HOW TO BRIDGE THE

customer experience gap
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MOBILE-FIRST WORLD
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EXECUTIVE SUMMARY
A BUSINESS CASE FOR MOBILE APP
AND/OR MOBILE WEB
MOBILE-FIRST IS NOT A NICHE. THERE
ARE CURRENTLY OVER 2.32 BILLION
MOBILE USERS WORLDWIDE. IN THE
UNITED STATES ALONE, 25% OF MOBILE
WEB AUDIENCES, ACTUALLY REMAIN
EXCLUSIVE TO MOBILE BROWSING; AS IN
THEY NEVER TOUCH A DESKTOP. IN
ADDITION, MOBILE APPS HAVE BEEN
DOWNLOADED WELL OVER 10.9 BILLION
TIMES1.

ULTIMATELY, EMBRACING A MOBILE-FIRST
MINDSET IS ABOUT DELIVERING A
CONSISTENT EXPERIENCE AND TOOLSET
TO
YOUR
CUSTOMERS.
MORE
IMPORTANTLY, IT’S ABOUT ENGAGING

WITH THEM DIRECTLY. WHEREVER AND
WHENEVER THEY WANT. THAT COULD BE
THROUGH NATIVE BROWSERS AND/OR
APPS.
YOUR
STRATEGIC
BUSINESS
INITIATIVES WILL DETERMINE HOW YOU
BRIDGE THE GAP BETWEEN MOBILE
CUSTOMERS AND DIGITIZATION IN THE
WORKPLACE.
KNOWING THE BENEFITS OF EACH
CHANNEL
IS
CRUCIAL
TO
YOUR
ORGANIZATION’S SUCCESS AS YOU
CREATE AN EXTENSION OF YOUR
PROGRAM, OR EXISTING CUSTOMER
JOURNEY, BEYOND IN-PERSON AND
DESKTOP TOUCHPOINTS.

INTRODUCTION

THE STATE OF
MODERN CUSTOMERS
In the enterprise, forward-thinking
organizations looking to modernize
their business practices continue
discussing the value, benefits, and cost
of mobile app experiences vs mobile
web. When it comes to leading with a
mobile-first mindset, they are two
seemingly different platforms or
channels - and they each come with
their own set of pros and cons.
A mobile presence and digitized
customer experience is no longer
optional. It’s no longer a question of
whether you offer mobile customer
experience touchpoints, but rather
what is the optimal channel. Statista
estimates that the number of mobile
phone users worldwide will reach
5.07 billion by 20192.
Therefore, digitization - at least
concerning mobile experiences - is
absolutely crucial to the success of the
modern enterprise. But how does
digitization from within trickle down to
the customer?
Making a digital transformation within
your company or team, through an
online and social presence,
will ultimately help you become a
modern customer experience provider.

DIGITIZATION IS THE ALIGNMENT
OF BUSINESS MODELS TO FIT
INTO THE DIGITAL SPACE, SO
THAT CUSTOMER EXPERIENCES
ARE MORE ROBUST AND
ENGAGED AT EVERY POINT IN A
LIFECYCLE. BECAUSE THE
AVERAGE CONSUMER IS NOW
DIGITAL, BRANDS MUST CHANGE
PRIORITIES TO KEEP PACE.

Your alignment - which includes your
strategies, processes, and even
internal policies - must readjust to
lead with or focus almost solely on
mobile.
Structuring your business objectives
to be more digitized for the modern
consumer can be as simple as
having a solid social strategy, a high
traffic and converting website, and a
great mobile experience.
But what does a great mobile
experience look like, and what does
it actually mean for your business to
lead with a mobile-first mindset?
Furthermore, how does this impact
your external audiences (customers)
or internal workforce (employees)?

DIGITAL MEDIA USAGE
TIME IS DRIVEN BY
MOBILE APPS, WITH
SMARTPHONE APPS
ACCOUNTING FOR
HALF OF ALL TIME
SPENT3

DIGITIZATIONS IMPACT ON

CUSTOMER EXPERIENCE
To really nail down the understanding of “how” or “why” a mobile initiative is so
important, it makes sense to explore the impact of a digitized front. How, above all
else, does this impact the customer experience?
In order to deliver more personalized content and events to your customers, you must
understand who they are, what they want, and what they resonate with most in terms
of interests, purchases, and needs.
But as marketers, we know there are a wealth of platforms at our fingertips that can
help us collect and leverage the exact data we need to make these changes.
Analytics can help you understand device usage, trends, and patterns to make better
decisions. It provides more actionable intel for future campaigns and strategies. It also
allows you to make smarter and much more informed predictions using the data in
front of you.
Digitization and a modern mobile experience does more than just impact your
customers, it impacts your entire business and mission. Mobile experiences also give
something back to you - the enterprise and business administrators - and those are
answers. The collected data is the key to unlocking some of the best, most accurate,
and most efficient marketing and promotion strategies ever created.
Inherently, the adoption of a mobile-first mindset is also embracing a “customer first”
approach to business. Due to the sheer number of consumers that are now using and
relying on mobile, and also due to the convenience these bite-sized, on-the-go
experiences can offer.

THE TRENDS THAT MATTER
We’ve established that a mobile
presence, modern customer
experience, and completely digitized
process is important. What we haven’t
discussed, is how that will be taking
place. What mobile trends and
practices are considered the best of
the best?

LEADING WITH A MOBILEFIRST MINDSET
Let’s start with the obvious. Mobile, or a
mobile presence, helps facilitate more
flexible and dynamic business
strategies thanks to the inherent nature
of the platform. Because you are
delivering a mobile experience, on
demand, to nearly any type of
compatible device, cloud computing is
a huge factor. Therefore, tapping into
that power of a remote network and
related hardware has everything to do
with crafting a reliable, efficient
experience or system for your users be it customers, personnel or both.
Mobile-first thinking involves putting the
needs of your users first, no matter
who they are or what you’re providing
them. Mobile users and those browsing
via mobile are often the very same as
desktop users, brick-and-mortar or
conventional customers, and so on…
they just happen to be committed to a
mobile, on-the-go lifestyle.
Mobile internet usage surpassed
desktop for the first time ever, in 20164.

It’s now more important than ever that
you embrace that segment of the
market, which has quickly become one
of the most crucial in modern times.
We’re now at the mobile tipping point
for in-person and on-site customer
experiences.

ON-DEMAND
GENERATION
24/7

ALWAYS-ON
The modern consumer and modern
employee is always-on thanks to the
emergence of mobile experiences and
mobile web platforms. They are
essentially shaped by the
environments and platforms that are
available to them, and not the other
way around.
Even so, it’s important to remember
that the consumer holds most of the
power in today’s world. They choose
when to consume content, how much
of it, and whether or not they will
continue to do so.
The contrast is that when they do
become involved heavily with
something, they’re always-on, alwaysready and looking to engage right
when they have the time. A true mobile
transformation means being able to
deliver that to them.

OMNI-CHANNEL INITIATIVES
Omni-channel and omni-device
initiatives are necessary to providing a
beneficial mobile experience. This is the
only way to reach the right user(s) at
the right time, on the right device(s).
A true digital strategy,

“MUST GO FAR BEYOND THE
MARKETING DEPARTMENT: IT HAS
TO BE ABOUT UBIQUITOUS,
CROSS-CHANNEL CONNECTIVITY.
IT MUST ENABLE CONTINUOUS
ENGAGEMENT WITH CUSTOMERS,
SUPPLIERS, EMPLOYEES AND
INVESTORS. IT MUST ALSO BE
ABOUT C-LEVEL LEADERSHIP AND,
CRITICALLY, IT MUST BE ABOUT
INNOVATION AND DIFFERENTIATION
THROUGH THE BUSINESS OR
OPERATING MODEL5.

In fact, a strong omni-channel
approach to customer engagement
sees a 9.5% year over year increase in
annual revenue for companies6. Omnichannel experiences allows the
customer to engage in their channel of
choice: mobile, voice, text, email, chat
etc.

THE RISE
OF THE

PERSONALIZATION
machine

PERSONALIZATION
Personalization is the key to futureproofing a customer experience or
platform. There’s no way you - even
with an incredibly large team - could
ever keep up with the needs and
demands of all your customers.
It’s just not possible, and no company,
no matter how big, has the bandwidth
to do so. That’s where customization
comes into play.
As part of the sweeping digital
transformation occurring in the industry,
personalization becomes a key
component for the shift to mobile.
Leveraging behavioral and contextual
data allows you to make smarter
predictions about and for your
customers.
Armed with this data, you can optimize
content and communications around
what your customers need or want
most for a more personalized
experience.

MOBILE OPTIONS

IN THE ENTERPRISE
Mobile websites are regular websites (like for desktops), rendered in a browser, with
a responsive design that is optimized smaller screen sizes.
Mobile apps are developed specifically for your device’s operating system so that
the technology is native to the technology at your fingertips. They are downloaded
and stored on your device and can perform actions websites cannot, like push
notifications, offline access, and private/personalized sessions.
Engagement is a primary concern in the enterprise, and while we know the preferred
channel is mobile, the method of mobile web or mobile app depends on the
customer experience journey you design and the required touchpoints along that
journey for your customers and your strategic initiatives.
TOP 5 BENEFITS OF

MOBILE APPS
1. Are more reliable and can work offline.
2. Have more capabilities because they can
tap into exclusive device features, like
camera, wireless, push notifications etc..
3. Take full advantage of mobile customer
experience touchpoints inside and out of a
physical space by using location data.
4. Can leverage mobile messaging,
especially A2P messaging through SMS
(soon to become a dominant worldwide
communications channel).
5. Offer more relevant, personalized,
contextual experiences with user data.

TOP 5 BENEFITS OF

MOBILE WEB
1. Instantly available to users with no need to
download or install any additional
components; they can also be easily
converted to app form later.
2. Compatible across multiple channels,
platforms, and devices.
3. Thanks to web search, mobile websites
can be found easily.
4. Have a broader reach than apps made
for a particular platform or type of device.
5. Support and maintenance for mobile
websites is easier to provide for a lower
cost/overhead..

BENEFITS OF BOTH

5

THE HYBRID APPROACH
•
•
•
•

You can increase accessibility and omni-channel exposure.
In situations where apps aren’t likely, a web experience is readily
available.
You can easily create a mobile web version now, then integrate or
convert to a different approach later.
Both options lead with a mobile-mindset.
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CONCLUSION

IN THE ENTERPRISE
A State of the Connected Customer7
study by Salesforce revealed that 75%
of consumers expect a consistent
experience wherever and whenever
they engage across websites, mobile,
social, in-person etc. Delivering a
consistent, omni-channel customer
experience
with
mobile-first
touchpoints will open doors.
Knowing the benefits of each channel,
it’s easier to decide which of them
better fits your goals and business
plan. Keep in mind, it’s important that

you focus on developing an extension
of your program, or existing customer
journey,
beyond
in-person
and
desktop touchpoints.
On some level, there is a path that your
customers are already used to,
especially concerning your brand and
reputation. When producing a mobile
or digitized experience, it’s crucial that
you convert that underlying program to keep the experience seamless and
intact - for use on the new or
additional platform.

ON SOME LEVEL, THERE IS
A PATH THAT YOUR
CUSTOMERS ARE
ALREADY USED TO,
ESPECIALLY CONCERNING
YOUR BRAND AND
REPUTATION.
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THE CXAPP

A MOBILE-FIRST PLATFORM
THE CXAPP IS A MOBILE PLATFORM SOLUTION THAT ENHANCES THE CUSTOMER
EXPERIENCE FOR EVENTS, MEETINGS, AND COMMUNITIES. WE AIM TO MAKE YOUR JOB
EASIER AND YOUR CUSTOMERS HAPPIER BY CREATING A MOBILE FRAMEWORK THAT
ALIGNS TO THE CUSTOMER EXPERIENCE JOURNEY WITHIN YOUR ORGANIZATION.
OUR MOBILE-FIRST APPROACH ALLOWS YOU TO CREATE AN ECOSYSTEM OF
INTEGRATED EXPERIENCES AND TECHNOLOGIES THAT ALIGN TO VERTICAL BUSINESS
IMPERATIVES AND LATERAL CUSTOMER OBJECTIVES.

MOBILE APP The CXApp maps to the customer

experience journey for pre, during, and post touchpoints
that keep your customers coming back.
We know that the journey never ends, is never the same,
and is different for every customer, which is why we've
built a mobile app that ensures every customer has
instant access to detailed logistics, user profiles, company
data, relevantvcontent, and meaningful communications
so they are always 'in-the-know'.

MOBILE WEB The CXApp mobile web offers a

responsive experience across all devices and operating
systems for a consistent omni-channel approach.
Mobile web can be an extension of your program so that
the experience is user agnostic.
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