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Foreword: 

Never has there been as great a catalyst as now for our profession to leap ahead. While 
Customer Experience has become a buzzword to some, for those in the profession, our 
passion, focus, courage and consistent push for our organizations to achieve the goals 
and vision we have set has never been more critical.  As time rapidly changes the how and 
why brands exist, we must constantly be in the forefront with our vision and skills to drive 
forward. 

Our CX Experts share some amazing insights into what has been, what may be and 
how our profession can dramatically impact the course of a brand’s success. In the 
sometimes confusing market, those leaders and brands who know a purpose driven 
organization, acting to impact value for its customers, employees and partners, will win 
in the experience and talent economy.

Join me in hearing from our thought leaders in the Experience space who share their 
perspectives, passion and belief in what we do and the impact it has to personal and 
professional lives. 

Here’s to a strong and powerful 2019. 

- Diane Magers, CCXP, Interim CEO  

There is strong comradery among Customer Experience (CX) professionals. CXPA firmly 
believes that a stronger community enhances the profession and further drive improved 
Customer Experience across organizations worldwide.  To support this vibrant community, 
CXPA recognize a group of CX Experts who serve to support members through answering 
questions, providing thought leadership and insights, and guide discussions around 
opportunities which impact the growth and impact of our profession. 

In this eBook, the CX Experts weigh in on their view of Customer Experience advancements, 
challenges and changes.

2019 “Top Thoughts” From Customer Experience Experts
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Question to our CX Experts:  
How has Customer Experience changed and grown over the past seven years?  

Customer Experience has grown up. Customer Experience used to be about ideas 
and ideals - the “magic” of certain brands, the way some leaders just got it. Now, 
we see full teams dedicated to delivering great Customer Experiences throughout 
a brand journey. There are real accountabilities and real metrics. There is less 
mystery around why it’s important to any organization and more commitment 
from leaders. This has led to more complexity, too, which organizations are still 
figuring out. And customers themselves have greater expectations around what 
their experience should be. They aren’t afraid to go somewhere else to be treated 
better, because they are willing to pay more for a better experience. 
This means customer-centric organizations are aware of how to gather, analyze 
and respond to customer feedback in efficient and effective ways. While a 
survey was considered enough in the past, the leading organizations of today 
understand Customer Experience needs to be measured in both quantitative and 
qualitative ways. It’s exciting to see the growth of our industry, but we should be 
prepared for more complexity moving forward. We should be ready to respond to 
customers in real-time, relying on new technologies like artificial intelligence and 
machine learning and training employees differently than in the past. It’s a brave 
new world and I’m thrilled to still be a part of it!

It most certainly has changed and having been there and been part of that 
growth curve gives me a personal and convincing perspective. Part of this comes 
from the fact that the discipline is still new to many organizations (and individuals) 
and is still being discovered by some to differentiate and advance the business.  
This is good news for those of us among the Customer Experience consulting 
community and especially the Customer Experience provider community.  
Technologies applied to Customer Experience have rapidly accelerated and 
many of them are becoming more accessible due to lower barriers of entry. For 
example, viable and extremely capable Journey mapping software that previously 
required serious investment can now be obtained for a fraction of the cost. More 
and more affordable data integration and visualization tools are available to 
the Customer Experience practitioner and consultant alike, which are helping to 
drive a key message across organizations that Customer Experience is a major 
contributor to building and sustaining business success.

Jeannie Walters, CCXP 
CX Expert

Karl Sharicz, CCXP 
CX Expert

While a survey was considered enough in the past, the leading organizations 
of today understand Customer Experience needs to be measured in both 
quantitative and qualitative ways. It’s exciting to see the growth of our industry, 
but we should be prepared for more complexity moving forward.
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There’s a lot to like about the way Customer Experience has grown and 
changed over the past seven years. For starters, in the past seven years we’ve 
seen the creation of a fabulous, growing professional association—the Customer 
Experience Professionals Association! That’s a true show of how the profession is 
growing for practitioners, consultants, and service providers! 
While there’s still a lot of work to be done, and years of evolution still to be seen, 
it can also be said that the basic concepts of the discipline have infiltrated almost 
every industry around the world from government organizations to professional 
services to health clubs and everything in between. 

When I began doing this work in the 1980s it was talked about in terms of QUALITY 
– quality, cost, deliver, safety and corporate responsibility, always for customers.  
Customers were both customers of the company (end users/paying customers/
partners) as well as employees of the company, with the thought process of the 
better you care for your employees, the better they’ll take care of your customers 
– respect for people, management by fact, continuous improvement & customer 
satisfaction being the tenets.  
Over the last seven years there has been an explosion of solutions to understand 
the Customer Experience (external Customer) with data and analytics getting a 
lot of attention. But we all know that data alone doesn’t change the world.  I’m 
delighted to see so much focus on the Employee Experience and the end to end 
Customer Experience – outside in versus inside out.   My hope is the empathy that 
is awakened doing this work, will reinforce ‘experience’ matters, for all people 
within a system.   
I love the energy around Customer Experience, and truly hope the evolution 
from the 1980s quality work continues to cross over industries so that Employee 
Experience/Customer Experience examples can lead the way for Patient 
Experience too.

The last seven years have been tremendous as we’ve moved from a bunch of 
stranded evangelists to become an integrated community. As the program has 
grown, we’re actively developing best practices that can be implemented right 
away. The development of best practices such as journey mapping, a federated 
Customer Experience model, and governance models were largely unheard-of 
seven years ago. As a community we have taught each other the basics on how 
to build a program.

  

Jim Tincher, CCXP 
CX Expert

Question to our CX Experts:  
How has Customer Experience changed and grown over the past seven years?  

Stephanie Thum, CCXP 
CX Expert

Vicki Amon-Higa, CCXP 
CX Expert
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Annette Franz, CCXP 
CX Expert

The changes have been many, but in the simplest sense we’ve seen a massive 
maturity in thinking from measurement to transformation. The earliest days of 
this work were very focused on measuring and baselining customer feedback 
and metrics and lots of dashboards and reports were built and socialized. Now 
the effort is much more focused on using the data to drive change in process 
and organizational focus. Voice of the customer doesn’t play less of a role in this 
maturity cycle. It just moves from the ends to the means as we refocus on the use 
of the data. The impact of this is clear, in so far as we are seeing demonstrable 
evidence of impact of the work that had been previously so hard to quantify when 
the focus was measuring and reporting and less so about process improvement 
and innovation.

I’ve been in this Customer Experience field for 25+ years, having started my 
career at J.D. Power and Associates in the early 1990s when this thing wasn’t 
even yet referred to as “Customer Experience.” Over the years, I’ve seen the 
evolution in this space from market research, customer satisfaction, customer 
loyalty, customer relationship management, voice of the customer, and beyond. 
I’m excited that “Customer Experience” is firmly grounded in our vernacular now 
– for better or for worse. The good news is just that – it’s grounded. The bad news 
is that now the phrase is over-used and used in places where it shouldn’t be used. 
Minor challenge. I suppose we should be happy that people are talking about it.
Some of the biggest changes I’ve seen in the last seven years include advances 
in the profession (recognized as a role/position to be taken seriously); companies 
that have accepted the need to be data driven but have landed in the “data 
overwhelmed” bucket; journey thinking rather than just touchpoint thinking, 
witnessed by journey mapping becoming a more-prevalent tool and process 
for understanding the Customer Experience, having evolved or progressed from 
simply a tool used to identify the customer journey into journey management 
and journey analytics – and even a new position working with the Customer 
Experience team, journey manager; emerging technology that is starting to 
change the way experiences are being delivered; and consumers that are more 
vocal and more informed than ever, placing even more power into their hands.

Seven years ago almost every conversation started with ‘what is CX?’ or ‘why 
should we do this?’. Now this is pretty much a given and the conversations are 
much more about ‘how do we organize ourselves?’ or ‘how do we build this 
capability?’ Similarly, much more of my work is now in the B2B space and in utility 
or infrastructure industries rather than the consumer space.

Question to our CX Experts:  
How has Customer Experience changed and grown over the past seven years?  

Marc Mandel, CCXP 
CX Expert

Tony Hillson, CCXP 
CX Expert
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Taking a trip down memory lane, Customer Experience 7 years ago seemed to 
be grounded in outside in Voice of the Customer (VoC) measurement and inside-
out journey mapping.  The leading voices were voice of the customer technology 
firms who advocated for capturing “the voice of the customer” for catalyzing 
change for an enterprise.  
Now this is merely table-stakes for managing the business.  The most prominent 
journey mapping activities were cross-functional employee journey mapping 
workshops and journey maps - critical to breaking down organizational silos (that 
still exist) - but very few of these had rigorous outside-in customer research to 
validate the journey and prioritize the areas to improve the journey.   
Seven years later - much more rigorous customer journey research, much better 
developed customer journey design to deliver brand promises, integration 
of voice of the customer platforms with CRM systems the IT silo to delivering 
the on-brand Customer Experience.  What’s still at an early stage of maturity: 
customer journey management at a senior level in an aligned cross-functional 
manner, delivering and quantifying business from Customer Experience activities, 
prioritizing Customer Experience investments above lower-ROI programs like 
enterprise resource planning (ERP) implementations.  

There have been many changes to Customer Experience over the past seven 
years – from how companies have harnessed an array of technology and tools 
to enable experiences to the proliferation of Customer Experience-related 
vendors and consultants (and subsequent acquisitions and combinations). 
Today, Customer Experience professionals have a bigger network of peers and 
partners they can turn to for guidance and help, complemented by a better body 
of knowledge and avenues to further their own professional development. But 
what hasn’t changed over the past seven years are the fundamentals of good 
Customer Experience management: 

• Deepening the organization’s understanding of its target customers’ needs 
and expectations and infusing that into how it makes decisions, 

• Gaining real executive commitment to the discipline required to actually 
improve operating processes and culture to support the desired experience, 
and 

• Engaging all employees in a customer-centric culture by connecting the 
work they do to the brand promises the organization seeks to keep with 
customers.

Aimee Lucas, CCXP 
CX Expert

Question to our CX Experts:  
How has Customer Experience changed and grown over the past seven years?  

Today, Customer Experience professionals have a bigger network of peers and 
partners they can turn to for guidance and help, complemented by a better 
body of knowledge and avenues to further their own professional development. 

Greg Tucker, CCXP 
CX Expert
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The profession has moved from a survey and metrics approach to a more 
holistic, systematic change for organizations.  Our profession continues to 
support and enable organizations as they compete is an ever-changing market. 
And, we have moved the collaboration, agility and innovation of companies into 
a more mature place.  The importance of defining and governing to truly define 
impacts and financial measures is rapidly replacing the “find and fix” model 
of responding to customers.  More and more, the entire ecosystem is involved 
in defining and designing an experience – not only across the organization, 
but in every depth of the organization from front line, leadership, incentives, 
processes, workflows, architecture, data, analytics and more – that allow the 
integration of all the components of an experience. The partnership of Customer 
Experience professionals to every part of the organization – marketing, sales, 
operations, digital – has been impactful as we act as the connective tissue 
within the organization. Organizations are realized this much needed and very 
impactful way of working. 

I can sum this up in three words – Awareness, Definition and Significance! As I 
often remind people, the acronym ‘CX’ did not even exist until one Bruce Temkin 
first created it around the birth of the CXPA in 2011. Professionals all around 
the world who were working tirelessly to do what was right for customers and 
employees prior to 2011, very often, were not even recognized as having any 
particular skill or competency. It was not uncommon for us to be known as either 
‘soft and fluffy’, or just plain ‘irritating’! 
As we move into 2019, not only have our skills and capabilities been clearly defined 
and recognized in the form of a professional qualification, what we do is being 
talked about by CEOs across the globe. This has moved Customer Experience from 
being something Customer Experience professionals had to vigorously ‘push’ on 
organizations, to something that is now actively being asked for. However (there 
is always one of those), please note that I did not mention a fourth word at the 
beginning of my response to the question – that word being ‘Understanding’. 
Despite the rhetoric having changed, the lack of understanding of what it takes 
to become a sustainable customer centric organization is still sadly lacking – 
hence the need for the Customer Experience Profession to continue working hard 
to develop awareness, definition, significance AND understanding!

Diane Magers, CCXP 
CX Expert

Question to our CX Experts:  
How has Customer Experience changed and grown over the past seven years?  

I can sum this up in three words – Awareness, Definition and Significance! 

Ian Golding, CCXP 
CX Expert
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That government is now mandating that government organizations invest in this 
space and provide a ‘good quality’ Customer Experience. That’s created a huge 
shift in the need for this work, but it has reminded me that a huge proportion of 
organizations have not started transitioning towards being customer centric. So, 
while we tend to work with ‘more mature’ organizations that are further along, 
there is still a huge need to learn the fundamentals of Customer Experience and 
that the work we were doing in banks, insurers and telcos in the mid-2000’s is 
very relevant and valuable for a huge number of organizations, so we can’t forget 
the value of the basics. 

A few Customer Experience industry changes witnessed in 2018 include:
• The ongoing consolidation of Customer Experience measurement platform 

vendors.
• Customer Experience is steadily becoming less of a niche “point solution” 

and is emerging as a part of a more holistic business approach to customer 
retention and competitive advantage. Overall, this is a positive change, 
bringing Customer Experience out of the tactical basement into the strategic 
boardroom. The downside of this trend is that the waters are becoming 
increasingly muddy around definitions of Customer Experience and other 
business disciplines it touches including marketing, user experience (UX), 
customer success, big data and customer support.

One change that stood out for me was the recognition of customers as people. 
I mean – we all intellectually know customers are humans, but so much of the 
effort in the Customer Experience sphere focused on the processes and tactics 
of managing the experience, with the customer somewhat off in our peripheral 
vision. In 2018, there was more attention and effort around, understanding what 
customers are really trying to do across their journeys (not just within touchpoints), 
raising empathy and designing for emotion, and humanizing Customer Experience 
in general.

Question to our CX Experts:  
What significant changes stood out to you in this last year?

Aimee Lucas, CCXP 
CX Expert

Sarah Simon, CCXP 
CX Expert

I mean – we all intellectually know customers are humans, but so much of 
the effort in the Customer Experience sphere focused on the processes and 
tactics of managing the experience, with the customer somewhat off in our 
peripheral vision.
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Tony Hillson, CCXP 
CX Expert
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Probably the most notable thing that I’ve seen in the last year is wider 
acknowledgement and greater recognition that employee experience is 
important – not just to Customer Experience, but on its own, as well. After 
pushing for 25 years to get clients to recognize that employees and the employee 
experience must come first, it’s refreshing to see more people talk about it and 
more companies do something about it. Trust me, we still have a long way to go, 
and I talk to people daily who still haven’t made this connection, but it all has to 
start somewhere. And I feel that happening. Finally.

There’s no doubt the robots took a seat at the table in 2018! Customer Experience 
was directly affected by technologies like artificial intelligence and machine learning. 
While there was (and still is) some fear over what this means, I see this as a really 
exciting way to better meet customer needs. If a chatbot can text with a customer 
who needs immediate answers to common questions, that frees up your human 
workers to really help customers with more complex issues to address. A front desk 
clerk at a hotel doesn’t need to answer the question of “what time is checkout?” 
if a chatbot can do that in a friendly, helpful way. These new technologies can 
provide customers with support when they need it. Machine learning also helps us 
understand customer data in more meaningful ways. If we can extrapolate meaning 
from large data sets in faster, better ways, that enables us to improve the experience 
in more personalized, relevant ways. And oddly, I’d also add that - FINALLY - business 
leaders started accepting that emotion is a huge part of the Customer Experience. 
While this has always been the case, because, after all, we’re human, the business 
norm was to downplay emotion as an important part of the experience. Now that 
we’re doing that, customers can feel more connected to brands.

The maturation of Customer Success as a way to talk about renewals and 
recurring revenue, mostly in the ‘as a service’ businesses. My hope is that 
ensuring customers get value from the goods/services they procure is a never 
ending journey and that all the tech solutions are an enabler to that outcome, 
not the end goal.  Each new business that gets created needs to ensure value 
is there, the Customer Success organizations can engage Customer Experience 
professionals to help ensure this value.  

Question to our CX Experts:  
What significant changes stood out to you in this last year?

If we can extrapolate meaning from large data sets in faster, better ways, that 
enables us to improve the experience in more personalized, relevant ways.

Vicki Amon-Higa, CCXP 
CX Expert

Jeannie Walters, CCXP 
CX Expert

Annette Franz, CCXP 
CX Expert
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What stood out to me was how little change took place over the past year.  
I’ve seen excessive repetition of the same Customer Experience concepts over 
and over as if we were all 4th graders never quite able to grasp the concept of 
multiplication.  Case in point—How many more articles are necessary to explain 
NPS?  It’s a metric—not a program— a topic that has been regurgitated and 
rehashed ad nauseum to the point where it has become so mundane that its value 
is being questioned and, in some cases, dismissed.  I’ve had recent discussions 
with organizations that have simply stopped using it because it didn’t deliver on 
their lofty expectations.  They’ve applied it as if it were some “magic dust” and 
the resulting magic just didn’t happen or meet their expectations.  NPS is still a 
viable and valuable tool in the Customer Experience toolkit and it can certainly 
provide insights based on reasonable expectations.  We just need to become 
more reasonable.  
Customer journey mapping is another case in point.  What’s fundamentally 
changed there?  Nothing significant that I can tell outside of not enough attention or 
credence being paid to why it’s such an important tool in the Customer Experience 
toolkit and one that should be applied early in the Customer Experience journey 
rather than later. But do we really need to keep reading article upon article and 
blog upon blog about how to create a customer journey map?  There’s enough 
“how to” out there to sink a ship, but not enough about the “why.”  In the words 
of Simon Sinek, “People don’t buy WHAT you do; they buy WHY you do it.”
Another non-change I’ve been witnessing firsthand over the past year is how 
some organizations are continuing to collect their customer’s voices yet taking 
little to no action based upon what they are hearing.  What this is doing in effect 
is sending a clear inside-out message that “it’s really all about us” and what 
we want from you versus it being all about how we want to deliver a better 
experience for you—the customer.

From a voice of the customer standpoint the past year has signaled yet another 
shift from the prior focus of needing more data to needing more answers. Lots of 
companies changed survey vendors and process with the false hope that maybe 
the change will get more data to work with. Instead, this past year has been 
all about deepening the actionability of the insights generated and ensuring a 
strong insight pipeline from whatever process we have.

Question to our CX Experts:  
What significant changes stood out to you in this last year?

Marc Mandel, CCXP 
CX Expert

Karl Sharicz, CCXP 
CX Expert
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Jim Tincher, CCXP 
CX Expert

What stood out to me: more emphasis on inclusivity in Customer Experience! 
I saw some great examples of what organizations are actually doing to create 
great experiences for all customers. For example, Starbucks opened its first U.S. 
sign language store in Washington, D.C. The Hearing and Speech Agency in 
Baltimore, Maryland launched a campaign called “Hearing Hospitality” where 
they go into D.C. area restaurants and train managers and staff on how to create 
enjoyable experiences for customers with speech and hearing impairments. A 
UK-based organization started “Purple Tuesday,” a shopping day geared toward 
retailers to make their stores more accessible for disabled people. That’s great 
for customers who may have felt left out in the past. It’s also great for expanding 
customer bases and business profits in an increasingly competitive business 
world. There’s still a lot of work to be done on this, but these are steps in the right 
direction. It would be great to see more in the coming year! 

Leading Customer Experience programs are starting to understand the 
dangers of trying to boil the ocean, as well as its counterpart “quick wins.” 
Too many Customer Experience teams are trying to solve for every customer 
issue, spreading their resources too thin without having any real impact. 
We know that the #1 indicator of loyalty is emotional connection – the best 
Customer Experience programs have spent the last year going after those 
emotional connections. Unfortunately, this learning hasn’t reached everybody 
– but we can hope!

Question to our CX Experts:  
What significant changes stood out to you in this last year?

Leading Customer Experience programs are starting to understand the dangers 
of trying to boil the ocean, as well as its counterpart “quick wins.” Too many 
Customer Experience teams are trying to solve for every customer issue, spreading 
their resources too thin without having any real impact. We know that the #1 
indicator of loyalty is emotional connection – the best Customer Experience 
programs have spent the last year going after those emotional connections. 

Stephanie Thum, CCXP 
CX Expert

The Ultimate Customer Experience Q&A eBook   11   



12   The Ultimate Customer Experience Q&A eBook

The proliferation of the words Customer Experience is a great thing to see without 
many truly understanding the depth of our discipline. I believe the experience-
based change to organizations has been misunderstood, but awareness is rising. 
Market pressures – economic, talent shortage, data proliferation – will force 
organizations to be more focused on outcomes with tangible outcomes. Leaders 
are beginning to shift their view from the metrics to the “so what” and realizing 
that the actions we orchestrate to address and design issues is more important 
than just a score or metrics. And Customer Experience professionals are uniquely 
positioned to help brands do just that. 

Without question, the increasing significance of Employee Experience, or EX, and 
its integral connection to Customer Experience. Whilst our profession has always 
understood that they are inextricably linked, it finally appears as though the world 
is catching up in its understanding that one is difficult to do without the other. For 
many years, the most customer centric of leaders have preached that the way an 
organization treats its people, will directly affect the way their people treat the 
customer – with Employee Experience becoming a more recognizable ‘thing’, then 
there is hope that those words will become a reality for many more employees.
It would also be impossible to talk about significant changes without mentioning 
technology. 2018 continued to see technology advance at a remarkable rate – as 
much as the CX acronym has gained in awareness, so has AI (artificial intelligence) 
among other things. On an almost weekly basis, advancing technology is allowing 
organizations to believe that there are better, quicker, more effective ways to 
interact with customers. However (there is that word again), too many are seeing 
advancing technology as a way of achieving better, quicker and more effective 
interactions with customers for the benefit of the organization – NOT the customer. 
As a result, ironically, the rise in awareness of EX is coming at a time when there as 
an increasing desire to remove the ‘E’ from the ‘X’ as much as possible!

In 2018, we saw the emergence of the need to demonstrate Customer Experience 
value to the C-Suite to build and sustain commitment and alignment.  Common 
sense, but not at all common practice.  

Question to our CX Experts:  
What significant changes stood out to you in this last year?

Diane Magers, CCXP 
CX Expert

However (there is that word again), too many are seeing advancing technology 
as a way of achieving better, quicker and more effective interactions with 
customers for the benefit of the organization – NOT the customer. 

Ian Golding, CCXP 
CX Expert

Greg Tucker, CCXP 
CX Expert
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I think we are hitting a plateau in Customer Experience to some extent.  I see more 
of the same with slow progress and in fact some regression as financials tighten 
under a stressed economy which unfortunately spells trouble for some Customer 
Experience budgets.  With rumors around a recession coming in 2019, that might 
be giving some organizations the jitters and investments in some areas of Customer 
Experience might be held off over the coming year.  Organizations seem to still 
struggle with figuring out how Customer Experience fits within their overall business 
strategy.  The onus is upon the Customer Experience practitioner to help educate 
corporate decision-makers and connect the dots for them without coming across 
as a hard-sell.  The same holds true for Customer Experience consultants and being 
more of a trusted partner with their clients especially in the sales process along with 
a focus on offering Customer Experience solutions to key business issues rather than 
just offering products and services within their business portfolio.  
Surveys as a viable means of measuring the Customer Experience is in doubt as 
response rates for surveys have been and continues to decline.   While email surveys 
are without question the most convenient method to collect voice of the customer, 
there can be significant sample bias and non-response issues. The response rate 
of email surveys is affected by the lack of personalization, people’s busy schedules, 
and increasing number of requests for people’s attention, plus an increasing 
amount of “junk mail” that gets ignored and the tendency to find longer surveys 
daunting.  While ethnographic and phone-interviews are more labor intensive, more 
expensive, and can suffer the same kinds of biases as electronic methods, they are 
proactive, more likely to capture a customer in-the-moment especially if the time-
commitment is brief, and the skilled interviewer can almost always glean more 
insights within a true dialog along with probing.  Targeted outreaches instead of 
mass data collection can be more effective.  Perhaps during 2019 we’ll see a bit of 
“back to the future” for collecting voice of the customer—people talking to people.  
The Corner Café in London is wi-fi-free and sports the following message: “We 
don’t have wi-fi…Talk to each other—Pretend it’s 1995.”  There may be significant 
hi-tech advances within Customer Experience during 2019, but I also see a lot of 
opportunity and potential for high-touch.

Organizations will see one of two outcomes: 
• They will learn to target their scarce resources on earning the emotional 

connections that lead to real loyalty; or
• Their Customer Experience programs will disappear.

Question to our CX Experts:  
What changes will we see in 2019? 

Jim Tincher, CCXP 
CX Expert

They will learn to target their scarce resources on earning the emotional 
connections that lead to real loyalty; or their Customer Experience programs 
will disappear.

Karl Sharicz, CCXP 
CX Expert
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There are a number of things I hope to see in 2019. One is the continued shift 
from gathering and reporting data to acting on insights. Customer insights in 
and of themselves don’t improve Customer Experience. It’s the action companies 
take based on what they learn from those insights that creates improvement and 
ultimately business value. Customer Experience professionals need to continue 
to elevate their organization and business knowledge and change management 
capabilities, so they can build compelling calls to action based on these insights. 
This includes moving beyond survey data, to incorporating qualitative insights 
and operational data from a variety of sources to gather a clearer, more complete 
picture of customers’ needs, expectations, and actions.
Another change I hope to see is even more companies recognizing that good 
Customer Experience begins with good employee experience, and as a result 
making investments in aligning all employees with their Customer Experience 
vision. When employees understand the mission of the company and feel they 
have the knowledge and tools to succeed, they are more productive, helpful, 
and collaborative on the job. And smart companies are ones that recognize that 
they can learn a lot about what is working and not working from employees. 
When that feedback is combined with customer feedback, the path to improved 
Customer Experience can become even more clear.

I don’t really like to make predictions for the coming year. There are still too 
many companies struggling to really understand the importance of Customer 
Experience or who are just in the very early stages of their Customer Experience 
transformation work. These folks are still trying to understand the basic 
fundamental or foundational elements of a Customer Experience transformation 
strategy. They can’t begin to think about or focus on omnichannel, digital, 
personalization, Artificial Intelligence, chat, robotics, blockchain, augmented 
reality, and virtual reality when they can’t even get their executives to commit to 
putting employees and customers at the top of the priority list.
One change that I’d like to see, given how I answered a previous question, is a closer 
partnership between the Chief Customer Officer and the Chief HR Officer (or whatever 
their respective titles may be). Without that partnership, it will be hard to drive this 
conversation that employee experience and Customer Experience go hand-in-hand.
Another thing that I would like to see is the acknowledgement that “it’s all about 
the customer.” When we are challenged to show ROI, we need to push back 
and ask why we’re in business. Everything a business does – every investment, 
every product, every marketing message, every employee that is hired – is for and 
about the customer.

Question to our CX Experts:  
What changes will we see in 2019? 

Aimee Lucas, CCXP 
CX Expert

Annette Franz, CCXP 
CX Expert

Customer insights in and of themselves don’t improve Customer Experience. 
It’s the action companies take based on what they learn from those insights 
that creates improvement and ultimately business value.
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Continued Customer Experience platform vendor consolidation.
• An increased emphasis on applied Customer Experience design, especially 

in the digital realm.
• Continued focus on enterprise big data capture, consolidation, rectification 

and Artificial Intelligence analytics, of which Customer Experience data is 
just a part. There is so much customer and market data shuffling around 
organizations, siloed and contradicting, eventually smart companies will 
demand a single source of customer truth. Multiple data systems need to 
be brought together, scrubbed and aligned to produce this single source of 
true data, to which Customer Experience practitioners among others need 
ready access through reporting and analytics. 

• Account Managers in B2B organizations will lead the charge in making 
real-time use of distributed, democratized Customer Experience data in a 
strategic fashion. Leveraging Customer Experience data through their account 
management portals means comprehensive Customer Experience insights are 
leveraged every day by account managers with a vested interest in customer 
relationship health. A driven account professional doesn’t need to wait for the 
quarterly executive dashboards to be updated to address a customer concern 
or offer a fresh solution to a client’s business needs – this can and should 
happen in real time, driven by Customer Experience data and intelligence.

Clearly, a broadening of the definition of voice of the customer is deeply 
underway, moving from a survey centric view to surveys as only one of many 
feedback channels and a need to then normalize a process for gathering, 
analyzing and acting on feedback in a truly cross-channel manner. Siloed 
mindsets will work against this but progressive companies will work to break 
those silos and join conversations that occur in a truly any place, anytime fashion 
with their customers.

Question to our CX Experts:  
What changes will we see in 2019? 

Sarah Simon, CCXP 
CX Expert

A driven account professional doesn’t need to wait for the quarterly executive 
dashboards to be updated to address a customer concern or offer a fresh 
solution to a client’s business needs – this can and should happen in real time, 
driven by Customer Experience data and intelligence.

Marc Mandel, CCXP 
CX Expert



16   The Ultimate Customer Experience Q&A eBook

While some organizations are indeed just getting started with Customer 
Experience, others in a more mature Customer Experience environment are at 
a new inflection point. For the more Customer Experience mature organizations, 
Customer Experience practices will grow and touch areas of the business where 
they may not have before. It’s fairly common right now to see Customer Experience 
practices like voice of the customer, for example, applied to process improvement, 
designing websites, and creating easy online shopping experiences for customers. 
Moving forward, I believe we will see credentialed Customer Experience leaders 
recommend and advocate for Customer Experience practices like root cause 
analysis, empathy mapping, and voice of the customer, for example, to be applied 
to organizational policy development and rulemaking. A few other examples of 
where Customer Experience can grow: using customer feedback to identify certain 
types of business and operational risks, fusing some of the voice of the customer 
work into behind-the-scenes agile work processes, and more care and concern at 
the intersection of Customer Experience and information/data security.

I believe it will continue to be an evolution but that change management plays 
a bigger role to ensure ‘stickiness’. Customer Experience is the long pole and 
requires fortitude – change management mindset/methodologies/tools are 
needed for the long-term play.

This is an interesting question. Undoubtedly technology will continue to play a 
HUGE part in the evolution of the Customer Experience profession. That evolution, 
in my opinion, will continue to manifest itself in the ‘fatal’ disruption of traditional 
industries. For the last ten years, industries such as retail and financial services, 
have been attacked from all sides by new, nimble and agile start-ups, leveraging 
new technology to specifically DESIGN customer journeys, supporting processes 
and technology to deliver RELEVANT propositions to customers. Long standing, 
legacy brands who have largely ‘sat and watched’, are getting to the point where 
their life support will not last much longer. Living off past glories where they have 
existed in a, ‘if we build it, customers will come’ scenario, are long gone. Legacy 
businesses who have the desire to survive, will have to fundamentally re-look at 
their organizations from top to bottom – starting with their brand proposition, 
and determining how capable the customer journey is in delivering it. They will 
then need to align both process and technology to create a leaner, more efficient 
business that can effectively meet (and sometimes exceed) customer needs 
consistently. In 2019, I fully expect to see more legacy brands fatally fail, while 
others reform and re-position themselves.

Question to our CX Experts:  
What changes will we see in 2019? 

Vicki Amon-Higa, CCXP 
CX Expert

Ian Golding, CCXP 
CX Expert

Stephanie Thum, CCXP 
CX Expert
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Greg Tucker, CCXP 
CX Expert

I believe there will be growing demand from the emerging sectors of B2B and 
government and I think we need to recognize that we need different tools 
and conversations for different sectors of the market (i.e. more mature versus 
laggards.) I think we will continue to see Customer Experience embedded (and 
distributed) into other functions, but this also concerns me greatly because 
I believe we need a strong senior advocate in the C-Suite for organizations to 
change their operating models sufficiently to get the return and enable Customer 
Experience professionals to be successful. 

The transition of our profession to re-position ourselves to lead the holistic 
experience transformations. The term CX has been used to describe many things, 
many activities and many positions. Our role will be to use that momentum to 
lead in a clear direction – employees, service, success, digital – all done in the 
name of experience to meet the market needs.  It is our role to clarify and stand 
for what we know to be true that their needs to be a true north and rally point for 
change.  That’s our mantra for 2019.

2019 will be about moving personalization beyond the expected “Dear John” 
to the “Wow - they know me!” Customers have become accustomed to the 
standard ways of personalizing experiences, so adding a name or predicting a 
future purchase is barely noticed anymore. With the advances in data science, we 
can now really help customers along the journey when they need it the most, and 
this type of personalization will begin to take off in Customer Experiences in 2019. 
Instead of waiting for something to go wrong, smart brands will begin to use data to 
proactively reach out and assist before the customer even knows there’s a problem. 
The follow up to a purchase or start of service won’t be a generic “how are things 
going?” but will instead be “here’s a shortcut to something you’re already doing.” 
The customer will start to see the convenience and this type of highly personalized 
experience as the new ways brands are meeting his or her needs. And I also think 
more brands will start to recognize the ways experiences are not a one-size-fits-all 
situation. There are so many opportunities around accessibility in most customer 
journeys! I hope more brands will start designing for and involving customers with 
different abilities to have a robust experience with their brands.

An even higher focus and intensity of delivering business value through 
Customer Experience efforts by the C-Suite.  This intensity goes well beyond 
correlating Customer Experience to increased growth, but specifically how it will 
drive corporate value KPI’s to higher levels and knowing the bottom line impact 
of each effort.  Without this, Customer Experience may turn out to be the “last 
shiny object”.  

Question to our CX Experts:  
What changes will we see in 2019? 

Jeannie Walters, CCXP 
CX Expert

Diane Magers, CCXP 
CX Expert

Tony Hillson, CCXP 
CX Expert
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As I mentioned, many are still facing the challenge of getting that executive 
commitment to focus on the employee experience and the Customer Experience. 
So, getting started is going to continue to be a challenge for a lot of Customer 
Experience professionals and their organizations. 
Continuing to fight the good fight to have this role taken seriously and selling 
what we do – will continue to be a challenge. Encouraging companies to hire 
experienced customer experience professionals who know what they’re doing, 
rather than telling someone to make customer experience part of their other 
day job, is a big one, too. But, in doing so, in hiring experienced people, these 
professionals must continue to push to be empowered to activate the organization 
and to drive ownership and accountability.
We need to move from listening, understanding, and designing to action and 
execution. A lot of folks get stuck in the prep work ad nauseum but sitting on all 
that hard work does nothing. And it’s certainly hard to show ROI if we keep spinning 
our wheels and not doing anything with what we’ve learned. At the same time, 
we must move from simply making tactical improvements to operational and 
strategic advancements that will truly impact the business and the experience.
As the transformation work evolves and heads up the maturity curve, the 
challenges also evolve. Being able to make that clear connection and statement 
regarding ROI is still a mystery for many. Data and analytics will also continue to 
be a challenge, i.e., inventorying, centralizing, and access the data still causes a 
head scratch, and advanced analytics that offers up predictive and personalization 
capabilities are not even on Customer Experience professionals’ radar. 
And as companies become more mature in their Customer Experience work, they 
will need to become trailblazers and disruptors, setting the stage for those who 
follow. That’s not easy for a lot of folks. They will need to also go back to the 
drawing board at the same time to start to refresh the listening and understanding 
work they did years ago in order to get the latest perspectives and expectations 
to take their work to the next level.

Question to our CX Experts:  
What challenges will Customer Experience Professionals and the 
companies face as they start or mature Customer Experience?

Annette Franz, CCXP 
CX Expert

Encouraging companies to hire experienced customer experience professionals 
who know what they’re doing, rather than telling someone to make customer 
experience part of their other day job, is a big one, too.

...we must move from simply making tactical improvements to operational and 
strategic advancements that will truly impact the business and the experience.
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Marc Mandel, CCXP 
CX Expert

A few different challenges rise to the surface for me.
• Better questions. Questions asked in voice of the customer programs 

will need to be better than they are right now if companies want to truly 
understand their customers’ life streams and where their products and 
services fit into those streams. The typical survey questions seen almost 
everywhere right now won’t reveal much about the customer’s life, where 
they’re headed in the world, or the timing, nature, and frequency with which 
they could need your company’s help. Organizations will need to challenge 
the nature of the questions they’re asking customers.

• Trust. I also see challenges emerging at the intersection of where trust, online 
shopping experiences, and Customer Experience as a business discipline 
converge. For example, customers shopping online oftentimes trust reviews 
left by other customers to make decisions about a purchase. They anticipate 
or expect their own experiences to align with the reviews they’ve read 
online. But what about when past reviewers have been compensated to 
write positive reviews or the reviews are just fake? 

• Ethics. Similarly, what are the Customer Experience ethical implications 
of score begging, when hotels or automotive dealerships, for example, 
campaign for 10s on a survey, rather than allow customers to provide an 
honest review? 

Customer Experience professionals will need to consider these emerging realities 
when creating or honestly evaluating the experience customers are having with 
brands.

A growing skepticism from leadership about our profession and an increased 
demand for shorter term results. Patience will diminish from work done with an 
end-of-year horizon to quarterly or sub-quarter reviews. We need to identify ways 
to quantify the value of our work on shorter and shorter timelines.

Question to our CX Experts:  
What challenges will Customer Experience Professionals and the 
companies face as they start or mature Customer Experience?

Stephanie Thum, CCXP 
CX Expert

We need to identify ways to quantify the value of our work on shorter and 
shorter timelines.
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In the mature industries of banking, insurance and tele-communications, 
organizations have not seen the returns from Customer Experience. They are 
already doubting the investments and in many cases their investments in Customer 
Experience practices are intertwined with the adoption of agile practices and it 
is difficult to allocate benefit’s accurately. I see a huge number of organizations 
believing that if they have good digital design practices and good IT practices, 
that they have Customer Experience (and Human Centered Design) covered. This 
is far from the case. I do believe that we need to be able to clearly distinguish our 
value-add from user experience design and scaled agile by clearly being able to 
integrate with those teams and show the additional benefits. 

Year after year, our research with Customer Experience professionals finds that 
the top obstacle to Customer Experience efforts is “competing organizational 
priorities.” This puts pressure on Customer Experience professionals to create 
a clear and compelling case for the specific initiatives they want to undertake, 
which compete head-to-head with other departments’ projects for resources and 
attention. And making that case can be a challenge itself, when data to calculate 
or project ROI resides in different systems controlled by different departments 
across the organization. My advice to Customer Experience pros: make friends 
with Finance and understand the metrics and data that drives the variety of 
decisions across the company. And then work with Finance to jointly build ROI 
projections to include as part of the business case for change.

Customer Experience has been going on strongly for seven years now; over the 
next two years the market will determine whether Customer Experience is an 
actual capability or a fad. Executives will look for true business differentiation to 
make that determination. If your program is focused on quick wins and removing 
barriers, your program will be in danger. Every minute you spend creating 
PowerPoints showing the latest NPS scores is a minute you can’t spend creating 
emotional connections with customers.

Question to our CX Experts:  
What challenges will Customer Experience Professionals and the 
companies face as they start or mature Customer Experience?

Tony Hillson, CCXP 
CX Expert

Every minute you spend creating PowerPoints showing the latest NPS scores is 
a minute you can’t spend creating emotional connections with customers.

Jim Tincher, CCXP 
CX Expert

Aimee Lucas, CCXP 
CX Expert
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Jeannie Walters, CCXP 
CX Expert

Eventually, Customer Experience practitioners who fail to produce measurable 
business change and Customer Experience improvement will lose the faith of 
leadership and budget holders. 
We’ve got to learn how to get data distributed in the hands of people who can use 
it as part of their day-to-day to improve Customer Experience. Data needs to be 
democratized and made accessible in real time to the customer facing professionals 
who will benefit from the data and improve the customer’s experience in small, every 
day ways. Customer Experience data needs to meet customer facing professionals 
where and how they work, through the tools they use every day to do their jobs. 
Don’t make them have to dig and search for the data; Customer Experience data 
needs to be at the fingertips of everyone interacting with the customer.

Most organizations have not traditionally had a customer-focused mission or 
leader. Business plans often don’t even talk about Customer Experience! So, 
adding this type of leadership and accountability is a challenge, especially when 
retrofitting for a company that hasn’t had this type of focus in the past. Customer 
Experience professionals, regardless of their title, must advocate for discipline 
and structure around this leadership and accountability. There is a challenge 
with defining these roles, too. There can be overlap and confusion between 
marketing, technology, sales, and many other areas if roles and responsibilities 
aren’t defined well. And let’s face it, customers are demanding better experiences 
every day. The constant challenge is staying ahead of customer expectations 
for more convenience, more relevant experiences, more value and more service 
channels and choice! Customer Experience professionals can’t take on all of these 
improvements but working with those who can is a key part of advocating for 
customers. If there isn’t a proper structure and discipline around moving customer 
feedback back into the experience, that leads to frustration both internally and 
externally. As Customer Experience programs mature, it’s critical not to lose sight 
of why we’re doing this. It’s not about having the best data collection. It’s about 
doing the best with the data we collect!

There is a list of the “20 stress points of the Customer Experience journey” that 
covers adoption challenges, project failures, fleeting successes and “smoke and 
fire” challenges at four different stages of the transformation journey.  Each 
challenge can be overcome - but foresight and proactivity are critical.

Question to our CX Experts:  
What challenges will Customer Experience Professionals and the 
companies face as they start or mature Customer Experience?

Greg Tucker, CCXP 
CX Expert

Sarah Simon, CCXP 
CX Expert
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For the Customer Experience professional, holding on to one’s well-earned 
Customer Experience position will continue to be a challenge.  The aging workforce 
isn’t helping matters much and the fact that it’s some organization’s strategy to 
reduce human resource costs by replacing the matured and experienced (and 
more likely highly compensated) Customer Experience practitioner with a recent 
graduate (at far less compensation) is happening more often it seems.  This 
past year alone, I’ve personally met far too many highly-experienced Customer 
Experience professionals getting to that “50 and over” point in their career and 
either losing their position or losing out on next opportunities to contribute real 
value to businesses due to excessive age discernment.  
For those companies that are investing in Customer Experience and continuing 
along the maturity curve, the biggest challenge I see is their delivering on 
whatever advances they have achieved in the form of a demonstrable financial 
difference to their organization.  There are now more than enough Customer 
Experience clichés and platitudes to fill the bay of the Symphony of the Seas, yet 
we can’t seem to prove the value of Customer Experience at the very source—the 
organization that has invested heavily in Customer Experience and wondering 
just when they might realize a payoff—in tangible and financial terms.  The CXPA 
Boston Network Planning Committee that I lead has conducted a survey among 
local membership for two years in a row and the #1 issue has consistently been 
around “translating and transforming Customer Experience data into business 
value” by nearly a factor of two or more over any other topic of interest.
Change management plays a critical role in the Customer Experience 
ecosystem and change is not readily assimilated nor easily digested within 
many organizations.  Transformation requires change and change involves risk.  
Yet this critical step in Customer Experience maturity continues to elude some 
organizations.  The desire for transformation will need to be firmly endorsed and 
supported by organizational leadership with a commitment to change based 
on their status—and knowing for certain exactly what that is.  What’s mostly 
standing in the way as I see it is the current economic outlook that is causing 
organizations to stay the course and avoid any potential risk.

The three-act drama of change – once awakened, then need to rearchitect the 
way to work, then implement.  Customer Experience isn’t a flash in the pan.   It 
takes stamina – two steps forward and one step back is still progress – celebrate 
that progress and continually tell the story up/down/across the organization.  
Customer Experience Professionals need to be able to awaken the organization 
through storytelling, architect the change journey and implement the game plan 
for success, which celebrating along the way to keep everyone in the game …. i.e. 
stamina!

Question to our CX Experts:  
What challenges will Customer Experience Professionals and the 
companies face as they start or mature Customer Experience?

Karl Sharicz, CCXP 
CX Expert

Vicki Amon-Higa, CCXP 
CX Expert
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Customer Experience Professionals will always face a multitude of challenges 
– that is why the most capable Customer Experience professionals combine their 
knowledge of the skills and competencies with huge amounts of courage, patience 
and strength. In 2019, this will not change. That being said, the challenges will 
potentially start to grow – especially for those who have been working in one 
business for a number of years. Sustaining an organization’s focus on Customer 
Experience is proving to be one of the biggest challenges of them all. In a 
world of competing priorities, keeping Customer Experience at the top (or even 
somewhere near the top) of the agenda is never easy. However (there it is again), 
in an economically unstable world, the challenge becomes even greater. As a Brit, 
no one has any idea what effect Brexit will have on businesses around Europe – 
will European politics and fluctuating exchange rates make it even more difficult 
for Customer Experience professionals to keep senior leaders interested in doing 
the ‘right thing’ for customers and employees? None of this sounds particularly 
positive – and I make no apology for that fact. This is one of the very reasons 
our profession is so critical to the sustainability of business itself. The need for 
skilled, passionate Customer Experience professionals to keep driving awareness, 
definition, significance and understanding of Customer Experience is even greater 
now than it ever was – the need for us to keep inspiring and supporting each 
other as a global community becomes ever more significant as well.

Experience professionals will need to become more vocal and forceful leaders 
for change. We have the unique position to inform the organization what direction 
they need to take based o intimate knowledge of both the outside customer 
and market voice, but also the internal capabilities of the organization and what 
is needed to deliver on the customer expectations (employee experience, data, 
journey management, business measures of experience, financial impact of 
customer behavior). 
For those organizations just starting or maturing, they have access through years 
of experience of other practitioners before them with frameworks, models, best 
practices and strategies. But the challenges of gaining true commitment to the 
organizational changes needed to meet experience expectations will continue 
to be an obstacle. Unprepared for this shift, organizations will continue to “run 
their gerbil wheel” and not change the habits standing in their way (silo’d action, 
internal thinking, score/metric watching). 

Question to our CX Experts:  
What challenges will Customer Experience Professionals and the 
companies face as they start or mature Customer Experience?

Ian Golding, CCXP 
CX Expert

Diane Magers, CCXP 
CX Expert
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This is probably THE most critical area for the Customer Experience profession 
going forward in 2019 and beyond.  If the Customer Experience profession hasn’t 
already been substantially defined and articulated by the CXPA, as it has to some 
degree, it must not only continue to develop but also, in my humble opinion, 
take a giant leap forward.  Something revolutionary is what I’m thinking might 
be needed.  The phrase “Leap and the net will appear” comes to mind. Yes, that 
sounds risky and the net may not be there or perhaps the net is there but not 
the one you originally envisioned.  The Customer Experience profession needs to 
be part of the greater business ecosystem, not an ecosystem of its own. Much 
as we like to think of ourselves as special forward-thinking agents of insight and 
change, we need to be integral to the business and all its challenges—and woven 
into its raison d’être.  These words from Safelite AutoGlass CEO Tom Feeney 
have resonated with me since he spoke them at the 2013 Insight Exchange. 
“We don’t need a Chief Customer Officer, I am the Chief Customer Officer.”  
Not all organizations are going to have a CEO with that kind of mindset, but 
that kind of mindset needs to exist in some capacity within every organization 
intending to become customer-centric.  AND, it needs to be instilled in such a way 
that it survives any turnover in leadership—which can often quench Customer 
Experience efforts along with best-practices and associated processes that have 
taken years to build and nurture. 

These advancements, no surprise, tie in closely with the challenges posed in the 
previous question response. Customer Experience professionals needs a clear 
way to measure and to communicate ROI. They must focus on understanding 
and using advanced analytics to design and to deliver more predictive and 
personalized experiences going forward. There must be a shift from doing the 
homework and doing nothing with it to doing the homework and acting on what 
is learned, acting on the action plans, execution!
For the profession overall, we need to see a few things in 2019, including: a clear 
and consistent  definition of what Customer Experience is, a definition that is 
widely communicated and accepted by all; a clear distinction between Customer 
Experience, customer success, and customer service that everyone can live and 
live with; and sticking to our guns about Customer Experience titles and job 
descriptions. Regarding the latter, if it’s not a Customer Experience management 
or Customer Experience discipline role, it should not have “Customer Experience” 
title. Let’s remove some of the confusion, which leads to a dilution of the work 
that we do.
And finally, I’d love to see college-level courses being offered on the Customer 
Experience discipline. I don’t think a degree is necessary, but I think it’s important 
that Customer Experience is a required course (preferably, multiple classes) as 
part of any type of business degree at any/every college or university.

Question to our CX Experts:  
What critical advancements does the CX profession need to make in 2019?

Karl Sharicz, CCXP 
CX Expert

Annette Franz, CCXP 
CX Expert
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Greg Tucker, CCXP 
CX Expert

• Customer Experience Design Thinking - Disciplined Customer Experience 
design to create effortless, memorable and high impact Customer Experiences 
across the entire customer journey that not only deliver the brand promise, 
but create competitive distinction and deliver business benefits.  

• Customer Experience Value Management - the disciplined determination 
of the financial impact that Customer Experience transformation will have 
- not generally, but specifically to each department of a company and the 
enterprise overall.  ROI models, simulations and benefits realization tracking 
capabilities that Chief Financial Officer’s respect.  

• Customer Experience Program Management - every top-notch Customer 
Experience program starts as a collection of departmental and cross-
functional projects initially designed to deliver the target Customer 
Experience.  Without tight management and execution several predictable 
factors occur: poor scope management, design changes and project delays 
turn it into an over-budget, under-delivering mess that the C-Suite will hang 
around the neck of the Chief Experience Officer on their way out the door.  

• C-Suite Stakeholder management – may be the most challenging factor - 
being able to go 1-on-1 with each C-Suite member and convince them that 
Customer Experience is not only the right top priority for the company, but 
Customer Experience investments and resources are more critical than their 
departmental investments.  And sustaining the alignment for 2-3 years until 
Customer Experience is institutionalized.  

As my boss Max Israel loves to point out, the Customer Experience profession 
is much less about computer science and much more than ever about political 
science. We need to learn to navigate increasingly difficult turf wars and 
fiefdoms and to enroll support from all levels of leadership if we are to succeed 
in our initiatives. This is no longer the work of a lone wolf Customer Experience 
professional in any organization but rather a complex change management 
effort requiring the support of many.

Question to our CX Experts:  
What critical advancements does the CX profession need to make in 2019?

Marc Mandel, CCXP 
CX Expert

This is no longer the work of a lone wolf Customer Experience professional in 
any organization but rather a complex change management effort requiring 
the support of many.
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Chief Customer Officers with true Customer Experience-oriented responsibilities 
such as those outlined as core competencies by the CXPA are still mostly 
missing from business, industry, and government. That must change. You have 
dedicated chief financial officers overseeing company finances, chief risks officers 
overseeing company risk, and chief legal officers watching over companies’ legal 
matters. Yet we’re still seeing a lag in putting the customer agenda at the C-level, 
too. I think back to my CX Day 2018 webinar discussion with Customer Experience 
executive recruiter Chris Rios, where he talked about how new roles are indeed 
coming open with big job titles that are being called Customer Experience, but 
the roles are actually about sales, customer success, back-end customer service, 
or user experience delivery. That’s not Customer Experience and doesn’t move 
the company or the profession forward in the most effective way. Without C-level 
executives with true Customer Experience responsibilities, business, industry, and 
government agencies are only standing in their own way and will continue to 
struggle to reach the results they’re hoping for. 

We as Customer Experience professionals need to stand up and declare what 
we are – and what we are not, and how what we do benefits our companies and 
our colleagues. The Customer Experience discipline is at risk of being generalized 
to death. Customer Experience practitioners can be jacks and jills of all trades 
and masters of none. It’s in our best interest to outline our 3-5 key benefits to 
business and line up behind those core competencies. If we don’t know what we 
stand for, how the heck should business leadership trust us with their budget?

In 2019, the profession as a whole needs to continue to strengthen the 
consistency of its standards and practices with the help of organizations like 
CXPA and certifications like the Certified Customer Experience Professional 
(CCXP). Collectively we need to ensure we are adopting and proliferating good 
practices in our work so we continue to mature the profession and elevate its 
credibility in the eyes of senior executives. It’s also time for Customer Experience 
professionals to broaden their focus to encompass the broader discipline of 
“experience management.” Customer Experience doesn’t exist in a vacuum 
(regardless of what company org charts might show). I believe a company’s 
Customer Experience will be stronger when examined and worked on WITH 
product, brand, and employee experiences rather than separately.

Question to our CX Experts:  
What critical advancements does the CX profession need to make in 2019?

Sarah Simon, CCXP 
CX Expert

Stephanie Thum, CCXP 
CX Expert

The Customer Experience discipline is at risk of being generalized to death. 

Aimee Lucas, CCXP 
CX Expert



The Ultimate Customer Experience Q&A eBook   27   

For me, this is simple – CUSTOMER JOURNEY MANAGEMENT!!! The biggest issue 
we have faced over the last seven years, is the failure of organizations to adopt a 
continuous, never ending cycle of activity to effectively and actively MANAGE the 
customer journey. Millions have ‘mapped’ journeys – but that is not what I mean. 
Millions have mapped journeys and done nothing with them!!! Customer Journey 
management is a series of activities that MUST be adopted if an organization is 
going to stand a chance of sustaining its focus on Customer Experience. The ‘process’ 
connects a number of pieces of the Customer Experience ‘jigsaw puzzle’, including:

• Clearly defining the customer
• Mapping their journey
• Measuring the journey
• Identifying the priorities for improvement (that will have the greatest effect 

on improving customer perception and commercial performance)
• Addressing the priorities
• Amending the journey to reflect the changes

This ‘process’ is then repeated again…. and again…. and again…. forever!!! It is 
CRITICAL that this starts to happen in far more organizations than we see today 
– and will be one of the things I continue to focus on helping to become a reality!

Customer Experience has come a long way! Now that we have teams, leaders, 
accountability, better data, and more, it’s easy to overcomplicate and 
overspecialize within our own organizations. Customer Experience needs to 
move beyond a function of something (like marketing, operations, or technology) 
and become a partner throughout the organization. Today, there are still 
organizations who claim to be focused on Customer Experience who don’t really 
move beyond getting the basics. It’s not enough to complete a journey map. We 
need to lead the organization to then use the journey map as a working tool to 
improve the Customer Experience. It’s not enough to collect the monthly metrics. 
We need to continually use those benchmarks to help us improve the Customer 
Experience. If a sales leader said, “I’ve been tracking the sales for a year, and 
nothing has changed,” we’d see that as a problem. Yet in Customer Experience, 
that’s still happening. We need to help Customer Experience leaders lead by 
recognizing the discipline and partnerships required to get their jobs done! And 
Customer Experience professionals have to advocate for the customer in the face 
of many other challenges. That takes courage and focus, which I believe we have!

Question to our CX Experts:  
What critical advancements does the CX profession need to make in 2019?

Ian Golding, CCXP 
CX Expert

Customer Experience needs to move beyond a function of something (like 
marketing, operations, or technology) and become a partner throughout the 
organization.

Jeannie Walters, CCXP 
CX Expert
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We need to connect the science with the effort. Temkin Group, Forrester, and 
many others (including Heart of the Customer!) have called out that emotions are 
the most predictive of what truly matters: customers with an emotional connection 
to your company stay with you, purchase more, recommend you, and help you 
make better products and services. It’s much easier to spend your time reducing 
effort – streamlining forms, improving websites, creating training for your teams – 
than it is to do the hard work to create emotional connections with your customers. 
We need to figure out how to better make those connections with customers. 

It no longer seems sufficient to say that you’re a Customer Experience 
professional or that you’re customer centered when 90% of organizations 
and other disciplines will also claim to be customer centered. So many leaders, 
consultants and vendors have claimed to also be customer centered. So how do 
we complement this momentum, but show our true value? I do believe that we 
need to continue to develop our tools, processes and disciplines to move with the 
times. Specifically;

• To show a more holistic practice and perspective in what we design across 
brand, sales, service, product etc.

• To show how we add value to good digital and IT practice
• To define how Customer Experience enhances good leadership as separate 

from leadership and development

Our profession needs to move organizations into a larger change effort. We 
need to be able to tell the value and impact story of what we do in true financial 
terms. We need to learn change management, digital, analytics and technology 
to be able to merge the disciplines and capabilities of an organization to become 
experience based. We must involve ourselves and teach our organizations design 
skills, outside approaches, prepare for disruption (be the disruptor) and help 
tackle the organizational habits that get in the way of progress.  It requires bold, 
courageous and bada## moves to lead our brands to achieve a future story. 

Question to our CX Experts:  
What critical advancements does the CX profession need to make in 2019?

The Customer Experience Professionals Association (CXPA) is 
a by member, for member trade association that promotes 
the impact and visibility of Customer Experience (CX) 
professionals, facilitate effective member-to-member sharing, 
and establishes respected standards. 

Diane Magers, CCXP 
CX Expert

Tony Hillson, CCXP 
CX Expert

Jim Tincher, CCXP 
CX Expert


