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About This Report

What are the biggest challenges that brands* face when they want to implement exceptional 
customer experience?

Clootrack surveyed over 102 Customer experience experts, Senior leaders of various brands, 
Marketing agencies, CX Consultants, Analytics and Insights experts, and Customer experience 
professionals across the globe to discover what separates leaders from laggards.

*The opinions given by experts in this study are their own personal opinions and might not re�ect the opinion of 
the brands they a�liate with.



Output of the CX Report

In this report we share how high-performing brands, CX Consultants, CX Experts, Marketing 
and Advertising agencies de�ne CX challenges. We have aggregated and analyzed the insights 
around the actions they recommended to provide exceptional experiences that keep customers 
coming back.

In this report, we’ll explain the key �ndings and recommendations: 

 Primary Customer Experience Challenges 
 E�ective Actions to Improve Customer Experience  
 CX Challenges within Major Industries
 CX Actions Recommended by Major Brand Leaders
 and much more…

Breakdown of CX Report

We interviewed 102 customer experience experts, agencies, and consultants, and 
asked them two questions:

The responses were collected either over email, LinkedIn or a video call. A questionnaire, with 
a list of questions was distributed by mail or on LinkedIn message where the respondents �lled 
it out by themselves. We also conducted video interviews, where the set of questions were 
answered by the respondents over a video call. 

The survey responses came from top customer experience professionals who were in the 
capacity of Directors, Vice Presidents, CEOs, Founders, CMOs, CXOs, Business Development 
Leaders, Strategy Heads, CX Experts, Marketing Leads, and Head of Analytics and Insights.

We segmented the 102 responses by region that included the USA, Canada, UK, Australia, New 
Zealand, South Africa, Germany, India, Cameroon, Italy, Lithuania, Mexico, Netherlands, Nigeria, 
Panama, Philippines, Singapore, Spain, Switzerland, and Vietnam.

? 1 What are the key challenges brands face when trying to understand 
CX?

? 2 What actions should brands take up to understand customer
experience better?
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Executive Summary 

The customer experience ecosystem witnessed big waves of changes in 2020-2021. The 
pandemic has forced many brands to a lightning shift to online mode and con�guring safe 
and convenient delivery & payment practices. 

Well, our study reveals the top challenges and the actions recommended by the 102 CX 
front-runners who are really able to foresee the upcoming challenges and have succeeded in 
captivating their customers with best in class customer experience. 

A Forbes Insights Report says,

83% of executives face
moderate to severe
revenue & market
share risks
due to unimproved Customer
Experience!

Why do some 
brands fail in 
this battle?

What are the
challenges that 
brands face in

delivering
an exceptional

experience?

What are the actions
recommended by 

some of the best CX 
experts in

the industry?

          of survey 
respondents say - Brands 
don't capture relevant 
data and insights 

12.4%
CX Challenge #1
according to CX Experts           of survey 

respondents highlight lack of 
customer centric mindset 

12.0%
CX Challenge #2
according to CX Experts

          of survey 
respondents are concerned 
about organizational silos

11.5%
CX Challenge #3
according to CX Experts
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When we look forward to overcoming the 
critical challenges brands face right now, 
23% of leaders suggest listening to 
the customers directly and through 
various channels and touchpoints. 

The signi�cant changes in consumer behavior and coping up with unexpected challenges 
made all brands rework their customer experience strategies. There is no doubt that 2022 will 
foster new challenges!

There are many more to dig deep and dive into the science and methodology of customer 
experience. You can �nd more insights and expert opinions in this report. 

We hope this consolidated customer experience report will help you identify your CX challenges 
and the actions recommended by the experts will go a long way in designing your CX. 
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CX Challenges for Brands:
2022 and Beyond

What are the top 15 Customer Experience Challenges according to the CX experts? 

When we talked with the leading customer experience experts during the study, we asked 
them about the biggest challenges that they face while delivering the greatest CX. 

Here is a summary of some of the toughest Customer Experience Challenges according to the 
survey responses. 

The above graph shows the CX challenges along with the ranking as told by the CX leaders. It's 
interesting to note that most of the challenges are around knowing more about the customers 
rather than the product or the price.

Not tapping into the rich consumer insights

Lack of customer-�rst mindset

Breaking down organizational silos

Brands are not listening to customers

Lack of uniform vision of the intended CX

Lack of Leadership Commitment

Brands forget to map out the customer journey 

Lack of robust CX tools 

CX measurement

Lack of personalization 

Improving employee experience

Not investing in CX

Lack of understanding the brand

Not doing things di�erently from competitors

Balancing AI and human touch
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CX Actions for Brands:
2022 and Beyond

Businesses are struggling to improve the customer experience as it is becoming one of the key 
di�erentiators for any brand.

Here are the top 16 ways to improve the customer experience as recommended by the leading 
CX professionals in the study. 

It's clear from the above chart that to achieve exceptional CX, listening to customers, 
making use of customer analytics, and having a uni�ed view of CX are among the top 
expert recommendations. 

Listen to customers

Analyze data & �nd trends

Uni�ed view of customer experience

Focus on customer journey

Personalization

Use unbiased 3rd party CX tools

CX vision

CX measurement

Employee experience

Break down silos

Leadership commitment

Competitor comparisons

Invest in CX

Connect to customers with empathy

Onboard CX expert

Remove friction and pain points
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67%
USA/Canada

9%
UK

8%
Europe

3%
Africa

10%
Asia

3%
Australia

/New zealand

53% 47%

Survey Demographics
& Firmographics

4% Ecommerce Leaders

35% Customer Experience
         Leaders

6% Business Development
Managers

9%   Analytics & Insights
         Heads

10% Chief Strategy Officers

19% CX Experts
9% Chief Marketing Officers

9% C-Suite Executives

30% Customer Experience
Consultancy

10% Marketing & Advertising

9% Analytics

8% Beauty & Cosmetics

7% Financial Services

7% Consumer Goods

Information Technology 6%
& Services

Retail 6%

Healthcare 6%

Other 5%

Education 3%

Automotive 3%
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SURVEY DISCOVERING

12 TAKEAWAYS
TO GUIDE YOU

Who doesn't want to win the customer experience race?  

Although there are many di�erent things that companies are doing to deliver an outstanding 
customer experience, it's often not clear for brands and organizations if they are going in the 
right direction with the right amount of focus on the right initiatives. 

Here, in this CX report, we summarize the biggest challenges and the recommended actions 
Straight from the 102 CX professionals across the globe. 

We have bucketed the survey �ndings into 12 themes that are of utmost importance, and let's 
deep dive into each for better understanding.
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Greg Kihlstrom
Principal Consultant, GK5A

 When organizations are only looking at lagging indicators like 
Net Promoter Score (NPS), they often don't see some of the leading 
indicators that might create a disjointed experience at the beginning, 
middle, or even end of the experience. This is where real-time insights 
and signals can really come into play, and companies that tap into 
these metrics are able to diagnose and improve challenges.

Susanna Baque
Senior Director Global Customer Experience, SCIEX

 The main challenge is really getting meaningful insights from 
feedback and behavior from customers. The amount of data, text, etc 
requires additional tools and technology to make sure insights are 
extracted. It’s still a challenge to standardize tools and apply them 
e�ciently.

TAPPING INTO REAL-TIME INSIGHTS
AND RICH CUSTOMER DATA01

12.4% of the professionals who took part in 
the survey recognize the lack of using leading 
indicators and tapping into real-time insights.

Many brands don't have the experience or 
expertise to build this kind of customer listening 
program, say our CX survey respondents.

1 out of 8
experts say that
Not tapping into the
rich customer insights
is the biggest challenge
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Jo Boswell
Director, Sentio-B Ltd

 I think many organizations are not tapping into the rich 
insights that can be gleaned from their own data. This is usually 
because data is not joined up organisationally at a customer level. 
Every interaction a customer has with an organization is an 
opportunity to listen and then tailor the experience according to the 
customer’s current context, but many do not have the data, systems, 
and business processes in place to respond and act in this way.

Lynn Hunsaker
Chief Customer Officer, ClearAction Continuum

 To understand the customer better, you should look for 
expectations patterns across all customers without regard to 
preconceived categorizations of customers. Brands need to �nd the 
natural expectations segmentations at a high level. Most brands have 
2-4 expectation segments, which makes it easier for non-customer-
facing people to use as the basis for their performance standards. 
When you collect customer insights according to expectation 
segments, you can educate all groups in your company’s ecosystem 
about their respective performance standards to close the gap 
between what was received versus what was expected.

Out of the respondents who said

  there is not enough utilization of rich consumer insights, 

are Customer Experience Leaders
in various brands across the globe. 44.8% Whereas only a 3.4%

of them were
C-Suite Executives.

Augie Ray
Vice President, Gartner 

 If we �rst lay a successful foundation for customer-centric CX, 
then we can begin to uncover other challenges brands face, such as a 
lack of insight on customers, disconnected and missing customer 
data, poor cross-functional collaboration, disparate or incorrect 
recognition of customers and their needs and expectations.
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Norie Verwijst
Associate Category Manager-Frozen, Topco Associates LLC

 Getting brands to gain a share of mind is a challenge. People 
want to feel connected to brands. Customer data is key to understanding 
who you are and what they need.

Lauren Harding
Head Of Customer Experience, Spring

 One of the key challenges faced by businesses when trying to 
understand the customer experience is lack of data. Data is a key 
component of CX and helps us truly understand the experience. 
Many businesses focus solely on customer feedback or reviews as a 
way to ensure they are performing to the customer’s needs, however 
tracking journey time, drop-out points and touchpoints show a more 
in-depth picture. Technology can play a big part in supporting 
businesses to track the experience, however, ensuring the team using 
it can analyze it correctly and really decipher what it means is crucial.
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Jared E. Fink
Group Director, Experience, Siegel+Gale

 The internal organization needs to orchestrate around the 
customer— strategically, creatively, technologically, and operational-
ly. Bringing di�erent teams, processes, tools, and information to 
deliver a memorable brand experience is a constant, evolving goal. 
The customer’s needs and desires should be the uni�er to help guide 
CX decisions, but making that real is quite complicated.

Sean Folan
Vice President, Health Industry Leader, Cronin

 The primary challenge is building a customer-centric view vs. 
what we think we know. As marketers, we need to put our own biases 
aside and see things through the lens of our customers. We need to 
steep ourselves in their needs and desires, focusing on key pain 
points and opportunities to delight. 

BUILDING
A CUSTOMER-FIRST CULTURE02

Many brands today are more seller-centric 
than customer-centric. The key challenge to 
understanding customer experience in 
making their brand the best is the need to 
develop a customer-centric culture before 
implementing interventions. 

Cu s to m e r- ce n t r i c  c u l t u re  s t a r t s  by
sharing customer feedback, and 
communicating to the organization 
how processes might a�ect the customer, 
and then brainstorming with teams 
about how to improve things for 
customers, say the CX experts.

1 out of 8
 survey respondents say
brands are reluctant to
build their CX environment
with the customer-�rst
mindset.
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Shweta Srivastava
Head - CS and Customer Experience, Tata CLiQ

 CX is not just an act or a project but involves the whole ecosystem 
of the customer journey. From the �rst experience, customers have 
with your brand, to the time they pay you and need help with their 
order—it’s all encompassed under the large umbrella of customer 
experience, hence it is imperative that every department in the
organization is aligned towards meeting the CX agenda. In my view, 
the misalignment of CX goals is one of the biggest challenges brands 
are facing. Prioritizing CX initiatives will help brands develop a CX 
culture and customer-�rst mindset.

Ilenia Vidili
Customer Centricity Advisor, Keynote Speaker & Author 

 Most companies have a product focus which means that 
most of the communication with their customers it’s created around 
their products/service rather than how their o�erings are able to 
ful�ll the customers’ needs. A product focus also means that the main 
objective is to sell as many products/services as possible in order to 
make as much pro�t as possible. This creates a hyper-focus on 
short-term results which is a liability to customer centricity. Pro�t is a 
vital asset but it shouldn't be seen as the only focus at the expense 
of the company’s stakeholders, society, and the planet. Running a 
company through the lenses of revenue and sales performance 
erodes employee engagement and customer relationships.

deBbie Akwara
Niche Customer Experience Group

 Brands seldom have a documented thought-through and 
customer-inspired CX blueprint. What I �nd common with brands 
that have great CX aspirations is that they just create CX standards 
with no clear road map on how standards will translate to customer 
actions, business actions, frontline activities, backstage activities, and 
business processes to achieve the desired CX outcome.
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Ian Golding
CEO and Founder, Customer Experience Consultancy Ltd

 Despite organizations ‘talking’ about the customer experience 
more and moreover the last ten years, many still struggle to separate 
what they DO from what the customer actually EXPERIENCES. This 
represents the di�erence between organizational processes and the 
customer journey. Changing the mindset from thinking and acting in 
the interests of the business, to thinking and acting in the interests of 
the customer is easier said than done!! To become sustainably 
customer-centric, all organizations need to give their employees the 
time and ability to genuinely ‘put themselves in the customers' shoes’ 
so that they are able to think beyond the task.
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Katie Lukas 
VP, Customer Experience & Consumer Insights, Cronin

 In my experience, siloed operations are a challenge. Departments 
that are not interconnected and not all centered on the customer will 
disrupt the customer experience. 

For example, a product team might be highly customer-oriented and 
focused on delivering an excellent experience, but if the IT team or 
the operations team are oriented inward and making budget and 
scope choices based solely on the impact to the company rather than 
the customer, that will never provide an excellent customer experience. 
Organizations who get this right typically start their customer experience 
transformation by examining their organizational structure and 
choosing an org design that can support the customer experience.

Greg Melia
CEO, Customer Experience Professionals Association (CXPA)

  The �rst element of customer experience success is the 
leadership decision to strive for a best-in-class customer experience. 
Many brands state that aspiration but fail to recognize that delivering 
a best-in-class customer experience is a holistic commitment that 
requires the right professionals, processes, systems, and ongoing 
support to ensure that the entire organization collaborates to design, 
deliver, measure, and improve the experience it delivers.

BREAK DOWN THE SILOS OR BREAK
YOUR CUSTOMER EXPERIENCE03

11.50% of respondents state that organizational 
structure is a signi�cant barrier – in other 
words,   organizational silos.     Sometimes
companies are working in silos when it comes 
to developing a great experience. It won’t 
work if you work more on marketing or sales if 
your customers' experience at the store was 
crappy.

1 out of 8.7
 survey respondents
state that breakding
down organizational
silos is one the biggest
challenges.
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Larry Leung
Principal | CXO, Transformidy 

 Many brands still think that customer experience is part of 
marketing. This mindset deters them from enacting the entire 
customer experience journey e�ectively. If this is the case, brands 
need to collaborate with key departments (e.g., IT, sales, marketing, 
�nance, etc.) to remap the entire customer journey for their major 
products and services. This will ensure that the revamped customer 
experience strategy maximizes employee involvement, monetary 
returns, customer engagement, and recovery management.

Priyanka Jha 
Global eCommerce Capabilities Lead, Johnson & Johnson Consumer Health

 Nail the basics �rst! Whether it's a website, mobile app, 
content, payment integration, delivery, packaging, and product 
discovery - all experiences and touchpoints play a unique role. They 
need to work well individually and connect seamlessly with each 
other. This is hard usually because these functions are siloed. 
Connecting them is critical and will need a consumer-�rst mindset, 
deep consumer insights, and instrumentation to measure consumer 
impacts in real-time.

Jim Sterne
President, Target Marketing of Santa Barbara

 Understanding who your customer is and what your customer 
wants is a moving target. If companies are divided by functionality 
silos, then the customer experience will be crazy. Many brands do not 
really listen to customers due to lack of vision, politics, too many 
customers, and lack of resources.

Adriana Salazar Hidalgo
Customer Experience Specialist, Gowi

 The main challenge is to change company culture and accept 
that if working still with rigid silos that cannot cooperate together, 
maybe the initiatives will not reach their goal.

|   14    | A Clootrack Thought Leadership Paper



Wadim Schreiner
Head of Customer First & Customer Insights, Woolworths NZ

 The biggest challenge in my view is to narrow 'brand 
experience' down to a very narrow de�nition of brand as well as silo 
treatment of 'brand experience’ con�ned to the UX and marketing 
teams.  A brand experience is not just the product. A brand experience 
is not just the ease of using the shopping site. It includes things that 
the brand often cannot directly in�uence, like the shipping to the 
customer.  Or actual stock availability. But for customers, it's one 
experience.  A great product at a great price delivered too late or 
damaged is a bad customer experience for the brand, even if it is not 
responsible for it.

Dennis Wakabayashi
Global Marketing Influencer, Team Wakabayashi

 Stakeholder alignment across silos is a challenge. Di�erent 
lines of business with di�erent KPIs and responsibilities tend not to 
collaborate. Stakeholder alignment is fundamental, that's where it all 
breaks down. It doesn't matter which part of CX that you can or 
cannot execute, the stakeholder alignment is the piece that makes it 
real to an organization.
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Matt Mueller
Sr Innovation Strategist

 The biggest challenge that I see is the ability of a brand to remove 
its own bias. The problem is that brand leadership usually has been in the 
seat for a long time and they see the customer experience as "what it needs 
to be" for the brand. But they don't actually see "what the experience is" for 
the customer.

It could be that they are captivated by their own marketing message and 
think that it totally hits the mark when it doesn't resonate where their 
customers. Or if they believe their brand is about helpful service and their 
training material states "we are all about being helpful", therefore it just is. 
The question is are they actively listening to the customer to see if the 
experience actually is friendly and is that what customers really want in an 
experience? Without including the customer in this process and removing 
our own biases it is impossible to read the real customer experience.

EXECUTIVE COMMITMENT AND
ALIGNMENT04

Lack of leadership commitment towards CX initiatives appears among
the top 6 challenges of CX. 

8% of the CX survey respondents have highlighted that brands in some cases 
lack commitment and follow-through on CX-led improvement and innovation 
leveraging insights from customer behavior and feedback. Brands tend to lose 
steam midway and abandon a focus on CX when/if they don’t get a quick return 
on CX investments.

12.4%   Not Tapping into the Rich Consumer Insights

12%   Lack of Customer-First Mindset

11.5%   Breaking Down Organization Silos

10.3%   Brands are Not Listening to Customers

8.5%   Lack of Uniform Vision of the Intended CX

8.1%   Lack of Leadership Commitment
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Jeff Sheehan
Managing Director and Principal CX Advisor, CX JS Consulting

 I would say that the organization must embrace the idea that 
customer experience management is a continuous improvement 
program, not a one-and-done silver bullet project. Leaders must be 
ruthlessly honest within their organization about how front-and-center 
customers are in every decision,  operation,  role,  and customer 
interaction. The old chestnut statistic from a 2005 Bain study revealed 
a “delivery gap”  where  80% of companies believe they provide 
superior proposition, but only 8% of those companies have customers 
who agree. That delivery gap exists in your organization and the hard 
work of rooting it out over years of focused e�ort is what the mission 
of a CX program should be.

Charlene Foley 
Chief Customer Officer, Hearful

 And are they set up for success to really do something about 
it when either sharing with responsible business leaders in their 
company or championing/leading the work themselves? Brands will 
struggle to create journey-driven, exceptional CX without having 
a Customer Experience function in place that addresses these 
challenges (ahem, opportunities!) in a disciplined way.

Michelle Spaul
Customer Experience Consultant, Delta Swan

 Many organizations feel that they know customers’ needs 
better than customers know themselves. The big challenge for any 
business who wants to work on CX is, accepting that they don't know 
customers’ needs and they need to learn it from customers, else it 
would be a waste of time.

Michael G. Bartlett
Director of Experience Innovation, JMARK

 The biggest challenge any brand typically faces when trying to 
understand their customer's experiences is themselves; they won't get out 
of their own way so that they can focus on their customers.
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Joseph Michelli
CEO, The Michelli Experience

 Unfortunately, the desire to treat people well doesn’t automatically 
translate into a business case.  At a fundamental level, leaders want to deliver 
wonderfully engaging experiences to other human beings. Most managers 
believe it’s important to treat team members and customers well, but their 
organization’s incentives don’t align with those beliefs. Frequently,  customer 
lifetime value (CLV) is not well understood and the link between customer 
care and business pro�tability is not discussed. Since customer experience 
excellence requires sustained e�ort, people need to understand that quality 
care drives repeat business and pro�tability. Otherwise, customer experience 
e�orts can inadvertently be perceived as nothing more than a “nice to have” 
commodity. Customer-obsessed organizations engage regular discussions of 
CLV, consistent scienti�c rigor,  and a commitment to drive key performance 
metrics – through their experience strategy.

Annette Franz
Founder and CEO, CX Journey Inc.

 The biggest challenge still today when it comes to the customer 
experience is executive commitment and alignment. There are still too many 
executives who live the old management mantra (maximize shareholder 
value) �rst without realizing that’s an outcome and to achieve that 
outcome, you have to focus on the reason you’re in business: your customers. 
Beyond that, once they have that commitment, they often focus on metrics 
rather than on customers. They do what it takes to move the needle on 
whatever metric they’re tracking rather than doing what it takes to 
understand customers and to improve the experience.

Dave Seaton
Founder & Principal Consultant, Seaton CX

 As a consultant, I see companies struggle with the challenge of 
executive alignment. Because the customer experience cuts across company 
silos, even departments that aren't customer-facing can impact how 
customers feel about a brand. Understanding and improving these experiences 
requires cross-functional teamwork. But many executives with competing 
priorities push customer experience improvements to the sidelines because 
they  don’t  understand  the  connection  between  customer  experience
and core business KPIs.
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Katie Stabler 
Founder and Director of Customer Experience,
CULTIVATE Customer Experience by Design

 Listen to what customers are saying, and more importantly, 
what they aren't. You can capture great insight from feedback, 
social media noise, or complaints but you can build a much stronger 
understanding of your experience if you journey map (walk in your 
customer's shoes) and use your data.

Rajiv Malhan
Head - Revenue Assurance - Strategy, Design & Analytics,
Aditya Birla Sun Life Insurance

 Maybe companies are missing “Listening to the customer”. 
There is a new term nowadays “No service needed”, which means 
creating a process that does not require any service. Still, there will 
always be a need “to be available for customers”. Create a culture to 
listen to customers. Invest in a good Speech to the text tool and 
analyze what the customer is expecting.

GREAT LISTENERS CAN TRANSFORM
THEIR CX TO A GREAT LEVEL05

TOP 05
CX ACTIONS

RECOMMENDED
BY CX EXPERTS

Listen to customers
23%

14.8%
Analyze data & find trends
8.7%
Unified view of customer experiance
8.7%  Focus on customer journey

8.3%  Personalization

23% of CX professionals in the survey suggest brands need to become much better at listening 
to what customers are telling about their experiences and acting on what they are being told, 
instead of just obsessing with numbers (like an NPS score). 

There is no shortcut to understanding customer experience. The willingness to observe 
customer behaviors and learn from that is the topmost action brands need to take.
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Serena Riley
VP, Experience Management, SkySpecs

 I would suggest establishing a Voice of Customer (VoC) 
program; one that is a virtuous cycle of listening, learning, acting, and 
acknowledging customer feedback. By consolidating the feedback and 
analyzing it for common themes and trends and pinpointing the 
deeper root cause, they’ll enable a more intentionally designed solution 
that serves the broader customer population’s needs, instead of the 
needs of only a few. And by consistently communicating with their 
customer base and acknowledging the feedback received and 
improvements delivered, they’ll build greater trust. With greater 
trust, customers will be more willing to continue providing valuable 
feedback that will continue to strengthen the products and solutions 
o�ered. It’s a win-win for everyone!

Charles Bell
Regional Sales Manager, Galderma

 Brands should listen and observe. Present options and experiences 
that di�er, observe to see what sticks. It’s costly and can take time, but 
there’s value there. The other aspect that I believe is critical, is not 
waiting on the customer to tell you they want something. If you have 
a novel idea that you believe has value, create the need by telling the 
customer what they have been missing out on.

Nicholas Zeisler
Fractional Chief Customer Officer

 Brands need to explore ways of understanding their Customers 
outside of just surveys. I recommend walking in your Customers' 
shoes and experiencing your brand from their perspective.

Alon Ghelber
CMO, Revuze

 To better understand the customer experience, brands should 
stop asking questions to their customers. They should also stop 
asking customers to perform feedback-related tasks, like �lling long 
and annoying surveys. Instead, they should start listening to what 
consumers are saying on social media and online reviews using 
dedicated AI tools for user-generated content (UGC).
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Meggen Taylor
Lifestyle Contributor, Forbes 

 Brands should constantly engage with their customer base. 
With social media channels and email marketing, this should be fairly 
easy. Tweaks can be made if feasible and necessary through your 
market research. Businesses are living entities and brands need to be 
�uid in their response.

DAN GINGISS
Chief Experience Officer, The Experience Maker, LLC

 Most brands are not spending enough time listening to and 
talking with their customers. This is always surprising to me because 
without customers, we don't have a business! They are literally the 
most valuable asset of any company, yet too often the focus is on 
acquiring more of them rather than keeping the ones we already 
have. Collect feedback frequently across channels, via surveys, 
ratings and reviews, customer service calls, focus groups, and 
one-on-one conversations. Analyze the responses and look for 
actionable insights. Listen for what you are doing well and do more of 
it! Then listen for what parts of the experience are missing the mark 
and try to �x the underlying issue.
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Jim Tincher
Founder, CEO & Journey Mapper-In-Chief, Heart of the Customer, LLC

 Most programs measure the customer experience through 
surveys,  and increased survey scores is their goal.  Change Makers
measure the journey through data. They look for a successful conclusion
to the journey, measuring in �nancial terms, and then follow the data 
to see what caused the strong or ine�ective outcome. They also use 
surveys, but the surveys are diagnostic.

Kaela Kucera
Ecommerce Manager, Pierce Manufacturing

 When it comes to data and analytics, brands should take 
the time to set up the proper data sets and track the right key 
performance indicators (KPIs) that drive the success of their business. 
They also need the talent, whether internal or a third-party partner, to 
take that data and tell a story with it. Data can identify pain points, 
customer journeys, conversion rates, and more. Talk to the retailers 
you are selling to and get more information from them. Partner with 
retailers to get the analytics on interactions with your products from 
the consumer standpoint. That will give you more insight on how 
consumers feel about your product, demographics on who is buying 
it, and gives you the opportunity to target the customer experience 
to dial in on that feedback.

ACTIONABLE INSIGHTS &
REAL-TIME DATA ELEVATES CX 06

23.0%   Listen to customers

14.8%   Analyze data & find trends

8.7%   Focus on the customer journey

8.7%   Unified view of customer experience

8.3%   Personalization

7.0%   Use unbiased 3rd party CX tools

6.1%   CX vision
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14.8% of survey participants say everything 
about a healthy customer experience 
starts with a good foundation of 
insights. Great insights open the ways to �gure 
out how the brand �ts within a persona and into 
a customer journey map. 

William Wilkins
Director, CX/CS Advocate, Kryterion, Inc.

 Find ways to get at the feelings about the experience from the 
middle. Avoid surveys. Rather develop the means to analyze the 
language of the customer while they actively engage with your brand.

Anna Noakes Schulze 
Lead UX/CX Strategist, Team Wakabayashi

 Companies must adjust to a state of permanent �ux in which 
customer discovery is never really over. By staying close to customers, 
and listening carefully, brands can gain the insights needed to innovate 
and create an experience roadmap into the future.

Priya Naidu
Customer Experience Lead, Zuellig Pharma

 Brands need to not just look at traditional customer experience 
data, like customer satisfaction scores, etc but also study this data 
with what customers do. What customers say and what they do can a 
lot of times be very di�erent, and studying both aspects can help �ll 
in the gaps in understanding customers.

Gitana Veličkaitė-Remeikienė
Customer Experience and Quality Manager,
Danske Bank Lithuania

 A company needs to understand who their customers are to 
put MOT or other surveys on the right customer journey phase and 
touchpoint in order to get actionable data. They need to analyze and 
integrate VoC data with operational data and customer data from 
internal systems to see correlations that bring to valuable conclusions 
and improvements.
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Ziv Peled
Chief Customer Officer, AppsFlyer

 In order to better understand its’ customer experience, brands 
need to use unbiased 3rd party tools which measure customer 
experience such as G2, etc. And, should focus on personal relationships 
with the customers in order to have the most honest feedback there 
is on the client-side.

Stephanie Hoppe
CMO, Strategic Transaction Management, LLC

 Brands need to gather customer data in several ways. In brick 
& mortar, ask your employees what they are hearing/seeing. Develop 
a comprehensive process and tools to establish the journey – key 
pain points and how those can be solved to enhance the customer 
experience.

UNBIASED 3RD PARTY CX TOOLS
TO OPTIMIZE CX07

7% of survey participants suggest brands 
implement robust 3rd party customer listening 
tools across all critical customer touchpoints to 
build a 360-degree view of the customer journey. 

Georges Essama
Head of Customer Relations, CAMTEL

 Brands need to work on engaging their workforce and leaders 
in adopting a common customer-centric culture. They need to get all 
the necessary tools and systems to get a uni�ed understanding of 
their customers. And, they must absolutely de�ne, execute and 
evaluate a clear CX strategy under the supervision of corporate 
authorities (C level or Board).
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Jaime Vidal
President, VIDAL COSMETICS GROUP

 It’s ALL about CX today, more than ever. Use technology to 
create breakthrough customer experiences. Personalize, personalize, 
personalize VIP service. Improve customer service for fast & easy 
order tracking, fast answers to product, billing, or logistic questions. 
Listen to your customer’s feedback & react to it if you see enough 
common denominators.

Avi Z Liran
Chief Delighting Officer, Delivering Delight

 The main challenges are - Lack of integration of tools, Lack of 
match between the brand promise and reality, the gap between sales 
and service. (Silo and misalignment of KPIs), Not having one shared 
mindset of DCX (Delightful Customer Service), and The cat who 
watches over the milk syndrome – nonseparation between QA and 
Service.
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Adi Tobias
Head of Customer Experience Sub-Saharan Africa, UBER

 Make it easy for customers/users to talk to you and ensure you 
have the tools to respond appropriately. Leverage available technologies 
keeping your customer value prop/expectations at the center of 
implementation.

CUSTOMER-CENTRIC COMPANIES
EXPLAIN EXACTLY WHAT SETS
THEM APART

08

What does it take to provide a best-in-class
customer experience? 

?

What are big brands
recommending?

Employee experience

Personalization

Remove friction and pain points

Connect to customers with empathy

CX vision
Focus on Customer journey

Analyse data & find trends

Listen to customers

Unified view of CX

Use unbiased 3rd party CX tools
4.44% 4.52% 4.76%

9.40% 9.32% 9.52%

13.99%
14.05%

14.25%
14.29%

 14.29% of responses from some of the big brands indicate that using unbiased 3rd party 
CX tools stands out from the rest of the solutions.

In addition, having a unified CX view is important as it gathers about 14.25% votes of all the 
total CX survey responses.

Listening to customers is not far behind, with 14.05% of the respondents suggesting that 
it's important to listen to your customers. 
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Rick Mans
Head of Customer Experience EMEA-LATAM, Roche

 If you want to understand customer experience better, you 
need to understand customers better. To understand your customer 
better, you need to go into a beginner's mind. Leave all preconceived 
perceptions about your product or company behind and let customer 
insights change your mind and help you to rede�ne your priorities.

Pedro Pablo Castro Benítez
Proximity Channel, Procter & Gamble

 How to get customer attention in a world where he has so 
many interactions? Full focus on Social Media with something similar 
to  “call centers”  but dedicated to  IG,  TikTok,  Facebook,  and other
platforms where the young people spend more time than on TV, 
radio or even going for a walkout from home.

Soumitra Sengupta
VP Consumer Insights - Auto Division, Mahindra 

 Brands should understand consumer experience holistically, and 
not just from the point of view of improving front-end processes. Brands 
should try to understand why a customer wants their product, how they plan 
to consume it, the entire experience. They should design the experience 
after a thorough comprehensive understanding of this. Secondly, brands 
should unite the entire organization behind a uniform vision of the intended 
consumer experience. Ideally, the brand purpose should link seamlessly 
with the customer experience. Most importantly, brands should recognize 
that consistency of vision and e�ort is extremely important and continued 
investment of money and e�ort is very critical in making any signi�cant 
improvement.

What do big brands, famous brands, popular brands do to deliver great customer experiences?
Let's hear from the CX people from these brands.
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Todd Clark
Dermatology, L'Oréal

 I believe the �rst issue is getting the consumer to try the 
product/s �rst. The second would be getting the consumer to understand
the science of the product and why it is the best for their needs. 
Answering the “need” or “pain point” gets consumers to use/buy.” 
“Listen to consumers. Have a way to hear from the consumer �rst 
hand. Have real people take the calls from consumers, not robots.

Jorge Calvachi
Director of Insights, La-Z-Boy Incorporated 

 Everything about your customer experiences starts with a 
good foundation of insights. Hire somebody to do segmentation and 
�gure out how the brand �ts in within a persona and into a customer 
journey map. We need to have a lot of empathy for the customer. Not 
everybody is close to the customer. The consumer insights need to 
create that empathy. We can do storytelling and analyze personas to 
develop empathy.

Julie Ryan
Director and Global Customer Experience, Johnson & Johnson

 Brands should implement robust 'customer listening' tools 
across all critical customer touchpoints-use a combination of 
surveys/interviews/focus groups + data mining techniques to tap into 
transactional systems (e.g., ERPs, CRMs, Customer Service technologies, 
etc.) to build a 360-degree view of your customers' journey with your 
organization.

Katelyn Morgan
Marketing & Communications Manager,
First American Insurance Agency, Inc

 Understanding your customer is a signi�cant factor in 
go-to-market success. However, I think brands forget to map out the 
customer journey and buying experience because each demographic 
has a di�erent way of making purchasing decisions. It’s also important 
to realize that customer expectations are constantly changing due to 
outside factors (think pandemic, layo�s, housing crash), and brands 
need to be agile and accept change to satisfy customer needs.
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Melissa Drew
Associate Partner, IBM 

 The consumer must understand how to feel comfortable when 
their data is used and how the AI solution is making decisions. As more 
consumers become data literate, there is a realistic expectation, 
consumers will begin to demand more transparency from the Brand. 
In the overall consumer journey, I envision the following phrases: 'See 
Me, Know Me, Understand Me, and Show Me. We are just starting to 
fully realize the 'Understand Me' phase. But, it is the 'Show Me' 
phase Brands need to be most aware of. Remember, AI solutions do 
not pop up overnight. Some companies have been developing their 
AI solution for 2-3 years before �nally bringing it to the market. 
Don't be shy in requesting a demo, speci�cally of the area(s) utilizing 
the AI technologies.

Lance Moncrieffe
AI Expert Practices Leader, Cognizant

 New data and AI-driven methods are needed to engage and 
in�uence today’s sophisticated and socially hyperactive consumers. 
To remain relevant, brands need to provide new value for existing 
customers with elevated and rewarding experiences across all 
touch-points, while acquiring new ones with contextually tailored 
precision. Hyper-personalization moves an enterprise from targeting 
segments of its consumer base, to surgically targeting individual 
consumers, and wowing them with signature experiences at 
high-value moments.
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DIFFERENT INDUSTRIES ENCOUNTER
DIFFERENT CX CHALLENGES09

Each industry has di�erent types of customers. So, do the challenges vary as the industry 
changes? Let’s see!

Not tapping into the rich consumer insights and not breaking down organizational silos are the 
top common challenges seen across all industries.

Retail

Financial Services

Beauty & Cosmetics

Analytics

Healthcare

Lack of leadership commitment

Lack of uniform vision of the intended CX

Not tapping into the rich customer insights

Lack of customer-�rst mindset

Breaking down organizational silos

Brands are not listening to customers
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Ivette Godinez
Head Category Management & Shopper insights, Grupo AlEn

 The development and understanding of the Digital and Physical 
Journey, understanding the motivations, drivers in making the 
purchase decision and the bridges between both of each Channel, 
Client, and format are the challenges. This derives investment in 
knowledge and omniclient behavior to improve the communication 
strategy and forgiving connection, new methodologies that encompass 
both are the most important challenge.

ANALYTICS INDUSTRY

25%

18.75%

18.75%

12.5%

12.5%

12.5%

Breaking down organizational silos

Lack of uniform vision of the intended CX

Not tapping into the rich customer insights

Lack of leadership commitment

Lack of customer-first mindset

Brands are not listening to customers

Let’s drill down into each industry to identify the challenges.

  ANALYTICS AND INSIGHTS 

Apparently, 25% from the Analytics industry reported challenges around organizational 
silos.

From the Analytics industry, 19% of respondents pointed out that the challenges they face in 
their industry are mainly around lack of uniform CX vision and not tapping into the 
rich consumer insights and data.
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Priscilla Mullery
Customer Service Specialist, Coty

 Experiences need to feel personalized for the customer – since 
you may have multiple customer personas, addressing each of these 
personas in a way that feels personal while delivering one overall 
experience is a challenge. Technology as part of experience delivery 
needs to underpin the experience to feel modern, convenient, and 
meet the expectations of customers – with the benchmark being set 
by the likes of L’Oréal, Estee Lauder, and LVMH. Small brands with less 
money compete with the likes of top tier experiences and extremely 
large budgets is another challenge.

Sinead Griffin
Manager, eCommerce Customer Experience,
International Cosmetics & Perfumes, Inc.

 Low response rates to ratings/satisfaction surveys, also being 
able to provide immediate info to clients because of poor integration 
of order management systems and ful�llment centers systems are 
the main CX challenges.

BEAUTY AND COSMETICS INDUSTRY

25%

25%

12.5%

12.5%

12.5%

12.5%

Lack of customer-first mindset

Not tapping into the rich customer insights

Lack of leadership commitment

Lack of uniform vision of the intended CX

Breaking down organizational silos

Brands are not listening to customers

Industry leaders in the beauty and cosmetics ecosystem state that 25% of the challenges they face are 
around the lack of a customer-first mindset approach and underutilization of real-time consumer 
insights and data. 
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Amanda Gadway
Customer Care Manager, Boldify 

 I'd say the biggest challenge many brands face in regards to 
understanding the customer experience is a separation between Customer 
Care and other departments. Without having a simple path from Customer 
Care to each and every other department - and having all departments 
equipped and ready to support the Care Team with expedient responses - 
there is a gap in the capability to understand and resolve customer inquiries. 
I feel in many companies it's often overlooked that the Care Team is the 
central-most point of contact with customers, and there is a wealth of data 
to be mined from such outreach.

David Banks
Marketing Director, Bell Flavors & Fragrances

 One key challenge I think brands face today is how they customize 
that experience speci�cally for each individual. Consumers today expect 
brands to talk with them, not at them. They expect brands to know who 
they are, know what they like and ultimately provide a value proposition 
that is unique to them. I think brands also face the challenge of providing a 
consistent experience across any channel. We’ve heard a lot of talk around 
Omni channel optimization and I do think that consumers today expect to 
see the same message, menu options, and exact same �ow on any device or 
location that they log into.

Sarah Leckron
Shopper Marketing Lead, Galderma

 There are so many di�erent paths that make up the consumer 
journey, that it's di�cult to capture all of them.  Mobile, social, Digital, 
In-store, etc. Most brands try to tick all of those boxes however sometimes 
budget doesn't allow it.  It's challenging to make sure you're spending your 
money and e�orts on the right channels that will be most relevant to your 
consumer.

Tram Nguyen
Customer Experience Director, Sakura Beauty Solutions

 From the brand’s side, we need to design the experience from the 
perspective of customers.  Nowadays, customers can view, purchase and 
return a product as and when required. Everything is so fast. So as a brand, 
we need to make sure that we are technologically updated and accessible 
for the customers. Brands should educate all employees, departments, and 
customer service teams to deliver a customer-centric approach and ensure 
that the customers are convenient in accessing and using the products. 
Meeting the expectations of customers is the real challenge.
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Hemant Tathod
Business Head, Niyo Solutions Inc.

 The key challenge based on my personal experience is whether 
the brand is big or in a growth stage, the holistic view of customer 
feedback, opinion, the suggestion is not recorded or cannot be 
viewed in one single place. For instance, customers' experience 
during onboarding on the product, issues while using the product, 
variation in experience at various touchpoints such as APP, Customer 
service,  Sales,  marketing and Social media,  etc are tracked by 
di�erent teams at di�erent points of time.  As this holistic view is 
missing, di�erent teams are taking disintegrated e�orts based on 
limited knowledge available to them to improve the customer 
experience. This method is ine�cient and suboptimal and may not 
be appreciated by customers.

FINANCIAL SERVICES INDUSTRY

23%

22.35%

20.9%

21.22%

11.11%

Brands are not listening to customers

Not tapping into the rich customer insights

Breaking down organizational silos

Lack of customer-first mindset

Lack of leadership commitment

 23% of respondents in the financial services industry say brands are not listening and asking 
for customer feedback, whether through surveys, interviews, social media, etc. 

Not tapping into the rich customer insights, working in silos, and lack of a customer-first 
mindset are other major challenges that can be seen in this industry as per industry experts.
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Aleyda Vargas de Aviles
Senior Advisor Business Operations, Empresa

 The most important challenge companies are facing is to keep 
their employees motivated, this is part of the employee experience 
which is a fundamental in customer centric culture.  The employee 
experience is a key challenge nowadays because the employees are 
going through many di�culties in their lives, and above all they are 
vigilant in taking care of their health and their families. Motivation is 
a key challenge.

Michele Steele
Creative Experience Advisor, Reaction

 Every person has unique needs and wants. It’s tough to scale 
to full personalization for all facets of your business. It’s also hard to 
measure the squishy stu� and story tell the impact you’re having to 
the c-suite and board because it’s about loyalty and how people feel. 
It’s not also easy to hear the real story on how their business is 
performing from the customers’ eyes and adjust company priorities 
accordingly.

Raynard Fenster
Agency Owner, Experior Financial America

 How you promote brands has changed in our dynamic world 
today.  That is a challenge. Just having name recognition or positive 
feedback is no longer the standard to meet. Time has become a major 
in�uencer of behavior which leads to brand. For example,  Dominos 
pizza became number one by promising 30-minute delivery and 
others are beginning to understand the value of people over pro�t.
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Gregorio Uglioni - CX Goalkeeper
Head Business Transformation, Kantonsspital Winterthur
(Zurich, Switzerland) 

 Everybody understands Customer Experience in a di�erent 
way. It is not only a topic for the marketing department nor only a 
customer service one. It is an important discipline within a company 
which is shared among the departments.  In addition, CX is not 
something �u�y. It is about improving acquisition, reducing 
churn, driving the share of wallet and reducing the costs to serve 
and often people look for technological solutions instead of 
focusing on customer needs, aspirations and dreams. Technology 
is a means but experiences are human.

Anonymous
Group Director, Strategy 

 Collecting ongoing and actionable insights to inform agile 
development.

HEALTHCARE INDUSTRY

27.27%

27.12%

26.98%

18.18%

Brands are not listening to customers

Not tapping into the rich customer insights

Breaking down organizational silos

Lack of customer-first mindset

  27% of experts who work in the healthcare industry specify that there is difficulty in gathering 
customer data and insights since there are many outdated systems. And there is a requirement of 
a plan for socialization across the silos, and not listening to customer needs leaves brands not 
understanding their customers deeply.
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Marlanges Simar
Senior Director of Customer Experience, Walgreens

 The top-of-mind challenges that brands should be sure to manage to 
include: - inevitable retro�tting understanding of customer perception to what 
the brand wants to be vs. what the brand actually means to its customers. 
Capturing the voice of the customer only in surveys and not investing in a 
qualitative study of the customer. Underestimating the power of customer 
human emotions and how these drive customer decision-making in choosing 
a brand. Using sales or operational e�ciencies as the only measures of customer 
success and ignoring the negative sentiments, the share of wallet, and churn 
metrics as part of the equation.
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RETAIL INDUSTRY 

38%

25%

25%

12%

Breaking down organizational silos

Not tapping into the rich customer insights

Lack of uniform vision of the intended CX

Lack of leadership commitment

  38% of respondents who belong to the retail industry pointed out that the major challenge they 
are facing is around organizational silos. The best move for them to improve customer experience 
would be to realign their internal departments to force continuous communication and 
visibility across all channels. 

Sudhakar V S
Co-founder, BigBasket

 The main challenges in the retail industry are:
 
a) Ordering experience:  The critical piece here is to build hooks into 
the customer-facing App/Website at each interaction to provide data.  

b) The Delivery Experience: In the grocery business, trust is the most 
important value that we need to build with the customer. Besides a 
friendly and professional delivery process, what is important is that 
the expectations of a customer are met. 

c) The third moment of truth in a customer’s journey is when they use 
our products. Deliver products to customers in a good shape and 
form.

The bottom line is to arrive at those critical metrics that you believe 
de�ne the customer experience and have data that enables real-time 
monitoring of those metrics/KPIs.  And this monitoring must be done 
at the on-ground team level but equally importantly at the 
senior-most management level.
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DeAnn Campbell 
Chief Strategy Officer, Hoobil8

 The greatest challenge for any retail company is the disconnect 
between their online and o�ine teams. This disconnect between online 
and o�ine teams is not only the biggest roadblock to customer experience 
excellence but also a key reason why so many brands and retailers su�er 
bankruptcy. And while shoppers enjoy the convenience of shopping 
online, they too often experience a disparity between their online and 
o�ine experiences that makes them feel as if they are dealing with two 
di�erent companies, eroding trust and loyalty, and upping the odds those 
same shoppers will explore the competition next time they shop.
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CX CONSULTANTS HAVE A DIFFERENT
VIEW ON CX CHALLENGES10

30% of our respondents were CX experts from leading CX consulting �rms 
across the US, Europe, Africa, and Australia. Most of them are involved in business development 
and CX strategy. 

It is interesting to see that they attribute a lack of senior leadership commitment 
towards customer experience as the topmost challenge. 

22.45% of the CX consultancy firms believe that the biggest challenge still 
today when it comes to the customer experience is executive commitment and 
alignment.

There are many senior leaders who still are stuck to the old management belief of maximizing 
shareholder value �rst without understanding that it’s an outcome of focusing on customers. 

30%
10%

9%
8%
7%
7%

Customer Experience Consultancy
Marketing & Advertising
Analytics
Beauty & Cosmetics
Financial Services
Consumer Goods

6%
6%

6%
5%
3%
3%

Retail
Information Technology
& Services
Healthcare
Other
Education
Automotive
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Sharon Boyd
MD and Customer Experience Director, MKL CX Ltd

 Companies assume they know who their customers are, what 
they want, and what the customer actually experiences when they 
interact with the company. CX based on assumptions means missing 
the mark.

Scott McKain
Founder and CEO, Distinction Institute

 Many brands evidently want the experience to be acceptable 
enough to their customers not to lose their business. If they genuinely 
aimed to be “the best,” the CEO would make it the organizational 
priority. We see this in scant companies. I believe all brands give lip 
service to the customer experience. Our estimation is that it is the rare 
organization that commits to making the experience they deliver 
best-in-class.

Jamie Turner
Keynote Speaker, Jamie Turner

 The biggest challenge for many executives is that they base 
their understanding of the customer experience on gut instinct 
instead of research. Many executives say, “I would like X to happen for 
our customer experience because I know I would like that.” The 
assumption is that the executive knows exactly what the customer 
wants, but that’s not always the case. Instead, they should do 
research to allow their customers to speak for themselves. So, listen 
to the data, not to your gut.

22.45%

20.41%

20.41%

18.37%

12.24%

6.12%

Lack of leadership commitment

Breaking down organizational silos

Brands are not listening to customers

Lack of uniform vision of the intended CX

Lack of customer-first mindset

Not tapping into the rich customer insights
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Sean Crichton-Browne
Head of Global Partnerships & Customer Engagement,
MarketCulture Strategies Inc

 One of the biggest challenges in companies is to truly understand 
what the customer needs. Not what they think they need. Many companies 
build their brand around what they believe is best for the customer. When 
they �nd out what the customer really wants it may then be quite di�erent 
from what the customer really wants.

They suggest that before implementing any new customer experience strategy, it is important to listen 
to your customers. Listen to what they say about your products and services, gather information 
through social media platforms, reviews, online surveys, and more.

What actions are the CX consultants suggesting?!!!

23%
of the CX consultants
recommend that brands
listen carefully to their
customers!!

23% 15%

11% 9%

8%

Listen to customers

Analyze data & find trends

Focus on customer journey

CX Vision

Leadership commitment
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Daniel Lafrenière  
Multichannel Customer Experience Strategist,
Daniel Lafrenière

 Identify the moments of truth, those do-or-die moments. 
Businesses must have a 360-degree view of all the customer 
interactions on ALL channels (face to face, phone, web, mobile, 
SMS, chatbot, etc.). To do so, they must draw customer journey 
maps to see the channel(s) used on a speci�c touchpoint and 
make sure that the transition from one channel to another (e.g., 
from the web to the phone) is seamless. Businesses must then 
analyze each touchpoint, gather data, and design human/digital/ 
material/procedural solutions.

Shep Hyken
CAO (Chief Amazement Officer), Shepard Presentations, LLC 

 Listen to your customer! This may seem like an obvious 
answer, but I’d like to dig a little deeper. Listening to your 
customer is more than reading customer satisfaction surveys. It’s 
allowing your front line to bring back comments, feedback, etc. 
from the customer. There must be an easy way for front liners 
(salespeople, customer service reps, and others on the front line) 
to share the feedback.
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TOP CHALLENGES AS PER MARKETING
& ADVERTISING INDUSTRY EXPERTS11

31% of leaders in the Marketing and Advertising industry state that the lack of adopting 
a customer-first approach as the major CX challenge. Customers should be at the center 
of business operations and decision-making - whether it’s for the creation of a new product or 
implementing a new strategy.

23% of the Marketing and Advertising industry experts say that many companies 
work in silos when it comes to developing a great CX. It de�nitely won’t work when marketing 
and sales and �nance are not aligned to the common CX goals. 

10% of the CX study 
respondents
belong to the Marketing
& Advertising industry. 

Lack of customer-first mindset

Breaking down organizational 
silos

Not tapping into the rich
customer insights

Lack of uniform vision of the 
intended CX

Brands are not listening to
customers

31%

23%

23%

15%

8%

Jason Lonsdale
Chief Strategy Officer, Deutsch LA

 The main challenge is that so few companies really understand 
their customers, and thus fail to really understand their brands (after all, 
while companies make goods and services, brands only exist in the 
minds of consumers). Building on this, CX stumbles because the compa-
nies are �xated on what they sell and do, not what customers really need 
and want.
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Sumanta Ganguly
Chief Strategy Officer, Ogilvy

    The  start  point  for  any customer experience is with data and
understanding what are the critical intervention points in the customer 
journey of users. Over the years we have been used to the language of CPG 
in our understanding of just one part of the consumer journey – speci�cally 
the consumption moment.  Our shorthand for anyone is a consumer;  
implying we are only interested in the user at her moment of consumption 
and not the entire journey. That to my mind creates the biggest impedi-
ment to any successful deployment of a customer experience program. The 
narrow focus is on only the consumption moment in the user journey.

Julianna Katrancha
SVP, Global Strategy Director, McCann New York

 There is so much richness to understanding all the ways 
people come in and out of brand experiences: the various in�uences, 
timing considerations, and the why's behind the behavior. Because of 
this, it often takes brands a lot of time and investment to fully 
understand the total experience and the opportunities within it. 
When there aren't full teams dedicated to these processes, it can feel 
overwhelming. For e�ective, human-centric experiences, it is important 
that all of the right teams have shared understanding of these 
dynamics - and the challenges and opportunities within them - which 
requires a plan for socialization, uni�cation, and action among what 
can often be very siloed teams.

Ido Kadman
Director of Marketing Communications, Spectrum Reach

 Find out challenges directly from customers to resolve the 
concerns as opposed to just copying what competitors are doing.
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16% of industry leaders in the 
marketing and advertising industry 
suggest dedicatedly listening to 
customers, like what they say and how 
they behave.

16% vouch that analyzing data and 
insights will help to �nd the emerging 
trends of customer behavior.

16.7%

16.4%

12.5%

8.3%

8.1%

8%

Listen to customers
Analyze data & find trends
CX vision
Use unbiased 3rd party CX tools
Personalization
Invest in CX

Top Actions Recommended by Marketing and Advertising Experts

Jorge Almeida
Senior Digital Marketing Manager, Avocados from Mexico

 Brands need to really understand their consumers via 
research to then provide experiences that are customized to their 
preferences.

|   46    | A Clootrack Thought Leadership Paper



UNIQUE AND IMPORTANT
CHALLENGES AND ACTIONS 12

The survey unearthed a few other challenges and actions that were highlighted by the 
respondents and are very signi�cant. Here are a few of them.

BRANDS FORGET
TO MAP OUT
THE CUSTOMER
JOURNEY

Respondents feel that despite organizations ‘talking’ about the customer 
experience more and more over the last ten years, many still struggle to 
separate what they do from what the customer actually experiences. This 
represents the di�erence between organizational processes and the 
customer journey. 

Jamie Haenggi
Chief Customer Officer, ADT

  Two challenges brands often face when striving to create the best 
experience are - Trying to determine where to invest their time and money to 
�x, improve and delight in the customer journey and How to and where to 
customize the journey to what matters most to that customer. Part of the overall 
challenge here is understanding what matters most to customers in such a way 
that customers respond with loyalty, increased revenue or rave reviews – and 
ideally all three!

Erin Wallace
Global Customer Experience Manager, BASF Agricultural Solutions

 Brands should look across the end-to-end journey. With a sound, quantitative 
approach, brands can identify which moments to deprioritize, which to innovate 
around, and which to simply �x so that they are on par with the competition. This 
requires both foundational customer experience research as well as the ongoing 
voice of customers. I advocate for the Net Promoter System as a business process to 
obtain ongoing voice of customers that enables both a view of the relationship 
health as well as a view at critical moments in the journey along with a robust 
process for learning and acting to solve problems, tune processes, recover 
relationships, and strengthen advocacy.
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LACK OF UNIFORM
VISION OF THE

INTENDED CX

Adrian Swinscoe
Customer Experience Advisor, Punk CX

 I don’t think the challenge lies in understanding. I think the bigger 
problem lies with brands not having a clear and di�erentiated vision of the 
experience that they want to deliver and how that supports and enables the 
achievement of their business objectives. Without that, it’s no wonder that 
brands are struggling to put clear water between them and their competition.

Sonia Etxebarria
Customer Experience Strategy | Market/offering innovation, Gowi

 What is the "best CX"? There are only two ways to be in the market: price or 
di�erentiation. Price leads to ruin for all the players so, how do you di�erentiate? by 
being yourself. You have to understand your purpose, why you exist, and your 
values and show all very clearly in your communications, your behavior, the causes 
you publicly support. So the people who could resonate with you can �nd you and 
start a relationship with you. If you are real and true, that relationship will have an 
economic reward.

Rajesh Rangarajan
Director - Digital Customer Experience, Tech Mahindra

 The fundamental problems start with not having a uni�ed vision of 
customer experience. Sometimes organizations don't have a vision, only aspirations 
or intent. Customers demand better experiences when interacting with brands, 
especially in digital spaces. But the lack of vision and inertia to move from the status 
quo possibly impedes progress in the desired direction.

8.5% of the responses 
point towards a lack of 

common vision towards 
improving CX. Respondents 

feel that organizations are their 
own challenge by not having 

the vision or understanding the 
value of investing in upgrading 
their technology or responding 

|   48    | A Clootrack Thought Leadership Paper



LACK OF
CUSTOMER-CENTRIC
CULTURE

Suzanne Olson
Owner, Chief Experience Architect, Brilliant Workplaces

 Some key challenges to understanding customer experience in making 
their brand the best is the need to develop a customer-centric culture before 
implementing interventions. Customer-centric culture starts by sharing customer 
feedback, and communicating to the organization how processes might a�ect the 
customer, and then brainstorming with teams about how to improve things for 
customers.

Sudhar Krishnamachary
VP, Insurance Sales, DXC Technology

 The biggest challenge for brands is the inability to translate theory into 
practice. All Brands know they should put the customer at the center of everything 
they do but only very few do that well.

Respondents say that many popular practices today are more seller-centric 
than customer-centric. You know your business objectives, but they’re fueled 
by your customers achieving their objectives. 
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EMPLOYEE
EXPERIENCE
IS THE
CORNERSTONE

Jane Treadwell-Hoye
Founder & Chief Experience Officer, Necto

 The main challenge in delivering any lasting customer impact is ensuring 
that the very people who deliver those experiences, even in a digital �rst world, 
your employees are fully aware of the designed brand and customer experiences 
you are trying to deliver.  If your teams understand the organisation's ‘why’; how 
each of them, regardless of role, aligns to the experience delivered to customers 
you are already ahead of many of your competitors. CX is not something that is 
owned by only the CX or Marketing teams.  It is something that everyone in the 
business need to own and embrace.

Mia Calapardo
Digital Strategist, Cheerful Creative

 A brand purpose is what connects the brand to the customer but it also 
connects employees to the customer through the brand. It is what drives the entire 
organization and it answers why the brand exists. Needless to say, a deep purpose 
motivates your employees to be more productive, more engaged and to provide 
more value to your customers. When you have a transformative experience for your 
customer, that’s when the value is maximized. Enrich it along with what the brand 
really stands for to deliver on the brand. Low employee engagement is another 
challenge they face because when your employees don’t understand the purpose 
you’re engaged in, they’re also unmotivated.

4.7% of the respondents have suggested that inability or unwillingness to 
create compelling experiences for employees is a big challenge they face 
while delivering customer experience. 
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CUSTOMERS
WANT

PERSONALIZATION 

Kevin Taylor
Lead in 1:1 Customer Engagement, Pegasystems

 Customers are individuals, not aligned with segments, and are 
mainly not on the same journey the brand wants or thinks. Indeed 
they may be on several journeys at the same time, e.g. sales, service, 
marketing,  but at any particular moment their focus is only on the 
one. Brands cannot sense the right conversation to have with each 
individual and thus the value of the interaction is not optimized for 
the customer or the brand. The results can be catastrophic (e.g. 
selling someone additional products whilst they are in debt to the 
brand) and if the messages are continually irrelevant they train the 
customer to ignore the brand.

5.1% of the respondents lay high 
emphasis on personalization. In 

today’s �uid ecosystem of 
constant connections and

choices, consumers are seeking 
personalized experiences, and 

they have new expectations 
around frictionless access, 

engagement, and control of the 
things that matter most to them. 
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SHAPE CX MEASUREMENT
FOR MAXIMUM IMPACT

Mary Drumond
CMO, Worthix

 You're only as good as the data you have. And you can't expect 
to gather good enough data to base your decisions on if you're asking 
the wrong questions. While designing Voice of Customer surveys to 
gather feedback, companies essentially use guesswork to identify 
which questions to ask their customers or resort to basing their entire 
strategy on satisfaction and recommendation potential. This means 
that even if they get a good response rate and have the most robust 
platforms to process feedback on the back end, there is a big chance 
that that data collected has little to no correlation with the results 
they'll see from customer churn and loyalty.

6% of the survey respondents 
raise their concerns around the 
CX measurement. They suggest 
that there are many ways to 
understand customer experience 
better - A VOC management 
framework ensures deep 
customer understanding,
ensuring the right & meaningful 
CX Metrics aligned with
organizational goals. 
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BALANCING
AI AND HUMAN TOUCH

Lori D. Smart
Senior Business Development, Cogito Corp

 Major challenges are - Making it easy for customers to 
communicate how they want and when they want, No longer 
competing for the best experience in the industry but now among all 
industries, Improving the employee experience, Balancing AI and 
the human touch, Avoid working in silos, and Looking at how CX is 
measured. Over the past 19 months, there has been a shift in both 
customer and employee expectations. Companies have pivoted to 
assemble a remote workforce while balancing the ever-changing 
expectations of the service customers expect today.

Many responses highlighted the 
need for both automation and 
the human element. The brands 
that succeed in mastering the 
�ne balance between
automation and the human 
touch, will be the CX winners. 
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ELIMINATE FRICTIONS
& PAIN POINTS

Don Peppers
Co-Founder, CX Speakers LLC

 Customers have a problem, or have some need to be met, and 
they aren't really looking for an experience at all. They just want their 
problem solved and think the company's product or service can do 
that. But you know what? If the problem were just to be solved, 
magically, without any e�ort on the customer's part - THAT would be 
the "best" customer experience for that customer. So the primary 
metric of quality in 99% of customer experiences is whether there is 
any needless "friction" in that experience. Does a customer have to 
go to any trouble, or spend needless time, or incur some additional 
cost, in solving their problem? That's why, for almost every company 
in business today, the �rst mission in improving their customer 
experience should be to identify and eliminate friction.

CX experts recommend removing friction and pain points is the �rst step to 
overcome most of the CX challenges. Making everything easy and e�ortless 
for customers to use your brand is important. Customers would not stick to a 
brand if it let them take more e�ort to use the products or even the site is 
loading too much time. This ‘uneasiness’ creates friction. Identify and eliminate 
them for o�ering a smooth and delightful customer experience.
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LACK OF UNDERSTANDING
THE BRAND

Daniel Cady
Director of Creative Services, PeaTos

 Brands have a hard time seeing beyond their presumed 
impact versus how they are actually experienced. This is core to 
having a brand in the �rst place. Branding is the impression you 
create on the people that come into contact with your product or 
service. How does it make them feel? How does it bring them value? 
Most companies believe just showing up with a good product is 
enough. Companies need to graduate from products and services to 
meaningful experiences. A brand has to recognize what makes it 
"special" to consumers. That's when they become truly irreplaceable. 
You have to make a signi�cant impact on the people who matter the 
most to your business - the customer.

2.6% of respondents say lack of 
understanding the brand and its 

purpose is one of the major
challenges. Only brands who know 

themselves and their purpose can 
convert the idea to their customers. 

Make your customers precisely 
understand how your brand can 

make their life easier and what 
impact your brand can make in 

their life.
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DELIVER
A CONSISTENT

CUSTOMER
EXPERIENCE

James Dodkins
CS Ambassador, Pegasystems

 One of the biggest challenges companies face when trying to 
improve Customer Experience is not getting the basics right. There is 
no point designing an all-singing, all-dancing, mega-experience 
when your basic journeys are broken. Sometimes it's not about 
delivering the 'best' but delivering 'good' consistently.

There is no point in delivering a 
top-notch customer experience in 

the �rst-time purchase unless 
brands do not provide a better 

experience throughout the next 
purchases. Only brands that
consistently provide a good 

customer experience can gather 
loyal customers.
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FOCUS ON
CUSTOMER
JOURNEY

Adam Toporek
Customer Service Expert, Speaker, and Author, CTS Service Solutions

 The key challenge today is understanding how customer 
experience is changing. In recent years, the challenge for many 
organizations has been digitally transforming their experience and, for 
brands that are not digitally native, integrating this transformation 
with in-store or other traditional experiences. Since the pandemic, 
those challenges have been augmented by rapid shifts in consumer 
behavior, labor shortages wrought by the Great Resignation, and the 
massive disruption of the global supply chain.

8.7% of experts suggest focusing 
on customer journeys to �nd 
trends in their behavior changes. 
Many factors like the pandemic, 
technological and lifestyle changes 
in�uence the changes in customer 
behavior over time. Brands need to 
constantly research the trends to 
cope up with the changes in 
behaviors.
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NOT INVESTING
ENOUGH IN
CX INITIATIVES

Hampton Bridwell
CEO and Managing Partner, Tenet Partners

  People try to prioritize  every  touchpoint.  And try to do 
everything to make a great customer experience. That's the biggest 
mistake you can make. Here,  what you can try to do is  pick  the 
touchpoints that underpin what your brand is all about. And, you 
can support  those  successfully  in a way  that's  distinctive to your 
competitors. So picking the experiences and focusing on them in 
terms of your business model that underpin what your brand is all 
about and where you're trying to establish a competitive advantage 
are on which you have to focus.

There are unlimited CX initiatives 
and actions brands can take. But, 
the budget allocated to CX is 
limited. Working on initiatives that 
are not relevant to your brand will 
be wasting time and money. 
Hence, �gure out the priorities and 
work on them. 
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Brands that create models and solutions that stretch to meet new consumer 
needs can win the market. Instead of only focusing on making improvements 
in the current model iteratively, brands need to often focus on creating new 

models to attract di�erent types of customers.

DOING THINGS
DIFFERENTLY

FROM
COMPETITORS

Joanna Lepore
Global Foresight Associate Director, Mars

 I think it’s the starting point that most brands struggle to 
understand. Often brands think �rst of the existing consumer 
moment – the pain points, the friction, the desires – and then think of 
how their brand can serve in and around that experience. So what 
they miss is the fact that they start with designing against an existing 
model or system, and miss the chance to create a new system. 
Automatically your ambition for the brand’s role in that moment is 
limited, and it’s pre-de�ned by guardrails of the past.

1.7% of survey respondents say 
brands are not really working on 

unique CX practices, they are 
simply copying what competitors 

are doing. 
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LOOKING FORWARD
Brands are still on the threshold of the unexpected changes caused by the pandemic. 
There is no tailor-made safe zone for these brands, successful brands and leaders worked 

hard to make their brands in the safe zone. 

The challenges are rising day by day, it could be a technological shift, a competitive 
mentality of individual departments inside an organization, or irresponsible customer 

support executives. 

Understanding your own brand and understanding your customers deeply is the key to 
winning in this arena. Copying the strategies of your competitors would not always work. 

Understand your brand deeply, then convey the right purpose of your brand to 
customers. Constantly listen to them, understand each person’s issue, and provide the 

best possible experience. 

In this journey, you will face some common challenges that exist in the industry, and 
there are certain actions and solutions you can take to overcome these challenges. We 
have covered the common and some unique challenges shared by CX leaders and how 

they overcome the issues in their own words. 

We hope this will be a great playbook to take your brand into a safe zone from the big 
waves of challenges and changes.

Are you ready to transform your customer experience and embrace what’s next for your 
organization?
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ABOUT CLOOTRACK
Clootrack is a real-time customer experience 
analytics platform that helps brands reduce churn 
signi�cantly. 

Clootrack helps brands understand granular
qualitative reasons "why" customer experience 
drops. This reduces response time to CX trends
by 88%.

Clootrack is the favorite among brands because of:

 Ability to aggregate data seamlessly across  
 �rst and third-party touchpoints.

 Ability to analyze and understand
 actionable granular customer priorities at   
 90%+ accuracy.

 Superfast turnaround times!

Real-Time Customer Experience Analytics Platform!

www.clootrack.com


