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Industry professionals gave  
us their perspective on CX.  
We served up some solutions. 
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Brands like Airbnb, Zappos, Trader Joe’s, and Dollar 

Shave Club have grown in popularity because they 

make Customer Experience (CX) count across every 

customer touchpoint. These household names 

have changed the game by fulfilling the modern 

expectation of delightful experiences. In the process, 

they’ve set the bar even higher for brands—from  

B2B to B2C. 

This is a good problem to have. 

Successful businesses in the ever-evolving world of 

CX will be those that morph to meet and exceed 

current expectations. They will be agile in their 

efforts to understand and serve their customers. 

This means pairing a solid foundation of customer 

research with an internal understanding of CX 

opportunities and challenges.

CX has had mass growth in the last 24–36 months. 

We’ve seen organizations view it as both a priority 

and an investment. Despite this newfound focus, 

CX has been subject to increased scrutiny. Why? 

Because companies are struggling to articulate what 

being customer-focused means and what success 

ultimately looks like. 

We wrote this whitepaper to discuss current industry 

attitudes toward CX, in addition to the usage 

and value of its tools. After conducting a survey 

with 131 individuals working within customer-

facing organizations, we arrived at some important  

conclusions worth sharing.

Keep reading to learn from those who spend their 

days steeped in the customer experience. By the 

end, you’ll be able to deliver an exceptional CX 

strategy for any organization.

5

Mindstream Interactive is a full-service Customer Experience (CX) agency that connects digital touchpoints like 

websites, email, social, apps, and more to create the best experiences for your customers. True business impact 

follows as a result.
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The State of 

Section 1
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The Industry’s Take
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Transformation  
is rarely 
instantaneous, 
but always 
advantageous.

Section 1 | State of CX: The Industry’s Take

8
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What We’ve Learned
Clients and industry professionals are 
obsessed with CX—they’re just not  
sure it’s working. 

Findings from our survey show the majority of brand 

marketers believe prioritizing CX is essential. You can 

tell this by simply looking at the ongoing investments 

their organizations are making to further CX initiatives. 

Q: IS CUSTOMER EXPERIENCE AN IMPORTANT  
INITIATIVE FOR YOUR ORGANIZATION? 

Q: DOES YOUR COMPANY HAVE A CUSTOMER  
EXPERIENCE FOCUS? 

Q: DO YOU SEE YOUR ORGANIZATION INVESTING  
MORE INTO CUSTOMER EXPERIENCE IN THE FUTURE? 

Such close alignment isn’t unsurprising given 

CX’s visibility in recent years. However, the story 

becomes more compelling when compared with 

recent readouts on the verifiable impact of many CX 

organizational initiatives. 

Forrester echoes this sentiment in their Predictions 

2019: Customer Experience report.

  Efforts to make the business case for  
CX transformation will surge. CX 
transformations are massive, take years,  
and cost millions. CEOs of companies  
already several years down the road  
of a CX transformation increasingly come 
under pressure from shareholders pursuing 
short-term dividends over long-term growth 
prospects. This means that CX pros must  
put more sophisticated CX business plans  
in front of their leadership if they expect  
to continue to receive meaningful support  
in 2019… For those that fail to make the 
critical connection to business outcomes, 
however, the risk of the CEO pivoting away 
from CX this year is very real.1

92%
yes

6%
no

2%
I don’t know

81%
yes

13%
no

6%
I don’t know

79%
yes

6%
no

15%
I don’t know

1. Predictions 2019: Customer Experience (Rep.). (2018). Forrester Research, Inc.
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A study from Customer Think expands on the issue at hand, finding only 23% of Executives see  

tangible benefits from CX investments. The same report states that 93% of CX initiatives are failing. 2

Why the disconnect? 
The answer likely lies 
well beneath the surface.
We want to give customers what they want and expect. But if that can’t  

be executed to its full potential, it ends up doing more harm than good.  

This reflects poorly on customer satisfaction, as well as the 

organization’s bottom line—a true lose-lose situation. 

93%
CX initiatives 
are failing23%

see tangible 
results

10 2.  Thompson, B. (2018). An Inconvenient Truth: 93% of Customer Experience Initiatives are Failing.
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Our Take
Not all Customer Experiences  
are created equal.

While there is an overwhelming consensus in the 

industry that CX is the Holy Grail of happy customers, 

few organizations seem to know what that really looks 

like for their customers—or even themselves.

This puts CX in peril of falling by the wayside—mistaken 

for just another fad—when it should be shaping the 

way forward-looking businesses operate. 

From where we sit, the underlying answer to the problem 

is insight (or a lack thereof). “Insight” has a few different 

meanings in this context, all of which are critical.

Key insights

•  A deep-rooted understanding of all facets of the 

organization, including an intimate understanding of 

what’s possible, what isn’t, and what should be.

•  A true view into real customers, inclusive of what they 

say they want from a brand and what they actually 

want; where and how they’ll give a brand permission 

to engage and where they won’t; among others.

 

•  A tangible way to understand what will and won’t have 

a real impact with both the customer and the business 

bottom line. Sustainable solutions meet both needs.

Successful brands and their representatives will dive deep. 

They’ll live and breathe the organization inside and out. 

They’ll find ways to move forward in the most impactful 

and balanced way possible. Holistic customer experience 

means creating a plan that works for each organization 

and, more importantly, each of the customers they serve  

through insight. 

Make It Matter
You have the insights. Use them. 

Creating a CX that ensures a balanced return for 

customers and the organization means starting 

from a strong foundation: customer and internal 

research. The right research will inform the creation 

of tools that generate actionable outputs for internal 

teams to use on a day-to-day basis; these tools 

will inform and shape CX initiatives that align with 

organizational objectives while also connecting  

with customers. 

What are the tools?  
Personas & journey maps. 

Surprising? 
No. 

Controversial? 
More than you’d think.

When done right, personas and journey maps can add a 

layer of empathy and context that bridges communication 

gaps and empowers your entire organization. Our survey 

has shown that brand marketers overwhelmingly agree both 

tools are important, but every respondent cited drawbacks 

for how they are currently created. 

Data becomes 
increasingly actionable 
when humanized.
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Like it or not,
the future is 
customer-fueled.
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Up to 20% of companies will throw  
in the towel and give up trying to differentiate  
on the basis of CX. Instead, they will just try to  
not get worse and resort to price cuts to grow…  
Companies that engage in price wars may reap  
short-term gains as they race to the bottom.  
When these firms have cut prices as much as  
possible, however, they’ll find that they’re  
still locked in long-term competition for  
CX-fueled customer loyalty — and that price  
cuts have distracted them from vital CX  
efforts and bled away the resources  
they need to improve.3

3. Predictions 2019: Customer Experience Comes Under Fire, Forrester Research, Inc. blogs, November 5, 2018.

Next Section 2 | Smarter, Better Personas

13
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Section 2 | Smarter, Better Personas

There are glaring 
problems with 
most personas.

16



17

23%
Lack of consistent use

11%
They aren’t based  
on research but  

on gut

18%
Lack of actionable  

insights
16%
Lack of depth

14%
Inaccurate 

results

13%
Other

5%
Poor execution

Survey:

What is the biggest drawback  
for the current state of personas?

Survey:

What is the biggest benefit  
of using customer personas?

21%
Alignment on  

understanding of  
ideal CX across  
the organization

45%
Increased customer 

satisfaction

16%
Fewer customer  
complaints/calls

11%
Increased  

customer loyalty 7%
Other

17
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Our Take
Personas mean nothing 
unless they reflect real people.
You’re probably thinking, “Surely, no one strives to 

create a one-dimensional persona.” And you would be 

correct. Yet, there are many traps to fall into: 

Sound familiar? The key to driving impact and providing 

an accurate picture of who the customer is and what 

drives their decisions is actually simple.  

What We’ve Learned
When asked about the most significant benefits and 

drawbacks of personas, answers were all over the board. 

This highlights a little-discussed problem both in and 

out of the industry. Despite their prevalence, no one 

can agree on what personas should be doing.

In an always-on, hyper-focused world, standard 

personas are no longer pulling their weight. Radical 

transformations have happened with other marketing 

tools over the last 20 years. But personas haven’t 

seen the same revolution. By and large, they’re still 

your one-page document replete with demographics, 

goals, pain-points, and a less-than-original-bio. 

Given this, the most surprising data from our findings—

which was how few organizations leverage personas—

actually makes a lot of sense. 

29% of respondents answered they do not currently 

have customer personas, while 31% don’t know if they 

do or not. This number gets smaller when talking to 

B2B organizations; according to eMarketer, only 4 in 

10 organizations have customer personas, with only 

21% using them to inform decisions. 4

But there’s hope yet  
for personas. 

They can be a powerful tool that helps the entire 

organization inform business decisions—including 

future CX initiatives. 

A tried-and-true format for persona 
creation that hasn’t been updated in  
this decade and is rooted in simple, 
majority-use cases or data points. 

TRAP #1:

RESULT:

Non-actionable sketches of customers.

Basing personas solely on inputs from 
internal team members.

TRAP #2:

RESULT:

Skewed interpretations of customers that 
are overly logical and overly enthusiastic 
about their relationship with the brand.

Focusing personas on specific channel 
applications like media targeting or 
website usage.

TRAP #3:

RESULT:

Myopic view of the customer, or many 
“versions” of the same person, floating 
around an organization.

4.  Ryan, J. (2019, May 01). Creating and Distributing Content for the Customer Journey. Retrieved from https://www.emarketer.com/content/creating-
and-distributing-content-for-the-customer-journey



19

Personas have to be based on authentic human beings 

who think and feel. They have to find a balance between 

emotion and logic. They have to read like real people, with 

all the quirks, nuances, and seeming contradictions that come 

along the way.

They also need to be more than a creative writing exercise. 

Decisions, characteristics, and preferences have to be 

intentional. They must be rooted in reasoned, defensible 

thought processes and backed by data. 

This holistic view will empower anyone in the organization 

to make a confident decision based on their understanding of 

who this person actually is and what they represent.

That’s a lot to ask. But there’s a scalable, repeatable method 

to the madness.

Make It Matter
Create people, not caricatures.

Better personas happen when you adhere to the following 

non-negotiables. These will help you create realistic 

personas that represent actual people. People with wants 

and needs who aren’t always aligned with the organization’s 

goals, which will give internal and external teams something 

to rally around.

Talk to real customers.
Conducting primary research is critical. This is often a non-

starter, typically due to perceived challenges from timing, 

budget, operational feasibility, or all of the above. The good 

news is primary research can be done in a range of fidelities 

to meet organizational goals. 

Qualitative research (focus groups, 1:1 interviews, 

ethnographic shop-a-longs, digital discussion boards) gives 

us an in-depth, honest insight into customer experiences and 

expectations with the brand. Quantitative research (surveys, 

benchmarking exercises, etc.) provides a big picture, 

measurable backdrop on which to weave. For the best 

results, do both. 

 

Don’t forget about the internal teams.  
All of them. 
Stakeholder interviews and work sessions are valuable, 

especially if they’re designed to illustrate the big 

picture of who the brand thinks the customer is today. 

But employees who interact with customers provide 

invaluable insight that can be the difference between 

“good” and “great.” Talking to individuals on the 

ground floor and listening to calls and interactions with 

customers yields the most useful insights. 

Only 8.7% of respondents 
were using insights from 
personas and journey maps 
to align internal departments 
on customer needs.

Compare what you learn with your customer research to 

reveal the delta between what the organization thinks is 

happening and what the customer thinks is happening. 

Are they aligned or are there glaring issues that need to 

be addressed? 

It’s all in the details.
Details are much of the magic behind making personas 

feel like real people. Attention to detail plays into why 

the persona has that name, why they live in that city, and 

how they can afford to buy those products. Everything 

must be accounted for—don’t simply take creative 

license. Fill in any gaps from primary research with data 

from similar customers in your customer database, 

secondary data tools, and other relevant research. 

Remember, the spotlight isn’t just on  
the brand.
No real person’s life revolves around a single brand. So, 

why would a persona only take into consideration the 

organization it’s written for? 

1

2

3

4
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Survey:

Insights from customer  
personas allowed us to  
make an impact on my 
organization’s customer 
experiences.

27%
Strongly Agree

30%
Neutral

38%
Agree

4%

Strongly
Disagree

1%
Disagree

Focusing on the whole person, their likes and 

interests, how they make decisions, what steers their 

process, and what really matters will reveal profound 

insights into opportunities for interactions that would 

have been missed had things been developed solely 

through the brand lens.

Your entire organization needs to 
understand and use the personas.
The most prominent mistake industry professionals 

can make is to create a persona, often for a specific 

initiative, and then immediately shelve it once that 

initiative is complete. Personas can—and should—

be used by everyone, from the Marketing team 

to Product Development and Human Resources. 

The right personas will create shared objectives, 

common vocabulary, and a vehicle for solving not 

just marketing challenges, but organizational and 

operational ones.

  Conventional marketing mindsets share 
a fundamental flaw: They place too much 
focus on the mechanics of advertising, 
media, promotion, and selling and not 
enough on the buyer. When most consumers 
say advertising has little or no influence 
on them—and marketers still don’t know 
which digital marketing methods work for 
them—it’s time for a new worldview.5

5

5.  Three Steps to Modernize Marketing Thinking 
(Rep.). (2019). Forrester Research, Inc.
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Customers need and deserve 
service from discovery through purchase, 
from onboarding through service and 
loyalty. Yes, personalization can 
improve marketing and selling.6

Next Section 3 | Versatile Journey Maps

6. Your Digital Experience Strategy Starts with a Customer Journey Map (Rep.). (2018). Forrester Research, Inc. 21
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“X” marks the spot  
         

until it doesn’t.

Section 3 | Versatile Journey Maps

24
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What We’ve Learned
Journey maps should be one of the most 
valuable CX tools… but they’re not.

Customer journey maps should be helping 

organizations understand how customers move through 

the buying process, uncovering ways to engage them 

along the way. However, the traditionally static nature 

of the journey map as an artifact—often a scripted path 

between pre-determined starting and end points—

doesn’t reflect today’s journey.

If each customer embarks 
on the journey in their 
way, why do journey maps 
seem so impersonal? 
When looking at our survey results from industry 

professionals and clients, it’s clear they see the merit 

in journey maps. However, many agree they just aren’t 

there yet. Cited reasons include a lack of actionable 

insights, and a path that’s too linear and doesn’t account 

for all the alternative paths a customer can take. 

The problem is traditional customer journey maps 

aren’t versatile or specific enough to account for how 

their customers actually shop. 

What’s one thing to change for better 
journey maps?
Solving for personalization, among other things, is 

a growing gap in how most standard journey maps 

are constructed. Personalization moved away from a 

“nice-to-have” years ago and has become a customer 

expectation, though it remains an area where brands 

consistently fall short.

According to eMarketer, 78% of customers think brands 

are struggling to provide the personalized experience 

they’ve come to expect. This is a stark difference 

to the personalization Marketers believe they are 

providing, with only 43% answering that expectations 

aren’t aligned.7 

The buying process is no longer linear; it fluctuates 

depending on the customer’s current need and the 

level of speed required (or available) to meet that 

need. As a result, the same person could buy the same 

product or service a half-dozen times and have six 

distinct journeys.

This is the modern customer. Journey maps, as we 

know them, aren’t equipped to handle them.

It’s no wonder organizations aren’t seeing an impact 

on CX from mapping customer journeys. It’s also 

completely understandable they’re scrutinizing how 

much they should be funded in the future.

43%
Expectations
aren’t aligned

78%
Struggling to provide  
personal experiences

7.  Koch, L. (2019b). What Do Consumers Consider an ‘Excellent’ Customer Experience? Retrieved from https://www.emarketer.com/
content/are-marketers-being-realistic-about-their-customer-experience  8.The Future of Enterprise Marketing Technology (Rep.). (2018). 
Forrester Research, Inc.

Brands must be prepared to interact with 
consumers in moments that occur during all 
stages of the customer life cycle and across 
the full spectrum of physical and digital 
experiences, devices, and consumer- and 
brand-initiated engagement.8
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19%
They’re too linear and do 
not account for all paths  

a customer can take

26%
Customer research

43%
Actionable insights for 

what to do next 17%
Interactivity to see 
different journeys 

depending on  
specific triggers

9%
Lack of  

consistent use

8%
Not based on  
research but 

on gut

8%
Other

6%
Other

8%
Do away 

with them

15%
Lack of actionable  

insights

13%
Inaccurate 

results

11%
Lack of depth

11%
Not sure

6%
Poor 

execution

Survey :

What is the biggest drawback for 
the current state of journey maps?

Survey:

What is the one thing that  
could be changed or improved 
to create better journey maps?

26
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Our Take
Modern journey maps must account for “why” 
and “how,” respectively. 

Forward-thinking artifacts must account for variation 

in customer behavior, take context into account, and 

provide users with the ability to effectively solve for use 

cases that aren’t documented in black and white.

This can be done by re-framing key customer journey 

mapping best practices. Re-focus how the customer 

journey is documented, shifting from static beginnings 

and ends to trigger moments, completion signals, 

shortcuts, and setbacks along the way. Not only will this 

more accurately describe the way the customer moves 

through individual processes, but it will more effectively 

define key moments, sequences, and patterns.

De-emphasize “ideal” channel flow, solving instead for 

right-fit touch points and customer jobs to be done. An 

emphasis on customer objective with an understanding of 

what tools and information help them meet that objective 

opens the door to multi-faceted problem solving.

Infuse context by accounting for the customer’s mindset 

based on previous interactions and likely next steps. 

This will unlock new ways of thinking about messaging, 

personalization, and features.

Get comfortable with not having every use case 

documented. Aside from being completely impractical, 

living inside individual use cases—even ones that solve 

for the majority of people—naturally limits opportunities 

to personalize experiences and meet real needs. Instead, 

focus more on understanding what scenarios would put 

customers into specific moments or sequences. Ask 

yourself this: How can they be successfully guided to 

their preferred outcome?

By taking this approach, solving and supporting a wider 

range of customers on an individual level becomes a 

scalable proposition.

Make It Matter
Effectively reflecting and supporting today’s 
customer journey.

So, how do we translate the expectations of customers 

into journey maps that will inform and allow us to act 

against them? 

Uncover the delta between the business 
view of the journey and the actual journey.
The first part should sound familiar. Even the most in-

tune organizations will have a skewed view of how their 

customers are engaging or want to be engaged. Rapidly 

closing this gap to create a realistic understanding of 

the real journey will reveal where the brand authentically 

fits— and where it doesn’t—which will expedite problem 

solving and steer more informed decision making across 

the organization. 

The beauty is the knowledge gained from the customer 

research conducted for the persona development can—

and should—help fill in the customer’s view of the journey. 

Really understand your customer’s mindsets.
People are creatures of habit. They bounce in and out of 

crucial mindsets when preparing for and making decisions 

(often times in the span of a few minutes). 

In the psychology world, this is a phenomenon known 

as heuristics. While the biochemical fuel for the behavior 

is fascinating, the most important thing to note is these 

mindsets shape personal ways of solving problems and 

accomplishing tasks; ultimately this is what drives their 

individual journeys.

If you understand your customer’s mindsets, how they 

fit together, and how they actively support (or work 

against) your business objectives, you’ll understand 

how to personalize individual moments to add value 

and aid decision-making. Design your research  

and your outputs to uncover and articulate this  

critical information.

1

2
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Solve for flexibility and variance. 
The way a customer shops changes depending on 

mood, timeline, or general impulsivity. To account 

for that, work to create variations or offshoots of the 

customer journey based on what spurred the initial 

need for the journey or potential roadblocks that pop 

up along the way. These fluctuations affect the level of 

happiness the customer has when they do purchase, 

the length of the overall journey, and the path they 

take along the way. 

You won’t be able to solve for every variance. The 

environment in which your customers live and your 

business operates is too dynamic for that. What 

you can do is identify high-priority patterns and 

sequences early on and build your foundational 

solutions around them. 

We generally recommend starting by prioritizing  

variances that meet critical customer needs or 

circumvent stages of the journey where the likelihood 

for customer loss is greatest. 

Next, shift focus over time to retention-, loyalty- and 

advocacy-building opportunities. As always, the best 

path for your organization and customers will vary 

based on specific need.

Survey:

Insights from journey maps  
allowed us to make an impact 
on my organization’s customer 
experiences.

3

32%
Agree

21%
 Strongly Agree

40%
Neutral

5%
Strongly
Disagree

Disagree

2%
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You know  
the tools. Now  
make them count.

Next Section 4: Document & Prioritize Opportunities
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Document & Prioritize Opportunities
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Standard-issue tools 
require context to 
become your most 
impactful tools. 

Section 4: Document & Prioritize Opportunities

32
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Standard-issue tools 
require context to 
become your most 
impactful tools. 

What We’ve Learned
Lack of tangible tasks is lowering perceived 
value and damaging customer experiences.

Perhaps the most glaring issue survey responses 

revealed is personas and journey maps just aren’t 

actionable enough. 

Differentiating behaviors and insights aren’t surfacing. 

Key moments in journeys, and ways of navigating them 

successfully, aren’t shining through. Small teams aren’t 

socializing their learnings in a way that improves the 

efforts of the organization.

Ultimately, this is creating a self-fulfilling prophecy. The 

tools that should be actively informing major business 

decisions on a daily basis have little perceived value. 

Decreasing perceived value makes it increasingly difficult 

to justify funding for those tools. The real value of them 

could be falling by the wayside.

43
Need better actionable  
insights for what to do  
next for Journey Maps

%

52%

Need better actionable  
insights for what to do  
next for Personas   

Survey:

Creating personas and journey 
maps are worth the time  
and investment.

36%
Neutral

35%
Agree

23%
 Strongly Agree

4%
Strongly
Disagree

Disagree

2%
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The Impact Gap typically manifests when critical planning 

components are missed or improperly communicated.

Miscommunications
•  The major business objectives that can be met by 

solving for customer wants and needs are not overtly 

connected to key insights from work done with 

personas and journey maps.

•  Clear, easily communicated white spaces for the brand 

to take action aren’t highlighted and tied back to the 

customer wants and needs they directly address.

•  Prioritized action items aren’t present, or their prioritization 

process isn’t clear and actionable, to those individuals who 

would need to bring the recommendations to life.

•  Recommendations skew so heavily in favor of the 

customer that they leave business realities by the wayside.

Organizations must be customer-centric, but it cannot 

come with an irreparable blow to the bottom-line. 

Spanning the Impact Gap ensures green-lit solutions 

will do right by your customers while simultaneously 

achieving real business impact.

This is, of course, easier said than done.

To fully connect the dots between who an organization’s 

customers are and what changes the organization should 

make, we need to create recommendations that come 

directly from the customers you want to retain.

 

How can personas and journey maps become more 

action-oriented? 

Organizations need a way to prioritize and socialize 

customer-focused insights and their implications across 

the organization. With 76% of customers expecting 

companies to understand their needs and expectations, 

it feels like there’s an elephant in the room. And, with 

67% of customers being willing to spend more for a 

better experience, this is literally the (multi-) million 

dollar question. 9

Our Take
Draw a straight line from business goals  
to customer-focused solutions.

All too often, CX practitioners and advocates alike get so 

wrapped up in what they’ve learned about the customer 

that they have trouble translating those insights into 

tangible, prioritized action items for stakeholders across 

their organization. 

Something gets lost in 
translation; we call this  
the Impact Gap.

67
Customers willing  
to spend more for  
a better experience

%

76%

Customers expect companies 
to understand their needs & 
expectations

9. State of the Connected Customer: Second Edition (Rep). (2018). Salesforce.com, Inc
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1

2

3

6

4

5

Make It Matter
On spanning the Impact Gap.

To better communicate this concept in a prioritized, 

easy-to-read way, we created the Impact Chart. This tool 

aligns business goals, objectives, and customer-focused 

recommendations in a clear way that draws a straight line 

from the customer to the organization. 

Stakeholders are able to, at a glance, understand where 

opportunities lie, which tools and touch points are most 

relevant to those opportunities, and in what order they 

should plan on tackling priorities to accomplish business 

and customer goals.

Though the tool can be tailored to whatever the  

business need is, there are a handful of key ingredients 

any organization looking to span the Impact Gap  

should include.

Problem solve within specific guardrails.
It’s important to clearly articulate what the organization is 

trying to get out of any customer-focused exercise—the 

vision for success. By putting parameters in place, problem-

solving gets easier. When you try to solve everything all at 

once, you most often end up solving nothing. 

This should involve defining real requirements like 

budget, timing, and organization-critical KPIs that 

efforts need to affect.

Emphasize real, differentiating customer 
wants and needs.
It’s critical to constantly keep the customer at the 

forefront of decision-making. The key to ensuring 

individual paths of development will have true customer 

impact is by grounding them in a customer want 

(something they desire) or a need (something they can’t 

be successful without).

Flag where business imperatives must 
impact CX.
In many CX conversations, it’s taboo to acknowledge 

there are certain messages or concepts that have to be 

communicated to the customer in order to accomplish 

business objectives. But when these go unsaid, the end 

result typically is more detrimental to the customer’s view 

of the brand than if the organization had just embraced 

the tension and found a way to make the connection in a 

way that still added value.

Identify authentic brand opportunities.
Self-awareness is a good thing. Organizations need to take 

into consideration where they have permission to interact 

with their customers and where they don’t. While we 

strive to connect with customers as much as possible to 

help them make the purchase decision, there are areas 

where the customer doesn’t want or need interaction; 

we have to be able to discern those areas. 

When orchestrated successfully, interactions become 

intuitive and thoughtful. When done poorly, they read as 

burdensome or tone deaf.

Create aggressive, but achievable, 
recommendations.
Once we understand where an organization can and should 

interact with customers to support and solve for their wants 

and needs, it’s time to talk recommendations. The focus 

can be as micro or macro as makes sense for each brand 

and customer. The best recommendations will have viability 

across many touch points and areas of the organization, 

without creating massive inter-dependencies on all but the 

largest, most long-term initiatives.

Prioritize and socialize.
A thoughtful, customer-focused list of action items is 

good. A prioritized list of those initiatives—including 

short-, mid-, and long-term focus—presented in an easily 

digested way is great. This final step is often the difference 

between getting head nods and getting funding to put 

plans into action.

Next Section 5: Let CX Guide You Forward
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Let CX Guide You Forward
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If you create  
the experience, 
customers will  
rejoice in it.
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Key Takeaways

Build from a strong foundation. 
Effective personas, journey maps, and impact charts are 

the first step in creating a holistic CX. Once an organization 

has the tools to understand what their customers want, it’s 

time to act on it, which means it’s time for a CX strategy. 

Your CX strategy should be designed to complement an 

existing business strategy, keeping the wants and needs 

of the customer in mind. It should clearly define the vision 

and values that will connect the business to its customers 

and provide the organization with an action plan—a 

rallying point that isn’t a complete departure from the 

company’s core values.

Embrace the versatility of your  
newfound toolkit.
A CX strategy is only one of the many uses of customer 

artifacts. The insights developed and vision for what’s 

successful across the customer journey can be leveraged 

by all areas of the organization. Be creative in how you 

rally the business around your customer!

HR can use the documentation to rapidly acclimate new 

hires to the people their work will impact. Supply chain can 

hone in on priority pain-points to identify new fulfillment 

partners for reduced delivery times. Content and social 

teams can use customer mindsets and preferred touch 

points to create powerful, personalized content.

Every organization can benefit from 
improvements to their CX. 
Sometimes organizations forget actual people are 

on the receiving end of their messages and using 

their tools. Put more simply: They forget people  

are people. 

While B2B and B2C are distinct business models, the 

individuals making buying decisions are the same people 

who are queuing up the latest streaming series and 

compulsively checking their phone 432 times per day. No 

matter who you’re trying to appeal to and what decision 

you’re trying to get them to make, they’re still thinking, 

feeling, emotional beings who will bring the net total of 

their experiences to the table.

Because of this, we’ve seen B2B and B2C organizations 

leverage insights and find success using personas, journey 

maps and impact charts. Only 22% of customers think 

organizations are delivering excellent CX, according 

to eMarketer. This means we need to be focusing on 

every customer type, no matter what the organization 

is selling.10 

Trust that a customer-focused decision is a 
good business decision. 
Organizations are focused more than ever on CX; it’s 

estimated that by 2020, the key differentiator for 

companies over product and price will be Customer 

Experience.11 Companies are making a shift in the right 

direction, but they need to make sure they’re doing it for 

the right reasons. 

The shift cannot solely happen because CX is popular or 

because organizations hope to increase their bottom-line. 

Organizations have to want to provide the exceptional 

experiences their customers demand. The good news is 

that for companies that do get it right, their efforts are worth 

it. Companies that are experience-driven have seen a 15% 

growth rate over the average 11%.12 Qualtrics also found 

that organizations that lead in CX outperformed laggards 

on the S&P 500 index by nearly 80%13. 

CX isn’t just a trendy buzzword or a way for marketing 

agencies to expand into new areas. It’s an investment in the 

future of an organization.   

10. Koch, L. (2019a). Are Marketers Being Realistic About Their Customer Experience? 11. Customers 2020: A Progress 
Report (Walker Information, Inc. 2017) 12. The Business Impact of Investing in Experience (Rep.). (2018). Forrester Research, 
Inc., Commissioned by Adobe. 13. Customers 2020: A Progress Report (Walker Information, Inc. 2017).
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We call it 
Customer Core.®
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Somewhere to Start
Getting to the core of the customer. 
Mindstream helps organizations large and small rally around their customers with a rapid, collaborative 
approach designed to foster internal alignment, create organization-wide customer empathy, and provide  
a clear path to improved CX—no matter the starting point.

Artifacts that impact an organization.
All too often, planning deliverables are pinned to a wall or saved to a server and forgotten. 

Customer Core® delivers actionable tools that can be used to drive decision-making across the 
organization daily. 

Customer Personas
that go beyond the surface using a hybrid qualitative-quantitative methodology.

Journey Maps
that reflect authentic customer mindsets and are designed to be flexible.

Prioritized Opportunities
that map back to core business goals, ensuring investment aligns with impact.

Each piece of Customer Core is designed to be easily re-visited and scaled to account for shifts in the market and the 
near-constant evolution of the customer.

Unlock your customer experience in as little as four weeks.
Mindstream offers an accelerated Customer Core Workshop, developed to create a foundation for understanding 
and activating customers across a brand’s entire ecosystem through a lens of critical KPIs.

Keeping the Momentum Going

Phasing in a CX Strategy.
Creating a cultural shift in a company isn’t something that happens overnight, and it’s not as simple as creating a 
presentation with a rallying point for the company to focus on. We approach CX strategy in stages; this ensures we 
have the plan and can roll it out successfully. 

Like the Customer Core CX tools, it’s critical the CX strategy be utilized across the organization—it can’t be an exercise 
in futility. With this in mind, we take a tailored approach that results in a robust strategy that is designed specifically for 
the organization we are working with. There are no one-size-fits-all solutions here.

We live and breathe every aspect of the company to ensure the strategy is achievable and will become cultural. 
Otherwise, we are doing a disservice to our clients and to ourselves.

A quick conversation will let us tailor our approach to fit the needs of your organization.  Contact us  
at www.mindstreaminteractive.com/contact or by emailing newbiz@mindstreaminteractive.com.
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Methodology

The whitepaper is based on a survey of 131 North American industry professionals conducted in June and 

July of 2019 by Mindstream Interactive. This survey was conducted to understand the current mindsets of 

CX and CX tools.

Industries represented include healthcare, education, retail, technology or information, and manufacturing 

and production. Forty percent of those surveyed work in large (999+ employees) publicly owned companies. 

Please see below for a full breakout of participant demographics.

Demographics

*Totals may not equal 100% due to rounding

What industry best describes your company/organization?* 

Financial (insurance, investment, banking) ............................................................................................... 5%
Manufacturing or Production .................................................................................................................... 8%
Sales ......................................................................................................................................................... 3%
Retail ....................................................................................................................................................... 16%
Construction ............................................................................................................................................. 4%
Transportation .......................................................................................................................................... 1%
Technology or Information ..................................................................................................................... 11%
Healthcare .............................................................................................................................................. 25%
Marketing ................................................................................................................................................. 1%
Hospitality ................................................................................................................................................ 2%
Education ............................................................................................................................................... 21%
Other ...................................................................................................................................................... 15%

How would you describe the size of your company/organization based on headcount?* 

Large public (999+ employees) .............................................................................................................. 40%
Medium public (100-999 employees) ..................................................................................................... 22%
Small public (1-99 employees) ............................................................................................................... 12%
Large private (999+ employees) ............................................................................................................. 12%
Medium private (100-999 employees) .................................................................................................... 11%
Small private (1-99 employees) .............................................................................................................. 14%

What is your role within the company/organization?*

Sales ......................................................................................................................................................... 8%
Marketing ............................................................................................................................................... 11%
Operations .............................................................................................................................................. 17%
IT............................................................................................................................................................. 13%
Administration ........................................................................................................................................ 19%
Business Development ............................................................................................................................. 2%
Customer Service ................................................................................................................................... 16%
Other  ..................................................................................................................................................... 13%
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What is your title?*

Owner ..................................................................................................................................................................6%
President ..............................................................................................................................................................2%
C-Suite .................................................................................................................................................................2%
Vice President/Senior Vice President ..................................................................................................................3%
Director ..............................................................................................................................................................15%
Manager ............................................................................................................................................................26%
Associate ...........................................................................................................................................................30%
Coordinator .......................................................................................................................................................11%
Other .................................................................................................................................................................18%

Is Customer Experience an important initiative for your organization?*

Yes .....................................................................................................................................................................92%
No ........................................................................................................................................................................6%
I don’t know .........................................................................................................................................................2%
Other ...................................................................................................................................................................1%

Does your company have a Customer Experience focus?*

Yes .....................................................................................................................................................................81%
No ......................................................................................................................................................................13%
I don’t know .........................................................................................................................................................6%

Where do your Customer Experience experts sit within your organization?*

Core Customer Experience team ......................................................................................................................12%
Marketing ..........................................................................................................................................................11%
Operations .........................................................................................................................................................17%
Product R&D ........................................................................................................................................................1%
CEO .....................................................................................................................................................................3%
Sales ....................................................................................................................................................................9%
IT..........................................................................................................................................................................7%
Digital ..................................................................................................................................................................1%
HR ........................................................................................................................................................................7%
Design .................................................................................................................................................................1%
Research ..............................................................................................................................................................1%
Customer Service ..............................................................................................................................................24%
Finance ................................................................................................................................................................3%
Other  ..................................................................................................................................................................5%

Do you see your organization investing more into Customer Experience in the future?*

Yes .....................................................................................................................................................................79%
No ........................................................................................................................................................................6%
I don’t know .......................................................................................................................................................15%
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Have questions? 

Contact us at newbiz@mindstreaminteractive.com
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Perspective Matters.

mindstreaminteractive.com


