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DIGITIZATION, OR A DIGITAL TRANSFORMATION, IS ABSOLUTELY NECESSARY IF 
YOU WANT TO REMAIN COMPETITIVE IN TODAY’S MARKET. 

Now that over 50% of web traffic has gone mobile, your strategic initiatives must 
keep up. Real-time, shared experiences with a mobile-first mindset increase the 
speed of communication at the rate of engagement. Combine the concept of a 
community with the power of mobile, and you create a new channel with 
untapped potential for engagement with your customers, your employees, your 
partners, your vendors, yourselves.

EXECUTIVE SUMMARY
WHY MOBILE-FIRST, COMMUNITY DRIVEN 
EXPERIENCES MATTER

CUSTOMERS 
BECOME 

MEMBERS, AND 
MEMBERS ARE 

PART OF 
SOMETHING—A 
COMMUNITY—
THAT MATTERS 
TO THEM, AND 

THEY ALSO 
MATTER TO IT.



AUDIENCE FRAGMENTATION 
The body and minds of the person(s) 
you want to reach—consumer and 
professional alike—are scattered 
throughout a larger society, not 
necessarily congregating in one area, 
location, or even party. This becomes 
more and more of a problem the 
closer to niche your business, products, 
or services are. It also makes it 
incredibly difficult to build or develop 
an experience that brings them 
together from all points of the world or 
market.

Scattered is the operative word here. 
By definition, your audiences and 
potential customers are spread, 
unevenly, across various locations, 
channels, and platforms. This problem 
is exacerbated even more by 
processes, tools, and personal 
interests. This creates a pattern of de-
siloed and fragmented audiences. How 
do you reach them all? How do you 
engage them all on the same level? 

ON-DEMAND CUSTOMER EXPERIENCE
Customer experience is a 24/7 
operation, 365-day carousel. If you 
lapse, you may do a disservice to loyal 
customers, lose the support of others, 
and turn away potentials. Plus, modern 
customers demand always-on, 
connected experiences that they can 
tap into from anywhere, anytime, on 
any device or platform. 

INTRODUCTION

BRIDGING THE CUSTOMER 
EXPERIENCE GAP

One of the best ways to establish an 
active base is to develop an online or 
mobile-friendly environment, which 
employs the use of your audience, 
vendors and consumers. When 
customers do not have the luxury of 
being engaged with directly, on-site, 
in-person, at a meeting or an event, 
they turn to digital communities for 
instant information or on-demand 
customer experiences. 

An active community can offer up-to-
date and even real-time information, 
experienced insights from thought 
leaders, deal making announcements 
or acknowledgements. It is both 
exclusivity and inclusivity at the same 
time. Customers become members, 
and members are part of something—
a community—that matters to them, 
and they also matter to it.

It provides the anytime, anywhere 
access that customers demand in this 
day and age.

BY MERGING A COMMUNITY 
STRUCTURE WITH THE POWER OF 

MOBILE, YOU CREATE A NEW CHANNEL 
WITH UNTAPPED POTENTIAL FOR 

ENGAGEMENT WITH YOUR CUSTOMERS, 
YOUR EMPLOYEES, YOUR PARTNERS, 

YOUR VENDORS, YOURSELVES.



Digitization is still considered to be a buzzword in 
many circles, and although it touches on a real 
movement or change happening in the landscape, 
it’s remarkably broad. If you’re interested in 
remaining competitive in the current market, you 
need to be focused on your digital initiatives as 
much as anything else you deliver to customers.

A digital transformation applies to just about 
anything to do with virtual or digital content for your 
business, customer engagement, and marketing 
operations. Just to provide a few examples, it 
includes elements like your company website, online 
storefronts, review and press sites, social media, 
mobile apps, mobile web experiences, and much 
more.

Dealing with the enterprise side of the equation, 
there’s a lot to consider when making a digital 
transformation. For instance, how does any of this tie 
into your business initiatives, and what can you 
hope to gain from a digital focus? An what does it 
mean to be truly “mobile-first” in your approach to 
engagement?

DIGITIZATION IN THE

ENTERPRISE
Looking at customers, engagement can be 
classified as any moment that they are 
focused on or interacting with your brand, 
products or services, whether through 
marketing campaigns, social interactions, or 
hands-on experiences.

Like revenue, you want to be constantly 
reeling in or building engagement to keep 
your momentum moving forward.

Not to be confused with conversion—which 
is when a customer or party actually 
makes the decision to invest in your 
company and takes action—
— engagement is the lifeblood of a 
successful marketing campaign and 
business strategy as it is evergreen at all 
stages of the buyer’s journey.

In turn, this will supply a steady stream of 
customers, investors, partners etc. 

In the modern world, engagement is about 
more than just interacting or conversing 
with potential customers physically. There’s 
now a digital medium or aspect to it. In the 
current climate, you want to build more 
than just general engagement with select 
audiences or groups. 

You want to build a relationship with your 
customers. You want them to become 
personally invested. To do that, focus on 
developing meaningful engagement 
opportunities.

INCORPORATING A BUSINESS
ENGAGEMENT MODEL
Engagement is a strange but necessary metric in 
the enterprise world. It is both simple
and complex at the same time.

60% OF IT 
ORGANIZATIONS WILL 

DEPLOY DX 
PLATFORMS 

SUPPORTING NEW 
CUSTOMER- AND 

ECOSYSTEM-FACING 
BUSINESS MODELS 

BY 2019. 
(IDC FUTRESCAPE 2018)



WHEN OPPORTUNITIES FOR ENGAGEMENT 
ARE HIGH, OPPORTUNITIES FOR 
DELIVERING A MEMORABLE CUSTOMER 
EXPERIENCE RISE TOO. 

BUT WHAT DOES THIS MEAN FOR YOUR 
BUSINESS? AND WHAT ARE THE TRENDS 
SHAPING THE CURRENT LANDSCAPE THAT 
YOU CAN INCORPORATE INTO YOUR 
STRATEGY? 

GATHERING CUSTOMER 
INSIGHTS 
By 2020, over 50% of mobile 
interactions will be in contextualized, 
“hyperpersonal” experiences based on 
past behavior. The customer journey 
never ends and your ability to influence 
and support the customer at every 
touchpoint by becoming smarter and 
gathering valuable data based on user 
behavior and preferences the more 
they interact with digital interfaces will 
enhance your ability to serve up more 
contextual experiences. 

INTEGRATING RICHER, 
MODERN TECHNOLOGIES
72% of business leaders deem AI as a 
business advantage. Artificial 
intelligence, IoT,machine learning and 
other advanced technologies have the 
potential to change business forever. It 
will improve customer service by 
continually learning more and more 
about the user, behaviors, and 
preferences.

DEVELOPING ENGAGING 
CONTENT
Studies indicate, almost half of all 18 to 
49 year olds (43%) get their news and 
information online, and that number 
continues to grow more and more every 
day. Consumers are relying more on the 
internet for information than ever before. 
You can leverage this to build your 
community up around insightful, 
informative, relevant content that 
pertains to their business or industry. 

AND… INVESTING IN MOBILE 
APPLICATIONS
According to the 2017 Gartner CIO 
Agenda Report, spending on mobile 
applications and mobility, in general, is 
among the top five priorities for Chief 
Information Officers. Also, in 2017, 24% of 
marketers were planning to add 
messaging apps to their content 
strategy over the next year. Mobile-first 
is the new focus for enterprises -
beyond just a mobile mindset.

SHAPING ONLINE 
COMMUNITIES

TRENDS 



v

When the original iPhone was introduced on June 29, 2007, no one had any idea 
the implications it brought along with it for future technologies and various 
industries.

It definitely wasn’t the first mobile device or “smartphone” to hit the market, but it 
was—and still is—one of the most successful. Not to mention, it helped solidify the 
idea of mobile computing and mobile device use as a mainstream concept.

TODAY, WELL OVER 50% OF WEB TRAFFIC IS DEDICATED TO 
MOBILE, WITH MOBILE DEVICES DOMINATING SO MANY 
MARKETING CHANNELS AND MEDIUMS.

That’s a huge difference from when the iPhone launched, 
or even just a few years ago. Looking back, it’s also 
changed the world considerably for major businesses 
and organizations. Where before, you could focus solely 
on traditional business measures and strategies, that’s no 
longer the case. 

If you want to keep up, you must offer mobile-friendly, 
real-time, and shared experiences. Not only that, the 
experience itself must be convenient, reliable, and 
speedy. In terms of digital strategies and digital content, 
this means most of your focus—or at least half—should 
be on the digital spectrum.

PREPARING FOR 
THE MOBILE-MINUTE

LOREM 
IPSUMTHE EXPERIENCE IS

EVERYTHING



When you establish or develop a 
community, you also create a unified 
digital experience across customer, 
partner, and employee channels. 
Adopting a “mobile-first” approach should 
really be considered an organic form of 
growth and evolution for your brand. 

You are providing your audiences with the 
tools they need to engage with your 
brand and services. This helps eliminate 
fragmented, siloed experiences which 
generally crop up in the enterprise.

It also puts a lot of power in the hands of 
your customers and partners. Consumers 
decide when and where they’re going to 
engage with your brand, how much digital 
content they are consuming, and 
ultimately how that experience is going to 
play out in a ‘mobile-minute’. 

The beauty of mobile and online 
engagement is that you can track user 
progress, performance, and behavior to 
apply to future campaigns and strategies. 
In fact, 86% of Fortune 500 companies
report that their online and mobile 
communities provide more accurate 
insights into customer needs. 

Furthermore, global respondents have 
cited that the most disruptive technologies 
are the cloud (58%), mobility and 
collaboration (54%), and data (52%). All 
technologies that relate to modern mobile 
experiences. You need the cloud to 
deliver full-featured experiences on-the-
go. You need data to facilitate 
personalization and optimize engagement. 
And you need to increase exposure 
through mobile tools that are encourage 
collaboration. 

MAKE IT PERSONAL
The nature of mobile platforms and 
channels has shifted power to the 
consumer. One way to somewhat corral or 
facilitate future engagement for your 
customers, is by offering a personalization 
strategy. This tailors an experience, 
content, products, or even interactions with 
a customer to meet their needs. According 
to a study by PwC, “only 38% of U.S. 
consumers say the employees they 
interact with understand their needs; 46% 
of consumers outside the U.S. say the 
same.”

Personalization on mobile platforms and 
through mobile experiences can relate to 
many different things. They all follow one 
central alignment, however, which is to 
deliver a constant stream of industry-
specific information or engagements under 
a common thread of relevancy.

On mobile, that “common thread of 
relevancy” is arguably the most important 
element of personalization or custom 
experiences. With the fast paced delivery 
of information the timeline speeds up and 
your processes need to speed up. In fact 
67% of the buyer’s journey is now done 
digitally, with much of the buying process 
complete before contact with an 
organization is even made.

BUYER’S 
JOURNEY IS 

67%
ON DIGITAL 
PLATFORMS

DIGITAL EXPERIENCE 
CREATING A UNIFIED



TYPES OF

One of the most prominent types of 
communities relevant to your business, is 
the internal one—it includes your 
employees, personnel, management, and 
sometimes investors. It helps to have a 
central hub with engaging content, that can 
strengthen peer relationships across your 
organization and provide personnel or 
employees with a voice.

EMPLOYEES

COMMUNITIES

The party often standing between you and 
your customers is the press and market 
analysts. They are going to talk about your 
business and discuss performance and 
details whether you like it or not. You might 
as well help aid their efforts by providing a 
connected media hub, which provides up-
to-date and relevant information or 
content.

PRESS & ANALYSTS

A 2017 Gallup survey found 51% of 
the workforce is not engaged.

Almost 6 in 10 internet users now choose 
to consume their news via mobiles

Your team or cross-functional teams rely on a 
series of content, processes, technologies, 
strategies, and even influential people to 
carry out their work. They’re always looking 
for new ways to garner, maintain, and nurture 
customer relationships. By providing them with 
an exclusive community or channel for such 
discussions, you are putting them on the fast-
track to success and personal improvement.

SALES ENABLEMENT

Your customers want answers and details, 
and they want it fast. A mobile-first 
community allows you to provide this for 
your brand, products, services, and even 
support processes. You gain many insights 
about the overall customer journey, 
including various levels you may have 
never formally recognized in the
past. 

CUSTOMERS & PARTNERS

Companies with a sales enablement tool 
see a 13% revenue growth rate, 3x that 
of companies without this technology

96% of B2B buyers want content with 
more input from industry thought 
leaders. 

BY DEFINITION, YOUR 
AUDIENCES AND 

POTENTIAL CUSTOMERS 
ARE SPREAD, UNEVENLY, 

ACROSS VARIOUS 
LOCATIONS, CHANNELS, 

AND PLATFORMS. 



Once you reach the adoption and development stage, it’s time to consider some 
best practices or ideas for implementation. 

MOBILE COMMUNITY & MOBILE EXPERIENCE
BEST PRACTICES

v

SET A CONTENT CALENDAR: 
You’ll need timely, regular content if you 
want to make an impact with mobile 
communities. Step one is to build a detailed 
community content calendar that outlines 
your intentions. Include major company 
announcements and events, product 
launches, goals, and even potential ideas. 
It’s always best to start with the major 
events and experiences you know about, 
and then work from there. 

INCORPORATE THOUGHT 
LEADERSHIP FEATURES:
All members have some desire to know 
how things work on the inside. It’s a great 
way for audiences to gain insights about 
topics or products they’re interested in. 

Best practice is to employ the help of 
executives or experienced employees for 
contribution to deliver regular blogs or 
content, which are topical and aligned to 
various calendar-specific events.

In sales especially, professionals love to 
follow influential people, mentors, and 
thought leaders. It’s an avenue of growth 
and personal improvement for many, which 
can often double as a stream of relevant 
news. Sales announcements and solutions, 
product details, company wins, performance 
speak, and much more can all be rolled into 
thought leadership type content. 

IDENTIFY INTERNAL PROMOTIONS 
AND CAMPAIGNS:
Outside of traditional marketing and 
promotional materials, you can also 
leverage offline and online channels to build 
awareness about a particular event, 
campaign, or strategy. Consider showcasing 
new product features, heavy sales or 
discounts, upcoming events, as well as 
promotional and special offers.

ENABLE CONVERSATIONS AND 
DEEP COMMUNICATION:
Conversations and communication are the 
lifeblood of any community or social 
platform. It’s what keeps members engaged, 
interested, and helps build relationships. 
When dealing with international communities, 
in-app messaging or online messaging tools 
can help alleviate calling liabilities through 
individual platform features and capabilities.

CONTINUED



v

This does many things, but it can also 
be used to give your employees a 
voice even through all the noise. You’d 
be surprised how many will appreciate 
the opportunity to weigh-in, especially 
for something as significant as a 
company-wide success story.

PERSONALIZE EVERYTHING:
If you can hone in on insights for an 
individual or specific users, you can 
gain more relevant information, but you 
can also deliver more personalized 
experiences. This allows you to refine 
the types of content, notifications, 
updates, and details you’re sending 
members of the community. Through 
their individual app settings and 
behavior, you can build a complete 
user profile that helps improve your 
relationship with users time over time.

INCORPORATE FUN!:
One of the best ways to keep a community 
loyal—and encourage return visits—is to 
inject a bit of fun. Find ways to spruce up 
engagement and activity, or gamify the entire 
platform. 

Here are some great ways to do that:
• Setup mobile polls to gauge audience  
sentiment and highlight interesting results
• Recognize achievements, rewards, and    
personalized milestones
• Share external, unrelated content to keep 
things interesting 
• Color interactions with seasonal events 
and/or holidays
• Allow for tasteful, user-generated content to 
build your members up

HIGHLIGHT WINS:
With corporate or professional communities 
especially, when a win is achieved it’s posted 
to the content feed and allows everyone to 
review or participate in related discussion.

BUILDING A HIGH-PERFORMING 
TEAM, AND CONNECTING PEOPLE 
TO YOUR CORE VISION, VALUES, 
AND CULTURE SHOULD BE AN 
ONGOING MISSION



In the modern landscape, it’s not just enough to 
build engagement, it also needs to be steady. 

This is what we refer to as “perpetual 
engagement,” as its a sustainable process for 
any business.

The bottom line is that communities, online and 
mobile, allow for the kind of interactions, 
relationships and experiences that drive 
perpetual engagement. They also provide 
anytime, anywhere access that customers 
demand in this day and age. 

Mature community platforms provide much 
deeper data insights and information on user 
interactions, well beyond traditional web 
analytics. Normally, you’d only be able to see 
things like page views, session length, bounce 
rates, and maybe various forms of interest but 
in a broad, generalized sense. Through mobile
communities and native experiences, you can

CONCLUSION
BUILDING BUSINESS VALUE

BENEFITS5
The benefits of building a 
COMMUNITY are tremendous: 

v

1. You are interacting and communicating with 
customers, rather than talking ‘at’ or ’to’ them. 

2. Active communities build trust through direct 
engagement. 

3. You’re building experiences around 
conversations, engagements and strategies, 
which you can leverage to refine and 
optimize initiatives.

4. You gain real-time insights that can only be 
earned through perpetual engagement with 
your audience.

5. It’s 2-way communication that is always-on, 
and always available., which is invaluable in 
today’s fast-paced and always on-the-go 
landscape.

gather so much more which can be used to 
boost engagement, sentiment, vitality, and even 
product quality. 

In 2018, two-thirds of all firms will create 
customer insight centers of excellence. That 
means nearly everyone in the enterprise world 
is learning to gather and use insights from 
customer behavior and contextual experiences 
to improve their bottom line.

In the go-fast world of today, it’s difficult to 
communicate with anyone let alone peers or 
customers. A virtual community not only gives 
you the platform, but also the resources to 
connect, communicate and engage on a more 
direct level. You are essentially opening your 
business up to the world, or in the case of an 
employee-based community, you are opening 
it up to your workforce.

COMMUNITY



With multi-platform, complicated, and comprehensive platform needs - it helps to 
have a central hub for engagement positioning your brand as the go-to source for 
what your audience wants and needs. It will help you interact, engage, and 
communicate with any audience you wish to reach.

Rather than starting from scratch and building with nothing, you have the direct 
support of an experienced environment and platform. The CXApp mobile app 
platform enables the ongoing development and growth of your community or 
organization with meaningful communications, content, and events that stimulate 
member engagement. 

It’s a win-win solution for any company looking to build value out of a mobile-first 
mindset with a digital transformation lens. More importantly, it’s a great way to 
establish perpetual engagement from audiences, peers, and personnel. 

THE CXAPP
A MOBILE-FIRST PLATFORM
The TIME IS NOW, WHAT’S YOUR GO forward strategy?

CUSTOMER EXPERIENCE AS A

SERVICE
POWERED BY THE CX APP

cxapp.io
@thecxapp @cxapp


