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� Struggle to turn data into actionable insights: Even though most 

companies today gather feedback from customers, they often miss 

the opportunities to turn it into effective strategies that drive 

engagement. This is sometimes due to overreliance on quantitative 

data without considering the qualitative context. �

� Outdated technology: Legacy systems often cannot be integrated 

with modern tools or analyzed in real time, resulting in siloed data 

and fragmented customer insights. This prevents companies from 

leveraging current advancements in automation, personalization, 

and data analytics, which are crucial for achieving great CX.�

� Inadequate understanding of buyer motivations: A significant 

challenge in improving CX is accurately understanding what drives 

customers’ decisions. Without a clear grasp of customers' underlying 

motivations, companies may misalign their offerings and 

communication and service strategies, leading to ineffective 

marketing solutions and missed opportunities. This is often due to 

relying too heavily on surface-level metrics or not engaging directly 

with customers.�

� Lack of personalization: A McKinsey study revealed that 71% of 

consumers expect personalized interactions, and 76% express 

frustration when this expectation isn’t met. This disconnect leads to 

dissatisfaction, reduced loyalty, and missed engagement 

opportunities. Companies that don’t personalize the sales journey 

risk losing their competitive edge as customers turn to brands that 

better cater to their needs. 

Challenges in enhancing CX 

In addition to evolving market 

trends and customer needs 

and preferences, here are a 

few more reasons why 

improving CX can be difficult.

https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/the-value-of-getting-personalization-right-or-wrong-is-multiplying


� Enhanced customer retention: Customers are more likely to return and 

make repeat purchases after a positive experience with your brand. 

Repeat buyers are 50% more likely to try your new product and 31% 

more likely to spend more on an average order, emphasizing the 

importance of increasing loyalty through great CX.�

� Sales boost: Improving CX can lead to upselling and cross-selling 

opportunities as customers feel more confident and satisfied with their 

choices.�

� Improved brand reputation: Great experiences drive customers to 

engage with your brand through social media, turning them into brand 

advocates. Research suggests that increasing customer advocacy 

efforts by 12% can double your brand’s revenue growth.�

� Competitive advantage: Superior CX can differentiate your company 

from its competitors, providing a unique selling proposition that sets it 

apart in a crowded market.

The benefits of improving 
your CX strategy 

Addressing the obstacles to 

improving CX can unlock 

significant benefits for 

companies. By overcoming 

these challenges, businesses 

can enhance customer 

satisfaction, foster loyalty, and 

drive long-term growth. Here 

are some of the major benefits 

of improving and optimizing 

your company’s CX strategy: 

https://trust.bizjournals.com/blog/your-most-powerful-competitive-advantage-is-customer-retention#:~:text=Existing%20customers%20are%2050%25%20more,in%20their%20first%20six%20months
https://blog.smart-tribune.com/en/customer-advocacy#three
https://blog.smart-tribune.com/en/customer-advocacy#three
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Establishing emotional rapport is pivotal in unleashing the full 

potential of CX initiatives. To accomplish this, businesses must 

transcend transactional exchanges and delve into human 

emotions and psychology. For example, while some buyers value 

conventionality and consistency, others might prefer bolder, 

more innovative brands. The motivations and shopping 

behaviors driving their purchasing decisions, then, would also be 

different. For traditional customers, they typically value a focus 

on history or a connection to the past. This connection to the 

past can indicate stability and quality, whereas a bold customer 

may look for industry disruption and a brand story that focuses 

on what’s new and cutting edge.

Considering buyer psychology 

Also, consider how customers’ emotional and psychological 

needs and responses may depend on the industry in which your 

company operates. For example, customers in the banking sector 

are likely to value a sense of trust and security above anything 

else. In the healthcare sector, customers expect a touch of 

empathy at every touchpoint, whereas in retail, customers seek 

personalization and are likely to respond very well to brands that 

are inclusive in their communication and practices. 

When building customer experiences, our product design teams at HTEC and our experience design studio, 

Momentum, use advanced techniques like cognitive interviews and walkthroughs to understand users' mental 

models, reasoning patterns, and pain points. We use this information to create development workflows that focus 

on user needs and leverage technology like AI in ways that feel like a natural extension of human cognition. The 

result? Superior customer experiences centered around discovery, creativity, and learning. 

Cognitive Design methodology 

https://www.momentumdesignlab.com/insights/introducing-a-cognitive-design-framework
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In today’s data-driven cosmos, information reigns supreme. Data 
analytics is the linchpin of effective CX strategies, giving organizations 
invaluable insights into customer behavior, preferences, and pain points. 
It can also be used to transform customer feedback into practical 
findings, pinpointing areas for enhancement, opportunities to capitalize 
on strengths, and ways to adapt to shifting market dynamics in real 
time.

Driving business 
growth via CX data 
analytics



By leveraging data analytics, organizations can gain a profound 

understanding of their customers’ needs and wants, enabling 

them to optimize CX strategies effectively. In a Harvard Business 

Review Analytics Services survey, 58% of business leaders using 

real-time analytics reported that their companies have seen 

significant increases in customer retention and loyalty. 

Recently, HTEC leveraged a client’s customer data to reduce the project scope from a complete app 

redesign to a single-page update. After our experts analyzed the data and the CX problem, we 

targeted one client-facing page for redesign. In addition to saving the client time and money, this 

small change increased the client’s conversion rate by 20% and their revenue by over a million dollars.  

Of business leaders using real-

time analytics reported significant 

increases in customer retention 

and loyalty.

58%

Data insights in action 

https://hbr.org/resources/pdfs/comm/sas/Real.Time.Analytics.pdf
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Implementing ESG 
considerations in CX 

With environmental and social consciousness on the rise, ESG 
considerations have become intrinsic to business operations. Companies 
are no longer judged solely on their products, services, and financial 
prowess; consumers and stakeholders also scrutinize their ecological 
footprint, social impact, and ethical practices. 
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