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ness and manufacturing, a CDMO must also 
excel in service performance in order to re-
tain strategic partnerships.

THREE CRITICAL FACTORS FOR IMPROVING 
CUSTOMER EXPERIENCE WITH CDMOS
Analysis of successful businesses in im-
proving customer experience across many 
different industries tends to point out three 
critical factors. 
[1]  Understanding customer expectations  
during interactions at key touch points.
Understanding the expectations of different 
client functions that are involved, and when 
they will be participating, is critical. It is 
useful to map out the “customer journey” to 
identify the touch points and what customer 
needs are along the way. It must be empha-
sized that, although identifying touch points 
is very helpful, customer experience dimen-
sions transcends this issue. The Nice Insight 
report also found that cultural differences in 
how customers and CMOs communicate can 
be an important factor in making contract or 
strategic partnership decisions. 
[2]  Align internal processes to support the 
desired customer experience.
Apart from looking at the customer jour-
ney, two key stages in which the customer 
experience is shaped are during “inquiry 
to contract” and “order to delivery.” In both 
stages, the quote response time, quality au-
dits, cost estimates, intellectual property 
and regulatory requirements, and batch 
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validation demand the timely coordination 
of many specialized functions.   
 Smaller CMOs with experienced staff 
may be able to do with less formal approach-
es to manage information and collabora-
tion because of their “lean” integrated ap-
proach to doing business. Larger CMOs will 
find the need for being more disciplined in  
capturing, finding, and distributing in-
formation and introducing project man-
agement protocols and a “One Voice”  
approach to customers.

POST-CDMO ENGAGEMENT 
SATISFACTION RELIES ON 
THE “SOFT” ATTRIBUTES 
THAT ARE RELATED TO 
GOOD COMMUNICATION, 
BEING FLEXIBLE AND THE 
ABILITY TO ADAPT TO 
CUSTOMER PROTOCOLS.

[3]  Demonstrate leadership in order to 
make the necessary organizational changes.
Improved organizations are only possible by 
improving people.  While new practices and 
tools are required, they will only generate 
results if people make proper use of them. 
It is the responsibility of leadership to pro-
vide the direction and motivate staff to align 
their thinking and behaviors that will result 
in better overall customer experience per-
formance. The most common factor in failed 
improvement initiatives is a lack of frequent 
and sustained communication.

SHOULD YOU INVEST IN CUSTOMER 
EXPERIENCE? THREE STEPS:
!1"  A first step would be to review where 
your organization sits on the spectrum of 
transactional manufacturing relative to 
customer satisfaction and real customer- 
experience-based performance. Take into 
consideration the complexity of your spe-
cific CMO business, your competition, and 
future customer needs. Do you need to shift 
on the spectrum? Can you articulate the 
business case for the shift?
!2" Identify your (future) customers needs 
across the “inquiry to contract” and “or-
der to delivery” stages and use your cus-
tomer journey mapping to identify the new 
practices and tools that you need to shift 
the customer experience. If you conclude 
that your organization lacks basic project 
management, consider developing a proj-
ect management champion. Once basic 
processes are in place and mastered by 
a few, you are ready to introduce project 
management principles throughout the  
organization.  
!3" Appoint a small implementation team to 
oversee and drive the required changes. 
Ensure that the team is experienced in driv-
ing project management/process change,  
as first time “DIY” teams have a very high 
failure rate. P
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