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Enterprises are striving to remain relevant. The business disruption at the
onset of the COVID-19 pandemic and the lessons learned showed
organizations how crucial it is to establish journeys that adapt in near real
time to achieve an empathetic customer experience. 

If leaders can successfully design and manage journeys holistically and in
real time that dynamically adapt to the customer's experience, context and
needs they will emerge as leaders in the race to attract and retain the future
customer. Adopting an insights-driven, journey-first mindset is essential to
achieving frictionless engagement. 

Enterprises must activate the journey throughout the organization and
continually optimize to generate greater lifetime value with their customers.

A recent IDC survey indicates that CX/CSAT rates as a top business priority
in 2021 for many enterprises globally.



Customer expectations are influenced by brands that deliver innovative
experiences fueled by technology innovations. The next-generation future
customer experience will require customer-focused cognitive empathy, a
frictionless journey experience, proactive responsiveness, context
recognition, and the organization's pulse on customer sentiment.

Experience is a priority: The COVID-19 pandemic upended strategies, plans,
and how customers and brands engage for even the most mundane of
journeys. Over the next two years, enterprises will consider technology
investments for customer experience programs as crucial for business
resiliency and success. 

Low Friction, Easy, Intuitive Customer Journeys: Customers want a
directed, guided, and low-effort journey akin to a concierge-like experience.
They want an experience where they don't spend a significant effort getting
what they want. 

Greater Control Over the Journey: Customers want to be able to curate
their own experiences. The winning formula for businesses is enabling
continuity, convenience, and consistency within each touch point and across
the whole journey to reach the intended outcome without friction. 

What do Customers Expect?
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Over 80% of enterprises globally reported in July 2021
that customer experience (CX) programs will be a top
priority or priority investment over the next two years
compared with approximately 59% at the beginning of
this year.

 



Organizational Capabilities: Many enterprises have ongoing initiatives to deliver innovative customer experiences that
span channel improvements, operational improvements, digital capabilities, and business processes. However, some don't
see a significant impact on truly transforming the journey. Some of the reasons include pervasive enterprise silos, be it in
business goals, priorities, or data and technology and overcoming the skills/talent gap for a digitally-savvy workforce.

Legacy Culture/Process: Shortsighted leadership that doesn't support CX initiatives or doesn't have a forward-looking
strategic vision leads organizations to continually react to changes and remain laggards. Companies that nurture a culture
of collaboration and openness will have better chance of success in delivering frictionless engagements.

Prioritizing Touch Points over End-to-End Journey Optimization: When companies prioritize CX improvement initiatives
for just a particular touch point or interaction there is a missed opportunity for a positive end-to-end journey experience. If
a customer encounters several friction points throughout the journey, the ending sentiment can still be negative despite
achieving the customer's outcome.  

Channels for the Sake of It: Customers pick pathways that provide the least resistance and abandon those that create the
most friction. Offering additional channels without a careful consideration of the business objective for the additional
capabilities can be detrimental if it ends up creating more hassle for the customer. The goal should be to reduce friction. If
not, in addition to a lost opportunity to engage with or sell to a customer, the enterprise now faces additional risk of
potential negative customer sentiment.

In IDC's June 2021 FERS Survey, enterprises worldwide reported the following gaps in organizational
capabilities as one of their top 3 challenges — disconnected priorities across teams and
departments (23%), gaps in skills and people (21%), and siloed organization structures (17%).
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Challenges Enterprises Face in Offering Frictionless Engagement
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https://www.idc.com/getdoc.jsp?containerId=prUS48318721


There are 6 key ingredients that enterprises can use to deliver and manage
holistic, outcome-focused customer journeys in a sustained manner.

1. Customer-Centric: The customer is at the heart of why an enterprise
exists. Stickiness is achieved when customers achieve their desired outcome
and this begins with reframing journeys in "customer speak". Beyond this,
enterprises need to follow a disciplined approach on subsequent aspects of
journey design, the operational processes, and the various functions to
execute on the journey. 

2. Foresights Driven: Leaders must create journeys that serve up the right
customer-oriented outcomes that are clearly aligned with customer
expectations and desires using data about customer preferences,
expectations, and actions. Housing customer data in one place is
fundamental to deliver insights-driven near real-time next best action
journey outcomes. By recognizing customer need-based events, enterprises
can focus on serving up the content/message, expertise, or next best
action/product/offer as modular components. When threaded in a cohesive
manner at key moments that matter via the optimal channel, it starts to
realize the vision for anticipatory journey experiences. 

Six Ingredients for Dynamic and Adaptive Customer Journeys 
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Only 15% of enterprises globally report being
able to manage well-orchestrated customer
journeys holistically and in real time across
customers and the ecosystem that dynamically
adapt to the user's experience, context, and
needs.
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Persona-based journey map: Actions and steps for each representative persona involved in carrying out the journey.
Employee journey/experience: Actions and steps for the associated employee/role involved in supporting the
customer journey.
Identified capabilities: High-level business capabilities such as functions, organizational changes, and
system/technology enhancements or new capabilities.
Business decomposition: Business processes and changes, new or changing employee roles, responsibilities,
operating model enhancements, changes/additions to partners/ecosystems.
Technology: Impact to supporting systems, applications, required integrations, architectural/infrastructure
considerations, and data impacts. 
Improvements: Specific enhancements and benefits for customers, employees, organization, operations, and
technology/systems.

3. Hyper-Personalized Experiences: Enterprises that deliver journeys exhibiting contextual awareness in near-real-
time fashion will become an empathetic enterprise. By creating unified customer data profiles, enterprises can present
tailored journeys to every customer and connect the dots between the creation, management, and execution of the
customer journey. This results in a truly hyper-personalized, omni-channel experience.

4. Integrated Enterprise: Journey design is not a goal unto itself. A dynamic journey that can adapt to customer needs
must be activated in an integrated manner across all layers of the enterprise to operationalize and deliver on the vision
of the journey. Journey layers include: 



Secure full executive leadership support. 
Establish a structure of empowered agile teams around specific journeys and associated outcomes. 
Focus on iterative sprints centered around minimum viable products (MVPs) to accelerate feature rollouts within
journeys. 
Enable approaches such as prototyping and storytelling to allow easy explanations of solution concepts and make
it accessible to a target population for testing. 
Underpin the agile operating model with a sound governance structure. 

5. Agile Operating Model: Journey transformations across multiple layers are inherently complex. Organizations risk
losing relevance if these are long-drawn-out implementations. An agile approach enables enterprises to operate in an
iterative manner, delivers efficiencies through reduced cycle times, and renders the ability to test and measure
successes in increments and eliminate waste. Organizations should: 

6. Continuous Optimization: The customer journey is constantly evolving. Customer data is continuously gathered
during multiple journey executions as well as macro changes in customer expectations, market shifts, or business
objectives. With objective customer-centric metrics tied to operational metrics, organizations can measure journey
performance and continually optimize to improve the effectiveness of achieving the desired customer outcome. 
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Adopt a journey-first mindset by beginning with the customer outcome in mind and frame the conversation in terms of the
customer's language. Orient journey teams and the larger organization to such a mindset so everyone's speaking the same
language. 
Prioritize journeys for transformation. An enterprise may have several journeys so consider a priority framework based on
business objectives, customer relevance/importance, and innovativeness.
Build a sound foundation of data. This should be further bolstered with the right set of data privacy and customer consent
management policies and processes. 
Don’t forget the ecosystem. A circular and continuous implementation model of design, implement, test, rollout, and measure will
create a sustained culture of customer-centric innovation.

In a digital-first world, the ability to scale up to dynamic customer journeys that can adapt in near real time to evolving customer needs
will keep organizations on the leading edge of competition and maintain business resiliency. 
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Advice for Technology Buyers



Frictionless customer engagement can be attained with an outcome-based, journey-first approach that's driven by
customer insights. Business leaders must focus on the six ingredients to create well-orchestrated journeys that dynamically
adapt in real time to evolving customer needs and expectations. 

IDC forecasts that by 2022, 40% of global enterprises will have activated and optimized their "golden" top 10 cross-
departmental end-to-end omni-channel customer experience journeys.

Delivering greater value for the customer begins with ensuring that in every engagement or journey that a customer
embarks on with a company, their intended purpose is fulfilled with the least friction. In addition to a foundation of
customer data, innovative journey analytics, and AI technologies, firms should activate the journey in an integrated manner
across the enterprise.

The path to achieving a true frictionless experience begins with focusing on the end-to-end journey design.
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To learn more about frictionless engagement read the IDC Perspective, "Dynamic and
Adaptable Customer Journeys Enable and Deliver Frictionless Customer Engagement".

To learn about customer sentiment measurement, read IDC's whitepaper, "Cultivating Mutual
Trust with Customer Sentiment Measurement in the Future of Customers and Consumers".  

To read about the Future of Customers and Consumers, visit www.idc.com/FoX

https://www.idc.com/getdoc.jsp?containerId=US48045421
https://bit.ly/3CDOhOU
https://www.idc.com/promo/future-of-x/customers-and-consumers
https://twitter.com/IDC
https://www.linkedin.com/company/idc/
https://blogs.idc.com/
https://www.facebook.com/IDCResearch/

