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Emotions drive decisions. Emotionally engaged 
customers are:

• 52% more valuable (HBR)

• 70% more likely to recommend (Deloitte)

• More likely to spend two times or more (Oracle)

Not only that, by taking care of their emotions, 
organizations can enable them to live happier lives.

It has long been a challenge for consumer facing 
organizations to measure the impact of customer 
interactions on their emotions; understand what is 
driving those emotions and plan actions to generate 
ROI. Current measurement mechanisms for e.g. 
customer satisfaction, NPS, brand equity, do not 
measure emotions along the customer journey, nor 
do they offer a clear path towards actionability so that 
resources are efficiently deployed.

Customer Emotional Engagement

The Covid-19 Challenge

Disclaimer
We are an independent organization with no links to any of the organizations that were 
analyzed. We obtained data from open source resources and analyzed them without any 
alterations. We did not download, nor are we storing any personally identifiable information.

Here are some of the organizations 
we have analyzed: 

Banks

Telecom Operators

Airlines

Hospitality

Retailers

Covid-19 has caused significant disruption in 
peoples’ lives around the world. The changed 
consumer world meant that consumer facing 
businesses had to transform their operating 
ecosystem. Customer interactions and engagements 
went mostly virtual, forcing reengineering of 
service design to be able to meet a fast changing 
situation. Companies had to up their game to 
serve a customer base that was increasingly getting 
anxious with the rise of Covid-19 cases and the 
ensuing challenges it brought to their lives.

We analyzed more than 1,900 data points of 
customer generated open source unstructured 
data created during 2020.

We ran the unstructured text data through our Text 
AI models to answer the following questions: 

• Which organizations and sectors are doing 
better than others?

• What is driving high or low engagement?

• What should organizations do to improve 
service experience, loyalty and customer intent?



Anxious customers expect 
organizations to be honest, caring 
and effective - most organizations are 
not meeting expectations

Section 1

Global Customer Emotional 
Engagement

Flights getting cancelled, hotel reservations needing to be changed, home internet bandwidth 
extension, coping with financial difficulties, online ordering and timely delivery, solving 
customer issues, are typical challenges organizations deal with everyday. However, Covid-19 
added significant pressure on these services. Almost all the organizations we analyzed were 
unable to handle these challenges well, consistently.

There were some bright spots. We saw instances where customer issues did not generate the 
expected intensity of negative emotions. This occurred most significantly when organizations 
showed empathy to their customers. Even where an organization could not solve customer 
issues, compassion helped them sustain customer engagement during that interaction.

Organizations that evolved quickly to be able to deal with a virtual customer and those that 
were well advanced in their omni channel service delivery journey, fared much better. 

Finally, honesty turned out to be the best policy. Organizations that handled specific issues 
brought on by Covid-19 like refunds/cancellations - delivered on promises and promotions - 
and provided timely service in a respectable way, did much better than others.

Globally only 46% customers across sectors are emotionally engaged, including 4% that are 
highly engaged. Breaking this down by sector, we noted that banks had the least number of 
emotionally engaged customers, while retailers had the highest.

Scroll to the end of the report to look at the global ranking of organizations.

Engaged Highly Engaged 

Global
0%

20%

40%

60%

Retailers Hospitality Airlines Telcos Banks

46%
41%

49%
52%

38%

54%4%

3%

3%

6%
8%

3%



Effectiveness
Organizations, across sectors, are struggling to effectively deliver 
services. Effectiveness is driving lowest engagement when customers 
interact with the organizational staff. Communication is driving down 
emotional engagement.

We found clear outliers that are driving low engagement.

Let’s break each of these factors to identify actions organizations need to prioritize.

Drivers of low emotional 
engagement
We analyzed organizations on the following seven criteria:

Effectiveness 
Are organizations able to deliver services 
in an effective way?

Effort 
How much effort customers have to 
endure to be able to get what they want?

Efficiency 
Is the organization timely and efficient in 
delivering services?

Empathy 
Does the organization understand the 
human behind the customer?

Reliability 
Has the organization built trust and 
provided security to its customers?

Lifestyle 
Is the organization enabling customers 
live their lives the way they want to?

Usability 
Are products and services usable 
allowing customers to achieve the 
outcomes they want?

Communication

Customer Issues

• Multiple calls to solve a problem
• Not speak English
• Different people with different 

answers
• Call center promises, does not 

deliver
• Hang up during call

Customer Experience Leaders

Customer services, specially call centers 
and telephone calls in general, are driving 
down emotional engagement.

• Use the PathosAI tool to drill down 
and identify specific customer issues 
causing recurring problems

• For most common issues, carry out 
quick refresher training

Actions

Highly Engaged
What’s driving low emotional engagement?

Not Engaged Effectiveness Reliability Empathy Efficiency Lifestyle Effort Usability

Highly Engaged

Not Engaged Communication Competence Knowledge



Reliability
Customers expect organizations to deliver on their commitments. During 
Covid-19 this aspect has taken on an even higher importance, as customers 
get increasingly anxious about the uncertainty in their lives. They are looking 
towards organizations to be honest and offer reliable service that could alleviate 
their concerns.

Most organizations are not meeting these expectations during customer 
interactions.

When we deep dive to understand what is driving low trust scores, we unearthed: 
following key insights

Let’s drill down to see what are the most common issues highlighted by customers 
and what organizations must do to address the lack of empathy.

Trust

Customer Issues

• Offers / Discounts not fulfilled
• False advertising
• Being taken advantage of during 

a difficult time

Organizations must be clear in their 
communication about offers/discounts 
and then follow through on their promises.

Immediate attention needs to be given 
to areas where customer finances are 
involved.

Effective communication is needed where 
customers are not able to see additional 
benefits to justify additional cost.

Actions

Empathy
Customers want organizations to care. They want organizations to look out for 
them when providing products and services or when resolving their issues. Of 
all the comments we analyzed, across sectors, 16% pertained to the driver ‘care’. 

It is therefore no surprise that lack of care from organizations is one of the 
leading causes of low emotional engagement.

Care

Customer Issues

• Painful to get refund
• Frequent complaints are not 

heeded to
• Bad service
• No support when delivery goes 

missing

Covid-19 has brought on specific 
challenges like getting refunds or a 
high volume of online services including 
procurement of essential items.

1. Use the PathosAI tool to identify 
areas that are driving the lowest 
emotional engagement.

2. Build an internal strategy to 
troubleshoot recurring problem areas.

3. For items like cancellations and 
refunds, develop a special purpose 
policy to help customers during 
Covid-19 related challenges.

Actions

Highly Engaged

Not Engaged

Highly Engaged

Not Engaged

Trust Security

Care Respect Fairness



You can take reliability
to the bank

Section 2

Financial Sector

We found that banks faced challenges to sustain customer emotional 
engagement during Covid-19. Money is a sensitive topic for people as 
is, but Covid-19 brought about a much heightened sense of uncertainty 
and anxiety as people started to worry about their financial future. 
(https://covid19-pathosai.herokuapp.com/)

Let’s first look at how different banks performed on customers’ 
emotional engagement scores, before we see the drivers and top 
customer issues.

Engaged Highly Engaged 
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The Covid-19 crisis demanded unprecedented speed of adaptation 
from the financial sector.

Organizations that better answered customer needs, their wants 
and their fears will be the real winners in customer engagement and 
customer loyalty. We should measure impact of customer emotional 
engagement during Covid-19, on their future decisions.

Mirela Pirlea, Advisor - Global Financial Sector, Pathos AI



What is TD doing better than other banks?
1. Taking care of what matters most to its customers
Organizations, across sectors, are struggling to effectively deliver services. Effectiveness 
is driving lowest engagement when customers interact with the organizational staff. 
Communication is driving down emotional engagement.

TD is scoring better across all the drivers. More importantly and significantly, it’s scoring 
the best on ‘empathy’ vs all other banks. TD is the only bank where staff knowledge; the 
respect with which it deals with customers; and how easy it is making for customers to use 
TD services, are driving positive emotional engagement.

2. More empathy vs other banks
TD has the best empathy scores compared to all other banks. If we are to break this down 
and compare TD with other banks, here is what we find:

TD is scoring 2nd best on ‘care’, while it’s customers have a positive emotional engagement 
due to the ‘respectful’ way it treats its customers. Perhaps TD’s erstwhile strategy of 
focussing on new immigrants, has institutionalized a culture that is aware of and is 
used to looking out for a diverse customer base. This may have helped TD to be a more 
empathetic bank during Covid-19, as compared to other Canadian banks we reviewed.

Trust and security are paramount to a bank’s success and these are the areas customers 
had the most challenge with in the context of Covid-19. Our earlier work analyzing the 
impact of Covid-19 on the global population (https://pathosai.io/bot/) clearly showed that 
people around the world are mostly anxious about health, jobs and financial security. This 
resulted in customers expressing extremely intense negative emotions for anything related 
to personal finances.

Wrong credit card charges, committing a promotion but not delivering, believing that 
banks ask for emails in the guise of security only to bombard with spam sales messages, are 
some of the many issues driving disengagement.

Concerns about security of their money is caused by situations like where customers have 
had a number of unresolved fraudulent transactions in their accounts or have had difficulty 
in getting through to the bank to report fraudulent account activity.

Banks have the biggest 
opportunity to turn the tide on 
engagement
With services moving virtual; heightened anxiety about personal finances; 
and excessive pressure on telephone banking- banks had to overcome a 
major shock to their operating style.

Results of our analysis show the impact of these challenges on the 
customer’s emotional engagement.

Highly Engaged

Not Engaged

TD Scotiabank RBC HSBC BMO CIBC
Highly Engaged

Not Engaged

Highly Engaged

Not Engaged

TD

Scotiabank

RBC

HSBC

BMO

CIBC

Banking Sector - What’s driving disengagement?

Reliability Effectiveness Empathy Effort Efficiency Lifestyle Usability

ReliabilityEffectiveness EmpathyEffortEfficiency Lifestyle Utility

FairnessCare Respect



Telecommunication sector isn’t 
connecting well during Covid-19Section 3

Telecom Sector
Covid-19 forced a massive shift to work from home and several students 
moved to online learning. Not only that, regular businesses also moved to 
virtual servicing. Telecom operators that provide internet services bore the 
brunt of this massive shift in demand landscape. 

When customers reached out to customer service, they were disappointed. 
More than anything else, they complained about the non-caring and rude 
attitude from the staff. Customers did not see value in return for having to 
change plans to use more bandwidth at home. 

Interestingly, Telecoms have the lowest score, amongst all sectors, when 
it comes to Innovation. From old equipment 
to inability of integration with new hardware, 
customers expect more from the telecom 
providers. This could present an exciting 
growth opportunity..

When we compare the two Canadian providers, 
Rogers is doing better than BELL.

Engaged 

Highly Engaged 

And here is what’s driving low scores.

As we can see it’s the ‘effectiveness’ of Telco staff to address customer issues, as well as the ‘empathy’ 
with which they are handing their customers, that are causing low emotional engagement. 

Interestingly, ‘lifestyle’ has come up as the 3rd most important driver Telcos need to focus on. 
BELL is scoring fairly low on innovation, where customers complained about old hardware, while 
Rogers scored lower on enabling customers to live the lives the way they want, as they struggle to 
get the seamless connection they want to manage their new reality.

Rogers BellHighly Engaged

Not Engaged

3%

38%

45%

3%

ReliabilityEffectiveness EmpathyEffortEfficiency Lifestyle Usability



Riding the storm
Section 4

Airlines Sector
The travel industry is perhaps one of the most affected by Covid-19. 
With travel restrictions and massive fixed operating costs, airlines are in 
deep crisis.

Considering the turmoil airlines are going through, they are doing better 
on emotional engagement than financial and telecom operators which 
is an achievement. In fact, they are only slightly behind the hospitality 
sector.

Etihad airlines is the best of the 17 
organizations we analyzed on Customers 
Emotional Engagement, across sectors. 

Here is how various airlines are ranked 
in terms of their customers’ emotional 
engagement.

What is Etihad doing better?
Except for efficiency, Etihad is scoring better on all other drivers.

Etihad customers have appreciated staff competence and behavior, as well as Etihad’s ability to 
resolve issues. However, it could benefit further by improving the speed with which it resolves 
these issues.

Scores on customers’ trust is very encouraging. This was specifically due to the honesty 
demonstrated by Etihad on issuing refunds or providing credits for flights changed or cancelled 
due to Covid-19.

Engaged 

Highly Engaged 

Effectiveness, Reliability and Empathy are the key drivers. Qatar Airways can strengthen its 
communication with its customers, while Emirates Airlines must understand why its customers 
feel that the airline is not taking care of them in relation to specific Covid-19 related challenges.

Etihad Qatar Emirates

Let us look at the drivers:

Highly Engaged

Not Engaged

 Customer Experience is an integral part of Airlines’ corporate strategy and a significant
 differentiator in the competitive environment. Excellent CX can only be delivered when
 an airline designs its CX strategy based on passenger emotional engagement drivers rather
 than just satisfaction drivers.  This has now become a necessity for an effective passenger
experience measurement in the post Covid-19 world.  PathosAI has pioneered in using real-
 time technology to unearth the passengers’ emotional engagement drivers and contribute by
.providing invaluable insights on delivering an inspiring and memorable journey

George Karamanos, Advisor, Global Travel Sector, PathosAI
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Hospitality sector is serving 
something rightSection 5

Hospitality Sector When compared to sectors around the world, the hospitality sector is 
doing better. Their service strategy resulted in a higher engagement than 
others , with the exception of the retail sector.

However, there are some areas the sector must focus on to improve its 
customers’ engagement.

Customers have given specific comments about the ease they felt and 
how well hotels managed Covid-19 related aspects like cancellations 
and change of date etc. What mattered a lot to customers was how 
well trained the staff were and how the hotel 
handled social distancing, cleanliness and 
arrangements in the room. 

Hilton group is performing better 
than Marriott.

When we look at the drivers, we see that Hilton is doing much better on Respect and 
Communication. However, it’s scoring low when it comes to security. This pertained to 
cases like double charging credit cards without authorization, being assaulted on the 
property, to situations where staff was thought to be stealing guest property.

Engaged 

Highly Engaged 

Hilton Marriott
Highly Engaged

Not Engaged
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48%
56%

10%
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Retail sector has the
right mix to sell during Covid-19Section 6

Retail Sector

Customers liked the ease of accessing the Walmart online ordering. However, 
they faced issues in getting timely delivery, communication about the delivery and 
follow-up and care from customers service when dealing with delivery issues.

Shoppers Drug Mart customers are not appreciating the amount of time the retailer 
is making them wait on the phone before taking care of them. However, it is scoring 
well on caring customer service, knowledgeable staff specially at their pharmacies 
and also the offers they have sent out via flyers.

Shoppers Drug Mart The Home Depot Lowes Walmart
Highly Engaged

Not Engaged

54%57%

7%

57%

7%

52%

1%0%

Retail sector is the best performing sector. There are a number of factors 
contributing to this.

Retailers were quicker in setting up a virtual servicing ecosystem. 
Almost all of them were already taking initiative on creating a seamless 
omnichannel experience when Covid-19 hit. Therefore, the pandemic 
was not as disrupting as it was to some of the other sectors we analyzed.

What is also interesting is that unlike other sectors where empathy 
related issues had low scores, retail 
customers are facing more business as 
usual challenges. Product freshness, long 
waiting time, timeliness of deliveries and 
innovation in online delivery are areas 
where customer engagement needs to be 
improved.

Here are how the retailers ranked.

Engaged 

Highly Engaged 

ReliabilityEffectiveness EmpathyEffortEfficiency Lifestyle Usability



Global Ranking of Organizations
Here are all the 17 organizations ranked according to the % of emotionally 
engaged customers.

Ranking Organizations Engaged Highly Engaged
1 Etihad Airlines 60% 10%
2 Shoppers Drug Mart 57% 7%
3 Home Depot 57% 7%
4 Hilton 56% 10%
5 Lowes 54% 0%
6 Walmart 52% 1%
7 TD 51% 5%
8 Marriott 48% 6%
9 Qatar Airways 45% 4%

10 Rogers 45% 3%
11 Emirates Airlines 43% 4%
12 Scotiabank 41% 4%
13 BELL 38% 3%
14 RBC 37% 2%
15 HSBC 33% 4%
16 BMO 32% 5%
17 CIBC 28% 2%

Future Reports
Please let us know if you wish to receive our future customer emotional engagement 
reports.

Our sector reports go deeper into unearthing the challenges and opportunities relevant to 
specific sectors. 

You can also choose to join our future webinars to understand overall and sector details.

Finally, if you would like to schedule one to one presentations, please email us at  
engage@pathosai.io 

About Us
We converge Artificial Intelligence and human intellect to measure 
emotional engagement across channels and in real time and real life.

Traditional research methods that depend on asking customers about 
their decisions are unable to unearth true motivators of behavior. They 
are also lagged and do not provide the agility and actionability decision 
makers need.

PathosAI is challenging this norm to provide real time and real life 
measurement of customer behavior leveraging customer generated data.



Report prepared by:
Sumair Sayani | Founder & CEO PathosAI
Priyanka Parihar | Consumer Behavior Scientist and PathosAI Contributor

Join the revolution in Customer
Experience Measurement

pathosai.io


