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Faced with a new customer, every business leader needs to  
re-evaluate their offer: the experience. This spans products, 
sales, service, marketing and countless other interactions. The 
experience is the layer between the New Customer and the high 
performing business of the future. It is the focus of our 11-year 
Customer Experience Excellence program and is more important 
this year than ever before. Getting this right is key to competing in 
the new reality.

Overall, the quality of customer experience has improved across the UAE since the  
last survey.

7.22 7.73

UAE CEE performance

+7%
2018 CEE 

score
2020 CEE 

score
change from 2018
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Every sector has seen an improvement, with Utilities and Financial Services seeing 
the largest increase. Entertainment & Leisure have the highest score for the quality 
of the customer experience, overall – a function of the high levels of innovation in 

the sector. Despite the impact of Covid-19, the Travel & Hotels sector performed 
better in the UAE than in most other countries.

Sector performance

Total

CEE metric 2018 CEE metric 2020 change from 2018

Travel & 
Hotels

Financial 
Services

Utilities

Entertainment 
& Leisure

Non-grocery 
Retail

7.31

7.07

7.11

7.70

7.14

7.80

7.75

7.85

8.15

7.63

+10%

+10%

+7%

+7%

+6%

Restaurant 
& Fast Food 7.78

7.22

7.73

Logistics 7.73

Grocery 
Retail

7.47
7.71

+3%

+7%

Telecoms
7.00
7.31

+4%

change from 2018
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Covid-19 and The Six Pillars
Strong performance across The Six Pillars leads to improved brand Loyalty and Advocacy. 
In order to understand customers’ likelihood to recommend a brand (Advocacy), we 
asked them to rate how likely they would be to recommend each brand to a friend or 
colleague. In addition, we probed customers with respect to Loyalty—how likely they 
were to continue buying goods or services in the future.

When it comes to driving both Loyalty and Advocacy, this year our study finds UAE 
customers to be most focused on a brand’s Integrity and Personalization. Unsurprisingly, 
the scores for these are slightly lower this year due to Covid-19 – likely related to 
customers increased concern about having their expectations set accurately and their 
problems resolved.

Personalization Time & Effort Expectations Integrity Resolution Empathy
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Advocacy 
(NPS)

18
%

15%

17%19
%

16%

15%

Loyalty

18
%

17%

16%18
%

16%
15%
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The Six Pillars

Eleven years of research with four million 
customer evaluations of approximately 3,500 
brands globally have shown that there are six 
dimensions of customer experience that firms 
need to excel at if they are to reap the financial 
rewards that result from Loyalty and Advocacy. 
These are Integrity, Resolution, Expectations, 
Time & Effort, Personalization and Empathy.

In normal times, they are powerful tools 
for creating successful, sustainable and 
ethical businesses. When faced with the 
unprecedented challenges of the New Reality, 
they provide an invaluable guide to navigating 
the changes that will be required by defining 
excellence in both customer and employee 
experiences. They show business leaders 
specifically what they need to create in order 
to compete for the new reality customer and 
become or remain high performing CX leaders. 

This year’s research shows that they are more 
relevant than ever, but now have additional 
requirements attached. 
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Empathy 
Achieving an understanding of 
the customer’s circumstances 

to drive deep rapport

Integrity 
Acting with integrity and 

engendering trust

Personalization 
Using individualized 
attention to drive 
emotional connection

Resolution 
Turning a poor 

experience into a 
great one

Time and Effort 
Minimizing customer 

effort and creating 
frictionless processes

Expectations 
Managing, meeting and 

exceeding customer 
expectations
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Integrity 
Acting with integrity and engendering trust
Trust is an outcome of consistent organizational behavior that demonstrates 
trustworthiness. There are trust building events where organizations have the need 
to publicly react to a difficult situation, and trust building moments where individual 
actions by staff add up to create trust in the organization as a whole. Behavioral 
economics holds that as humans we trust people we like. The ability to build rapport 
is critical in creating trust with customers. 

During the pandemic, customers have perhaps for the first time seen organizations 
put their customers and their people’s wellbeing before profit. Leading organizations 
have acted compassionately and sensitively to the factors that affect trust. Firms will 
need to be careful they do not undermine this newly acquired trust. 

Resolution 
Turning a poor experience into a great one
Resolving customer issues is highly important. Even with the best processes and 
procedures things will go wrong. Great companies have a process that not only puts 
the customer back in the position they should have been in as rapidly as possible, but 
they also make the customer feel good about the experience. 

Historically, organizations have majored on service recovery. Covid-19 has driven rapid 
innovation because customer problem solving has come to the fore. This mindset, in 
turn, has accelerated a focus on solutions rather than products and  
driven engagement. 

Golden rules
 – Stand for something more than profit

 – Demonstrably act in my best interest 

 – Show concern for me as a person

 – Do what you say you will

 – Keep me informed

 – Be competent

 – Be likeable       

Golden rules
 – Assume my innocence – see my point of view

 – A warm and sincere apology

 – Own the resolution – fix with urgency

 – Surprise me in how well you fix the issue

 – Go the extra mile, if required
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Expectations 
Managing, meeting and exceeding customer expectations
Customers have needs and they also have expectations about how these needs 
will be met. Customer satisfaction is the difference between expectation and actual 
delivery. Understanding, delivering and, if possible, exceeding expectations is a key 
skill of “great” organizations. Some are able to make statements of clear intent that 
set expectations. 

For our CX leaders, ongoing, non-sales led communication was already a way of life; 
for others, a circumstance-driven necessity. There are few companies now that do 
not understand the need to be clear on the expectations they set, and the vital role 
customer communication plays in enabling consumers to plan their lives. Proactive 
expectation setting communications will now be expected as standard.

Customer expectations have become fluid, shaped by the events around them 
and the responses of their different suppliers. Understanding these changing 
expectations is a vital component of designing the right solutions and experiences. 

Time & Effort 
Minimizing customer effort and creating frictionless 
processes
Customers are time poor and are increasingly looking for instant gratification. 
Removing unnecessary obstacles, impediments and bureaucracy to enable the 
customer to achieve their objectives quickly and easily have been shown to  
increase loyalty. 

Covid-19 has amplified the need for easy access to products and services, 
convenience and relevant information. Home delivery has become a way of life. 
Multi-channel engagement is now the norm, as customers are happy to use any 
channel that is most convenient at that point in time. The CX leaders in this year’s 
research have discovered how to use time as a source of competitive advantage 
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Golden rules
 – Set my expectations accurately

 – Agree on timings with me

 – Respond more quickly than I anticipate

 – Use plain language– no jargon

 – Fulfill or exceed your promises

 – Guide me through the process

 – Provide information openly

Golden rules
 – Make my time investment pleasurable

 – Give me clear instructions

 – Maximum of three steps to my objective

 – No longer than two minutes of waiting time

 – Provide the answers I need when I contact you

 – Advise me of pitfalls ahead
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Personalization 
Using individualized attention to drive emotional connection
Understanding a customer’s individual circumstances is key to human relationships. 
We remember things that are personally meaningful to us and this, more than any 
other factor, influences future behavior.
Personalization involves demonstrating that you understand the customer’s specific 
needs and circumstances and will adapt the experience accordingly. Use of name, 
knowledge of preferences and past interactions all add up to an experience that feels 
personal and more human. It makes the customer feel important and valued and 
begins to build emotional connections. 
The leaders in our research have responded to Covid-19 by recognizing the personal 
circumstances of customers, front line health workers who need special access to 
goods and services, the elderly or vulnerable who require additional support and 
assistance, and the need to help those who are working from home. Experiences 
that are tuned to personal circumstances are now critical and expected.
During the crisis, customers described the feeling of being in an infinite present, 
unable to see beyond tomorrow. Our CX leaders have been focused on ensuring 
that, as far as possible, customers can take control over their lives by providing 
experiences that are more strongly tailored to their circumstances, that make them 
feel valued and important and put them back in control.

Golden rules
 – Invest time to listen to me

 – Provide the right emotional response

 – Share your similar experiences

 – Treat me as your priority

 – Take ownership of my issue

 – Show you care

Golden rules
 – Greet me

 – Show me you know me

 – Recognize our history together

 – Make me competent

 – Surprise me with something relevant

 – Understand my needs and circumstances

Key findings
About this year’s 

research About KPMG
The Six Pillar 
experience

Building the  
Connected Enterprise

Empathy 
Achieving an understanding of the customer’s 
circumstances to drive deep rapport
Empathy is the art of understanding your customers, putting yourself in their 
shoes and showing them that you are changing what you do because of that 
understanding. 

It is time for all firms to show that they care, that the safety and wellbeing of 
their employees and customers is their prime concern. Corporate kindness 
are two words not usually put together, but they are now fundamental to 
how a company operates from within. 

Our CX leaders have embedded empathy, creating behaviors to establish 
strong relationships with their customers. To an extent, this has been 
facilitated by lockdown. Companies and their leaders have all shared this 
experience and reacted accordingly. 

A different service for a new reality16



Six Pillar 
performance

There has been a significant increase in performance across The Six Pillars in this year’s research, 
with Expectations seeing the greatest improvement (12% average increase across all brands). 
These pillars represent the key elements of customer interaction for brands during Covid-19, setting 
new standards in an unprecedented situation.

2020 2018 Increase 2018 vs. 2020

Personalization

Time & Effort

Expectations

Integrity

Resolution

Empathy

Overall average pillar scores

7.78

7.85

7.66

7.87

7.67

7.20

7.52

6.98

7.41

7.47

6.85

7.30 +7%

+5%

+12%

+6%

+7%

+8%
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The distribution curve showing the score of each of the 56 ranked brands from 
highest to lowest scoring demonstrates that all firms made a year-on-year 
improvement. The curve has flattened because the lower ranked firms have 
improved the most.

C
EE

 M
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ric

CEE Ranking

2020
2018

1 56

9.00

8.50

8.00

7.50

7.00

6.50
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Top 10 brands pillar scores vs. UAE market average Top 10 brands Six Pillar performance 2018 vs. 2020

Disclaimer: Mentions of individual companies should not be interpreted as an endorsement by KPMG International or its member firms.

Emirates 
Airline

14% 9%
7%

7%

6%
11%

17%

10%

10%

4%
3%

3%
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6%
8%

7%

2%

2%

8%

10%
6%

17%
9%
9%

12%
12%

8%

9%
9%

14%

14%
20%

1%
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3%
3%

4%

5%
13%

7%
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9%
10%

11%

14%
16%

18%
19%

8%
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12%
11%

15%
13%

10%
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HSBC

VOX Cinemas

Emirates 
NBD

Carrefour

DEWA

Centrepoint

FedEx

Spinneys

DHL

11%
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9%
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Emirates 
Airline

HSBC

VOX Cinemas

Emirates 
NBD

Carrefour

DEWA

Centrepoint
not included in  
2018 research
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FedEx

Spinneys

DHL

Personalization

Time & Effort

Expectations

Integrity

Resolution

Empathy

Value
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Continuous innovation  
driven improvement

A desire to deliver the best 
customer experience in their field

Thorough knowledge of their 
customers, they uncover hidden needs 

By being adaptable and responsive 
they are often first to market with 
game changing innovations

UAE top 10 
performers

Our research of published sources for each of the top 10 brands has 
identified a number of common contributors to their success:
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Emirates, one of the world’s largest international airlines, concluded 
last year with a series of product, network, and customer experience 
initiatives, all cementing its position as the leader in customer 
experience per this survey - not just across the UAE, but many of the 
destinations it serves.

In common with every airline around the world, Emirates’ operations were severely 
affected by Covid-19 but it took the following measures: simplifying its waivers and 
refunds policy with one unified approach worldwide; easing concerns about pre-booked 
summer travel by extending the waiver policy to tickets issued before 31 May 2020 and 
for travel before 31 August 2020; and offered three options: 

 – Keep the ticket for 760 days

 – Exchange ticket for travel vouchers valid for up to two years

 – Full refunds on unused vouchers or ticketsiv 

In addition, Emirates was the first airline to offer its passengers free Covid-19 illness 
insurance.v It was also one of the first organizations globally to institutionalize customer 
journey mapping. It focused on removing frustrations and irritations for customers across 
all stages of their travel journey. President Sir Tim Clarke states that despite several 
structural issues in the airline industry, Emirates has “stayed focused on delivering 
our “fly better” promise to customers through enhancing our product and service 
proposition at every touchpoint.” Over the past twelve months it has:

 – Continued to reduce the average age of its aircraft

 – Expanded customer choice, connectivity and convenience 

 – Built on its promise of being the “Netflix of the skies”, with over 4,500 channels  
on ICE

 – Launched biometric boarding and facial recognition technology at its  
departure gatesvi 

For some individuals, a flight on one of their aircraft is an event-based experience – it 
could be a once-in-a-lifetime journey to a particular destination, or it could mark the 
beginning of a honeymoon for a pair of newlyweds. Emirates seeks to embrace big data 
in order to create a customer experience that can be tailored to the individual, facilitating 
such innovations as personalized music and film playlists so that customers can enjoy 
their favorite forms of entertainment once airborne.vii

Emirates Airline (Travel & Hotels)
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HSBC rose 13 places to number 2 in our index. HSBC has focused 
on accelerating the digitization of its customer service capabilities 
with the goal of delivering a simple, convenient, fast and secure 
banking experience. 

This includes extending self-serve access and adding enhanced functionality such as 
biometrics. Blending customer touch points with intelligent technology allows HSBC 
UAE to focus on the customer’s banking experience.

This is evident in its latest innovation, designed to deliver an improved digital banking 
experience with a Customer Service Unit (CSU) in Mirdif City Centre. The CSU has 
undergone a digital upgrade to provide a mix of technology-enhanced and in-person 
advisory services.viii 

The new all-digital experience contributes to a paper-free environment. Service staff 
are equipped with customized smart watches to alert them when a customer needs 
help and requests are activated by SMS. By using tablets and touchscreens to fill out 
digital e-forms, customers can open a new account and apply for a credit card in real 
time. Any signatures required are recorded digitally on tablets.

Where customers have financial advisory and wealth needs, a relationship manager 
can be contacted via video conference and, using self-serve kiosks, customers can 
emboss and print their HSBC debit and credit cards, and checkbooks in the branch.ix 

HSBC UAE also extended the use of Jade, its high net worth account, to the UAE, 
recognizing the particular needs of this customer segment. 

A dedicated relationship director helps Jade clients create their own wealth strategy, 
including access to preferential investment solutions. In addition, the HSBC Jade 
concierge service offers access to a range of bespoke luxury experiences.x

HSBC (Financial Services)
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VOX Cinemas won the prestigious “Best cinema in the world” CinemaCon 
award in 2017 and has continued to improve its customer experience.

VOX Cinemas aims to be ‘the Middle East’s most innovative and customer-focused cinema 
experience. With 50 locations totaling 514 screens across the region, including 201 in the UAE. It 
has the first IMAX with a laser screen in the Middle East and its own large format VOX MAX big 
screen. VOX Cinemas holds the Middle East exclusive rights to 4DX, and recently launched  
VOX KIDS.xi 

VOX GOLD offers a more exclusive, luxurious experience for movie-goers, with a private lounge 
and ticket kiosks. VOX GOLD also offers a butler service which will deliver restaurant style food 
and beverages.xii 

As the market opens up in the Middle East, VOX has expanded its presence. The standard time 
for opening a venue is about two-and-a-half-years. But at the end of 2019, VOX had 90 screens 
open in Saudi Arabia, with plans to reach 200 by the end of 2020. Majid Al Futtaim Cinemas CEO 
explains, “That’s because we are getting approvals to build these cinemas based on sketches 
and we’re actually designing it as we’re constructing the cinema”. xiii

The new strategy for the food and beverage service started with a collaboration with the late 
Gary Rhodes in the Mall of the Emirates’ THEATRE by Rhodes and GOLD by Rhodes. Rhodes 
recruited professional chefs, improved service standards and improved kitchens, like the hotel 
grade ones.xiv 

 The group values customer feedback. The roll out of a Net Promoter Score survey asks 
customers to rate their visit to VOX so that results can be aggregated and considered. For 
example, the launch of OUTDOOR for cooler months was a response to feedback. VOX also 
uses mystery shoppers to measure visitor experiences.xv

VOX Cinemas (Entertainment & Leisure)
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We undertake comprehensive testing, research and trialing to 
make sure that we are meeting individual customers’ needs. 
Simultaneously, we focus on understanding and anticipating 
products and solutions needed by customers, based on their profiles 
and lifestyles. An example is remittances, which is an important 
banking requirement for the large expatriate customer base in the 
UAE.  Our teams have analyzed and addressed pain points in the 
customer journey to create a digital remittance platform that allows 
customers to send money home in less than 60 seconds.”

Vikram Krishna 
Executive Vice President 
Head of Group Marketing & Customer Experience

“Emirates NBD’s overall vision statement: “Every day we make 
our customers’ lives simpler by providing solutions that help 
them fulfil their financial aspirations”, supported by the core 
values of ‘Customer Focus’ and ‘Service Excellence’. A detailed 
service charter sets out how customer service is to be delivered.xvi 

In recent years, the bank has made investments in customer service focusing on 
both cultural re-engineering programs for employees, as well as adopting technology-
driven solutions to simplify customer engagement points.xvii 

The bank has focused on accelerating its digital capabilities including artificial 
intelligence and machine learning. This has led to simplified customer processes, 
enabling customers, for example, to open a new account in minutes or the launch 
of an interactive teller machine which allows the customer to complete most 
transactions without the need of visiting a branch. Emirates NBD is the first bank in 
the region to introduce this service and there are plans to expand the network over 
the year.xviii 

Customer feedback is reviewed and if required, processes and policies may be 
revised to make them more customer friendly. The research results help benchmark 
services against defined goals in order to raise service standards.xix 

The bank addresses the needs of the emerging Generation Z by using gamification 
techniques, introducing games such as Super teller and Cash IT. The bank’s customer 
service academy offers two day-long training programs for all staff to ensure they 
understand their TOP Service Model (Trust, Ownership and Personal Touch.) During 
2018, more than 6,000 staff members completed the program.xxi

Emirates NBD (Financial Services)

Key findings
About this year’s 

research About KPMG
The Six Pillar 
experience

Building the  
Connected Enterprise

A different service for a new reality24



Carrefour is committed to enabling access to fresh, organic and local 
foods to communities. Their approach includes transforming their 
existing business model and shifting towards a system that benefits 
stakeholders - customers, partners, producers, public authorities and 
charitable organizations.lxii

Carrefour was launched in the UAE in 1995. Today, Carrefour operates 31 hypermarkets and 
80 supermarkets, employing more than 10,000 colleagues across the emirates.xxii 

Carrefour operates different store formats, as well as multiple online offerings to meet the 
growing needs of its diverse customer base. In line with the brand’s commitment to provide 
“the widest range of quality products and value for money”, Carrefour offers a choice of 
“more than 100,000 food and non-food products”.xxiii 

In response to Covid-19, Carrefour launched Click and Collect to address increased demand 
for online shopping. The new service allows shoppers to fill their online grocery baskets, 
place an order, select the store they wish to pick up their items from and a timeslot. 
Groceries will be packaged, and where necessary refrigerated, until customers pick up their 
orders from participating Click and Collect stores.

Prompted by Covid-19, Carrefour is also looking to the future, as retailing moves onto 
platforms replicating the traditional shopping model. Grocery retail and lifestyle brands are 
brought together in one location by building ‘an ecosystem of suppliers and partners to  
meet a wider range of customer needs in a single place‘. The marketplace on  
carrefouruae.com currently lists more than “250,000 products and is reaching over  
1,300 average daily orders”. xxiv 

Carrefour recently unveiled Mobimart, the region’s first grocery bus, bringing shopping to the 
doorsteps of underserved neighborhoods and communities across Dubai, six days a week. 

“Carrefour Mobimart offers customers an extensive variety of daily groceries and fresh food, 
including a selection of organic produce, frozen food, snacks, beverages and light household 
items”.  The bus visits various communities along its assigned route, with timed stops.xxv 

Carrefour (Grocery Retail)
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DEWA launched Digital DEWA as its digital arm, making it the world’s 
first digital utility to use autonomous systems for renewable energy 
and storage, and has expanded its AI adoption, and the provision of 
digital services.
The Dubai Electricity and Water Authority (DEWA) believes ‘future challenges require a 
radical transformation that enables it to keep pace with the rapid developments all around 
the world”. DEWA started its AI journey in 2017 and has developed a road map for related 
techniques. It has introduced services and initiatives that use AI to enhance and add value 
to the customer, employee and stakeholder experiences.

DEWA launched Future Customer Happiness Centres in late 2017. It is one of the first 
organizations to launch this kind of center, providing digital services through smart apps,  
AI and robots.xxvi 

These technologies include smart, self-service platforms that help customers complete 
their transactions without paper. Rammas, the virtual employee, and Tayseer, the 
smart collection platform, enable customers to pay bills through smart apps; receive 
remote support through a live chat with a robot; and a future services section to engage 
customers in shaping and developing DEWA’s services. 

Rammas is a virtual employee who learns and understands customers’ needs based on 
their enquiries, while analyzing queries based on available data. Since its launch in the 
first quarter of 2017, Rammas has responded to over two million requests through various 
channels. DEWA recently added an instant voice chat feature to Rammas in both Arabic 
and English.xxvii 

Digital DEWA is based on four pillars: the launch of solar technologies; the operation of a 
renewable energy network using innovative energy storage technologies; the expansion of 
integrated AI solutions; making Dubai the first city to provide electricity and water services 
using AI technologies; and Moro, DEWA’s smart data center and data hub platform.xxviii 

DEWA (Utility)
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Globally, retailers are seeking to integrate online and offline shopping 
experiences. For some, this is a transfer of the physical experience 
online. For others, digital is being used to drive the instore experience. 
Centrepoint is seeking to do both, using technology in a true omni-channel 
way. 
Centrepoint is a leading family shopping destination in the region, with a range of fashion, 
beauty, kids and footwear products through its in-house brands of Splash, Lifestyle, Babyshop 
and SHOEMART. 

Understanding its customers and their needs is a key driver. It has responded to Covid-19 by 
conducting research to more deeply understanding parental concerns in sending their children 
back to school. Based on findings, the business has developed back to school packs that contain 
health and hygiene products.xxix 

Its first “Store of the Future” was launched at Ibn Battuta Mall in Dubai, bringing together both 
the online and offline worlds. Spanning 42,384 sq. ft, the launch of the new store marked a 
“significant step forward” in the company’s customer-centric omni-channel strategy. The latest 
store brings the Centrepoint brand to the forefront, positioning it as a host that caters to its 
shoppers while enhancing and elevating the brands. Promoting cross-shopping was a key 
objective with the new store, in order to encourage people to explore more brands than they 
usually would.

The store has open walkways with digital interfaces and LED screens, and has been designed 
with customer convenience at its heart.xxx 

New features include mobile cashiers to enable faster and easier checkouts and a mother  
and baby room. The brand has also introduced personal stylists on-call in the store to  
assist shoppers.xxxi 

Other innovations include e-commerce platforms, including click and collect, online returns 
and cancellations and easier navigation on iOS and Android apps. Combined, they represent 
Centrepoint’s efforts to further improve its e-commerce and omni-channel experience and 
effectively bridge the gap between online and offline shopping.

Centrepoint Stores (Non-grocery Retail)
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FedEx believes that its competitive differentiator lies in the 
quality of its people. It is their commitment to the customer that 
helps enhance customer experience.xxxii 
Their Dubai hub commenced operations in 1989, acting as a regional hub for the  
Middle East, Indian Subcontinent and Africa. This hub serves weekly FedEx Express 
flights that connect to and from airports in France, India and Hong Kong. FedEx 
connects directly to locations in the region using commercial line-haul and trucking 
routes. It provides round-the-clock connectivity between neighboring countries and 
FedEx operations worldwide.xxxiii 

FedEx continues to enhance its customer experience, with the goal of building 
brand loyalty. They believe that FedEx employees should have the skill, knowledge 
and display the right behavior to exceed customers’ expectations. This is reflected in 
the training and development given to all employees and measured via a number of 
customer research programs.

FedEx (Logistics)
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Spinneys (Grocery Retail)
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This grocery retailer is rapidly expanding its e-commerce operations and its 
delivery network to offer an omni-channel experience.
Spinneys Dubai operates 50 Spinney’s supermarkets and eight Waitrose stores. Spinneys works to 
keep pace with the changes in eating trends by offering new products from around the world. Food 
standards, safety and freshness have always been at the forefront of the company’s ethos.xxxvi 

Due to Covid-19, the demand for home grocery deliveries has accelerated dramatically. Spinneys 
launched a new e-commerce delivery service to offer customers an efficient, convenient and safe way 
to shop for their groceries. Spinneys anticipates demand for online grocery will continue to gather 
pace, and it is committed to delivering the best omni-channel customer experience. xxxvii 

It is also dedicated to the health and wellbeing of its customers and the environment, the company’s 
mantra ‘Eat Well, Live Well’ is reflected in its product offering and the implementation of its 
sustainability program ‘Let’s Do Better Together’. With growing demand from conscious consumers 
for supermarkets to provide a broader variety of food products, from natural ingredients to organic and 
free-from products, Spinneys seeks to ensure its customers’ needs are met.

 In the UAE, sales of organic products constitute 10% of total volume, which is much higher than in 
Europe where the average is 5%. The country is also committed to the war against plastic. 

The UAE contains a wide spectrum of consumers among its 10 million population, and Spinneys has a 
particularly strong European, Emirati and Asian customer base.xxxviii

“Environmental and social practices have been important factors for many of 
our customers for a long time. The pandemic has increased their importance. 
As a result we have moved to make this an even greater priority for the 
company and actively shortened the time frames to implement a number 
of key initiatives that focus on this, such as the Spinneys Local Business 
Incubator, Spinneys local farmers club, and our introduction of fully recyclable 
paper packaging in a number of our departments as well as in our checkouts.”
Paresh Buch 
Deputy CEO 
Spinneys Dubai LLC
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For DHL, service leadership underpins their business model – DHL believes it 
is the key driver of long-term customer loyalty, which in turn drives growth 
and profitability. This inspires an “Insanely Customer Centric Culture” where 
understanding the customer’s experience, needs and requirements drives the 
delivery of the promise “Excellence Simply Delivered”.xxxix

DHL’s vision is to be “the employer of choice, investor of choice and provider of choice”.  They state that 
this is their motto, work ethic and commitment to customers and stakeholders across the world. Every 
function and operating unit seek to fulfil this strategy and strive towards keeping the customer the center 
of attention. They believe that being customer-centric in everything they do ultimately results in customer 
loyalty and contentment, which drives growth and profitability. 

DHL offers several types of online customer service support, from tracking services and an e-commerce 
helpdesk, to an online feedback platform called ‘Straight to the Top,’ whereby customers that have any 
concerns, complaints or compliments can write directly to the senior management team.

In addition to NPS, DHL takes steps to gather large amounts of data on the various touch points to 
understand how processes are performing and benchmark them for further improvement, even if there are 
no issues that need to be addressed.
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The purpose of the CEE Top 100 index is to identify the exemplars who are 
outstanding at customer experience that we might learn from. We are also 
interested in companies that make significant progress. In particular, how 
they have changed and the methods they have used to improve the quality 
of the customer experience. 

The year we saw some significant risers in our index versus 2018. HSBC 
rose 13 places, Spinneys, 12 places and DEWA seven places. The company 
that moved the most significant number of places was ADEWA (Abu Dhabi 
Water and Electricity Authority) – up 20 places, to number 15.

Large moves such as this often seem to occur overnight. However, the 
reality is different – it often takes years of effort before the experience has 
improved so significantly that customers notice.

And so it is with ADWEA, who set the target of revolutionizing their 
customer experience by 2020. ADWEA’s vision of aligning itself to world 
class utilities called for a formal review of how technology could help. This 
had implications in many areas of IT, including the vision, strategy, roadmap 
and the delivery IT service provision model.

Work started in 2015, with a fundamental structural review of the 
organization’s IT infrastructure and the generation of a five-year development 
roadmap to integrate IT systems with operational technology (OT) – water 
and electricity – network systems. In 2020, a single integrated network 
provides efficient and personalized experiences for its customers.xlii 

Highest Riser: ADWEA 
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Covid-19 examples of excellence 
Businesses which already invested in CSR were able to respond more effectively to new challenges 
created by Covid-19. This was possible because they focused on the right thing to do rather than simply 
introducing initiatives designed to improve their reputation.
Businesses in Dubai investing in corporate social responsibility (CSR) were able to respond more effectively to new challenges  
created by the Covid-19 pandemic, according to a survey from Dubai Chamber of Commerce and Industry’s Centre for  
Responsible Business.xlvi 

The survey, conducted in May and June 2020, revealed that the Dubai businesses community quickly responded during the early 
stages of the Covid-19 outbreak by safeguarding employee health, safety and well-being and putting processes in place to ensure 
business continuity.

The following are just some of the examples of excellence demonstrated by the UAE business community during the pandemic:

Leading banks such as Emirates NBD, Dubai 
Islamic Bank, Mashreq Bank, Emirates 
Islamic and Commercial Bank of Dubai 
announced relief measures for their individual 
and corporate customers to deal with the 
impact of the outbreak.

The emirates of Dubai and Abu Dhabi also 
implemented a number of measures to counter the 
economic impact of Covid-19. These actions aimed 
to reduce the cost of doing business and simplifying 
procedures, especially in the commercial, retail, 
external trade, tourism, and energy sectors.

Food delivery platform Talabat announced 
contactless delivery to safeguard its customers and 
prevent the spread of the virus. 

Majid Al Futtaim-owned Carrefour has seen a 
spike in online grocery orders, which prompted the 
company to transform many of its supermarkets and 
hypermarkets into fulfillment centers to cope with 
the demand. Majid Al Futtaim is also reskilling staff 
by redeploying workers from cinemas and other 
entertainment destinations to work in supermarkets.

Al Futtaim Group has said it will make substantial 
contributions to ease the financial burden of its retail 
tenants by offering a fund of AED 100 million to help 
affected retail businesses as a result of the slowdown.

Etihad Airways amplified its CSR initiatives 
to support those affected by Covid-19. In an 
effort to provide additional safety for medical 
staff interacting with patients, the Etihad 
Airways Medical Centre (EAMC) collaborated 
with Etihad Engineering to develop personal 
protective equipment (PPE) that would add 
an additional layer of protection for healthcare 
professionals working in medical centers across 
the UAE. For example, face shields were 
designed and manufactured using  
3D printing technology.xlvii 
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