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i SUMMARY 
The secret is out: companies that 
operationalize Digital Experience excellence 
are outperforming their digital competitors. 
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FOREWORD 
Every business leader is racing toward the same end goal within their 
organization: deliver the best experience to their customers. It’s no secret that 
companies that prioritize digital customer experience are outperforming their 
competitors. We live in the customer-centric era, where everyone is exceedingly 
connected, well-informed, and bombarded with options. The days of 
differentiation on price or product features alone are quickly fading. When it 
comes to digital, fast, simple, and frictionless experiences are quickly becoming 
the most important way for companies to stand out. 

  
But closing the gap between your current capabilities and where you want to be 
can be daunting. Even after a successful digital transformation that has 
prioritized customer experience, many teams are still chasing issue after 
issue.  There is a better approach! 
  
At Quantum Metric, helping companies improve digital customer experience is 
our passion.  We’ve harnessed the learnings and observations we’ve had across 
dozens of Fortune 500 organizations to develop a methodology that companies 
can use to achieve meaningful results quickly - helping leadership and teams 
highlight the lowest hanging fruit in their organizations.  The principles for our 
guide are: 
  

• Be Easy to Understand. Five clear steps with specific goals and 
outcomes. 

• Provide Value from Day One. No month-long assessments required. 

• Deliver Quantifiable Outcomes. Clear, objective, and measurable 
improvements. 

• Be Consistent. Produce repeatable results. 

• Be Universal. Applicable to a wide-variety of businesses and situations. 

 

Using the concepts illustrated within this methodology, digital teams from every 
industry have been able to consistently deliver stellar customer experiences that 
encourage and maintain long term brand loyalty. 
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We are in the early stages of a revolution that will dramatically improve the way 
businesses interact with their customers forever.  Modern digital teams are facing 
a data overload from an overabundance of tools meant to simplify their work. 
They should not have to employ an army of data scientists or waste hours of 
precious time combing through the spreadsheets to manage a business. It 
should be easier… it can be, and we are proud to share how we are helping 
organizations from digital natives to Fortune 100s get there.  
 
Quantum Metric is empowering a new generation of cross-functional teams, 
where Product, Marketing, and Engineering work together to discover, analyze, 
and align on what next project will make the largest impact to their business in 
real-time.  The end product of great analytics is not graphs, charts, and tables.  It 
is about the transformation of data into information – empowering organizations 
to make decisions for the business and their customers.  At Quantum Metric, we 
are proud of how we made this discovery simple for our incredible customers 
around the world. 
 
 

 

Quantum Metric CEO | Founder 
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Digital Experience Excellence: 
 Pursuing the lowest hanging fruit. 
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INTRODUCTION 
Delivering the best digital experiences can be daunting, but the most 
successful organizations approach the obstacles by first tackling the 
lowest hanging fruit. 

 
One reason digital experience excellence is illusive is that there isn’t one 
prescriptive solution to achieve success. We have found that building on a series 
of foundational concepts enables organizations to take a one-step-at-a-time 
approach, re-evaluate and adjust as needed, and forge forward to minimize risk 
and confusion. This approach also encourages companies to focus on one area 
at a time to provide clarity of purpose and minimize complexity. 
  

• Simplify. You can drive change quickly by reducing the complicated 
concept of improving digital experiences and distilling it down into a few 
meaningful and actionable insights. 

• Focus. With this approach, each step has a single, clear focus that can be 
objectively measured and improved. By narrowing the scope of each step, 
you will progress faster and achieve better results. 

• Operationalize. Digital experience optimization should be treated as a 
journey, not a destination. As online customers become increasingly savvy 
and the competition also continues to improve digital experiences, targets 
will continue to move. As such, improving digital experiences is a 
continuous and critical effort. 

• Monitor. This approach does not require you to undergo a pre-project 
assessment. This is an iterative approach that requires monitoring and 
cycling.   
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1 PERFORMANCE 
Simply put: high-performing sites engage 
and retain customers. 

 

AUDIENCE: 

• Engineering 
• Operations 
• Web Development 
• Marketing 
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PERFORMANCE 
Performance is a crucial part of the success of every online experience. Simply 
put: high-performing sites engage and retain customers. The benefits associated 
with having a fast site are indisputable. Not only does Google now consider page 
speed in search rankings, the general consumer displeasure of slow loading 
pages can be devastating. 
  
According to surveys by Akamai and Google, as well as a Quantum Metric’s own 
performance benchmarks, nearly half of web users expect websites to load in 2 
seconds or less. Abandonment increases significantly when sites aren't loaded 
within 3 seconds. The same report revealed that: 
 

• 40% will abandon pages that take more than 3 seconds to load. 

• 52% said quick page loads are important to their loyalty to a site. 

• 14% will change to a different site if page loads are slow. 

• 64% who are dissatisfied with a site will go somewhere else next time they 
shop. 

  
 

 
The Takeaway. Today, your customers are more sensitive than ever before to all 
aspects of their digital experience. Why wouldn’t they be? Armed with more 
choices than ever before, and the bar being set by the fastest sites, a poor 
performing application is only convincing them to go elsewhere. 
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To combat growing expectations, you should track the following key performance 
metrics for every session: 
 

• Server Response Time. Measures the time between when the browser 
makes a request and when the browser receives a response from the 
server. 

• Server Transfer Time. Measures the time between when the first and the 
last byte of the response is received by the browser (or between the first 
byte and when the connection is closed). 

• First Meaningful Paint. Marks when the browser has first rendered the 
intended view with enough context that users can begin experiencing the 
site. 

• DOM Interactive. Marks when the browser has parsed all the HTML and 
DOM construction is finished. Often used to indicate when the user 'feels' 
like the page is ready. 

• DOM Complete. Marks when all processing is complete, and all resources 
have finished downloading. 

• Cumulative Page Complete. A single metric measuring the difference 
between when the browser makes a request and when the DOM complete 
event triggers. 

  
Additionally, these metrics should be captured for each user journey. In doing so, 
aggregating and drilling into individual performance statistics can help identify the 
impact on key areas of the online experience. Slow pages during a critical 
process, such as registration or checkout, are likely to have a much bigger 
impact on the bottom line than slow account management pages. Knowing which 
pages to improve and prioritize for the greatest financial impact is the key to 
efficiently manage performance optimization and deliver the highest ROI.  
 
With the advent of Single Page Architectures (for example React or Angular), 
websites are able to display content dynamically based on customer interactions 
(ex. clicking on links) without requiring additional server requests to render new 
HTML. In this new paradigm, measuring page load time is not enough to capture 
the customer’s perception of performance. Since the page is already loaded, this 
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presents unique challenges relative to traditional multipage architectures. For 
example, a user may be presented with a long running spinner without a page 
reloading – indicative of a performance issue but not easily caught in monitoring 
tools.  
   
Creating performance improvement viewports or dashboards that can be shared 
throughout the company will help align the team on how both performance and 
conversions are correlated. This practice will also instill a foundation to demand 
the highest performance across teams. Too often, a well-intentioned team can 
accidentally impact site performance from the “just deploy one more pixel” 
attitude that has often plagued marketing, product, and IT teams. Drawing 
attention to the positive business impact of your improved site performance, 
instead of focusing on the raw performance numbers, has been very effective for 
aligning all teams on performance goals. For example, reducing your homepage 
load time is impressive, but showing that it resulted in a conversion rate uptick is 
even better as it speaks to the business as a whole. 

 
  
Quick tips on how to improve performance: 
 

• Minify your HTML, CSS, and JavaScript 

• Load JavaScript asynchronously where possible 

• Load CSS at the bottom of the page and inline critical CSS at the top 

• Enable http/2 protocol on your servers, allowing many simultaneous 
resource fetches to the same domain 

• Use GZIP compression and deflation on your servers 

• Compress images (optimize for web) 

• With the advent of single page apps, profile your JavaScript, ensuring at 
least a 20 frame per second paint. 

• Remove as much JavaScript as possible that cause page render delay 

• Cache Images, JavaScript, CSS 

• Use 301 Redirects lightly 

• Use a CDN where possible 
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Using Quantum Metric for improving and monitoring performance:  
Quantum Metric breaks down massive amounts of performance data into a few easy-to-
understand and actionable key points. In a single widget, Quantum shows you the most 
important performance metrics, such as server response time, page interactive, and page 
complete across device types, as well as the real-dollar opportunity associated with 
improving site performance.  

þ Quantify performance impact in meaningful ways, such as revenue loss 

þ Real-time every user monitoring 

þ Anomaly detection, by thousands of segments, reducing data-science burden 

þ Graph, dashboard, and report any performance metric, segmenting by any attributes  
     such as location, high value customer, page type, and more. 

 

 
Quantum Metric’s real-time translation of page-speed performance to revenue. 
Organizations should aim for 90%+ of their site experiences delivered in under 3 seconds. 
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2 FIND & FIX ERRORS 
To you, website errors are annoying. But to 
many of your customers, they are 
unforgiveable. 

 

AUDIENCE: 

• Engineering 
• Operations 
• Web Development 
• Product 
• Marketing 
• Quality Assurance 
• Customer Service 
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FIND & FIX ERRORS 
Here is a particularly painful truth: the further along in the checkout process an 
error occurs, the more likely the customer is to abandon. Ouch! Even customers 
that browsed products, found what they wanted, added it to their cart, and started 
the checkout process will leave immediately if something goes wrong. 

  
In a recent study by SemRush, researchers discovered that 1 out of 5 shoppers 
will abandon their cart if something goes wrong during the checkout process. 
This not only has an impact on revenue, but also brand perception and long-term 
customer value. Quantum Metric’s data science team has demonstrated that the 
smallest of friction points during checkout results in significantly higher abandon 
rates than at any other point in the customer journey.  
 
When asked why, these same shoppers expressed many reasons for 
abandoning their cart, including: 
 

• Anxiety about being double billed 

• Concerns about credit card fraud 

• Uncertainty about whether the transaction went through 

• Worry about malware or other harmful code damaging their computer 

  
One of the most important components of a great website is trust. According to 
Neustar, 91% of website visitors do not trust websites that contain errors or 
mistakes. The immediate impact to your cart abandonment rate is bad enough, 
but the long-term effect on your brand can be much worse. In the same research, 
nearly 50% of shoppers surveyed said they would not return to a site where they 
felt the checkout process was ‘buggy.’ And these disgruntled shoppers are not 
keeping their opinions to themselves. This type of negativity can spread quickly 
across social media and the damage is swift and sometimes irreparable. 
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Of course, a 100% bug-free site is not realistic. When faced with the decision of 
which errors to fix now and those that can wait - how do you decide? To help you 
choose, consider three specific questions: 
 

• How many users were affected by the error? 

• How much frustration did the error generate? 

• Does the error reduce conversion rates? 

 

Once you know the overall impact of every error on your site, you can prioritize 
them based on your specific business goals. For example, if your goal is to 
increase your site’s overall conversion rate, then you should prioritize fixing the 
errors that are having the greatest impact on conversion. Alternatively, if your 
goal is to boost brand loyalty, you should fix errors affecting the most customers 
first. 

 
 
Best Practice. Creating dashboards to track the number of high-interest error 
occurrences and their corresponding impact on conversion helps measure 
progress, ensure visibility and drive success. Being able to visualize the 
improvement can inspire teams and help validate efforts.

 
Using Quantum Metric for finding and fixing issues:  
Data-driven decision-making is a hallmark of digital experience excellence.  With Quantum 
Metric’s digital intelligence platform, you can automatically analyze the impact of every error 
segment to produce a prioritized list based on key indicators such as number of affected 
visitors, impact on conversion, and missed sales.  Using machine intelligence, much of the 
analysis of “is this impacting my business” can be automated.

 
þ Quantify under-performing segment impact using machine intelligence 

þ Automatic discovery of suspect segments 

þ Web and Native App session replay so you can see each experience 
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þ Out-of-the-box error detection to feed discovery of suspect segments 

þ Dynamic event engine to support any hypothesis 

þ Graph, dashboard, and report any performance metric, segmenting by any attributes  
     such as location, high value customer, page type, and more. 

 

 
Quantum Metric’s FunnelDNA, our patent-pending AI funnel analysis, simplifies a 

hypothesized segment, breaking down into real revenue loss. 
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3 CUSTOMER JOURNEY 
Every customer journey is an opportunity to 
build a relationship. 

 

AUDIENCE: 

• User Experience Design 
• Interface and Interaction Design 
• Graphic Design 
• Web Development 
• Product 
• Marketing 
• Data Science 
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CUSTOMER JOURNEY ANALYSIS 
Customer Journey Analysis is the process of understanding how potential 
customers land on your site and then take a desired action. In order to book a 
flight, check their bank balance, complete a transaction, sign up for your 
newsletter, or create a new account, customers must go through a series of 
steps. If any of these steps are overly complicated, customers will abandon their 
journey.  
  
To manage analysis for sites with hundreds of unique pages, funnels are a 
valuable tool to help track the various steps a customer must go through, and to 
identify friction and frustration points in the journey. Detailing the steps of each 
specific journey will enable teams to discover drop off and highlight optimization 
opportunities. For example, a very generic checkout funnel might include the 
following steps: 
 

Step 1 - View Product 

Step 2 - Add to Cart 

Step 3 - View Cart 

Step 4 - Enter Shipping Information 

Step 5 - Enter Payment Information 

Step 6 - Review Order 

Step 7 - Purchase 

 
There are many micro-interactions occurring within each of these steps that often 
explain trends seen in overall conversion. The ability to go from a funnel down to 
the individuals who drop-off is the easiest way to understand why a given step’s 
conversion rate is what it is. Quantum Metric’s customers use Session Replays 
as the atomic unit of analysis and seamlessly drill down from a funnel to 
individual sessions in order to understand the nature of a given drop-off. For 
example, if you are analyzing the drop-off between steps 1 and 2 above, you 
should determine what elements of the product page are correlated with success 
and failure in terms of adding to cart; perhaps there is a size chart that is half way 
down the page and though only 30% of visitors are exposed to it, those that 
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interact are 2X as likely to add to cart.  Insights like this enable your team to 
better impact funnel conversion rate. 
  
Within each step of the funnel, there are four major phases that every customer 
experiences before deciding to move on to the next step or abandon: awareness, 
interest, intent, and conversion. 
  

• Awareness. Within this stage you are optimizing for intuitiveness. Is it 
crystal clear to the customer how they move forward? Color, typography, 
layout, imagery, and micro-interactions all create visual indicators that will 
either usher your customer forward or cause confusion and increase their 
likelihood of leaving. You should scrutinize every design detail and 
interaction.  

• Interest. Once your customer understands what to do next, you need to 
pique their interest. Your goal in this phase is to form a closer relationship 
with your customer. Make sure your content is written and presented in a 
way that resonates with your customer. Attention-grabbing headlines, 
relevant copy, and clear instruction all go a long way toward building trust 
and leading them through your funnel. 

• Intent. Making the potential customer really, really want what your offering 
is the goal. Building on the interest phase, you can use more attention-
grabbing and persuasive elements such as high-quality product photos, 
alluring descriptions, and captivating videos. This is the point where your 
customer actively considers whether or not to move forward. You need to 
provide them with all of the necessary information to make an informed 
purchase decision – and a compelling reason to buy from you! Make sure 
you have incentives in place such as great promotional offerings, 
competitive shipping options, or hassle-free return policies. 

• Conversion. Success is measured when your customer takes your desired 
action. Removing friction is the key to success. Once your customer has 
decided to move forward, make sure there is nothing in the way. Errors, 
confusing interfaces, and difficult interactions can greatly impact success. 
As mentioned earlier, this is when your customer will be the most 
apprehensive - don’t give any reason to disengage. 
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Your customer will experience all four of these phases within each and every 
step of your funnel; you must design for all of them. 
  
Once you have finished crafting your customer journey, you need to monitor and 
measure conversion rates, so you know where to adjust. Questions to consider 
include: 
 

• How fast can a customer with intent convert; where are the friction points? 

• Where are the majority of your customers exiting out of your funnel? 

• What do these customers have in common (browser, geography, device-
type, etc.)? 

• Are certain elements contributing to or detracting from conversion? Do 
customers that watch my product video convert at a higher rate? 

• Are there any loops in my funnel (areas where customers tend to repeat 
the same step several times)? 

• Are errors preventing customers from progressing from one step to the 
next? 

 
 
Best Practice. Remember, empathy will get you far. Always think in terms of 
your audience: what does the customer journey look like for them, and how can 
you provide the information that will ease their concerns and excite them about 
your products? The smallest changes can make a significant difference. 
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Using Quantum Metric for Journey Optimization:  
Understanding average session length, average step time, and average conversion time can 
help pinpoint where friction points are occurring in your journey.  Quantum Metric can help 
uncover frustration and visually replay every customer’s experience, helping identify where 
to optimize. 

 
þ Quantify under-performing segment impact using machine intelligence 

þ See holistic journeys, across web and native sessions (for logged in customers) 

þ Out-of-the-box behavioral analytics that identify confused customers 

þ Dynamic event engine to support any hypothesis 

þ Graph, dashboard, and report any performance metric, segmenting by any attributes  
     such as location, high value customer, page type, and more. 
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4 PAGE OPTIMIZATION 
If we told you that you could get 2x as many 
conversions from your traffic, would that get 
your attention? 

 

AUDIENCE: 

• User Experience Design 
• Interface and Interaction Design 
• Graphic Design 
• Web Development 
• Product/Brand 
• Marketing 
• Data Science 
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PAGE OPTIMIZATION 
Page optimization is the process of incrementally improving an individual page’s 
ability to drive business goals. Done properly, page optimization is a scientific 
process of learning how users are interacting with a page. Then using that data 
to methodically propose and test a hypothesis for improvement.  Better put, it’s 
data-driven design. 

 
  
Bottom line. It doesn't matter how many people are attracted to an 
organization’s site if they can’t find what they are looking for.   

 
  
The good news is that most companies are aware of the need to optimize their 
website’s pages and typically have undergone various efforts to improve. Many 
often note that they have a tremendous amount of information helping them 
answer important questions, such as: 
 

• Which version of the homepage hero generated the most clicks? 

• Do visitors interact more with cards or lists? 

• Which features do your most valuable customers engage with? 

• Which features are encouraging your user to achieve their goal quickly? 

• Which elements are leading your users to abandonment? 

• Where within a single page do customers spend their time? 

  
...but linking that information to real-world business goals remains elusive. It’s the 
information they don’t have that often trips them up and causes them to make 
poor decisions. As the saying goes, the devil is in the details. 
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Consider the following example: In a recent engagement, a Quantum Metric 
client was planning on changing the location of the ‘Add to Cart’ button on mobile 
devices because their A/B testing tool showed them that it was underperforming. 
After looking into Quantum Metric to understand why, the client discovered that 
the location of the button was not the reason why customers weren't clicking it. It 
turned out that the button had an image background that was taking too long to 
load on slower networks. This discovery saved the client the time and energy 
they were planning to invest on implementing the A/B test of different button 
locations. Being data-driven can reduce test fatigue by helping formulate the best 
hypothesis before implementation. 
  
This valuable lesson demonstrates a Quantum Metric Data Science team’s best 
practice: it is essential to link optimization information such as clicks, bounce 
rates, and number of page visits with other key metrics like performance data, 
error rates, and conversion rates to help understand the why behind the 
numbers. 
  
In doing so, teams can understand where and what to improve to have the 
greatest impact. There is simply not enough time or resources to optimize every, 
possible portion of a site or app, but focusing on a few key interactions can have 
notable impact. Over the years we've developed some best practices to help you 
get started with optimizing. 
 
Homepage 

• Create concise messages and test often 

• Streamline navigation for an easy and logical browsing path through your 
site   

• Create appealing visuals to help tell your story 

• Produce clear and visible calls to action 

• Optimize the homepage for speedy loading 
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Registration and Login 
• Keep forms short and simple and remove fields that are not necessary 

• Make it clear as to how you will use the information the user is providing 

• Use clear visual cues to help guide the user through your registration or 
login process 

Self-service account pages 
• Clearly outline account details that are most pertinent to the user 

• Centralize customer service contact information so that it’s easy to locate 

 
Checkout 

• Declutter your checkout pages by removing unnecessary distractions. 

• Make it clear where shoppers are in the checkout process. 

• Use product images throughout checkout to remind people of what they are 
buying. 

• Add trust seals and other credibility boosters to make shoppers feel 
comfortable. 



Quantum Metric Research | Copyright 2018 33 

 
Using Quantum Metric for Page Optimization:  
Quantum Metric’s interactions feature is the most advanced experience visualization 
solution on the market, illustrating how a digital audience interacts with digital websites and 
mobile apps, and their associated outcomes.   With Interactions, Attention, Click and Taps, 
and Heatmap information, teams can be confident on which interface design components 
are leading to success.

 
þ Quantify how interactions lead to specific outcomes, like conversion, or repeat customers 

þ Discover content that’s leading to abandonment 

þ Enable data-driven A/B/n experimentation, understanding paths to success 

þ Side-by-side comparison for quick comparison / interpretation 

 

 
 Quantum Metric’s Interactions visualize outcomes, to enable  

data-driven decisions. 
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 Quantum Metric’s Attention maps help you understand where time is spent 

 
Quantum Metric’s Clicks & Taps illustrate detailed user interactions 



Quantum Metric Research | Copyright 2018 35 

 
 

 
 
 
 
 
 
 
 

 
 
 
 

 

[Page Intentionally Left Blank] 

 
 

  



Quantum Metric Research | Copyright 2018 36 

 

 

 

  



Quantum Metric Research | Copyright 2018 37 

5 UX DESIGN 
Great UX doesn’t happen by chance. It takes 
all parts of the organization to pull off. 

 

AUDIENCE: 

• User Experience Design 
• Interface and Interaction Design 
• Graphic Design 
• Web Development 
• Engineering 
• Operations 
• Data Science 
• Product 
• Marketing 
• Sales 
• Quality Assurance 
• Customer Service  
• Executive Leadership 
• Project Sponsors 
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USER EXPERIENCE DESIGN 
Several years ago, a big part of our mission at Quantum Metric was to share our 
vision on the importance of user experience with our clients. Most people, 
outside of a few small design circles, weren’t sold on the whole user experience 
(UX) trend. Things have changed considerably since then, and today everyone 
agrees on the importance of great UX - even if they don’t have a solid 
understanding of what UX is. 
  
At the highest-level, user experience refers to how a person feels when using 
your mobile app, website, or service. People tend to experience things 
emotionally, and your product is no exception. While delivering the best products 
at optimal prices is important, the hidden secret to unlocking the potential in each 
customer relationship is through offering exceptional experiences that create 
positive emotions. Think about today’s best digital brands like Google, Disney, 
Nike, and Amazon. These experiences are simple, frictionless, and help you to 
quickly achieve whatever it is you set out to do. 
  
One of the main tenants of UX is to know your audience. Obtaining a deep 
understanding of their user preferences, goals, and behaviors is critical to 
building user-focused experiences.  
 
Here are a few questions to get started: 
 

• Can your customer base be easily separated into segments or cohorts 
(prospects vs current customers, loyalty members vs one-time shoppers, 
power users vs newbies, etc.)? How do their needs and goals differ?  

• When/Where does the customer see the value with your brand? How can 
you accelerate the user’s journey to realize the value?  

• Is there a lifecycle for how customers engage with your brand? What 
signals exist to identify their current stage in the customer journey? 

• How easily can these audiences accomplish their goals on your website 
and/or mobile app? Where are users giving up? 
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The above questions contextualize the problem area, the affected users, and 
their specific needs. You can gain deeper insights into who your customers are 
by reviewing different sources, such as: product analytics, session replay, a/b 
testing, consumer research, user testing, and surveys. Use these tools to 
evaluate the following: 
 

• Usability. How easy was it for your customer to achieve their goal? 

• Frustration. Did your user struggle or get annoyed with anything? Telltale 
signs of frustration may include reloading the page, clicking on the same 
element several times, or scrolling horizontally to see all of the content. 

• Conversion. Did they do what you wanted them to do? 

• Errors. Did your user encounter any painful errors that blocked their 
progress? 

• Time. Were they able to accomplish tasks quickly, or did it take them a 
long time to figure out what to do next? 

 
The best way to develop your understanding is by watching your customers 
interact with your product. Raw analytics data can drive many decisions, but 
when it comes to user experience design, nothing compares to witnessing your 
customers struggle first hand. It helps you empathize with them and better 
understand their needs.  
 
Use these insights to guide design decisions and align your user experiences 
with your core audience. Remember, customer interactions with your brand 
involve multiple touchpoints across different teams. To obtain a holistic customer 
view, solicit feedback from team members in other organizations like Marketing, 
Sales, Product, Customer Service, and Engineering. 
 

• Marketers build product awareness and demand for your future customers.  

• Sales teams understand buyer dynamics, how to craft key messages, and 
what resonates in the field.  

• Nobody understands customers better than Customer Service Agents. 
They are an excellent resource for understanding what customers want. 
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• Engineers understand the technical constraints and can guide discussions 
towards innovative and feasible solutions.  

 

UX/Product Design teams should coordinate and synthesize information from 
these various teams, propose solutions in consideration of these points of view, 
and simplify as many aspects as possible. Remember, a good UX initiative 
focuses on what users actually do. Most people find the experience of watching a 
real user interact with their website to be cringe-worthy (at first), then only slightly 
terrifying, then humorous and then, eventually, rewarding. 

  
 

 
Bottom line. Great UX doesn’t happen by chance. All parts of an organization 
should take responsibility. The companies that are reaping the greatest rewards 
have brought together people from across the business to improve customer 
experiences as a unified team. 

 
 

Using Quantum Metric for UX Design Optimization:  
Data-driven decision-making is a hallmark of digital experience excellence.  With Quantum 
Metric’s digital intelligence platform, you can automatically analyze the impact of every error 
segment to produce a stack-ranked list based on key indicators such as number of affected 
visitors, impact on conversion, and missed sales.  Using machine intelligence, much of the 
analysis of “is this impacting my business” can be automated.

 
þ Quantify under-performing segment impact using machine intelligence 

þ Automatic discovery of suspect segments 

þ Web and Native App session replay so you can see each experience 

þ Dynamic event engine to support any hypothesis 

þ Graph, dashboard, and report any performance metric, segmenting by any attributes  
     such as location, high value customer, page type, and more. 
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ii CONCLUSION 
What was exceptional yesterday, it standard 
today, and will be a liability tomorrow.  
Digital Experience excellence requires cross-
team, iterative focus. 
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CONCLUSION 
Many companies begin the broad aspiration of launching a digital experience 
transformation with the best of intentions only to be disappointed by time spent, 
wasted costs, and unclear results. It is our goal at Quantum Metric to help our 
clients improve their customer’s end-to-end journey through meaningful insights 
and data-driven outcomes. By defining key steps in a practical sequence coupled 
with our digital intelligence analytics, we believe an organization will see the 
greatest impact in the shortest amount of time. 
  
 Concentrate on specific optimizations around: 
 

• Performance. Improve page load times and directly correlate the 
improvement to greater conversion rates. 

• Finding and Fixing Errors. Identify and resolve issues by priority to 
remove hurdles and develop trusting customers. 

• Customer Journey Optimization. Understand your customer’s flow and 
optimize for the four stages they progress through before moving forward 
or abandoning. 

• Page Optimization. Ensure site traffic converts by focusing on core areas 
for improvement and tie metrics to that improvement to understand the why 
behind the data. 

• User Experience Design. Watch your customers interact with your site 
first-hand to align UX with your core audience needs. 

  
Each step is benchmarked with appropriate metrics and focused questions to 
clearly guide clients to Digital Experience Excellence. Throughout the process, 
we also encourage our clients to move from individual siloed efforts to cross 
functional team alignment for greater business understanding and lasting impact. 
By breaking these barriers, more brands can achieve the incremental value of 
prioritized customer experience at a faster rate with company-wide support. 
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Delivering great customer experience is challenging, but it is 
also essential to delivering a true competitive advantage, 
exceptional customer satisfaction, increased revenue, lower 
costs and long-term brand loyalty. 
 

WHO IS QUANTUM METRIC? 
Quantum Metric, the Digital Customer Experience Intelligence Platform, gives 
cross-functional teams real-time, out-of-the-box insights to easily and proactively 
identify, prioritize and act, so you can maximize the business impact of your web 
and native apps.  
 
With Quantum Metric, enterprises gain real-time automated anomaly detection, 
intelligent issue prioritization based on business impact, increased profitability, 
and improved digital experiences. The behavioral insights surfaced by Quantum 
Metric are gathered with performance, privacy, and security by design, ensuring 
there is no negative impact on your digital business. Quantum Metric improves 
customer engagement and conversion while also reducing issue identification 
and resolution time, enabling your Digital Innovators to deliver the flawless digital 
experiences intended. 
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Quantum Metric petabyte-scale digital intelligence platform – enabling  

cross-functional team alignment on delivering digital excellence.  
 


