile software processes, is to build the model in relation to more 

traditional process such as waterfall or a generalized SDLC. For instance, Pawar 

(2015) examined the typical SDLC followed by the industry, together with the 

waterfall model and iterative model, among others, to then present the Agile model. 

The author took a traditional SDLC that involves the steps of planning, defining, 

designing, building, testing, and deployment as shown in Figure 12 and allocated it 

throughout the different iterations to create the model of Figure 13 for the Agile 

SDLC. 

 
Figure 12: The traditional SDLC according to Pawar 

 

 
Figure 13: The Agile SDLC according to Pawar 

Sharma et al. (2012) concur with Pawar that Agile processes follow the software 

development lifecycle and established a link to customer satisfaction as the highest 
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priority item of the whole method. For Sharma, the phases of the Agile SDLC are 

requirements gathering, analysis, design, coding, testing, delivery of partially 

incremented software, and feedback from the customer. These steps are reproduced 

per iteration in the same fashion that Pawar proposed. 

Lastly, Bhalerao et al. (2009) present an SDLC model for Agile software processes 

based on common practices and the principles of Agile (Figure 14). The authors 

defined various phases and activities together with artifacts required per phase. As 

such, the complete Agile SDLC is conformed of vision and project approval, 

exploration phase, iteration planning, ADCT phase, and release phase. 

 
Figure 14: The Agile SDLC according to Bhalerao. Image source: Generalizing Agile Software 

Development Life Cycle (S. Bhalerao, 2009, p. 224) 

2.4.3 IS/IT Project Failure 

To address this topic, it is a good idea to revise the authors’ understanding of 

failure/success in IS/IT projects and explore models that help assess how 

successful is a project. After those points are developed, the causes of failure present 

in the literature will be analyzed and reviewed. 

2.4.3.1 Definition of IS/IT Project Failure and Models to Assess IS Success 

McManus et al. (2007) define that IS project failure materializes when the project 

does not meet the original time, cost, and quality requirements criteria. This idea 

seems to resonate in other authors, for example, Taherdoost et al. (2015) contend 
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that failure, in relation to an IS/IT project, can be classified in one or more of the 

following three categories: failure to meet the approved schedule, failure to comply 

budget, and failure to deliver the agreed scope of the project. There are factors 

contributing to failure, which is categorized by the author in four types: 

organizational, people, process, and technical. 

The after mentioned understanding of failure is shared by the Standish Group in 

their CHAOS Report. For their study, they classify the project’s resolution in three 

types: “project success” if the project is delivered on-time, on-budget, and 

implementing all specified features and functions, “project challenged” if the project 

is completed and it is operational, but budget is overrun and there are fewer features 

and functions delivered than specified originally, and finally “project impaired” if the 

project is cancelled during its development cycle (The Standish Group, 2014). 

However, not all authors share this understanding and there are different points of 

view. Dalcher (2014) asserts that the notions of success and failure in software 

projects are confusing. This author stresses that quite often, failure is considered 

from the perspective of the “iron triangle” (time, cost, and performance) and that 

failure is a binary function, in which the outcomes are either successful or not. 

According to the author, this view (the one based on the “iron triangle” also known 

as the “triple constraint”) is derived from traditional measures applied in the project 

management domain.  

Expanding on the idea that there is more than the “iron triangle” or the “triple 

constraint”, Arpita et al. (2008) found that, while from the project management 

perspective a project might fail given time, cost, and performance considerations, 

that same project might not be a fail for different stakeholders. As examples, the 

authors mention that a manager view about what constitutes a successful project 

can be different from that of a project manager. 

In relation to specific models to assess IS/IT project success, DeLone et al. (1992) 

were amongst the firsts to present a formal model, which was denominated “The 

D&M IS Success Model”. The intention with that model was to synthesize previous 

research in the domain in a coherent body of knowledge. The result is a 

comprehensive, multidimensional model (Figure 15) composed of the following 
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items: “systems quality” that determines technical success, “information quality”, 

which encompasses semantic success (measures if information is conveying the 

intended meaning), “use”, “user satisfaction”, “individual impacts”, and 

“organizational impacts” which all of them measures effectiveness success (net effect 

that the information have on the receiver). 

 

Figure 15: The D&M IS Success Model. Source: The DeLone and McLean Model of Information 

Systems Success: A Ten-Year Update (William H. DeLone, 1992, p. 12) 

The authors of the D&M IS Success Model acknowledge that there are many papers 

testing and validating their work, while several others have made contributions in 

the form of challenge, critique, or extension. Per the authors, all those articles 

contribute greatly to reach a better understanding of success and its associated 

dimensions. DeLone published another article explaining the extensions to its 

original model, and one of the salient features of such enhanced model is the 

dimension of “service quality” (William H. DeLone, 2003). The author’s rationale for 

this dimension is that IS organizations play a dual role as information providers and 

as service providers, which imply to focus not only on products but on service 

delivery. 

2.4.3.2 Causes of IS/IT Project Failure 

Charette (2005), in its article for IEEE Spectrum, reported that IS/IT projects fail 

not due to a single isolated cause, but because of a combination of technical, project 

management, and business decisions. Those dimensions pose complexity that is 

difficult to manage since their complicated interactions end up by exacerbating 

project risks, problems, and increase failure probability. The author mentions a set 

of common factors that are present when an IS/IT project fails. Those are, among 

others:  
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❖ Objectives that are not realistic, not attainable, or not well articulated 

❖ Lack of accuracy in estimating resources needed to complete the project 

❖ Poor requirements 

❖ Incomplete report of project status 

❖ No plan to manage risks 

❖ Weak communication channels among stakeholders, especially through 

customers, developers, and users. 

❖ Usage of technology not fully developed or in its early stages 

❖ Overwhelming complexity 

❖ Weak devolvement processes 

❖ Politics and pressures from stakeholders 

The list can be analyzed with that of Kappelman (2006), who conducted research by 

collecting data from a panel of 19 experts, together with a survey of 55 IT project 

managers to then elaborate a list of 53 early warning signs that were ranked by 138 

experienced IT project managers to determine the 12 most dominant signs of IT 

project failure. The author emphasizes that IT project management deals with 

“modern” technologies, but at the same time, is “embarrassingly immature” when it 

comes to risk management.  

Here, the focus of the author is a little different from that of Charette, since 

Kappelman is concentrated in early warning signs and not in general IT project 

risks. To present the list of the 12 dominant early warning signs, the author grouped 

those signs under either of these two categories: people-related risks and process-

related risks. Table 2 shows the findings of Kappelman. 

Lastly, there’s a white paper issued by Oracle (2011) that tackles the fact that 

organizations are greatly challenged to deliver an increasing number of projects 
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while keeping budgets and resources at the same level or even reducing those two. 

This environment, according to Oracle, sets the stage to only one possible outcome: 

project failure.  

People-related risks Process-related risks 

Lack of top management support 
Lack of documented requirements and/or 
success criteria 

Weak project manager 
No change control process (change 
management) 

No stakeholder involvement and/or 
participation 

Ineffective schedule planning and/or 
management 

Weak commitment of project team 
Communication breakdown among 
stakeholders 

Team members lack requisite knowledge 
and/or skills 

Resources assigned to a higher priority 
project 

Subject matter experts are overscheduled No business case for the project 

Table 2: The dominant 12 early warning signs of IT project failure 

In Oracle’s white paper, six areas are deemed to encompass the most common 

failure causes: “constituent alignment” (low engagement and misalignment of 

stakeholders), “risk management” (risk are not properly identified, analyzed, and 

mitigated), “project scope definition management” (vague scope definition, problems 

gathering requirements, no rigorous scope management), “critical project 

communication” (lack of awareness of project progress by stakeholders), and 

“methodology usage” (overlooked role of the methodology). 

2.5 Conceptual Framework Development 

Taking the literature review and the authors’ own experience, knowledge, and 

insights a conceptual framework was developed to conduct the research. This 

framework was created with the intention to shape the research process and 

influence the approach for data collection, instrument design, and analysis. The 

conceptual framework establishes the links between the concepts and theories from 

the literature review and what every research question is seeking to determine. The 

rationale behind the chosen concepts per research question is shown below. 
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RQ1 Can CEM contribute to reducing the project failure rate in the 

IS/IT industry? 

What does the 

question seek to 

determine? 

❖ Given project failure main causes, is there the possibility to 

attack any of those by implementing CEM in IS/IT projects?  

❖ How can current Agile practices for IS/IT project managers 

and business analysts be enhanced to contribute to the 

customer experience and the customer journey? 

Conceptual category CEM, IS/IT project failure, custom IS/IT software project, Agile 

SDLC  

 

RQ2 Is CEM relevant for custom software industries to adapt and 

gain a competitive edge given the changing IT paradigms from 

on-premises solutions to cloud-based and software-as-a-service 

solutions? 

What does the 

question seek to 

determine? 

❖ Determine the extent to which current shifting paradigms in 

IS/IT makes CEM relevant for the custom software industry 

❖ Since Cloud-based and SaaS solutions involve service 

delivery, is CEM an enabler to enhance the product and 

create differentiation? 

Conceptual category IS/IT shift in paradigms, custom IS/IT software project, CEM 

 

RQ3 What criteria and measures (Key Performance Indicators) 

determine customer satisfaction and how are those applied by 

the customer? 

What does the 

question seek to 

determine? 

❖ Understand the important elements from the client side to be 

used in assessing and proposing enhancements to 

touchpoints and the entire journey  

Conceptual category CEM, touch points, Agile SDLC, customer journey, value 

creation 
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RQ4 How can CEM be aligned with the Project Management Body of 

Knowledge, the Business Analysis Body of Knowledge, and the 

Agile/Scrum framework? 

What does the 

question seek to 

determine? 

❖ Determine connections between current software practices 

and CEM to help shed light in how the concept of CEM can 

be integrated to the Agile SDLC 

Conceptual category CEM, touch points, Agile SDLC, customer journey, value 

creation 

 

RQ5 What improvements can be done to the CEM in the IS/IT 

industry? 

What does the 

question seek to 

determine? 

❖ Is CEM a factor that can be well integrated with current 

practices in the IS/IT industry to provide an augmented 

framework for custom software development?  

Conceptual category CEM, touch points, Agile SDLC 

The diagram shown in Figure 16 is the visual representation of the conceptual 

framework and is built around the custom IS/IT software project entity. This project 

is influenced by the gradual change in IS/IT paradigms since this shift implies that 

companies will supply a continued service and that a certain service level agreement 

is expected. This represents a new challenge that might trigger the need to reframe 

how a customer is approached and managed throughout the entire life cycle of 

software products. 

This custom IS/IT software project is governed by the Agile SDLC. In this case, the 

model chosen is the one presented by Bhalerao given that this Agile SDLC is 

conceived in an integrative way to provide guidance to developers and managers in 

how to undertake the usability, sustainability, applicability, technological, 

managerial, and environmental challenges of Agile software processes application. 

As such, it contemplates dimensions that can be effectively linked to CEM for its 

analysis and interpretation. 
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The IS/IT project failure concept encapsulates different quantitative and qualitative 

research done to determine the factors that lead to a project with challenged or failed 

outcomes. Those factors affect the IS/IT project and under certain circumstances 

may trigger a failure. As such, CEM is linked to this concept as a mechanism to 

evaluate and attack failure cases. CEM is linked to the Agile SDLC, the touchpoints 

and the customer journey as a mechanism to impact and improve practices and 

approaches of every one of the mentioned concepts.  

The customer journey is a fundamental piece in the framework, and after an 

extensive search for a suitable model, it was not possible to locate a customer 

journey tackling the execution of a custom software initiative under Agile processes 

since it appears to be inexistent so far. Given the lack of model availability, it was 

decided to build one to be integrated into the conceptual framework (Figure 17). The 

rationale behind the model construction can be found in Appendix 8.4. Since the 

proposed customer journey integrates the phases of Bhalerao’s Agile SDLC, it is now 

possible to count with a set of concepts belonging exclusively to the context of Agile 

custom software projects ready to make connections to CEM notions. 

The first connection that can be established comes from determining which of the 

IS/IT project failure causes can be mitigated by usage of CEM. Given the information 

analyzed in the literature review, especially from the section about CEM and IS/IT 

project failure as well as the author of this research’s own experience, a list of 

addressable causes was compiled as shown below. 

❖ No stakeholder involvement and/or participation: Frow and Payne (2007) 

established that a customer engages in dialogue and interactions when a co-

creation approach is adopted. Co-creation has a vital role when developing 

exceptionally good customer experiences  

❖ Poor communication among customers, developers, and users: on top of the 

previous argument for stakeholder involvement and/or participation, which 

apply to this factor, Rawson et al. (2013) found in their research that 

organizations that could expertly manage customer experience and customer 

journeys, discovered better ways to collaborate across functions and levels. 
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Figure 16: Diagram of the Conceptual Framework 
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Figure 17: Customer Journey Map model for Agile custom software initiative execution 
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❖ Weak commitment of project team: in an interview with Donna Morris, executive 

vice president of customer and employee experience at Adobe, conducted by the 

MIT Sloan Management Review, Morris express the relationship between 

customer experience and engaged employees by understanding that people are 

the most important asset and that creating rich personalized experiences for both 

parties is key. As such, Adobe unified in a single vision, managed by a single role, 

the customer and employee experience (Morris, 2016). This view is congruent 

with that of Ryder (2007), who states that the brand experience/reputation is the 

bridge between customer and employee experience, and that there’s an “absolute 

connection” between customer and employee named the experience. 

❖ Communication breakdown among stakeholders: according to Leadership 

Excellence Ltd. (2016), silos suppress both horizontal and vertical 

communication. A strategy to keep open communication lines is to focus on the 

common goal of customer satisfaction to provide the best experience by cohesive 

teamwork. This claim is supported also by Yohn (2015), who provide a framework 

to develop a customer experience architecture and established that this 

architecture was found to break down organizational silos while addressing a 

diversity of customer needs, producing compelling experiences. 

As can be inferred, the dimensions in which CEM can help reducing IS/IT project 

failure may lie in communication management and involvement of client. If this is 

the case, a significant positive benefit to the project is expected since there are 

critical activities within an IS/IT project that rely heavily on effective communication 

and customer involvement, named articulation of project goals, requirements 

elicitation, definition of success criteria, change control process, project reporting, 

among others. All these activities are key determinants of project success or failure 

according to Charette, McManus, and The Standish Group. 

As such, a list of “first-degree” causes of IS/IT addressable project failure causes 

were identified as those factors having a direct and explicit relationship to CEM, and 

a list of “second degree” causes was compiled given the impact of CEM in improving 

communication management and involvement of client. The table summarizing all 

addressable IS/IT failure factors is shown below. 
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First degree causes/factors Second degree causes/factors 

No stakeholder involvement and/or 

participation 

Lack of documented requirements 

Poor communication among customers, 

developers, and users 

Lack of definition of success criteria 

Weak commitment of project team No change control process 

Communication breakdown among 

stakeholders 

Unrealistic or unarticulated project goals 

Poor reporting of the project's status 

Table 3: Addressable IS/IT failure factors through CEM 

Now, the conceptual framework is complete with the chosen model for Agile SDLC, 

a customer journey map specifically developed for IS/IT projects, and the 

addressable factors of IS/IT project failure through the usage of CEM. All this 

information would serve as a basis to define the approach for data collection, 

instrument design, and posterior analysis. 

2.6 Summary 

This chapter presented a critical review of selected literature by exploring relevant 

articles, reports, books, and thesis, from well-known sources. A framework designed 

to facilitate the process to conduct thoroughly a literature reviewed was used. Its 

application led to the development of a conceptual framework which shows the 

specific connections among concepts that this research is focused on. The next 

chapter will discuss the methodological approach and the rationale behind the 

chosen methods and techniques to answer the research questions. 
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The aim of this final management project is to integrate the concept of CEM into the 

entire process of producing software solutions to create an analysis that would 

enable custom software companies to improve client satisfaction and to use CEM as 

a mechanism to reduce project failure. To be able to do so, the set of research 

questions described in Chapter I were addressed in seeking for an understanding of 

the phenomenon. The present chapter is focused on explaining how those research 

questions were addressed.  

To discuss the “how”, a set of relevant items will be examined providing the basis 

and the structure to achieve valid outcomes. The parts that will be explained are the 

rationale for the research approach, a description of the research sample, the 

summary of information needed, an overview of the research design, the methods of 

data collection, ethical considerations, the analysis and synthesis of data, the 

limitations of the study, and a brief concluding summary. 

3.1 Rationale for Qualitative Research Design 

A qualitative research design was used given the nature of the research problem, in 

which the author is focused on understanding the complexities associated with 

custom software project failure from the viewpoint of CEM and how CEM can help 

achieve successful results. A holistic approach is determined to be a suitable way 

to integrate the multiple dimensions that the nature of the problem under research 

possess; those dimensions are not just technical, the interaction between clients 

and companies have a social component that must be considered to provide an 

integrative approach when evaluating and examining specific situations within the 

domain of the research. 

The Author is seeking to gain an understanding of the interconnectedness of CEM 

and custom software projects success and not trying to test a specific hypothesis 

with the intention to establish relationships between variables, which would be a 

field belonging to a strict quantitative research approach. The focus is on extracting 

insights and interpreting findings based on specific evidence and supported by 

theory and research on the field. 
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Qualitative research is characterized by its focus on individual human experiences, 

understandings, and interpretations and is appropriate when a deep understanding 

is needed or when undertaking the process of developing novel concepts. 

Additionally, this approach is better suited for the purposes of the study since the 

phenomenon is dependent on the context of custom software projects, and it must 

be researched inside this same context to arrive at valuable findings.  

As such, a case study methodology comes very handy and natural for the objectives 

proposed. “A case study is employed to gain an in-depth understanding of the 

situation and meaning for those involved. The interest is in process rather than 

outcomes, in context rather than a specific variable, in discovery rather than 

confirmation” (Sharan B. Merriam, 1998). 

3.2 Research Sample 

To fulfill the objectives of this research, a purposive sampling was applied to request 

input from certain participants who comply with a carefully designed profile, 

ensuring the particular context of custom software is both present and relevant. As 

opposed to quantitative research in which random sampling is key, in purposive 

sampling it is desired to select specific participants, events, and processes that 

would allow accessing data suiting the raised objectives of the study. 

In relation to the sampling strategy, critical case sampling as well as criterion 

sampling were used given that it was needed to count with the participation of 

individuals who can make a point, who are particularly important to the scheme of 

the context under study, and who met the criterion developed to guarantee that the 

context is retained. Potential participants must meet the criteria shown below: 

❖ Worker directly involved in the domain of a custom software industry for at least 

3 years 

❖ Possess the status of stakeholder in an IS/IT software project 

❖ The company the candidate is working/worked for must use Agile software 

development processes 
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❖ The IS/IT software project must imply working throughout the entire Agile SDLC 

❖ The IS/IT software project must have ended, cannot be an ongoing initiative in 

which the outcome is still unknown 

To reach the pool of potential candidates from the mentioned group, social media 

channels such as LinkedIn in combination with email was used for those who were 

located overseas. Those within the city where the author was conducting the 

research were contacted by mobile phone. Since the research is non-site-specific, it 

was planned that overseas candidates would have to be interviewed via conference 

call, whereas those inside the city would have a personal interview. 

A group of 10 participants was gathered from the 19 invitations sent. This allowed 

to conduct 10 in-depth interviews and 10 critical incident analysis. Special attention 

was put in having diversity in roles, countries of workplace, and the type of projects 

executed by the companies in which participants were working. The group has 

contributors involved in managerial, sales, and engineering tasks with roles from 

CEO, to sales managers, project managers, business analysts, software architects, 

and more. A full and detailed description of the group can be found in Chapter IV 

(description of the settings). 

3.3 Information Needed to Conduct the Study 

The research was focused on the experiences and past events that a group of 

professionals within the custom software industry has had when undertaking large-

scale projects both with successful and unsuccessful results. The information 

needed to answer the research questions was derived from the conceptual 

framework and the literature review and can be classified in three major areas: 

contextual, perceptual, and theoretical information. 

When it comes to the contextual information, the participants of this research were 

expected to provide data in relation to their jobs such as job title, job description, 

and the settings of their work. They are also expected to share some basic 

information about the company´s main objectives, values, products, and the IS/IT 

project they were involved in. 
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The area of perceptual information was one of particular interest since it serves to 

tell, from the participants’ point of view, if CEM would help to reduce IS/IT project 

failure and how. The idea was to extract insights given participants’ expertise, 

knowledge, and context. Additionally, a critical incident instrument was embedded 

in the interview with the intention to uncover perceptions that may be missed during 

normal interview questions by invoking a situation of project failure and other of 

project success. Once both stories were documented, those were analyzed in their 

key components, making linkages to CEM and project failure causes. 

Finally, the theoretical information came from the literature review to provide 

ground to the interpretation, analysis, and synthesis. The focus was placed on 

analyzing specialized reports that provide figures as well as insights within the IS/IT 

industry. The big advantage of those reports is that they are created independently 

from this research, and as such, are not biased toward the goals of this study, thus 

providing separate analysis points. This theoretical information would also prove 

helpful when formulating conclusions and managerial recommendations. 

3.4 Overview of Qualitative Research Design 

The process began with the approval of the research proposal (Figure 18). This step 

ensures that the chosen research problem is both relevant and attainable and that 

there is a sound overall design and planning that would enable to carry out the 

different tasks that a rigorous research demands. Feedback from the research tutor 

is key to narrow the research and identify potential flaws in the design.   

After creating all scaffolding for the development of the research, a literature review 

was conducted by selecting specific items from relevant sources and journals. The 

literature review enabled the author of this research to build a conceptual 

framework that shaped and helped define the approach to provide an answer to the 

research questions. 

Once the literature review and the conceptual framework were ready, it was possible 

to define the specific configuration of the data collection process. As described 

before, interviews together with specific triangulation methods were chosen as the 
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better alternatives. To define the potential pool of participants, a profile was 

elaborated and individuals fulfilling that profile were contacted and invited to 

participate in the research. 

Individuals who accepted were interviewed, recording their answers to be 

summarized immediately after the interview. A critical incident instrument was 

applied during interviews and the answers were recorded as well. At the end of each 

interview the outcomes were, a file with the recorded audio, a filled template with 

the summary, and another file with the relevant quotations from the participant. 

Once all participants were interviewed, it was possible to explore the answers to find 

patterns and establish the “code” that represents the concepts and topics mainly 

discussed in the answers. Together with available reports, a full story is built and 

told to the reader, representing the interpretation and explanation of the answers 

and pointing out what can be inferred to make managerial recommendations as a 

way to present the conclusions of the process. 

 
Figure 18: Summary of the stages followed to conduct the qualitative research 

Data analysis and synthesis of contextual, perceptual, and teorethical information gathered

Find patterns Explain the why of the answers Discover insights

Conduct semi-structured individual interviews with each participant

Immediately use the template to summarize interview Make anotations about relevan quotes

Definition of group of participants

Build profile of participants and contact the ones who fulfill it

Literature Review

Study contributions of authors in the fields of CEM, Agile development process, and IS/IT project success/failure

Approval of research proposal

Properly delimitate the study, establish research questions, relevance of research, and overall planning
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3.5 Data Collection Methods 

Since it is intended to gain an in-depth understanding of the interconnectedness of 

CEM with IS/IT software project failure while keeping attention to the context and 

the human/social dimension of the nature of the interrelations of stakeholders and 

clients, a series of interviews were conducted. However, there is the need to use 

other methods in combination with the interviews to allow proper triangulation, 

which is critical in attaining the in-depth understanding that is sought. The 

rationale behind each chosen method is discussed in the next sections. 

3.5.1 Interviews 

This is the primary method for data collection in this research given its ability to 

extract rich descriptions about a particular happening. Additionally, it allows 

knowing the participant’s perspective about IS/IT project failure/success and CEM 

according to their personal context, role, and observations. The design of the 

interview is semi-structured to allow exploration of specific topics which may result 

relevant for the research. It is important to mention that despite the described 

advantages of the interviews, those have its own disadvantages since it is expected 

that not every single participant is equally cooperative. In this regard, the 

interviewer is responsible for engaging with the interviewee to extract the insights 

and experiences that are sought. 

The interview is divided into two main sections, the first deals with the contextual 

information, and as such specific questions in relation to the job and organization 

in which the participant is involved are asked. The second part is about perceptions, 

with questions focusing on opinions and ideas given participant’s experience and 

past events. Embedded into this second part is the critical instrument which will be 

explained in the section following. Accordingly, every question was designed with a 

specific research question in mind, and as such, every answer can be traced back 

to its corresponding research question. The instrument designed to conduct this 

method as well as the instructions for its application are shown in Appendix 8.5. 

To pilot the interviews and refine the instruments, three activities were carried out. 

The first consisted in requesting feedback to this research’s tutor. The received 
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comments were considered and some modifications were done to include certain 

details about the data collection process. Then, the interview protocol was shared 

to a peer, asking for feedback about the clarity of the questions and in general, the 

structure and conciseness of the instrument. Finally, one pilot interview was 

conducted by providing special instructions to the interviewee in relation to clarity, 

length, and questionnaire overlap. It was found that one question was redundant 

since it was answered in the profile of the participant, and another can be eliminated 

given that it overlaps with a previous question. 

3.5.2 Critical Incident 

Given that the research is focused on how CEM would impact IS/IT project failure 

primarily, an effective way to corroborate the opinion and views of the interviewed 

persons is to ask about a critical incident, which in this case is a software project 

failure and then to request the participant to remember a situation of a successful 

one. It is intended to discover new perceptions that might not be completely 

addressed during the interview. 

As described, the critical incident consists in requesting the participant to recall a 

situation in which a project failed and another in which a project succeeded. There 

is a concern in relation to the accuracy of the data provided by the interviewee since 

this method rely heavily on the memories of the participant. This is a known 

disadvantage of this alternative. Since this instrument was incorporated in the 

interview, it can be found in Appendix 8.5, which is the interview protocol design. 

The steps followed to pilot the interview were also applied to this instrument to 

assure that a proper refinement process took place with the design of this data 

collection method. 

3.5.3 Document Review 

This method consists in reviewing documents and reports about the IS/IT industry 

addressing project failure topics and current trends in relation to the technological 

paradigms. Since the reports are developed independently from this research and 

its author, the method will prove useful in corroborating any finding or 

interpretation emerging from the interviews and critical incident analysis as well as 

in providing a real context to better understand the answers. 
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3.6 Ethical Considerations 

Participants in this research study were protected by informing the purpose of the 

research and how the information they provide will be treated. The author of this 

research is committed to keeping all names of the participants, names of companies, 

names of clients, and any other information item that would put participant 

anonymity at risk under complete secret. The only person with access to the 

material gathered from the interviews and critical analysis incident is the author of 

this research. The gathered information will be kept on an encrypted external hard 

drive since all answers are considered of value and in a future research those might 

prove to be useful, that’s why the files are not going to be destroyed. 

3.7 Methods for Data Analysis and Synthesis 

The primary method for data collection, which is interviews, yields a significant 

amount of information that must be reduced to facilitate its analysis. The process 

begins by saving the audio file to a secure location and by assigning a pseudonym 

to every participant (Participant 1, Participant 2, and so on) to its specific file. 

Following this name structure, every interview was summarized (by using a 

template) after it was conducted since the key points noticed by the interviewer were 

still fresh and the overall impressions are stronger than those would be if 

summarizing is postponed to the moment in which all interviews are conducted. The 

interview summaries are available in Appendix 8.6. 

After the summary, the interview was again listened to take note of the relevant 

quotations that would make part of the next chapter (Chapter IV, Findings). The 

objective is to have a file with the opinions and points from the interviewees to make 

the process of selecting the most relevant quotations easier and also ensure that 

every opinion is taken into consideration. 

With the interview summaries, the quotations file, and the conceptual framework, 

the gathered data was analyzed to determine trends, relationships, and points 

relevant to the topics of the research. Those were classified using codes (similar to 

what was done for the literature review) and then occurrences were counted to 

arrange those findings from the most important to the least. Then the findings were 
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organized according to the research questions as a way to prepare them to be 

presented clearly to the reader. 

3.8 Limitations of the Selected Methods 

This research is not exempt of limitations since the chosen methods present a given 

set of constraints that apply to several parts of the research. It is worth to mention 

that the author took measures to minimize the restrictions of the qualitative 

research design, but even though, it must be considered that this specific type of 

research is limited by the author’s subjectivity. The interests, assumptions, 

perceptions, and needs of the author can generate a bias towards a specific direction 

of the research. The researcher is a professional in the field of business analysis 

within the custom software industry, and as such, its knowledge can generate a 

bias. This factor is mitigated to a certain extent by using triangulation in the data 

gathering process, especially through the usage of critical incident analysis and 

document review. 

In relation to the primary method of data gathering, the interviews, some aspects 

shall be considered too. In the first place, the phenomenon known as participant 

reactivity might be present during the interviews given that some of the interviewees 

knew the author of the research. This phenomenon consists in the difficulty of the 

participants in assuming the role of interviewees, as such, some participants might 

have tried to answer what they perceived was the answer sought by the researcher. 

To overcome this situation, it was taken advantage of the fact that the interviews 

were semi-structured and follow-up questions were formulated to be more certain 

that the answer reflects the opinion of the participant and to extract more details 

from the descriptions provided by the interviewees. 

Finally, there is a limitation in terms of the size of the sample. The profile that was 

designed was known to be restrictive from the beginning, however, in the opinion of 

the author, it was needed to reflect the specific context of the custom software 

industry. If a broader profile was elaborated with the purpose of having access to a 

bigger pool of participants, the opinions and findings might not represent the topics 

under research and can provide answers to the research questions that are not 
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applicable or irrelevant for the context. Therefore, the findings are applicable to a 

very specific situation and are difficult to generalize and transfer to other situations, 

context, or industries. 

3.9 Summary 

This chapter addressed "how" would the research questions be answered. The 

research design was set to be qualitative and its rationale was discussed. A set of 

interviews are going to be conducted to participants fulfilling a specific profile and 

information from a critical incident and document review will help in the 

triangulation process. The next chapter is dedicated to presenting the findings from 

the process described in this chapter.  
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After the application of the instruments to gather data from the selected participants 

and its corresponding transformation from raw data to information, this chapter is 

devoted to presenting the main findings that had emerged from this process. The 

first part of the chapter contains the description of the setting and the second part 

makes the presentation of the findings as quotation categories. 

The objective of the description of the setting is to provide the information needed 

about the particular context in which the study took place. As such the contextual 

section of the interview protocol will be used in conjunction with the review of 

available documents. Then the findings will be presented once the environment is 

well established and explained to the reader. To provide an appropriate structure in 

the second part, it was decided to take every research question and systematically 

identify the more relevant information generated from the application of the 

instruments (interview and critical incident analysis) to present the different 

opinions of the participants. 

Following the described approach, five major findings directly associated with each 

of the five research questions will be presented thoroughly. Inside some of the major 

findings, sub-findings will be available providing additional information to support 

the main one. This is a way to break down the information into more manageable 

chunks, again, preparing the ground for the next chapter and allowing the reader 

to better understand the opinions and perceptions of the participants. 

4.1 Description of the Setting 

The description of the setting encompasses two sections, the first is the 

characterization of the group of participants by showing specific details in relation 

to the job and the company they are working or worked for, and the second is the 

presentation of the context of the IT/IS solutions industry nowadays to locate those 

participants in the current environment and facilitate the understandings of their 

answers. While the first part of the description of the setting comes from the 

collected data of the contextual section in the interview protocol, the second part 

comes from the document review. 
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4.1.1 The Group of Participants 

As mentioned earlier in this research, one of the conditions that was enforced as 

much a possible was to gather a group of participants that were diverse within the 

context of the custom software industry to have opinions, viewpoints, and 

experiences from different angles. The workplaces from which the sample was taken 

are summarized in Table 4, the roles present in the group, which cover a wide range 

of tasks and specializations, are shown in Table 5, and finally, Table 6 contains the 

main duty of the participants. 

Country of workplace Count 

Argentina 1 

Colombia 4 

Germany 2 

USA 3 

Grand Total 10 

Table 4: Country of workplace in the group of participants 

 
Job title Count 

CEO 1 

Head of New Business Development on Internet 1 

Product Analyst 1 

Product Owner 1 

Project Manager 1 

Scrum Master 1 

Senior Software Engineer 1 

Services Manager 1 

Software Analyst 1 

Software Developer 1 

Grand Total 10 

Table 5: Distribution of roles present in the group of participants 

 
Job Main Duty Count 

Business and Product Development 1 

Management 1 

Planning and Execution 1 

Process Facilitator 1 

Product Assurance and Compliance 1 

Requirements Engineering 1 

Sales 2 

Software Development 1 

Software Engineering 1 

Grand Total 10 

Table 6: Distribution of the main duty carried out by each participant 
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The last element to analyze about the group of participants is the corporate culture 

of their workplaces. Some of the participants shared that while there are specific 

values that in theory make part of the corporate culture, those are not experienced 

in the day to day life within the company. For example, collaboration is a common 

value, but oftentimes participants told that throughout projects the value is not 

enforced or driving interactions.  

The most popular “positive” values in the workplace were collaboration (3/10 [30%]) 

and learning and actualization of employees (2/10 [20%]). In contrast, “negative” 

values spin around the communication management concept (3/10 [30%]), for 

example, complex communication chain, one-way communication, ineffective 

communication, and silos. Other interesting “negative” traits present in the 

industries of the participants’ sample were: bureaucracy, stress, difficulties in the 

decision-making process, and role overlap. 

4.1.2 Current Context 

After de description of the details about participant’s particular settings, the next 

step is to present the broader context in which those participants develop their 

duties to help make sense of their answers. It shall be mentioned that the context 

is established from the point of view of the research objectives and as such, the idea 

is to create an appropriate description of the landscape given the topics of the 

research to facilitate analysis and understanding of the answers. This description is 

built from the review of available documents. 

The first characteristic to describe the context in close relationship to the topics of 

this research is to consider how software companies are doing in terms of CEM and 

customer experience. While this research was in progress, the “2017 Temkin 

Experience Ratings” report by the Temkin Group become available, giving the 

opportunity to assess how the software industry was doing in relation to customer 

experience to establish if this specific industry had made improvements when 

comparing its performance against the figures if the year 2015 (previous available 

customer experience ratings report by the Temkin Group). This new issue of the 

report points out that there was a significant improvement in the experiences 

ratings. It was found that the customer experiences were significantly improved after 
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a dip in the year 2016; in average, the ratings of all 20 industries measured 

increased. It shall be noticed that, according to the report, the “emotion” component 

of the model to measure customer experience was the weakest. In general, scores in 

this category fall below those in the “success” and “effort” dimensions. 

Even though all industries improved in the experience ratings from the year 2015 

to the 2017 (first quarter), software firms are closer to the bottom of the chart in 

2017 than they were in 2015 (Figure 19) indicating that possibly the IS/IT industry 

doesn´t improve as fast as the other industries in terms of customer experience. It 

appears that while the industry in general make advances in the “good” and 

“excellent” zones of the score chart, meaning that the delivered customer experience 

in terms of “success”, “effort”, and “emotion” were better rated by customers, in the 

software industry the advance is not as significant as in the rest of the industry, 

thus making it go down in the chart. 

 
Figure 19: Comparison of the ranges of industry scores of 2015 and 2017. Source: Temkin Group 

(Temkin Group, 2015, p. 11) (Temkin Group, 2017, p. 10) 
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The second characteristic to describe the context in relation to the topics of this 

research is the changes in paradigms from on-premises to cloud-based and web 

infrastructure solutions. As with the Temkin Experience Ratings report, an updated 

version of the “State of the Cloud Report” was made available while this research 

was in process, thus making possible to compare the year 2016 and 2017 to have a 

better view of the direction of the main trends in terms of cloud infrastructure 

adoption. 

According to Right Scale (2017), in a survey of 1002 technical professionals across 

a wide range of organizations to find out the adoption level of cloud computing, it 

was found that, as for 2017, hybrid cloud is the preferred enterprise strategy while 

private cloud adoption fell (Figure 20 and 21). The term hybrid cloud refers to an 

architecture integrating on-premises (and internet) with cloud resources (Amazon, 

2017) while private cloud are those services offered on the Internet or in a private 

internal net, which are made available only to a given group of users instead of the 

general public (Microsoft, 2017). According to Amazon, the strategy of hybrid cloud 

is a step in the cloud adoption for those companies that have investments in on-

premises solutions. The migration of the legacy IS/IT systems take time, as such, a 

hybrid strategy minimizes the chances of new investments and streamlines 

operations. 

 
Figure 20: Cloud architecture adoption for the year 2017. Source: RightScale 2017 State of the 

Cloud Report (Right Scale, 2017, p. 9) 
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Figure 21: Cloud architecture adoption comparison. Source RightScale 2017 State of the Cloud 

Report (Right Scale, 2017, p. 9) 

The fact that the predominant trend is to have a hybrid approach to cloud is an 

important finding to consider when analyzing answers from the group of 

participants and for the next chapter when formulating recommendations since 

challenges will be present for the on-premises scenario as well as for the cloud one, 

configuring a setting that demand attention to both parts of the paradigms since the 

migration is not finished and both trends are still very relevant and central in the 

operations and strategy of a wide range of industries. 

4.2 Presentation of the Findings 

Now that the context to understand the answers of the participants has been 

established, the five main findings in strict relation to each of the five research 

question will be described. It shall be pointed out that the most important research 

question is the number one, which is aimed at determining if CEM would help 

reducing project failure rates in the IS/IT projects. As such, this one has the longest 

description elaborated by a structured description of the sub-findings associated to 

it. The intention is to provide enough detail to substantiate ideas that will be 

developed in the next chapter which will be tackling the interpretation of the 

findings. 
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4.2.1 Finding 1 

Perceived contribution of CEM to the decrease of IS/IT project 

failure rates 

RQ1: Can CEM contribute to reducing the project failure rate in the 

IS/IT industry? 

F1: Almost all participants (9/10 [90%]) acknowledged the potential 

of CEM as a tool that would help reducing project failure rates, but 

they recognized that there are additional factors that must be 

considered with this strategy such as its cost and time to really 

capitalize its power as an enabler of more successful outcomes in an 

IS/IT project. 

The most important finding that emerged from the interview process was that almost 

by unanimity, participants expressed that CEM would be helpful in reducing project 

failure rates given two main reasons: the first, that the big majority of participants 

consider that the client’s needs are very important to conduct their job duties and 

as such, CEM would allow them to be more close to those needs, to offer more 

relevant solutions addressing those, and to perform better in their roles, and the 

second reason, that participants perceive that this strategy (CEM) would allow them 

to achieve some of the key success factors that, given their experiences, lead to a 

positive outcome in an IT/IS project. 

Some participants mentioned though that while the benefits are very interesting, it 

is important to consider the costs and the time that the implementation of this 

strategy would demand. This becomes more critical if the company is small or is a 

startup since there would be limitations in terms of budget and human resource. 

Considering those factors, a more realistic and applicable scenario can be 

established for the companies willing to use CEM as part of their processes. 
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Finally, a word of advice from the writer of this research to better understand the 

findings: CEM may not be the only strategy needed to attain success in a project, 

the idea is to establish how it can contribute to increasing the likelihood of success 

in an IS/IT project, but not to replace other concepts or override practices. CEM is 

understood by the author and by the participants as an enabler, not as a unique 

silver bullet which answers from once and for all the challenges faced in this type of 

projects. 

4.2.1.1 Sub-Finding 1.1 

Importance of customer´s needs and how those influence 

participants’ performance 

F1.1: The big majority of participants (9/10 [90%]) stated that the 

customer’s needs are very important to successfully conduct the 

duties of their jobs and that the correct and deep understanding of 

those needs help them to perform better. CEM is seen as a way to 

know those needs to a greater extent and as such, participants 

perceive interesting benefits. 

Going back to the first reason why participants perceive that CEM would help 

reducing project failure rates, it was found that the overwhelming majority of 

participants (9/10 [90%]) stated that the client’s needs are very important to 

successfully conduct the duties of their jobs. This finding shows a somewhat 

paradoxical situation in the industry of custom software; the big majority of 

interviewees indicated that client’s needs are central and fundamental not only to 

conduct their tasks, but also for the business core and to achieve a positive outcome 

in an IS/IT project, but unfortunately there are factors, specifically in the 

communication management area, that hinder this importance. Additionally, 

despite the relevance of client’s needs, there is still a prominent focus in following 

strict processes and protocols that endanger effective communication and make it 

difficult to focus on client’s needs.  
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In relation to the importance of client’s needs for the participants, some of them 

commented the following: 

“Client’s needs are the aliment, the raw material to build a solution, so those are 

of great importance” (Participant 2) 

“If we are not able to determine with great precision the client needs, we will 

provide irrelevant information to the engineering team… this is a step that must 

be done carefully to make sure we will build what is required… avoiding any 

sort of overengineering and minimizing rework” (Participant 4) 

“In my case, it would help me (referring to CEM) to better prepare the historical 

data and needed information to competently interact with clients to create more 

credibility, which is the cornerstone of negotiations at this stage… I can see that 

it might help our staff to be better able to respond to more specific client’s needs” 

(Participant 1) 

About the processes and protocols that can endanger the communication process it 

can be considered that: 

“Client needs must be the base for the creation of any new product or service, 

but quite often companies aren’t smart enough in that sense and they focus more 

in their own capacities, so basically the customer must adapt to the capacities of 

the company, and it shall not be that way… shall be… I design based on client 

needs… to steer organizational culture to a client-centric setting it’s not easy” 

(Participant 9) 

“…There are way too many filters for the client, those make difficult to depict 

what is needed from the client’s perspective so the client ends up receiving a 

solution that is distant from what he was expecting” (Participant 2) 

Participants shared their views about how CEM can benefit them by streamlining 

the process of understanding client needs, which, as stated before, is a vital piece 

of information to perform better in the exercise of their roles. 
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“Those are strategies that one shall always consider when delivering a service 

... when I was doing demos of the software many clients were not engaged, 

some weren't even paying attention to what I was showing ... I started to ask 

clients about the modules that we should focus on during demonstrations... So, 

I used those needs as a hook to grab their attention and give a better focus to 

demos” (Participant 3) 

In essence, participants see CEM as a strategy that would put them closer to real 

and more specific client’s needs and this knowledge would help them to perform 

better in their tasks. Even though those needs are a vital part of their jobs, 

participants cite issues about communication management and processes that 

hinders this importance, making more difficult to excel in their duties. 

4.2.1.2 Sub Finding 1.2 

Criticality of the participants’ roles to achieve a successful 

outcome in a project 

F1.2: The perceived criticality level of the role and duties executed by 

the participants in delivering a successful project is either medium: 

2/10 [20%], high: 3/10 [30%], or very high: 5/10 [50%], thus a good 

performance of those roles would likely help reducing project failure 

rates. 

Once it was established that the client’s needs are central to the accomplishment of 

the different tasks done by the interviewed stakeholders, it was asked how critical 

participants consider their role in achieving a successful outcome of the project. 

This will help to understand the link between CEM and a positive outcome of a 

project in the following sense: if a role that is critical in getting a successful project 

outcome is better off to accomplish their tasks, then the likelihood of success would 

most likely increase. It was found that the criticality level perceived by the 

interviewees is either medium, high, or very high (medium: 2/10 [20%], high: 3/10 

[30%], or very high: 5/10 [50%]). No participant reported having a criticality level 
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below medium. As such, participants perceived that CEM would help themselves in 

the first instance (by allowing them to perform better) and as consequence, the 

project would be benefited in the second instance. It was noticed, however, that 

despite the reported levels of critically, some participants (3/10 [30%]) felt their 

company don’t consider their roles to be that critical. To illustrate this point let’s 

consider a couple of opinions shared during the interview: 

“My role is critical to achieving a successful outcome, and the client considers it 

to be very important too, but my company doesn’t think so” (Participant 3) 

“I feel my job is important (in achieving a successful outcome from a project), 

but in the way the role is defined within the company, it is not considered to be 

that important” (Participant 1) 

4.2.1.3 Sub Finding 1.3 

Extent to which participants knew the concept of CEM and 

customer experience 

F1.3: Many participants (8/10 [80%]) weren’t acquaintance with the 

definitions of CEM and customer experience despite all of them 

having active contact and interaction with the client to perform their 

job duties throughout several touchpoints of the customer journey. 

The interviewer noticed something that was of interest while providing and 

explaining the definitions of CEM and customer experience, according to the 

interview protocol design (Appendix 8.5). Most participants (8/10 [80%]) weren’t 

acquaintance with the definitions of CEM and customer experience despite all of 

them having active contact and interaction with the client to perform their job 

duties. Only Participant 7, who is the CEO of a startup company, and Participant 9, 

a Head of Business Development, knew the concepts.  

This is important because in the context of IS/IT projects and given the answers of 

the group of participants, the interactions carried out at different touchpoints spin 
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around technical and project management topics, but lack a more profound 

dimension of client management and awareness of the aspects of effort, success, 

and emotion that governs a customer experience. Consequently, the key success 

factor of effective communication was constantly present in the received answers. 

“we lack knowledge of the soft side of client management, on how to manage 

the mood in a situation that is getting out of control given the issues for the client 

if the project fails… I believe… that kind of things are very little explored” 

(Participant 10) 

4.2.1.4 Sub Finding 1.4 

Key success factors attainable by the means of CEM 

F1.4: There is a set of key success factors attainable through the 

usage of CEM strategies that increase the likelihood of a positive 

outcome in the project. Those factors are clustered in the categories 

of effective communication, expectations management, accurate 

assessment of client needs, and process and strategy improvement. 

Now, moving into the second reason why participants perceive that CEM would help 

reducing project failure rates, interviewees reported a set of key success factors that 

are perceived to be attainable by implementing CEM strategies. Those factors were 

contrasted with the ones found in the development of the Conceptual Framework to 

focus on the aspects that were identified as “first degree” and “second degree” 

mitigating factors of project failure enforced by the application of CEM strategies 

(Table 3, Conceptual Framework, Chapter II). 

According to the described elements, those factors can be clustered into the 

following main categories: effective communication, expectations management, 

accurate assessment of client needs, and lastly, process and strategy improvement. 

There were other key success factors that even though were not that frequent in the 

answers, are important to consider inside the analysis, those were: trust creation 

and the human factor of customer-client interactions. 
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The factor of effective communication is perceived as relevant in different ways; for 

some participants, it is a vital element given that the role the person is playing 

requires the existence of a constant flow of information between the customer and 

the employee. For example, a business analyst whose main concern is the proper 

establishment of client’s needs, uses several techniques, such as brainstorming, 

focus groups, interviews, observation, requirements workshops, surveys, among 

others, to gather the information that best describes what the client wants. The 

effectiveness of those techniques is determined by the involvement, participation, 

and cooperation of the customer (as well as by the skills of the business analyst), 

and as such, communication plays a major role. 

“I need to create a communication channel with the client, and sometimes this is 

not easy, there are many variables that influence interactions among 

stakeholders… but in a nutshell, whenever things begin to go wrong, the 

attitudes become more difficult to manage and the communication gets affected. 

Also… from the company’s side, upper management feels the need to take control 

of a troubled project interfering with processes and communication” (Participant 

4) 

For other participants exerting roles more on the technical side, effective 

communication with the client allows creating a relationship which provides 

required information that by themselves wouldn't be possible to find out. For 

example, Participant 6, who is a senior software engineer very competent in 

designing software architectures, is dependent on business-related information to 

create software structures that really answer the needs of a client. As such this 

participant needs the existence of the relationship with the client to get essential 

information. 

“The only one who really knows what he wants is the customer, I know about 

the technical stuff, but this project is oriented towards the domain of finance and 

cryptocurrencies and I’m not very versed in that arena, so the client is a guide 

for me to create some business rules, for instance, some restrictions... so there is 

a constant communication with the customer and somehow I depend on him” 

(Participant 6) 



Final Management Project MBA FT16 | Miguel Angel Ortiz 

 

 84 

Now, moving into the perceived key success factor of expectations management, 

participants shared the view that oftentimes projects fail because there is a great 

gap in terms of what the client believes it will receive and what is delivered. This 

happens also if Agile software processes are used since the gap in expectations 

becomes noticeable when the non-iterative portion of the process (vision & project 

approval and exploration phase) creates an unattainable expectation and then, 

during the iterative section (iteration planning, ADCT phase, and release phase) the 

advances shown to the customer cannot reflect that initial scope that was agreed or 

those advances are solely focused on showing that the team have been working 

hard, but nothing of values is still delivered. 

“The key factor to achieve success and customer satisfaction is the management 

of the expectation, many of our customers did not fully understand the solution, 

there was no adequate assessment to determine whether the solution fit the 

client's needs or not ... some customers have stopped using the solution simply 

because it is not the most relevant to their operations, and this has created a 

great burden of client support on our side” (Participant 1) 

“An active expectation management was the way to get results in the project… 

in this case, the scope was greatly controlled and reduced to a set of clear and 

feasible features defined through the collaboration of all stakeholders including 

the client. Since the scope and the objectives were reduced, it was possible to 

deliver on the time that was established” (Participant 2)” 

Talking about the next key success factor, which is the accurate assessment of client 

needs, interviewees expressed the idea that a conscious preparation of the 

interactions would allow them to better assess the needs of the customer and in 

turn, to provide more compelling analysis, information, and options. This would 

impact the decision-making process and facilitate the elicitation of the elements that 

are important, relevant, and of value for the client. On top of that, some participants 

reported positive effects when preparing interactions greatly focused on client needs 

taking special care of the emotions that would arise in specific touchpoints. Those 

benefits, as reported by Participant 8, are the discovery of improvement 

opportunities and reduction in some costs.  
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“Benefits (in the context of CEM) can be the optimization of time if the interaction 

is well prepared, many unnecessary discussions can be avoided, is like going 

to the point, which is the client’s needs, and that’s it…”, “The change requests 

can be reduced too” (Participant 5) 

“We review very carefully every account (the project involves transactions in the 

banking industry) to prepare all information with the objective of avoiding all 

those feelings of distress during the meeting with the client… this makes a big 

difference... before the project, the accounts wasn’t exhaustively controlled, but 

by preparing and reviewing we realized about a lot of things we can improve 

and we even reduced some costs… however you cannot guarantee that the 

emotions of the client will always be controlled, there are topics about money 

and independently from all our preparation there are factors that impact the 

project and the emotions” (Participant 8) 

The final key factor is the process and strategy improvement. There is the notion 

that some companies put a great deal of effort in the touchpoints of sales to get new 

clients, but unfortunately, former acquired clients are neglected once the sales cycle 

is done. Participants shared the opinion that CEM would allow their companies to 

tune the strategy to have a better focus on other touchpoints of the customer 

journey to increase client retention. Other opinions emphasize the fact that by 

crafting customer experiences they would have a better chance to plan and deliver 

certain interactions that oftentimes are a bit ignored, such as client support. Finally, 

other participants established the strategical advantages of CEM, which were 

communicated as the procurement of the customer’s loyalty and the reduction of 

rework. 

“What the company does is that it puts all the efforts in acquiring a client with 

the sole intention to sell, sell, and sell, but on the side of retention there are no 

actions taken. So, at the same time the company is getting new clients, the old 

ones are getting lost… An unhappy client will talk very badly about the 

business... how much will it cost to get into business again with a client who 

had left?" (Participant 3) 
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“For the project (project’s name is omitted intentionally) we envisioned that the 

first employee that this project need wouldn’t be a developer, the first one we 

planned was a person who manages the partners of the solution, for us the key 

was to make them feel good so they could stay with us. There was another role 

that was in touch with clients showing samples… it’s very important to keep 

that contact because there are services that cannot be digitalized, throughout 

the interactions, we realized that we need to keep working in customer support 

and service since this is still a weak point” (Participant 7) 

“…To design any product or service from the client’s perspective… what will 

provide in the end is that client’s loyalty… talking about external clients, if 

customer expectations are met and not defrauded one can guarantee that 

client’s loyalty, and he’s not going to be looking at competitors, for internal 

clients the benefit is that rework cycles are reduced and from the economic point 

of view, for the company is way more expensive to go through those cycles” 

(Participant 9) 

To conclude finding 1 and its corresponding sub-findings, an additional set of two 

key aspects were of interest to the writer of this research. Those aspects are trust 

creation and the human factor of customer-client interactions. CEM was perceived 

as a strategy to interact in a more professional way allowing to create trust between 

the two parties yielding better opportunities to reach agreements. 

“I can see that taking the time to analyze the needs, and as you said, the feeling 

towards a specific meeting would simplify the whole process and … mmm I 

believe can be perceived as professionalism” (Participant 4) 

“I think crafting positive customer experiences it's something very important, in 

my experience, I have had both scenarios… there are times in which one as a 

software engineer sees the client as an enemy basically, why? Because the 

client, in the end, is a businessman who wants to take their own decisions 

without considering my advice and doubting my knowledge, there we have a 

problem… but there are other circumstances that allow building a good 

relationship… I always try to become close and generate trust and this way it 

is possible to generate a space of trust that allows believing in what the other 
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one is doing and in the information we are sharing and this goes both ways, 

from me to the client and from the client to me”, “…I agree that implementing 

mechanisms to organize and optimize client’s interactions and creating positive 

customer experiences will help reducing project failure… (Interviewer: Which 

key factor do you think would help in reducing the failure rate?) …  Trust, as 

I’m saying, problems are born when they don’t trust you… and this goes also 

for us… when the customer is saying something, we must trust too… this is 

critical” (Participant 6) 

Allowing the customer to be closer to the process is another way the strategy can be 

shaped and then combined with the human dimension in the sense that the parties 

are interacting and cooperating, thus helping to get some distance from the mere 

contractual obligations to shift to a mindset in which the relationship of customer 

and the company is more transcendental. 

“I think that the most important thing is to make the client part of the team, more 

than someone who’s requesting something, he must be part of the process and 

at the same time let the people who’re involved in the project understand the 

why and the importance of the solution that is been built” (Participant 2) 

To summarize this sub-finding, it was found that certain key success factors can be 

obtained by using CEM strategies, thus it is possible to increase the chances of 

getting a positive outcome in the project. The factors are related to effective 

communication, expectations management, accurate assessment of client needs, 

and process and strategy improvement. 

4.2.2 Finding 2 

Relevance of CEM in the IS/IT industry given changes in IT 

paradigms 

RQ2: Is CEM relevant for custom software industries to adapt and 

gain a competitive edge given the changing IT paradigms from on-
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premises solutions to cloud-based and software-as-a-service 

solutions? 

F2: The challenges to be faced with the change in paradigms from 

on-premises to Cloud, SaaS, and Web Services based solutions are 

diverse and are present in a wide spectrum of the engineering 

processes, management, strategic, operations management, and 

organizational change areas. CEM can help in some specific areas 

such as strategy and operations, thus the concept is relevant in this 

context only to a certain extent. 

The opinions of the interviewees in relation to the challenges that their companies 

will face, or are facing now, given the gradual change in IT paradigms cover a wide 

range of aspects across many functional areas of a company. At the moment of 

examining the answers against the identified “first-degree” and “second-degree” 

failure factors identified in the conceptual framework, it was established that the 

challenges in which CEM would have relevance pertain to the areas of strategy and 

operations management. 

Talking about strategy, there are companies that embrace the change in paradigms 

as an opportunity to create new and improved services with incremental innovations 

and to reflect the company’s corporate values. The challenge here is that time-to-

market is not optimized enough to attend the demand that this type of solutions 

currently has. There are also challenges in the way the technology is delivered to 

make it available to a broader group and the threat of competition is increased given 

that there are competitors worldwide that are moving quicker and delivering services 

faster in a cheaper way than some other companies. 

“The company is very keen in incorporating all those new technologies, but 

these processes take a long time to be implemented in projects, technology is 

changing so the challenge is how to incorporate all these new technologies that 

customers and users are demanding in an agile way to the services we’re 

offering… the other challenge is how to make the technology more inclusive so 
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that it can reach a bigger group… and finally, thanks to globalization now there 

is more competition using these technologies in a cheaper way” (Participant 8). 

Analyzing how CEM would provide help in the strategical field, participants stated 

that a way to better respond to market demands when a project is using or will use 

Cloud, SaaS, Web Services and the like in the IT component, is to get a closer 

relationship with the customer. This helps to create direct feedback loops to 

understand customer’s needs, thus providing answers that have more value and 

relevance to specific client profiles. In relation to those client profiles, participants 

stated that every group has a set of needs that may differ from those of other 

segments, as such CEM would allow focusing on specific groups to respond more 

accurately to their intrinsic needs. As mentioned by the interviewees, not every 

single customer needs a solution built in the cloud. 

“…now (referring to the new scenario of current IS/IT projects delivered using 

web-based technologies) we must work hand by hand with the client, suffering 

its same problems, quickly answering to any inquiry, so a more closed 

relationship with the client is to be established” (Participant 2) 

“there are two types of users and clients (making reference to clients of cloud-

based solutions), the one who has some technologic acumen and the one who 

don’t. The key is to understand both since their needs are radically different, a 

tech savvy will be interested in what’s going on behind the interface, he or she 

will be more concerned about how security is assured as an example” 

(Participant 7) 

To finish talking about how can CEM help in the strategical field given changing IT 

paradigms, there were some opinions that pointed out the need to enhance the 

communication process with customers to be able to act rapidly to their needs. The 

setting is described as highly dynamic, so it would be advisable to put in place 

mechanisms to optimize interactions. As such, a customer journey map can be 

developed to gain a deep understanding of how the journey unfolds and exploit those 

pain points to reduce the “effort” component of the customer experience and make 

improvements through the identified opportunities identified in the journey map. 
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“I’m facing those challenges now; client management is completely different to 

what I did before. Now clients can be managed outside projects because we 

aren´t implementing full solutions to be deployed on-site, but we are making 

sales of services to customers… communications strategies shall be different 

because the time frames are very short, the way you get close to the client, how 

to capture its attention not in two months as before, but in a matter of hours, 

this is a highly dynamic scenario” (Participant 3) 

Moving into the operations management field, the impact that was mentioned by 

the participants was related to the optimization and process improvement of the 

customer service area. It is perceived that the implementation of solutions based on 

the changing IT paradigms imposes a greater quota of customer service for two 

reasons. The first, that customers and companies providing those services might 

not be well prepared about this technology usage, and the second, that clients have 

some freedom to configure and use those services to achieve evolving goals of value. 

This freedom implies that additional support from the services provider would be 

required, thus translating in the first instance to customer service calls. 

“The amount of customer service that the client requires is immense in this new 

project (referring to a project built using web-services)” (Participant 5) 

“In these new solutions, clients have a lot of interaction with customer service 

and they have a more direct relationship with the product and services 

provided” (Participant 3) 

The efficiency with which the delivery of customer service is delivered can be 

improved by CEM given that participants perceive that planning those interactions 

leads to a greater control.  

“I need to have someone in that arena because you can notice its importance, 

we have an implementation of an application… and now we provide support to 

it… it is very important to plan the interactions, it becomes very difficult when 

you don’t plan ahead because it turns unmanageable… we have calls outside 

of working hours and the client feels it’s ok to do so” (Participant 7) 
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4.2.3 Finding 3 

The perceived three dimensions of customer satisfaction and 

customer experience in the IS/IT industry 

RQ3: What criteria and measures (Key Performance Indicators) 

determine customer satisfaction and customer experience? how are 

those applied by the customer? 

F3: The criteria and measures determining customer satisfaction and 

customer experience can be clustered around three concepts: the 

technical, the business, and the human dimensions. 

To assess the answers provided by the group of participants, the results contained 

in the summary templates were classified according to the type of goal those were 

aimed at and then counted to determine their relative importance. It was found that 

the classification is formed by three groups in relation to technical, business, and 

human goals.  

The technical dimension is characterized by criteria such as the level of compliance 

with the specific technical features and functionality requested, the degree to which 

the proposed solution is technically suitable for the customer, the extent to which 

the solution solve client needs, and the correctness of the assessment about whether 

the customer needs the specific solution. The Business dimension’s criteria are the 

Return on Investment (ROI), the impact on daily operations, the fulfillment of 

objectives, and the costs. Finally, the human dimension’s criteria contain 

expectations management, trust level, communication, understanding of the human 

factor, honesty, flexibility, and the capacity to generate positive emotions. The three-

dimension representation is shown below, in Figure 22. 
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Figure 22: The perceived three dimensions of customer satisfaction and customer experience in 

the IS/IT industry 

Participants expressed that the listed factors would provide a greater customer 

satisfaction when those are considered to design and craft the interactions 

(experiences) with the customer. However, there is only a small portion of the 

interviewees that reported their companies to be measuring a group of those 

elements throughout the project lifecycle. In some cases, the measures are only 

taken once, hindering opportunities to rethink certain aspects of the interaction and 

the project as a whole. 

4.2.4 Finding 4 

Frameworks and bodies of knowledge are perceived to lack 

proper strategies for customer management in non-ideal 

scenarios 

RQ4: How can CEM be aligned with the Project Management Body of 

Knowledge, the Business Analysis Body of Knowledge, and the 

Agile/Scrum framework? 
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F4: It is perceived that frameworks and bodies of knowledge are 

inner-looking, focused in inputs and outputs, process-centric, and 

lack a strategic approach to managing clients in non-ideal scenarios. 

When talking about the different frameworks and bodies of knowledge used by the 

participants, they acknowledge that those practices are helpful to get structure and 

process consolidation to fulfill their duties. However, there is also the critique that 

the focus is narrowed to inputs, outputs, and activities that sometimes doesn’t 

reflect a more realistic scenario. This seems to be especially true for the participants 

when facing challenging situations with the client. As one interviewee mentioned, 

the human component is missing. 

“Practices are very focused on what you should be doing throughout a project, 

but there is a need to have more real scenarios that involve customer 

management in non-ideal scenarios” (Participant 3) 

“In paper, it exists, there’s a whole framework called communication 

management, that’s the name, but it is always very protocolary, those 

communication manuals talk about when are we going to meet, how often, the 

templates to be used, topics to address, how to scale a problem, procedures 

when there are issues…  but it lacks… I don’t really know how to say… the 

human component! That means that things aren’t that squared, that rigid… 

when it comes to software requirements things are more ambiguous and that 

can be interpreted in many ways, generating moods throughout the project, or 

emotions, that no methodology or protocol thus far encompasses” (Participant 

10) 

There is another factor that was present in the interviews and is that in theory 

frameworks and bodies of knowledge consider client needs as relevant (this is 

specially the case of the Agile Scrum framework given what was stipulated in the 

manifesto). However, once the processes are instituted in a company, there are two 

situations that emerge: the first is the proliferation of multiple roles which increases 

the complexity of the interactions and difficult the communication process, and 
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consequently, a second situation appears, which is that customer needs became 

distant to the persons developing the solution.  

Talking about the first situation, some participants expressed that this proliferation 

of roles as stakeholders within the project bogs down strategy because it inhibits to 

efficiently distribute capacities given the desired outcomes of a project. It was 

commented that not every single project need the interaction of all the established 

stakeholders, but a better assessment of the needs to define the relevant roles to 

drive the project goals. 

“It doesn’t matter the size of a company, more people, more roles, doesn´t make 

project outcomes any better… I believe that nowadays the vast majority of 

projects have way too many stakeholders and this lead us to the sub-

specialization… it is no longer a specialization, it is now a specialization within 

a specialization… if I hire a UX designer (user experience designer) is because 

the project is oriented towards improving the experience, but there are projects 

in which the need is to enhance the business needs, in that case, a Business 

Analyst would be better… what is important is what the project really need” 

(Participant 7) 

When those many stakeholders appear following the process suggested by the 

frameworks and bodies of knowledge, the communication process becomes 

challenging to manage since there’s a chain of elements that creates distance 

between the customer and the persons who are in charge of developing the solution. 

“In software development, if the person who is developing is not close enough 

to the user experience and the client needs, they can create things that can be 

obsolete… and I can give you an example… at some point, the software 

development area created a tool to allow a salesperson to manage the sale 

process to a client, and the guy from marketing told them (the developers)… hey, 

it would be great to get to know some variables about the client: number of sons, 

how many members are in their family, which neighborhood is he living in, and 

so on because that will be very interesting information for marketing… but 

within the process for the salesman, for him, he felt this was interfering many 

times with the sale because for the client this was a pain and sometimes he got 
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upset about all those personal questions… so the salesman what opted to do 

was just to fill in the blanks with false information… what is the consequence 

of this? That the company was taking decisions based on flawed information 

and that the needs from the requester (internal customer, which were the sales 

group) where influenced and their indicators were affected (negatively)” 

(Participant 9) 

To conclude this finding, it was noticed that the frameworks and bodies of 

knowledge need a more specific approach to client management in realistic 

scenarios and that the processes and roles shall be shaped according to the client 

needs to configure skills and resources strategically and avoid endangering the 

communication process. As such CEM would provide a basis to get to know in depth 

client needs and the process of configuring teams given those needs would allow 

planning interactions which might have a greater impact on the customer since 

those are delivered by stakeholders that are relevant to the needs of this same client. 

The process isn’t going to be generic but personalized to the customer goals which 

is expected to drive interactions at the touchpoints with an increased quality level. 

“A key factor to achieve success in a project is being honest on time, another 

factor is to consider that the software is made by persons to persons… don’t try 

to make everyone in the team to work in the exact same fashion given a 

methodology or process, one must build a team that matches the company and 

the project and think project management shall not be universal but 

personalized to how each team works” (Participant 7) 

4.2.4.1 Sub-finding 4.1 

Sensitivity of current practices and bodies of knowledge to 

communication breakdown 

F4.1: Current practices and bodies of knowledge are sensitive to 

communication breakdown, which weakens processes and its 

outcomes. As such, CEM could help revamp communication 
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channels to strengthen the application of those practices and 

frameworks. 

The critical incident analysis allowed the writer of this research to dig deeper in the 

opinions of participants to assess their perceptions inside an unsuccessful and 

successful project. While listening to their answers, it was noticed how some 

patterns seemed to repeat in relation to projects with a failed outcome: efforts were 

made in the process area and in the application of the corresponding frameworks 

and bodies of knowledge, but if the communication process wasn’t working, the 

outcome was a failed project. 

"There was a broken channel between the client and the ones building the 

solution ... with that channel broken the expectations were wrongly 

communicated ... when we were showing some advance to the client they were 

saying ‘that was not what we requested’ ... again all the process was done 

going through the same broken channel because it was never fixed ... in this 

case, expectations were poorly managed since the company created a very clear 

promise without having settled if it was possible to accomplish " (Participant 3) 

Other participants talked about how certain internal stakeholders held information 

for themselves and avoid disclosing it. It was perceived as a way to keep aspects of 

the project under control by those stakeholders but a very high cost. 

Communication breakdown was experienced in some of the failed projects and was 

understood as a source of problems. 

“If the information is flowing in both directions smoothly, were on a good track… 

Problems arise when someone begins holding certain piece of data, or when the 

communication channels weaken” (Participant 4) 

Finally, there’s a view that combined the case in which processes were strictly 

followed, but the human dimension was neglected. This participant told that there 

was an intense focus on executing and following very closely all aspects of the 

process in hope of getting a successful outcome for the project, but the team suffered 
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because there was no room to propose, to challenge, and to grow the potential of the 

team.  

“Here they forgot about people (in reference to the failed project), they did all 

process verbatim, but is not the process what makes something, is the culture, 

if someone had an opinion, an idea, these were not taken into account and that 

affected the morale… developers were blamed many times for project failure… 

projects fail because managers take strategies rather than people into 

consideration” (Participant 7) 

4.2.5 Finding 5 

CEM needs to be taught to IS/IT professionals 

RQ5: What improvements can be done to the CEM in the IS/IT 

industry? 

IS/IT industry seems to be not well prepared in terms of CEM, as 

such, the concept shall be taught and diffused throughout IS/IT 

professionals in the first place and then improved, expanded and 

augment once it gets enough resonance and traction within the 

industry. 

As discussed before, participants weren’t acquaintance with the concepts of CEM 

and customer experience. The view they portrait is that there is a deficiency of skills 

in relation to client management which employees try to overcome via learning by 

doing. This strategy seems to be difficult and not the most efficient. 

“I believe that there is a lack of skills… more training is needed because that’s 

something that is not normally transferred between people but is learned by 

doing… it would be excellent to be able to get that knowledge from the beginning 

without having to go through the pain of learning by doing” 
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Given this panorama, the first step is to introduce more formally the concepts to the 

IS/IT industry so those can get traction and acceptance. A starting point would be 

to expand current frameworks and bodies of knowledge to include the concepts of 

CEM, customer experience, and customer satisfactions by embedding those in 

certain process and practices. This first step is going to be explored more in-depth 

in the next chapter by showing some ideas of the author if this research. Once there 

are more tacit applications of the concepts, improvements can be thought about. 

4.3 Summary 

This chapter presented the description of the setting to provide the participant’s 

context. The description included details in relation to their workplace and their 

duties. Then a broader context was elaborated by showing how the IS/IT industry 

is performing in relation to CEM and by establishing the trends about the changing 

IT paradigms. 

Then, five major findings in direct relation to every one of the five research questions 

of this research were presented. Not only the description of the setting and the 

findings will be used for the next chapter, but also all information produced so far 

to present an analysis and interpretation gathering everything together in a cohesive 

manner.  
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So far, this research had moved from a holistic approach about the key concepts 

under research through the literature review to a specific and detailed presentation 

of findings that emerged from the application of interviews, critical incident analysis, 

and document review. Now, this chapter will move from the punctual and specific 

opinions of the last chapter to a holistic stance again, to provide the complete picture 

as a broader, more general knowledge, product of the information gathered. As such, 

the focus will be in the understanding, causes, consequences, connections, and 

relationships, all of which are going to be carefully thought about. 

The structure of the chapter is designed to present the analysis, interpretation, and 

synthesis by using analytic categories, which are the outcomes of a process of 

thought that flows from the research questions to the evaluation of findings with 

the intention to establish a deeper and mindful correlation between those elements 

and the author of this research interpretation, stance, and explanation. After each 

analytic category, a managerial recommendation will be discussed to wrap up all 

the elements of the particular analytic category in a concluding way. Finally, the 

limitations and future research recommendations will be discussed. 

5.1 Analytic Category 1 

Building a 3D model for the understanding of customer needs: the technical, 

business, and human axis defining its space 

This analytic category comes from the analyzed interconnectedness of Finding 1 

(Perceived contribution of CEM to the decrease of IS/IT project failure rates) together 

with its sub-findings and the Finding 3 (The perceived three dimensions of customer 

satisfaction and customer experience in the IS/IT industry).  

In seeking to discover insights about the topics of this study, the first research 

question shed light on more topics than anticipated. There is an acknowledgement 

about the potential that CEM would have to help reduce project failure rates in the 

industry, but going in a more profound direction, it was established that the models 

that participants use to understand the customer and its needs are limited to a 

certain dimension in stark relation to the field in which the participants are working. 

As such, a software architect, for instance, will make interpretations of the client 
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needs from a technical point of view to create an appropriate design of the 

infrastructure that would provide an answer to those mentioned needs. A 

salesperson will be more on the business side, with concerns related to revenue 

generation for the company, as stated by some of the participants, but may not be 

that interest in really achieving ROI for the customer. The human dimension here 

seems to be the more neglected of all dimensions and CEM would help to find a way 

to better understand and tackle this dimension.  

Those points of view that different stakeholders have about the IS/IT customer can 

be conciliated in a model with three dimensions: the technical, business, and 

human one. The three axis defines the space in which the client can be understood. 

It shall be noticed however that the client has a dynamic nature and as such, the 

needs perceived in any of the three axes can evolve and may or may not have an 

impact on the other dimensions. Figure 23 shows a representation of such model, 

that integrates different parts of this research in a whole construct defined by the 

planes that give shape to a 3D object.  

 
Figure 23: Proposed 3D model for the understanding of customer needs through the usage of CEM in the 
IS/IT industry 
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The first axis is the “technical”, which defines specific customer needs in strict 

relation to functional features, non-functional features, and quality attributes, 

architecture, the technology used to deliver the solution, among others. The second, 

the “business” axis, deals with client needs aimed at impacting specific KPI’s within 

the company, ROI generation, process optimization, achievement of business 

objectives, support of the corporate strategy, and the like. Finally, the “human” axis 

is designed towards the human needs of customers: certainty, variety, significance, 

connection, growth, and contribution (Suttle, 2012). 

Suttle states that customers are human beings too, as such they have the need of 

certainty, which means customers will try to find a predictable, fast, friendly, 

functional, and timely product or service. Clients also have the need of variety in 

the sense that they want options in the form of predictable products or services. The 

next need, the one of significance is about the feeling of value that customers receive 

from the company which the client is doing business with. Connection is the need 

of belonging to the community of the business. Growth tackles the need of the 

customer to excel by being better educated, and finally, contribution is the natural 

desire to make a difference. 

Examples of needs would be, in the technical dimension, to have an availability of 

99.9% in a 24h period (non-functional requirement), that the system shall provide 

the user with the ability to buy a book (functional requirement) and so on. For the 

business dimension, a couple of examples are that the solution allows increasing 

sales revenue by 5% in the next year (business objective), that the delivery of the 

solution impacts the KPI of cold calls converted to new clients by 2% in the next 

quarter. Finally, examples of human needs are the avoidance of indifference, the 

feeling of authentic appreciation, the active seek of feedback and opinions, a sense 

of belonging to the process and project, the possibility to expand knowledge, and 

the ability to contribute and make a difference in the project. 

Those three axis form three planes that define the space in which the needs of the 

client can be understood. The first plane is the one formed by the technical and 

business dimensions (the technical axis would be the equivalent to the “X” axis in 

the coordinate plane, and the business axis would correspond to the “Y” axis). In 
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this plane, the customer is understood from a procedural point of view given that 

there is a set of tasks orchestrated by the Agile SDLC, in which interactions are 

shaped by the best practices described in the body of knowledge for project 

managers and business analysts, and the technical frameworks, patterns, and best 

practices in the engineering domain. 

The second and third planes share the Human axis (the equivalent to the “Z” axis 

in the coordinate plane). The best way to convey meaning to this axis is through the 

analogy that it provides depth to the understanding of the customer in the same 

way the “Z” axis provide depth to a figure in the “XY” plane of coordinates. The 

business and human axis offer an understanding of the client conciliating business 

goals with emotions and feelings. Therefore, the proposed customer journey map for 

an IS/IT initiative is a powerful tool to perform in this plane. The customer journey 

map shows feelings, needs, and pain points that can be used to envision 

opportunities to deliver value to the customer. 

The last plane, the technical and human, provides a stance that uses the proposed 

customer experience model based on the success, effort, and emotion components. 

The idea is that the implementation of an IS/IT solution throughout the entire 

process creates an experience in the customer. Some participants pointed out that 

achieving technical goals in a project produces an emotion in the human dimension 

that is outside the technical and businesses components:  

“I think a key element is to…  comply and provide a solution to what the client is 

needing… if it is not impacted in its daily operations, there is no clear return on 

investment, if he cannot see any positive indexes… he is not going to be satisfied. 

Think of a VP or an executive, if they don’t see that their numbers, the revenue 

is not positively impacted given the implementation of the project they aren´t 

going to be satisfied with the solution… an emotion will be caused if there’s 

added value generated by the implemented IT solution” (Participant 3) 

Summarizing, this model is intended at leveraging the understanding of the needs 

of the client from three dimensions. As such, it promotes the idea that there are 

technical, business, and human needs in every IS/IT project. A comprehensive 
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understanding of those needs would allow a team to have a richer context and 

background when designing a specific solution and when interacting with the client 

to provide effective answers that address existing needs in each of the three planes. 

The way to deliver the experience when interacting with the client through a 

touchpoint shall take into consideration this integrative approach to client needs. 

5.2 Managerial Recommendation 1 

An approach to CEM in the IS/IT industry: provide depth to interactions with 

the client by using the 3D model for the understanding of client needs 

The recommendation to managers who had identified that inside their companies 

any of the first or second degree causes of project failure (Table 3, Chapter II, 

Conceptual Framework) is constantly present in project execution, is to explore the 

possibility to employ CEM as a strategy to address those failure factors that are 

endangering the project outcomes. To achieve this, it is proposed to apply the model 

described in Figure 23 to critically assess how well understood are the customer 

needs and how the interactions with the customer are unfolding.  

To begin with, the manager shall take the proposed customer journey map for an 

Agile IS/IT project execution and the proposed model for customer experience, to 

plan the type of interactions that are more relevant for each of the two big portions 

of the Agile SDLC: the non-iterative and the iterative. As shown in figure 24, there 

are two portions of the process that are experienced by the customer by interacting 

with different stakeholders at different touch points. 

Given that the map contains information about every identified touchpoint with 

description of the feelings, needs, activities, pain points, and opportunities, this 

serves as a starting point to evaluate each of those phases and its corresponding 

interaction in terms of the “success”, “effort”, and “emotion” components of the 

customer experience. The idea is to conform cross-sectional teams to discuss the 

map and all its information and assess how to increase “success”, reduce “effort”, 

and create an emotional bond through the “emotion”. 
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The manager shall also think about the strategy to deliver the customer experience. 

As the proposed model of customer experience suggests, there is a weight for the 

non-iterative part and a weight for the iterative part. It is likely that those two parts 

have a different impact in the overall delivery of the experience from beginning to 

end, so it is needed to be evaluated which portion will have a greater weight to allow 

a more strategic distribution of efforts according to the company’s budget, capacity 

and human resources. 

 
Figure 24: Mapping the proposed model of customer experience to the proposed customer journey 

map 

Finally, the manager and the cross-sectional team shall update and adapt the 

customer journey map with new identified pain points, opportunities, needs and 

activities and apply surveys, feedback loops, and any other method with the 

customer that allow to fine-tune the feelings, needs, and any other element of the 

map from the customer point of view. It would be practical to have some metrics 

and KPI’s in place to be able to compare the effectiveness of the measures taken and 

discover weak points which would still need work. 
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5.3 Analytic Category 2 

The highly dynamic nature of customer needs in cloud-based, SaaS, and web 

based solutions and the need to create a real differentiation factor to 

overcome increased rivalry of competitors 

This analytic category was creating by having the Finding 2 (Relevance of CEM in 

the IS/IT industry given changes in IT paradigms) as a basis. 

Participants agree that most of their companies’ managers steered efforts to cloud-

based, SaaS, and web services paradigms, but oftentimes there seems to be a lack 

of strategy in doing these shifts and to embrace the challenges that the team and 

the client will face. Other participants commented that the change occurred not 

because of an internal decision to implement solutions using web, but because the 

customer specifically requested to do so. 

The key point of this analytic category is that moving into the new paradigms may 

seem to be the best decision and may appeal to the idea of attaining a differentiator 

factor for competition, but, as talked with interviewees, the effect can be the 

complete opposite: moving into this paradigm may put you in an arena with a lot of 

competition which would make your product to lose its competitive advantage. 

“I think that nowadays this topic is very… very competitive… when you had a 

desktop application (on-premises) is like what you used to do, and the knowledge 

that application had is enormous, that knowledge was yours and your product 

was very unique… but now, with this change in paradigms there is a high chance 

that out there many people have the possibility to do what you are doing… so 

you must keep being valid and competitive because at any given moment, 

someone will publish a product doing the same as yours, but cheaper… you will 

basically lose the advantages of your desktop product” (Participant 10) 

It was assessed why a manager would like to engage in a technology that may mean 

losing their competitive advantage, and in formulating some scenarios based on the 

received answers from the group of participants, the main reasons are that it is 

possible that the implications of the change in paradigms are not well understood, 

and that there is an over-specialization of roles that makes it difficult for specific 
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members in the organization to effectively warn and identify risk in a broader 

context. 

In the first case, there could be a general misconception about what a cloud, SaaS, 

or web services based solution are. Some participants told that the term may fit 

more in the field of marketing than in the field of technology, thus generating 

confusion. 

“There is a lot of people who doesn’t know what is the cloud, it’s a little bit funny 

because it is a term more about marketing than about technology… it seems that 

it is not a new usage of technology but a new use of a marketing strategy” 

(Participant 7) 

Since it seems that there’s an unclear understanding of the technologies, then the 

decision of steer efforts to develop products and services based on the new 

paradigms may be based on assumptions and without a full understanding of the 

implications that the change will have in the engineering processes, management, 

strategic, operations management, and organizational change areas, as reported by 

the interviewees. 

“every change is difficult and takes time… on top of that companies seems to 

misunderstand the implications of the change in the paradigms you’re talking 

about” (Participant 4) 

Then, the second factor is the over-specialization of roles in the IS/IT industry. This 

phenomenon was observed in the companies in which participants were working for 

and consists of the generation of roles within the technical area which are deeply 

specialized in an already expert area. This narrow focus of duties and tasks may 

disconnect these workers from a broader understanding of the business dynamics 

and the interrelation of factors beyond their area of over-specialization. When a 

manager request input and information to take a decision in relation to the 

migration to the new paradigms, chances are that technical issues are tackled, but 

more transversal concerns are left outside consideration. This, in the end, would 

generate a managerial bias towards technology. 
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5.4 Managerial Recommendation 2 

Using CEM to create a competitive advantage in service delivery and customer 

service when embracing cloud, SaaS, and Web-based solutions 

The recommendation for the manager thinking about shifting to the new paradigms 

is to evaluate assertively the motivators of the migration, and which are the expected 

results. If it is expected to get a competitive advantage by the migration, this would 

not be the case given fierce competition and saturation in the market. The message 

here is not to discourage by any means, but to take the time to carefully plan the 

migration so the chances of doing it right are increased. Additionally, for the 

definition of the strategy, it is worth to keep in mind that the current trend about 

cloud adoption is the hybrid approach. 

In this scenario, it is suggested to create differentiator factors in the areas of service 

delivery and customer service by usage of CEM tactics since there is the chance to 

address those touchpoints that were deemed as weak given the conducted 

interviews. As such, a focus point that is advised is in the “success” factor of the 

customer experience. Participants reported that this factor is affected when the 

project outcomes are not positive, and it is somehow expected. If the customer is 

not able to attain its goals the direct impact is in this factor. Some companies 

instituted customer success programs to ensure that frustration levels are 

diminished among its customers. The objective is to deliver experiences which 

provide all required information beyond training, to allow its customers to succeed 

with the usage of the company´s products. This implies to carefully design the 

delivery of information based on the client needs, and not as a standardized session 

covering aspects that aren’t relevant for the customer. 

About customer service, convenience for the client was also relevant for the 

interviewees and can be applied as a recommendation. It was addressed during the 

interviews that it is important to allow the client use the methods it prefers to get 

customer support and avoid the imposition of those. As an example, one participant 

told that it tried to use Hangouts in its startup as a channel to deliver customer 

service because of some technical reasons. However, the client was not very aware 

of how to use it, and in the end, the client preferred WhatsApp. This participant told 
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that the decision was to stick with what the client felt were more natural, avoiding 

the scenario of forcing the client to adapt to its process, but contrary to this, being 

flexible and malleable to make the necessary adjustments inside its company to use 

what the client felt was more convenient. As a result, the process was not only more 

natural for the customer, but also quicker. For the manager who’s willing to 

capitalize a differentiator factor, this case might ring some bells to conciliate the 

wishes about what’s convenient for the client when customer service is to be 

delivered. It worth to ask if the phone, email or any other method currently in place 

is, from the point of view of the customer, the preferred one. 

5.5 Analytic Category 3 

Acknowledging the skills gap about CEM, customer experience, and customer 

satisfaction in the IS/IT professionals 

This last analytic category is established from the interconnections of the Finding 4 

(Frameworks and bodies of knowledge are perceived to lack proper strategies for 

customer management in non-ideal scenarios) and the Finding 5 (CEM needs to be 

taught to IS/IT professionals) 

From the interviews and critical incident analysis, it was found that the 

professionals in the IS/IT industry seem to be not well prepared in terms of CEM, 

customer experience, and customer satisfaction. As stated in the sub-finding 1.3, 

80% of participants weren’t acquaintance with those concepts. In elaborating 

scenarios that explain why is this situation happening, two factors were identified 

that may be contributing to the creation of this skills gap. The first is the 

organizational culture of the workplace, and the second is a perceived lack of 

importance from the IS/IT professional about customer related topics. 

Organizational culture seems to play a role in the creation of the skills gap because 

the rush in the execution of tasks allows only enough room to deliver what is needed 

from the technical or business dimension that is related to the employee duties. As 

such, the opportunities to expand in relation to client soft skills are very little. The 

second factor may possibly come from the approach to education, in which it is 

perceived that the important courses are the technical ones, and the humanistic 
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classes are just a mere filling in the program. To make this point, let’s consider the 

opinion of a participant shown below: 

“All these processes are cut with the same scissors…. Once I was analyzing and 

these processes are basic and we have learned those from college but we aren´t 

applying them because of the rush, the day to day occupations, and how the 

companies work… In college, we didn´t give the importance to humanistic 

courses since we were focusing on software development, math, all technical… 

the others were just a filling and now we seem to have forgotten about those 

topics (humanistic)” (Participant 7) 

The paradox of this situation is that many of the IS/IT professionals need to interact 

with the client to conduct their duties and that knowing in depth the client needs 

allow them to perform better. Following this train of thought, it makes sense to 

provide training to the roles that exert interaction with clients to provide a better 

customer experience and capitalize the benefits that this strategy provides, 

especially in terms of communication improvement which is key for the IS/IT project 

execution. 

5.6 Managerial Recommendation 3 

Participants stated the need to be better prepared to interact with the client 

throughout the different touch points of the customer journey. There are some 

reasons why IS/IT professionals lack the required soft skills to deliver positive 

customer experiences, so the recommendation to the manager willing to integrate 

CEM tactics to its business is, to begin with an appropriate training in the concepts. 

This recommendation may sound a little bit obvious, but is the first step and makes 

sense, since there are several stakeholders engaging in interactions with the client 

that don’t have an appropriate knowledge base to handle the mentioned 

interactions. By doing so, over-specialized employees would gain insights that 

expand the horizons of its knowledge, enabling them to have a better assessment of 

the different challenges that the interactions with customers impose. 

It is also recommended to provide training about how technology can support, 

enable, and impact CEM. It is stated that the next generation of customer experience 
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will be powered by artificial intelligence (AI) given the need to deliver faster, smarter, 

and in the right context experiences (Afshar, 2016). Together with AI, there is an 

increasing trend in processing data to extract customer insights by using advanced 

analytics and big data. These data-driven customer experiences are critical for 

organizations because of today’s hyper-competitive economy (Forbes Insights, 

2016). 

5.7 Limitations and Recommendations for Future Research 

There are three aspects to mention about the limitations of this research. The first 

was already addressed in Chapter III (Methodology) by describing the restrictions 

that the selected methods for data collection impose to this study. In a nutshell, the 

limitations are the possibility of experiencing a phenomenon known as participant 

reactivity and the size of the sample. 

The second aspect is the possibility of losing some degree of precision in the 

information gathered when conducting interviews since some were made in English 

and some in Spanish. The ones done in Spanish were translated with as much 

accuracy as possible by using suitable translation services (such as 

www.smartlation.com), but there is always the chance that the translator 

misinterprets some information. 

Finally, the third limitation is in relation to the transferability of this research. The 

sample was taken strictly following the requirements of the elaborated participant’s 

profile to assure that the very specific context of custom software solutions 

implemented using Agile software processes was present in every interviewee. As 

such, the possibility to generalize and transfer the results to other contexts is limited 

and the interpretation shall be kept to this same setting. 

Future research will expand the proposed ideas shown in this research and at the 

same time can keep working on increasing the size of the sample. This way the 

findings can be complemented with new insights and opinions. In the future, the 

next step this research could take is to make a study of the effectiveness of CEM 

applied throughout the execution of an IS/IT project as a study case to determine 

its implications in a real-life scenario. This study would allow advancing the 
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concepts presented in this research by putting those in practice and examining the 

results. Another possible path for future research is to focus on the new 

technological trends enabling better customer experiences, such as data mining, 

artificial intelligence, and the like. 

5.8 Summary 

This last chapter presented the interpretation and synthesis of the findings by 

integrating not only the results of Chapter IV (Presentation of Findings) but also by 

using the conceptual framework as well as the author’s own knowledge and 

viewpoints. Causes, consequences, connections, and relationships were established 

to present ideas encompassing all elements of this research. This examination was 

presented as analytic categories and followed by the elaboration of managerial 

recommendations about how to apply this generated knowledge to the real life. 

Finally, some word of advice about the limitations and recommendations for further 

research was provided. 
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8.1 Classification of Sources Used for the Literature Review 

The following table presents all the analyzed sources for the literature review 

together with their respective classification. 

Name Document 
Type 

Methodology Source Status Topic 
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Software Development 

Document Other Agile Not 

Applicable 

Published 

2015 Temkin Experience 
Ratings 

Report The Temkin 
Group 

CEM Quantitative Published 

7 Steps to Deliver Better 

Customer Experiences 

Article HBR CEM Qualitative Published 

A Critical Review of 

Customer Satisfaction 

Article University of 

Michigan 

CEM Qualitative Not 

published 

A Framework for 

Successfully Managing the 

Customer Experience 

Article Other CEM Case Study Published 

A Systems Approach to 

Mitiagtion of Project 
Failure Modes 

Thesis MIT Project 

Management 

Qualitative Published 

Adobe Reinvents Its 

Customer Experience 

Interview MIT Sloan CEM Not 

Applicable 

Published 

Agile Processes and 
Methodologies A 

Conceptual Study 

Article IJCSE Agile Qualitative Published 

Agile Processes in Software 

Engineering and Extreme 

Programming 

Article Springer Agile Mix (quant 

+ quali) 

Not 

published 

Agile Project Dynamics Article MIT Sloan Agile Qualitative Published 

Avoiding the Customer 

Satisfaction Rut 

Article MIT Sloan Customer 

Satisfaction 

Case Study Published 

Branding in the Digital Age Article HBR Marketing Qualitative Published 

CHAOS Report Report The 

Standish 

Group 

Project 

Management 

Quantitative Published 

Customer Experience Editorial Journal of 

Brand 

Management 

CEM Not 

Applicable 

Published 

Customer Experience 2.0 Infographic Other CEM Not 
Applicable 

Published 

Customer Experience 

Management 

Article Other CEM Mix (quant 

+ quali) 

Published 

Customer Experience 

Management for Smart 

Commerce Based on 
Cognitive Maps 

Article Springer CEM Qualitative Published 
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Enterprise Software 

Industry 

News 

Report 

Bain & 

Company 
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Published 
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with Brands 

Document Other CEM Qualitative Published 

Customer Satisfaction and 

Agile Methods 

Article IEEE CEM and 

Agile 

Qualitative Published 

Customer Segmentation in 
Customer Relationship 

Management Based on 

Data Mining 

Article Other Customer 
Management 

Qualitative Published 

Data Elevates Customer 

Experience 

Report Forbes CEM Quantitative Published 

Early Warning Signs of IT 

Project Failure 

Article IT Project 

Management 

Project 

Management 

Quantitative Published 

Embracing Agile Article HBR Agile Qualitative Published 

How AI is improving 
consumer engagement and 

customer experience 

Article Other CEM Not 
Applicable 

Published 

Information Systems 

Evaluation Past, Present 

and Future 

Article European 

Journal of 

IS 

IS/IT Qualitative Published 

Information Technology 

Changes the Way You 
Compete 

Article HBR IS/IT Qualitative Published 

Integrating Process, 

Product, and People 

Models to Improve 

Software Engineering 

Article Other Project 

Management 

Qualitative Published 

Limitations of Agile 

Software Processes 

Article Other Agile Qualitative Published 

Managing Customer 

Expectations 

Article IS 

Management 

Project 

Management 

Qualitative Published 

Managing the Total 

Customer Experience 

Article MIT Sloan CEM Qualitative Published 

Measuring Agile Benefits 

Realization 

Article Other Project 

Management 

Mix (quant 

+ quali) 

Published 

Measuring Information 
Systems Success Models, 

Dimensions, Measures, 

and Interrelationships 

Article European 
Journal of 

IS 

IS/IT Qualitative Published 

Requirements Engineering 

and Agile Software 

Development 

Article Other Agile Qualitative Published 

RightScale 2016 State of 
the Cloud Report 

Report Rightscale IS/IT Quantitative Published 

Software Dysfunction Why 

Do Software Fail 

Article Other Project 

Management 

Qualitative Published 
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Why Cloud Versions Of 

On-Premises Software Are 

Taking A Great Leap 
Forward_ 

Article Forbes IS/IT Qualitative Published 

Why Software Fails Article IEEE Project 

Management 

Mix (quant 

+ quali) 

Published 

Table 7: List of all sources analyzed together with their created classification 
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8.2 Concept Matrix 

The following matrix contains the number of occurrences of a concept established 

via a text search query allowing stemmed words. The first column describes the 

specific article under analysis, and then the concepts are shown as independent 

columns. The numbers in the matrix represent the number of occurrences of the 

concept within a given source, in case a given concept is found more than one time 

it is highlighted in blue to streamline analysis.  
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12 Advantages of Agile 

Software Development 
45 0 0 0 0 0 11 0 0 0 0 0 

2015 Temkin Experience 

Ratings 
0 0 16 0 0 0 4 0 0 0 1 0 

7 Steps to Deliver Better 

Customer Experiences 
0 0 15 0 0 0 6 3 0 0 1 0 

A Critical Review of 
Customer Satisfaction 

0 0 4 2 0 0 0 6 0 0 0 0 

A Framework for 

Successfully Managing 

the Customer Experience 

0 0 49 6 1 0 26 11 0 0 0 1 

A Systems Approach to 

Mitiagtion of Project 

Failure Modes 

0 0 0 0 0 0 72 0 0 0 5 0 

Adobe Reinvents Its 

Customer Experience 
0 0 4 0 1 0 4 0 0 0 6 0 

Agile Processes and 

Methodologies A 

Conceptual Study 

35 0 0 0 0 0 7 0 0 0 0 0 
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Agile Processes in 

Software Engineering and 

Extreme Programming 

564 2 1 0 12 7 236 8 3 2 626 0 

Agile Project Dynamics 109 0 0 0 1 1 50 0 0 3 47 0 

Avoiding the Customer 

Satisfaction Rut 
0 0 2 0 0 0 33 9 2 0 1 0 

Branding in the Digital 
Age 

1 0 4 0 0 0 11 23 0 0 8 0 

CHAOS Report 0 0 0 0 0 0 19 0 0 1 1 0 

Customer Experience 0 0 10 1 0 0 11 4 0 0 0 0 

Customer Experience 2.0 0 0 3 0 0 0 0 0 0 0 0 0 

Customer Experience 

Management 
0 1 46 43 0 0 60 16 0 0 6 0 

Customer Experience 

Management for Smart 

Commerce Based on 

Cognitive Maps 

0 0 11 6 0 2 21 0 0 0 0 0 

Customer Experience 

Rises to a New Level of 
Importance in the 

Enterprise Software 

Industry 

0 0 6 0 0 0 2 0 0 0 0 0 

Customer Experiences 

with Brands 
0 0 60 1 0 0 28 73 0 0 0 2 

Customer Satisfaction 

and Agile Methods 
47 0 0 0 0 0 17 0 0 0 14 0 

Customer Segmentation 

in Customer Relationship 
Management Based on 

Data Mining 

0 0 0 0 0 0 18 8 0 0 0 0 

Data Elevates Customer 
Experience 

1 0 98 5 0 2 38 19 0 0 7 0 

Early Warning Signs of IT 

Project Failure 
0 0 0 0 9 0 48 0 0 0 0 0 
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Embracing Agile 97 0 0 0 0 2 27 12 0 0 75 0 

How AI is improving 

consumer engagement 
and customer experience 

0 0 2 0 0 0 2 0 0 0 0 0 

Information Systems 

Evaluation Past, Present 

and Future 

0 0 0 0 42 13 34 0 0 0 0 0 

Information Technology 
Changes the Way You 

Compete 

0 0 0 0 3 2 12 0 0 0 1 0 

Integrating Process, 
Product, and People 

Models to Improve 

Software Engineering 

2 0 0 0 0 0 18 0 0 0 6 0 

Limitations of Agile 

Software Processes 
41 0 0 0 0 0 4 0 0 0 0 0 

Managing Customer 

Expectations 
0 1 0 0 10 0 17 0 0 0 1 0 

Managing the Total 

Customer Experience 
0 0 25 5 0 0 26 4 0 0 4 1 

Measuring Agile Benefits 
Realization 

67 0 0 0 0 1 29 0 0 0 0 0 

Measuring Information 

Systems Success Models, 
Dimensions, Measures, 

and Interrelationships 

0 0 0 0 246 23 94 3 0 1 2 0 

Requirements 
Engineering and Agile 

Software Development 

41 1 0 0 0 0 8 0 0 1 14 0 

RightScale 2016 State of 

the Cloud Report 
0 0 0 0 0 0 13 0 0 0 10 0 

Software Dysfunction 

Why Do Software Fail 
1 0 1 0 0 0 5 0 0 1 0 0 

Success Factor for 

Assuring Emotional 
Loyalty 

0 0 13 3 0 0 12 0 0 0 1 0 

The 2015 State of Scrum 

Report 
7 0 0 0 0 1 18 5 0 0 29 0 
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The Business Benefits of 

Agile Software 

Development 

20 0 0 0 0 0 3 0 0 0 0 0 

The CEO Guide to 

Customer Experience 
1 0 20 0 0 0 2 0 0 0 3 2 

The Customer Experience 

A Road Map for 

Improvement 

0 0 47 1 0 0 46 8 0 0 36 0 

The Elements of Value 0 0 0 0 0 0 11 4 0 0 7 1 

The Experience Cycle 0 0 1 0 1 0 3 5 0 0 1 0 

The Most Common 

Reasons Customer 

Experience Programs Fail 

0 0 17 0 0 0 0 0 0 0 3 0 

The New New Product 

Development Game 
0 0 0 0 0 0 30 8 0 0 66 0 

The New Science of 

Customer Emotions 
0 0 6 0 0 0 3 12 0 0 4 0 

The Secret History of 
Agile Innovation 

14 0 0 0 0 1 3 0 1 0 5 0 

The Strategic Need to 

Improve Customer 
Experience in Enterprise 

IT 

3 0 26 0 0 0 6 1 0 0 7 0 

The Truth About 

Customer Experience 
0 0 29 0 0 0 12 4 0 0 20 0 

The Value of Customer 

Experience, Quantified 
0 0 11 0 0 0 1 0 0 0 1 0 

Towards the Perfect 

Customer Experience 
0 0 84 7 0 0 42 20 0 0 7 0 

Understanding Agile 

Management 
39 0 0 0 0 0 32 2 0 0 26 0 

Understanding Customer 

Experience 
0 0 21 0 0 0 3 1 0 0 1 0 
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Using Customer Journey 

Maps to Improve 

Customer Experience 

0 0 6 0 0 0 1 0 0 0 1 0 

Value Cocreation and 

Coinnovation 
1 0 0 0 1 0 10 5 0 0 2 19 

Welcome to the 

Experience Economy 
0 0 4 0 1 0 7 3 0 0 1 0 

What Every CEO Needs 
to Know About the Cloud 

0 0 0 0 0 2 7 0 0 0 1 0 

Why Cloud Versions Of 
On-Premises Software 

Are Taking A Great Leap 

Forward_ 

0 0 0 0 0 0 10 0 0 0 1 0 

Why Software Fails 0 0 0 0 0 2 21 1 0 5 0 0 

Table 8: Concept Matrix 
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8.3 Code developed for Literature Review and Cluster Analysis 

To have the least bias during the literature review process, a code was generated by 

examining the frequencies of keywords in every single article, then those were 

ranked and filtered using a criterion, such as word length and a list of words that 

must be kept out of the counting algorithm (to avoid having common words included 

that doesn’t add meaning to the code). A list of the top 15 most frequent words 

representing concepts was generated as one of the suggested codes to be used in 

the literature review process. 

Word Length Count Weighted Percentage 

(%) 

agile 5 1567 000.600 

company 7 1331 000.530 

customer 8 3667 001.470 

design 6 3268 000.520 

development 11 3248 001.130 

experience 10 2931 001.040 

information 11 2555 000.690 

model 5 1515 000.480 

project 7 4116 000.730 

results 7 2217 000.520 

service 7 1699 000.490 

software 8 1906 000.760 

system 6 3010 000.910 

team 4 1531 000.620 

value 5 2146 000.500 

Table 9: Code generated to conduct the literature review and cluster analysis 
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8.4 Customer Journey Map Creation for an IS/IT Agile software Project 

The get-go for this task is the identification of relevant literature providing a set of 

steps and elements to build a proper customer journey map. As such, three main 

sources were used: the article from Harvard Business Review “Using Customer 

Journey Maps to Improve Customer Experience” (Richardson, 2010), as well as two 

pages published on the web from two consulting groups: “Nielsen Norman Group” 

(Nielsen Norman Group, 2016) and “Customer Champions” (Customer Champions, 

2017). Those were found helpful in identifying the key elements of the map diagram 

and in assessing how to undertake this task. 

Richardson states that a starting point is building a timeline and in the example 

developed by the author, that timeline is defined by the conventional sales funnel 

with an additional step attached: the out-of-the-box experience (Richardson, 2010). 

After the timeline is identified, the author proposes to focus on the following: 

❖ Actions: what the customer is doing at each specific stage and the triggers to the 

next stages. 

❖ Motivations: what keeps the customer motivated to undertake the next step? Is 

there any emotion as well incentivizing the client? 

❖ Questions: Are there uncertainties, jargon, or any issue limiting the likelihood of 

the client to move to the next stage? 

❖ Barriers: Which specific barriers are there that avoids the customer to move to 

the next stage (structure, cost, process, implementation, and others) 

In the web page “When and How to Create Customer Journey Maps” (Nielsen 

Norman Group, 2016) a compelling deconstruction of a customer journey map is 

shown, and the author states three important zones in such diagram: “the lenses” 

providing constraints by establishing the actor (persona) and the scenario to be 

examined, “the experience” which is a visualization of the experience specifying 

phases, actions, thoughts, and emotions throughout the journey, and finally “the 

insights”, describing pain points, opportunities and internal ownership (Kaplan, 

2016). These three zones are shown in figure 19. 
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Figure 25: Deconstruction of a journey map. Source: Nielsen Norman Group web page (Nielsen Norman 

Group, 2016) 

Given the previous information, the plan is to follow the deconstruction presented 

by Kaplan and use the information and viewpoint of Richardson to complement 

certain aspects of the map. In the following sections, each of the zones will be 

developed and the rationale behind the decisions is going to be shown. The result is 

then shown as an infographic integrating the three zones and it’s available on figure 

20. 

8.4.1 Zone A 

The journey map will have the point of view of a stakeholder, who’s imaginary name 

is “Robert” and who is currently working in a multinational firm. This stakeholder 

is a project manager and it’s his responsibility to execute an initiative that fulfills 

certain needs that the firm he’s working for is experiencing. This project manager 

understands aspects of IT, thanks to its prior involvement in several IS/IT projects, 

but he’s not an expert in IT and software engineering. Robert’s main goal is to engage 

with a custom software company that supply his organization with a solution that 

fulfills the business needs in terms of budget, time, and functionality. 
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8.4.2 Zone B 

To create the timeline in the example that Richardson elaborated, a slightly modified 

sales funnel was employed. However, for this specific case, this is not the most 

suitable approach since the setting for the interaction of the parts is defined within 

a business context and would involve the interaction of stakeholders representing 

organizations. Following this train of thought, the business buying process model 

(Philip Kotler, 2012) will better represent the steps followed by Robert, the persona 

that is experiencing the journey (Figure 19).  

 
Figure 26: The business buying process according to Kotler (Philip Kotler, 2012) 

The whole process begins by acknowledging a problem or need inside the company 

that must be fulfilled by acquiring a product or service (problem recognition). Then, 

the buyer creates a general need description by highlighting the characteristics of 

that need (general need description). At this stage, it is expected that Robert works 

with engineers, consultants, users, subject matter experts (SME), and others to 

create the definition. After this, the technical product specifications are developed 

(product specification) and the team decides the best product characteristics and 

evaluate product value. Next, it is time to search for a supplier (supplier search), 

which is done by compiling a list of the potential best vendors by reviewing 

directories, doing a web search, requesting recommendations from other companies, 

Problem 
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among others. Once the list is compiled, qualified suppliers are invited to submit 

proposals (proposal solicitation). This process varies in relation to how the proposals 

are delivered: some companies will send a catalog, others will provide a specific 

answer to the request, and some other will send a salesperson with a presentation 

or product samples in an effort to attend closely the needs described in the proposal 

solicitation.  

It is at this stage that the Agile SDLC begins (this research is working with the Agile 

SDLC model of Bhalerao) since the company that receives a proposal solicitation will 

(most likely) prepare an assessment of the required functionalities, determine high-

level risk, and prepare the proposal by defining an early scope together with a 

feasibility and business study. This step is known as the “vision and approval” in 

the Agile SDLC and it is non-iterative, this means is only done one time during the 

project’s life.  

Then, the proposals received by the requester are reviewed and with the help of a 

list of desired supplier attributes, it is decided which is the adequate supplier 

(supplier selection). There are contractual formalities that take place at this stage, 

and that in the context of Agile might pose additional challenges which are out of 

the scope of the model that is presented to assess the customer journey. For 

information purposes, a short explanation about those issues is shown below. 

The “contractual Agile challenges” can be seen as certain incompatibilities in terms 

of the purchasing and contracting processes since a traditional agreement accepted 

by lawyers have a different nature that makes it difficult to match to the Agile 

principles. A request for proposal (RFP) might ask to submit total costs, time 

estimates, solution architecture, and many others that in Agile software processes 

are not completely developed up-front, but iteratively. The client would like to know 

what it will get for their money, but Agile proposes a different approach in which 

increments in functionality are made and evaluated to deliver business value 

regularly and not at the end of the project. In a nutshell, signing a contract based 

on an RFP would pose risks if an Agile approach is to be used throughout the 

development process (agilecontracts.org, 2012). 
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From this moment, the Agile SDLC is the dominant model in the customer journey, 

and as such, the phase of exploration begins. This phase requires participation from 

clients and the different stakeholders that are involved in the project. From the client 

point of view, this includes not only project management and executives who are 

sponsoring the project, but subject matter experts, end users, representatives of the 

IT department, and in some cases, it involves the organizational change manager. It 

is at this stage that requirements are gathered and the effort to deliver the requested 

functionality is estimated. Inside the iterations, it is possible that a small exploration 

phase is conducted by refining requirements and re-estimating specific items. 

The next step is the iteration planning, in which relevant stakeholders agree on the 

prioritization of features and decide what will be developed throughout the iteration 

given the team capacity. In this stage, it is also reviewed outcomes from past 

iterations and team strategy can be tweaked aiming to improve working dynamics. 

Once the planning is ready, the ADCT (analysis, design, coding, and testing) phase 

begins. After the planned increments in functionality are committed, the results are 

released and reviewed together with the client to make sure those fulfill the 

objectives and identified business needs. The process then goes back to the 

exploration phase if needed, or directly to the iteration planning, and continues until 

the agreed scope is covered. 

The final phase is again from the business buying process model elaborated by 

Kotler, and its named performance review. This step is crucial in determining the 

buyer’s willingness to keep a relationship with the supplier of the custom software 

solution. If the supplier had monitored the same factors the buyer use to measure 

success, it is likely that the overall customer experience and outcomes allow for a 

sustained relationship over time. 

8.4.3 Zone C 

This zone of the customer journey map will be focused on analyzing the existent 

pain points per phase of the journey (from the client point of view), as well as the 

different opportunities (from the custom software company providing the solution 

point of view) that emerge from the interaction with the client at specific 
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touchpoints. To explain these points, each phase of the customer journey will be 

explained in the sections below. 

A problem inside a company seems, at first sight, to be something that can only be 

discovered by that same firm that would opt to buy or contract some services at a 

later stage to fulfill the revealed need. However, the problem acknowledgment can 

be triggered by external factors as well. Those external factors represent 

opportunities for the custom software companies to make evident to some firms the 

need to implement a new solution by providing ideas and insights through white 

papers, speeches, trade shows, and the like. Sales persons can make calls, or 

marketing can organize email campaigns to trigger problem recognition inside 

targeted companies. It is suggested to create awareness in potential clients by 

highlighting possible problems and then linking solutions to a specific product or 

service. 

The next phase, “general need description”, presents a pain point which is the 

correct and accurate articulation of the business need. To create opportunities, the 

custom software company consultant can provide guidance in the definition of the 

high-level attributes that the final solution may possess. Additionally, information 

about the value generated by the implementation of the solution can be assessed. 

This task can be then formally presented in the next phase, “product specification” 

by showing a value analysis. 

Moving to “supplier search” phase, the pain point is represented by the efforts and 

difficulties in finding adequate suppliers capable of fulfilling the needs with a given 

level of qualification. It is important to notice that nowadays companies use internet 

and search engines too, to locate qualified suppliers. This represents opportunities 

in terms of visibility and allows competition with bigger suppliers if proper strategies 

of search engine optimization are implemented. For marketers, there are also new 

opportunities to implement strategies to target specific profiles which represent the 

highest potential in terms of obtaining new businesses. 

Once in the “proposal solicitation” phase, there is the chance to capitalize the efforts 

done so far by presenting a well-researched tender addressing the recognized 

problem by the solicitor. This can be used as an opportunity not only to show 
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technical expertise and compliance but also to exploit the touchpoint to make 

marketing about the company providing the solution and cultivate a relationship. 

When it comes to the “supplier selection” step, a difficulty may emerge from the fact 

that many companies must adhere to a given list of desired supplier attributes 

compiled by the buying center. This list establishes attributes in relation to quality, 

service level, prices and many others. It may be difficult to conciliate received 

proposals with the criteria from the buying center. As such, there is an opportunity 

to negotiate price or terms to increase the likelihood of getting the contract. There 

is also the opportunity to create confidence by showing the Agile SDLC and the 

potential benefits for the project. 

The “exploration phase” is critical, since the buyer of the custom software solution 

will face challenges and unexpected situations that may influence the feelings and 

perception about the process. Main pain points here are the proper risk 

identification, effective requirements elicitation processes, and determination of 

constraints. These tasks require the participation of the client represented by a 

group of stakeholders, and depending on the scope and complexity of the project, it 

can demand time and effort from both sides. Opportunities exist in terms of 

improving the relationship; by crafting the interactions it may be possible to advance 

the relationship by creating trust and strengthening communication channels. 

Additionally, hidden business needs can be discovered providing added value to the 

project and to the whole process. 

Now that both client and seller are inside the iterative portion of the Agile SDLC 

(“iteration planning”, “ADCT phase”, and “release phase”), different pain points 

emerge, named the difficulties in agreeing the priority of the functional features to 

be developed given conflicting stakeholders’ interests and the effective identification 

of errors (bugs) given user acceptance tests in scenarios as close as possible to what 

the client will have once the solution goes live. Opportunities are the possibility to 

fine tune the product and react promptly to customer feedback, this way the results 

are closer to client’s expectations and once the complete scope is developed. 

The very final phase is the “performance review” in which there’s the opportunity to 

have a positive assessment if the supplier of the custom software solution was able 
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to understand the factors by which its client measures success. By applying those 

same factors, the opportunity of having a continuous relationship with the client 

may increase. As stated in the beginning of this section of the appendix, all the 

information discussed so far was then compiled in an infographic to depict the 

customer journey. The result is shown in Figure 20. 
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Figure 27: Customer Journey Map model for Agile custom software initiative execution 
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8.5 Interview Protocol Design and Instructions 

To begin the interview process, the interviewer must inform about the following to 

the interviewee: 

The aim of the research the author is conducting is to integrate the concept of CEM 

into the entire process of producing software solutions to create an analysis that 

would enable custom software companies to improve client satisfaction and to use 

CEM as a mechanism to reduce project failure. As such, interviews are a vital part in 

accomplishing the objectives of the research. 

The information you are about to provide will be handled with complete confidentiality, 

this means that your name, the names of companies, clients, colleagues, and any 

other will be kept secret (in case those are mentioned) and are not going to be 

published. All entities mentioned will be impersonalized to protect the identity of the 

interviewee. Your answers will be analyzed by using a conceptual framework already 

developed for this specific research, frameworks, software tools, and guidelines to 

extract insights and advance the understanding of the complexities and dynamics of 

custom software projects. 

The interview is in the context of custom software projects, the companies that 

develops this type of projects, and the people involved in carrying out these initiatives. 

The questionnaire has two sections, the first is focused on the context in which the 

participant works or have worked. The second will ask for opinions, perceptions, and 

experiences in relation to the topics of the research. 

Section 1 

Contextual Information 

This section’s main objective is getting to know the context in which the participant 

currently work, or was previously working. 

1. Which is your job title? 
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2. Can you give a short description of your current job’s main duties and 

responsibilities? 

3. Do you know the corporate values enforced in your workplace? If so, which are 

them? 

4. Which values, attitudes, and traits are enforced by the corporate culture of your 

workplace? 

5. Is your work client-centric? If no, do you think it shall be client-centric? 

Section 2 

Perceptual Information 

RQ1: Can CEM contribute to reducing the project failure rate in the IS/IT 

industry? 

Instructions: provide the participant with a piece of paper in which the definitions 

of project failure, CE, CEM and positive customer experience are printed. This would 

help the interviewed person to get acquainted with the concepts managed in this 

research and facilitate the process of making relationships to their IT/IS current 

working context. The definitions to be provided are: 

 Project failure: inability to deliver a custom software product fulfilling the 

agreed time, cost, or functionality 

 Customer Experience: client’s perceptions and feelings towards its 

relationship with a company throughout the complete lifecycle of the product 

or service. It is determined by three factors: success, effort, and emotion. 

“success” refers to the degree to which customer can accomplish their goals, 

“effort” establishing how streamlined or difficult is the process of attaining 

goals, and “emotion” indicating the feelings derived from the interaction 
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 Customer experience management: strategy that businesses use to track, 

oversee, and organize all the different interactions between them and its 

customers to have a focus on client needs, optimizing interactions from the 

customer's perspective and fostering customer loyalty 

 Positive customer experience: set of interactions between a customer and a 

firm in which the client’s expectations were met or exceeded, client’s needs 

were addressed, an emotional bond between the client and the brand was 

formed, and value were created 

Then indicate to keep in mind the two definitions when answering the following 

questions: 

1) How important are client needs, effective client interaction, and client 

participation to conduct your job? 

2) How critical is your job and your duties to achieve a successful outcome of a 

custom software project? 

3) Think about a specific task that you undertake which imply client involvement, 

for example, a meeting, workshop, status reporting, presentation of iteration’s 

results, or any other. Do you perceive any benefit in planning and crafting that 

specific interaction focusing on providing a great experience to the client? 

(explain a hypothetic case of how to plan a great experience at that specific 

touchpoint using the components of “success”, “effort”, and “emotion”) 

4) Do you think that building positive customer experiences and establishing an 

emotional bond between the client and the brand of your company would help 

reducing project failure rate? 

5) Do you think that your role is relevant to help to create positive customer 

experiences? How? 

6) Critical incident evaluation questions part I: Think about a project in which you 

were involved, but that unfortunately failed. 
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a) How was communication managed? Where all stakeholders involved and 

actively collaborating? 

b) While developing the IS/IT project, did you have direct client feedback, as well 

as input from the end users? 

c) Which is your perception about the commitment of the project team? Where 

all members equally committed? Did you perceive something that could 

influence negatively the commitment of the team? 

d) Did you perceive that different teams and divisions inside the company were 

working in silos? 

e) In your opinion, the approach for that specific project was customer-centric 

or product-centric? 

f) Do you perceive any relationship between the approach (customer-centric or 

product-centric) and the outcomes of the project? 

g) Do you feel the client will engage in a new contract with the company in the 

future? 

h) Do you think that, given the corporate culture of your company, a customer-

centric approach is welcomed and enforced? 

i) How was the client feeling in terms of the “success”, “effort”, and “emotion” 

dimensions, according to your perceptions and taking into account the 

outcomes of the project? 

7) Critical incident evaluation questions part II: Now, think about a project with 

successful outcomes, and the points that were discussed so far. 

a) Are there any differences in terms of communication and stakeholder 

involvement? 

b) Which elements do you think were key to attain success in this specific 

project? 
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RQ2: Is CEM relevant for custom software industries to adapt and gain a 

competitive edge given the changing IT paradigms from on-premises solutions 

to cloud-based and software-as-a-service solutions? 

8) Do you agree or disagree with the following statement, and why? “the IS/IT 

paradigms have been gradually changing from developing on-premises software 

solutions (desktop-based) to cloud-based, web services, and Software-as-a-

Service solutions. This swing implies that IS/IT companies will be, more than 

ever, delivering plenty of services while its customers will be expecting the same 

service quality as that of traditional on-premises solutions. 

 

9) According to the last statement, companies will be providing more services to its 

clients than ever, and at the same time, their clients would demand the same 

service quality of traditional solutions. Which challenges do you foresee in this 

scenario? Can the same strategies to manage clients be applied?   

RQ3: What criteria and measures (Key Performance Indicators) determine 

customer satisfaction and how are those applied by the customer? 

10) Within the industry of IS/IT software projects, which, in your opinion, are the 

key drivers of customer satisfaction? 

RQ4: How can CEM be aligned with the Project Management Body of 

Knowledge, the Business Analysis Body of Knowledge, and the Agile/Scrum 

framework? 

RQ5: What improvements can be done to the CEM in the IS/IT industry? 

11) Do you think that current practices and frameworks you use to develop 

everyday tasks are effectively connected with the client and allow to create 

positive customer experiences? Is there anything you can think of to improve 

customer experiences? 
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8.6 Summary of the Interviews 

This appendix will show the tabular form in which every interview was summarized 

and normalized as part of the analysis process. To fit this purpose a template was 

developed and then applied to every participant. This process helped to identify and 

retain the key points made by every interviewee. 

8.6.1 Participant 1 Interview Summary 

 

  
 Participant 1 
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Country of workplace USA 

Job Title Product Analyst 

Job Main Duty Sales 

Traits enforced in the workplace 
given its corporate culture 

Commitment 

Time-to-Market 

Work under pressure 

Stress 

  

  

  

P
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p

tu
al

 In
fo

rm
at

io
n

 

Importance of client needs to do 
the job 

Not too much 

Market push/pull strategy? Push 

Criticality of role to achieve 
project's overall success 

Medium 

Perceived benefits in crafting 
customer experiences 

Good idea 

Allows to better respond to client needs 
 

Helps to prepare historical data or needed 
information to conduct effective interactions 

Helps creating credibility 

Helps staff to be better prepared to respond to 
the client's needs 

  

  

Can CEM help reducing project 
failure? 

Yes 
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How can CEM help reducing project 
failure? 

Increase client satisfaction 

Spread word of mouth among potential new 
clients 

Helps to multiply successful stories throughout 
the clients 

Helps to deliver appropriate information to the 
client to enhance decisions 

 Improve decision-making process 

Challenges in the new paradigms 
scenario (from on-premises to 
cloud, SaaS, web services) 

N/A 

  

  

  

  

  

  

  

  

Key drivers for customer 
satisfaction 

Expectation management 

Understanding of the solution from the client’s 
side 

Assessment if the solution fits client needs and 
if the client is ready to use it 

  

  

  

Enhancements to current practices 
and frameworks 

Survey to clients is only done at the end, shall 
be done more often (by cycles) 

Better assess client needs and study the 
market more in-depth 
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Communication, stakeholder 
involvement, and collaboration 

Involved, but with heavy overload 

Lack of leadership 

Communication Breakdown 

  

  

Client involvement and end users 
feedback 

Yes 

Involvement not well managed 

Weak communication process 

Lack of structure in the communication process 

  

  

Commitment of team 

Very committed 

  

  

  

Are there silos in the workplace? Yes 

Customer-centric or product centric 
approach? 

Mix 

Lack of proper study of client needs 

Lack of proper market study 

  

  

Client was lost? Yes 

Dominant negative component of 
experience (effort, success, 
emotion) 

Effort 

Su
cc

e
ss

fu
l P

ro
je

ct
 

Key factors to achieve success 

Structured and reliable process 

Effective communication 

Expectation management 
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8.6.2 Participant 2 Interview Summary 

 

    Participant 2 

C
o

n
te

xt
u

al
 In

fo
rm

at
io

n
 

Country of workplace Germany 

Job Title Scrum Master 

Job Main Duty Process facilitator 

Traits enforced in the workplace 
given its corporate culture 

Improve competencies in employees (training) 

Product orientation 

Working in silos 

  

  

  

  

P
er

ce
p

tu
al

 In
fo

rm
at

io
n

 

Importance of client needs to do 
the job 

Very important 

Market push/pull strategy? Push-Pull 

Criticality of role to achieve 
project's overall success 

Medium 

Perceived benefits in crafting 
customer experiences 

Better interaction between stakeholders 

Can lead to unplanned beneficial tasks that allow to better 
understand the client’s needs 

  

  

  

  

  

Can CEM help reducing project 
failure? 

Yes 

How can CEM help reducing project 
failure? 

Reduces effort 

Reduces number of filters in communication 

Helps delivering what the client expects 
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Challenges in the new paradigms 
scenario (from on-premises to 
cloud, SaaS, web services) 

Internal process adaptations 

Migration from manual processes to more automated 
processes 

Management of information 

Change is gradual 

Standardization 

Answer time to client’s requests 

Work together with the client 

More closed loop with the client 

Communication skills are needed 

Key drivers for customer 
satisfaction 

Make the client part of the team 

The client is not only a person requesting something, can 
be part of the team 

Integrate the client to the process 

Ownership of the project by stakeholders 

Understanding of the importance of the project by all 
stakeholders 

  

Enhancements to current practices 
and frameworks 

It is needed to Improve skills more than improving the 
practices 

Practices might help, but shall be chosen wisely 

C
ri
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n
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d
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d
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Communication, stakeholder 
involvement, and collaboration 

Indirect communication 

Filters in the communication channels 

Messages were lost or distorted throughout the 
communication chain 

In the end the implementation didn't reflected what the 
client was expecting 
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Client involvement and end users 
feedback 

In the beginning no, then it was added 

Noise was generated 

Weak expectation management 

  

  

  

Commitment of team 

Commitment was affected 

Defensive traits 

Harmony was affected 

In every iteration there was a failure, thus commitment 
was affected per iteration 

Are there silos in the workplace? Yes 

Customer-centric or product centric 
approach? 

Customer-centric 

  

  

  

  

Client was lost? Yes 

Dominant negative component of 
experience (effort, success, 
emotion) 

Effort 

Su
cc

e
ss

fu
l P

ro
je

ct
 

Key factors to achieve success 

Expectation management 

Process 

Leadership about the vision of the product 

Effective scope definition 

Effective objectives identification 

On-time delivery 

Management of interaction among stakeholders 
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8.6.3 Participant 3 Interview Summary 

 

    Participant 3 

C
o

n
te

xt
u

al
 In

fo
rm

at
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n
 

Country of workplace Colombia 

Job Title Services Manager for LATAM 

Job Main Duty Sales 

Traits enforced in the workplace 
given its corporate culture 

Weak innovation 

Bureaucracy 

Ineffective communication 

Difficult to get ownership of the role 

Difficulties in the decision-making process 

  

  

P
er

ce
p

tu
al

 In
fo

rm
at
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n

 

Importance of client needs to do 
the job 

Very important 

Market push/pull strategy? Push-Pull 

Criticality of role to achieve 
project's overall success 

Very critical, but this view is not shared by the company 

Perceived benefits in crafting 
customer experiences 

Allows to focus in the whole process to create customer 
retention 

It shall always be used as a core strategy when the 
company delivers a service 

  

  

  

  

  

Can CEM help reducing project 
failure? 

Yes 

How can CEM help reducing project 
failure? 

Helps to create value by asking beforehand to the client 
about their needs 

It helps to anticipate client needs to steer and focus the 
interactions to what is important 
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Challenges in the new paradigms 
scenario (from on-premises to 
cloud, SaaS, web services) 

Customer management is completely different 

Time-to-market is critical 

Highly dynamic scenario 

Discover new ways to engage, capture, and retain clients 

More interaction with customer service 

  

  

  

  

Key drivers for customer 
satisfaction 

Compliment 

Solve the real and truly client needs 

Impact daily operations 

ROI 

Generation of positive emotions 

  

Enhancements to current practices 
and frameworks 

Too focused on specific processes but lack client 
management in real scenarios 

  

C
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Communication, stakeholder 
involvement, and collaboration 

Stakeholders were involved but not in the same page 

Deficient communication 

Key roles were not empowered  

No power to make decision by certain key roles 
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Client involvement and end users 
feedback 

Yes, direct contact with the client 

  

  

  

  

  

Commitment of team 

Team was committed, but they had lots of load from other 
projects 

Lack of strategy to manage teams 

  

  

Are there silos in the workplace? To a certain extent, yes 

Customer-centric or product centric 
approach? 

Mix, but is closer to product centric 

  

  

  

  

Client was lost? Yes 

Dominant negative component of 
experience (effort, success, 
emotion) 

Success and Effort 

Su
cc

e
ss

fu
l P

ro
je

ct
 

Key factors to achieve success 

Proper scope definition 

Expectation management 
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8.6.4 Participant 4 Interview Summary 

 

    Participant 4 

C
o

n
te
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fo
rm
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Country of workplace Colombia 

Job Title Software Analyst 

Job Main Duty Requirements Engineering 

Traits enforced in the workplace 
given its corporate culture 

Role overlap 

Duplication of work 

Learning and actualization 

 Flexibility in schedule 

  

  

  

P
er

ce
p

tu
al

 In
fo

rm
at

io
n

 

Importance of client needs to do 
the job 

Very important 

Market push/pull strategy? Push-Pull 

Criticality of role to achieve 
project's overall success 

Very important 

Perceived benefits in crafting 
customer experiences 

Better interactions and more information exchange 

Reduces friction 

Can be perceived as professionalism 

  

  

  

  

Can CEM help reducing project 
failure? 

Yes 

How can CEM help reducing project 
failure? 

By enhancing communication 

It would allow to ease information sharing 
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Challenges in the new paradigms 
scenario (from on-premises to 
cloud, SaaS, web services) 

A company might not understand the implications of the 
change 

New skills needed 

Change is difficult and takes time 

  

  

  

  

  

  

Key drivers for customer 
satisfaction 

Deliver on time what was agreed 

Follow up client requests 

  

  

  

  

Enhancements to current practices 
and frameworks 

Adapt those to fit the purposes of the user, as well as the 
needs of the client 

  

C
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Communication, stakeholder 
involvement, and collaboration 

Not all information was shared 

Centralization of information 

Difficulties in the decision-making process 

  



Final Management Project MBA FT16 | Miguel Angel Ortiz 

 

 156 

  

Client involvement and end users 
feedback 

Client was involved but with a very specific group, for the 
rest of the team client was isolated 

Client involvement was affected due to delays and lack of 
capacity to deliver agreed functionality 

  

  

  

  

Commitment of team 

Team felt disconnected and didn't care too much about 
the outcomes 

Some people quit 

  

  

Are there silos in the workplace? Definitely 

Customer-centric or product-centric 
approach? 

Product-centric but must be customer-centric 

  

  

  

  

Client was lost? Yes 

Dominant negative component of 
experience (effort, success, 
emotion) 

Success, goals were not attained 

Su
cc

e
ss

fu
l P

ro
je

ct
 

Key factors to achieve success 

Transparent communication 

Team work 

Allow every role to do their job 

 Empower roles to allow those to grow 
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8.6.5 Participant 5 Interview Summary 

 

    Participant 5 

C
o

n
te

xt
u

al
 In

fo
rm

at
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n
 

Country of 
workplace 

Colombia 

Job Title Software Developer 

Job Main Duty Software development 

Traits enforced in 
the workplace 
given its corporate 
culture 

Innovation 

We can do attitude 

Environment can be harsh or disrespectful at some degree 

  

  

  

  

P
er

ce
p

tu
al
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rm
at
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Importance of 
client needs to do 
the job 

Very important 

Market push/pull 
strategy? 

Market pull 

Criticality of role to 
achieve project's 
overall success 

Important 

Perceived benefits 
in crafting 
customer 
experiences 

Time optimization 

Process optimization 

Reduction in change requests 

  

  

 
  

Can CEM help 
reducing project 
failure? 

Yes 

How can CEM help 
reducing project 
failure? 

Could help getting the things right from the beginning 

Helps determining customer needs clearly 

Can be an advantage in a negotiation or during some discussions 
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Challenges in the 
new paradigms 
scenario (from on-
premises to cloud, 
SaaS, web services) 

The amount of support that the client requires is immense 

Takes time to build a stable platform that can deliver value 

  

  

  

  

  

  

  

Key drivers for 
customer 
satisfaction 

Answer the specific customer needs 

Trustworthy communication 

  

  

  

  

Enhancements to 
current practices 
and frameworks 

Can be the basis for some interactions, but those are technical, not focused 
on client satisfaction 

  

C
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Communication, 
stakeholder 
involvement, and 
collaboration 

Stakeholders were involved inefficiently 

Leaders influenced negatively the project 

Client was a complicated one 
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Client involvement 
and end users 
feedback 

End users were only involved at the end 

  

  

  

  

  

Commitment of 
team 

The team itself was committed and professional, leaders weren't 

  

  

  

Are there silos in 
the workplace? 

Not too much 

Customer-centric 
or product centric 
approach? 

Customer centric in theory 

Customer needs were not determined accurately 

  

  

  

Client was lost? Yes 

Dominant negative 
component of 
experience (effort, 
success, emotion) 

Effort 

Su
cc
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Key factors to 
achieve success 

Concept test or pilot before embarking in an uncertain project 

Analysis of business needs (in-depth) 

Elaboration of complete use cases 

Leadership 

Deliver something that improves client's operations not the other way 
around 
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8.6.6 Participant 6 Interview Summary 

 

    Participant 6 

C
o

n
te

xt
u

al
 In

fo
rm

at
io

n
 

Country of workplace Argentina 

Job Title Senior Software Engineer 

Job Main Duty Software engineering 

Traits enforced in the workplace 
given its corporate culture 

Freedom 

You take your own decisions 

No schedule 

Sometimes no schedule creates issues 

Collaboration 

Enforce validation by peers 

Knowledge Sharing 

P
er

ce
p

tu
al

 In
fo

rm
at

io
n

 

Importance of client needs to do 
the job 

Very important 

Market push/pull strategy? Market pull 

Criticality of role to achieve 
project's overall success 

Very important 

Perceived benefits in crafting 
customer experiences 

Helps changing the view that the client is the enemy 

Allows to understand better the business side 

Client can be transformed in a guide 

Helps creating a relationship with the client 

A good relationship helps to deliver the responsibilities of 
the role 

  

  

Can CEM help reducing project 
failure? 

Yes 

How can CEM help reducing project 
failure? 

Trust creation in both ways client - company and vice 
versa 
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Challenges in the new paradigms 
scenario (from on-premises to 
cloud, SaaS, web services) 

Organizational culture changes 

Adaptation of users who only handle on-premises 

Service level agreements 

Company must guarantee availability 

How to become global? 

  

  

  

  

Key drivers for customer 
satisfaction 

Trust 

Good definition of roles 

Competent stakeholders 

  

  

  

Enhancements to current practices 
and frameworks 

If the frameworks are new to the client, this can scare him 
and induce fear 

  

C
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n

ci
d

en
t 

Fa
ile

d
 P

ro
je

ct
 

Communication, stakeholder 
involvement, and collaboration 

Execution of tasks outside of certain roles 

Some stakeholders were not suitable for the role 

Some stakeholders lack technical knowledge necessary to 
exert the role 
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Client involvement and end users 
feedback 

Feedback only from client, not end users 

  

  

  

  

  

Commitment of team 

The team was very committed 

  

  

  

Are there silos in the workplace? Not, the size of the company is small 

Customer-centric or product centric 
approach? 

customer-centric 

  

  

  

  

Client was lost? No 

Dominant negative component of 
experience (effort, success, 
emotion) 

Success 

Su
cc

e
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l P
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Key factors to achieve success 

The team must be well prepared for the challenge 

The stakeholders shall be adequate for the role 

Trust 
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8.6.7 Participant 7 Interview Summary 

 

    Participant 7 

C
o

n
te

xt
u

al
 In

fo
rm

at
io

n
 

Country of workplace Colombia 

Job Title CEO 

Job Main Duty Management 

Traits enforced in the workplace 
given its corporate culture 

Client oriented 

Products made by persons for persons 

  

  

  

  

  

P
er

ce
p

tu
al

 In
fo

rm
at
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n

 

Importance of client needs to do 
the job 

Very important, but if there's no interaction, one shall 
figure out how to overcome its absence 

Market push/pull strategy? Market pull 

Criticality of role to achieve 
project's overall success 

Important 

Perceived benefits in crafting 
customer experiences 

It is important and beneficial, but one shall evaluate the 
cost 

Keeps human factor present and relevant 

Helps making the client feel good 

Creates retention of clients 

  

  

  

Can CEM help reducing project 
failure? 

(Yes) This was an indirect response by using an example 

How can CEM help reducing project 
failure? 

Help to manage many aspects of a project that are 
overlooked, for example support to clients 

Facilitate any process given its preparation and prior 
assessment 

You can notice the difference when the interaction is not 
well planned 
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Challenges in the new paradigms 
scenario (from on-premises to 
cloud, SaaS, web services) 

It is dependent on skills of users and clients 

Cloud based solutions are more marketing products that 
innovations 

Two types of clients and users: tech savvy and non-tech 
savvy. Those have different needs that must be addressed 

The two types of users make more difficult to conciliate 
two different scenarios in one service offering 

Find the equilibrium between honest marketing and 
technology novelty 

  

  

  

  

Key drivers for customer 
satisfaction 

Honesty on time 

Flexibility and malleability 

Understand the human factor 

Create a team that matches the company and the project 

Personalized project management per project and team 

  

Enhancements to current practices 
and frameworks 

There are lots of tools that can be used, but don't impose 
them, allow the client to choose 

  

C
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Communication, stakeholder 
involvement, and collaboration 

Too many roles and too many people involved 

Roles too specialized in a narrow area 

Many available roles were no needed 

Constant change of strategy 
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Client involvement and end users 
feedback 

Feedback from client but no from end users 

With the client was possible to create a good proposal 
that was discarded by management 

  

  

  

  

Commitment of team 

Development teams were divided in three 

One of the team influenced negatively the others 
decreasing commitment in general 

Reactive team members 

  

Are there silos in the workplace? Yes 

Customer-centric or product centric 
approach? 

Customer centric 

  

  

  

  

Client was lost? Yes, however client was very patient 

Dominant negative component of 
experience (effort, success, 
emotion) 

Emotion and success 

Su
cc
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Key factors to achieve success 

Consider human side 

Less stakeholder complexity 

Listen to warnings from project managers and developers 

Independence of some decisions 

Empowerment 

Teamwork 
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8.6.8 Participant 8 Interview Summary 

 

    Participant 8 

C
o

n
te

xt
u

al
 In

fo
rm

at
io

n
 

Country of workplace Colombia 

Job Title Product Owner 

Job Main Duty Product Assurance and Compliance 

Traits enforced in the workplace 
given its corporate culture 

Collaboration 

Cross-pollination among "working cells" (work groups) 

Open spaces 

Warm and friendly environment 

  

  

  

P
er

ce
p

tu
al

 In
fo

rm
at

io
n

 

Importance of client needs to do 
the job 

Very important, client is dependent to some extent to the 
supplier 

Market push/pull strategy? Market pull 

Criticality of role to achieve 
project's overall success 

Critical 

Perceived benefits in crafting 
customer experiences 

The company already makes a good effort in preparing the 
interaction in specific touchpoints 

Shows opportunities to improve 

Shows opportunities to reduce costs 

  

  

  

  

Can CEM help reducing project 
failure? 

It can help, but there are other factors influencing the 
outcomes that shall be considered too 

How can CEM help reducing project 
failure? 

Reduction of change requests 
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Challenges in the new paradigms 
scenario (from on-premises to 
cloud, SaaS, web services) 

It takes too much time to incorporate new paradigms 

Respond fast to the demands of customers 

Make it inclusive to a wider audience 

Increased rivalry among competitors 

  

  

  

  

  

Key drivers for customer 
satisfaction 

ROI 

Decrease complexity in current applicable legislation 

Deliver on the agreed time 

  

  

  

Enhancements to current practices 
and frameworks 

Specific training about managing the interactions is 
needed 

  

C
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n
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d
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Communication, stakeholder 
involvement, and collaboration 

Communication was and still is a big issue, it is a factor of 
limitation 

Decisions and key information is concentrated in upper 
management 

Rotation of staff 
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Client involvement and end users 
feedback 

Indirect involvement 

  

  

  

  

  

Commitment of team 

Great commitment, but morale was low 

  

  

  

Are there silos in the workplace? 
Yes, there is some collaboration but not all cells are really 
talking to each other’s 

Customer-centric or product centric 
approach? 

product-centric 

  

  

  

  

Client was lost? No (this is an internal client but suppliers were changed) 

Dominant negative component of 
experience (effort, success, 
emotion) 

Effort 

Su
cc

e
ss
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ro
je

ct
 

Key factors to achieve success 

Close follow-up to the solution (weekly) 

Clear scope and minimization of change requests 

Lower size 

Lower complexity 
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8.6.9 Participant 9 Interview Summary 

 

    Participant 9 

C
o

n
te

xt
u

al
 In

fo
rm
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n
 

Country of workplace USA 

Job Title Head of New Business Development on Internet 

Job Main Duty Business and product development 

Traits enforced in the workplace 
given its corporate culture 

Collaboration 

People is always busy 

Focus on company's interests 

  

  

  

  

P
er

ce
p

tu
al

 In
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rm
at

io
n

 

Importance of client needs to do 
the job 

Very important, those are the base 

Market push/pull strategy? Push-Pull 

Criticality of role to achieve 
project's overall success 

Very critical 

Perceived benefits in crafting 
customer experiences 

Customer loyalty 

Reduced rework cycles 

Helps reducing costs 

  

  

  

  

Can CEM help reducing project 
failure? 

Yes, a lot 

How can CEM help reducing project 
failure? 

Reduces the possibility to create obsolete products 

Increases the chances to deliver products of value that 
impact in a good way client operations 

Reduces the chances of impacting negatively certain areas 
inside the company 
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Challenges in the new paradigms 
scenario (from on-premises to 
cloud, SaaS, web services) 

Compromise between information that is shared and 
security of that same information 

Process improvements to be able to deliver more rapidly 

  

  

  

  

  

  

  

Key drivers for customer 
satisfaction 

Comply with requested functionality 

Fulfillment of objectives 

Rational costs (no need to be the cheapest, but something 
that makes sense) 

Expectation management 

  

  

Enhancements to current practices 
and frameworks 

The client side is missing 

Training is needed 

C
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l I
n

ci
d

en
t 

Fa
ile

d
 P

ro
je

ct
 

Communication, stakeholder 
involvement, and collaboration 

Stakeholders were actively collaborating 

Communication was good, but product quality wasn't 

(The failure was more on the technical side) 
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Client involvement and end users 
feedback 

There was a proxy in representation of the client 

  

  

  

  

  

Commitment of team 

Team had a tight schedule and many stakeholders to serve 

Team was overbooked 

Not enough capacity to fulfill demand 

  

Are there silos in the workplace? There were moments in which silos were experienced 

Customer-centric or product centric 
approach? 

Customer centric in theory 

  

  

  

  

Client was lost? Yes 

Dominant negative component of 
experience (effort, success, 
emotion) 

Effort 

Su
cc
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Key factors to achieve success 

Communication 
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8.6.10 Participant 10 Interview Summary 

 

    Participant 10 

C
o

n
te

xt
u

al
 In

fo
rm

at
io

n
 

Country of workplace Colombia 

Job Title Project Manager 

Job Main Duty Planning and execution 

Traits enforced in the workplace 
given its corporate culture 

Strict guidelines 

Little flexibility 

Supposedly autonomy, but only in theory 

Values were dependent on the project 

One-way communication 

Complex communication chain 

  

P
er
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p
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al

 In
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rm
at
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Importance of client needs to do 
the job 

Very important 

Market push/pull strategy? Market pull 

Criticality of role to achieve 
project's overall success 

Very critical in big projects 

Perceived benefits in crafting 
customer experiences 

Smoothen the process 

Helps to mitigate variability in requirements 

In meetings where the course of the project is defined 
would be very beneficial 

  

  

  

  

Can CEM help reducing project 
failure? 

Yes 

How can CEM help reducing project 
failure? 

Helps to improve communication which is key in achieving 
success 

Helps to diminish the amount of experienced problems 
throughout the process 
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Challenges in the new paradigms 
scenario (from on-premises to 
cloud, SaaS, web services) 

Competition is stronger in the new paradigms 

When migrating to the new paradigms, the old desktop 
solution could lose all their value 

Customers have different speeds, making the company 
that supply the solution to adapt to it 

Some customers will wait until the technology es mature 
and fully tested before migrating to it 

Trends can be followed blindly and client will need better 
assessment 

Could be more challenging to know and understand the 
real needs of the client 

  

  

  

Key drivers for customer 
satisfaction 

Validate needs and requirements 

Constant communication of changes and advances 

Bidirectional communication 

Don't wait until last minute to inform the customer about 
issues 

Risk management 

Jointly build the solutions (with the customer) 

Enhancements to current practices 
and frameworks 

Those exists on paper and establish protocols, but lacks 
human component 
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Communication, stakeholder 
involvement, and collaboration 

Communication was a political matter 

Pressure to get results 

Unstructured communication, even though a 
communications management plan was elaborated 

Ad hoc 
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Client involvement and end users 
feedback 

Not too much, there was always someone in the middle 

  

  

  

  

  

Commitment of team 

In the beginning, the team was very committed 

Later, many additional members were added to the team 

Teams ended up polarized given politics and issues 

80% of the team got demotivated 

Are there silos in the workplace? Yes, even inside silos there were silos 

Customer-centric or product centric 
approach? 

Customer-centric, but politics turned product-centric 

  

  

  

  

Client was lost? Yes 

Dominant negative component of 
experience (effort, success, 
emotion) 

Success 

Su
cc

e
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ct
 

Key factors to achieve success 

Commitment of team was 100% 

Open and direct communication among stakeholders 

Not too many communication channels 

No political influences 

No multiple forces pulling in their own directions 
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