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THE CORE IDEA

Most AI in customer experience is being deployed backwards. Organisations 
are bolting machine learning onto journey maps drawn for a human world, 
then wondering why the returns feel thinner than the business case promised. 
The problem is not the technology. It is the unit of design. When machines begin to 
co-decide alongside people, the thing you are designing is no longer the journey. 
It is the decision – who makes it, within what bounds, and what happens when it 
goes wrong.

This paper is about that shift, and about a practical way to manage it.

The landscape has moved
For most of its history, customer experience has been a story about human decisions. The 
experience a customer received was, in the end, the sum of thousands of choices made by 
people – a lending officer weighing risk, a contact centre agent deciding whether to bend 
a policy, a branch manager reading a situation and acting on instinct. Those choices were 
shaped by mindset, capability, measures, structure and leadership. We learned to map the 
journeys those decisions produced, design target states, align measurement and adjust 
operating models so the organisation could deliver more consistently. In that era, customer 
centricity became an organisational discipline. It worked because experience was, at its 
core, a human production.

That is no longer true. Artificial intelligence has moved from conversation to action. 
Increasingly, intelligent systems classify intent, retrieve knowledge, recommend next 
steps, coordinate work across systems and, in bounded situations, complete tasks on a 
customer’s behalf. The interface itself is shifting – away from dashboards and menus, 
towards intent, confirmation and fulfilment. The word worth pausing on is agentic. An 
agent, in this context, is software that can take a goal, plan a sequence of steps, act across 
systems and adjust as it goes, rather than simply answering a question or executing a 
single rule. Over the next three to five years, many organisations will move from AI-enabled 
services towards agentic operating models, where specialised agents coordinate work 
under human supervision.

It would be easy to read this as the diminishment of human-centred design. The opposite 
is true. Customers will go on judging organisations by stubbornly human standards – ease, 
fairness, confidence, care and value for money. What changes is the system producing 
those outcomes. It is no longer predominantly human. It is a hybrid of human and machine 
judgement, and the quality a customer feels now comes down to how well the two are 
designed to work together.
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This is the move from Customer Centricity 3.0 to 4.0. Each prior era expanded the 
organisation’s challenge: from making better products, to understanding customers more 
deeply, to redesigning journeys across silos, and now to shaping hybrid decision systems 
that combine people and intelligent machines. The dominant question is no longer how 
do we redesign journeys to be easier and more consistent? It is which decisions should 
humans and machines make, and how should they work together? And here is the part 
most strategy decks miss: speed of execution is no longer the limiting factor. Clarity of 
customer intent is.

THE SHIFT

The evolution of customer centricity

1.0 2.0 3.0 4.0

PRODUCTS CUSTOMER  
INSIGHTS

CUSTOMER  
JOURNEYS

DECISION  
SYSTEMS

Dominant 
question

How do we 
design, make 
and sell 
competitive 
products?

What do 
customers 
need, want and 
value?

How do we 
redesign 
journeys to be 
easier, more 
consistent and 
more valuable?

Which 
decisions 
should humans 
and machines 
make, and how 
should they 
work together?

Source of 
advantage

Product 
quality, 
features and 
scale

Insight quality, 
segmentation 
and targeting

Journey 
redesign, cross-
functional 
alignment and 
execution

Decision 
quality, 
orchestration, 
trust and 
operating-
model 
discipline

Human 
design 
challenge

Build 
products 
people want 
and can use

Translate 
insight 
into better 
decisions and 
propositions

Break silos and 
align around 
customer 
journeys

Design hybrid 
systems that 
protect trust, 
embed intent 
and coordinate 
humans, tools 
and agents

Each era widens the design challenge. Customer Centricity 4.0 widens it to the decisions 
themselves.
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Why the familiar frameworks strain
Journey mapping remains genuinely useful. It reveals goals, surfaces friction and exposes 
the moments that matter. We are not arguing against it. But a journey map was built to 
describe a path, not to govern a decision system, and there are questions it was never 
designed to answer. It cannot tell you who holds authority at a given step, where machine 
autonomy should stop, what guardrails apply, how escalation works when something 
breaks, or what evidence must be retained for audit and recovery. Introduce an agent 
into the flow and those silences become expensive. Where exactly does a personalisation 
engine sit on the map? What is the “moment” when an algorithm quietly decides which 
offer a customer sees, or whether to pre-approve them? How do you train a frontline team 
for a handoff that is now partly algorithmic?

Four structural shifts explain why journey mapping, on its own, is no longer enough.

WHY NOW

Four structural shifts

MACHINE DECISIONING

AI now shapes who is identified, what is 
offered and how work is routed. Customers 
feel it even when they never see it.

ORCHESTRATION OVER CHANNEL

Advantage comes from coordinating self-
service, copilots, agents and people across a 
whole goal – not polishing each channel alone.

TRUST AS A REQUIREMENT

Trust moves from a reputational outcome 
to something engineered in: permissions 
respected, actions bounded, recovery possible.

EXPLICIT AUTOMATION ECONOMICS

Hybrid delivery carries hidden costs – 
monitoring, QA, exceptions, remediation. 
Handling time alone no longer tells the truth.

Together, these make decision rights – not journeys – the thing you design.

https://www.ust.com/
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The first is that machine decisioning has become part of the experience itself. AI now 
influences how customers are identified, how intent is read, how work is routed, which 
offers appear and when exceptions are caught. Even when the customer never sees 
the machine, they feel its consequences in speed, relevance, continuity and fairness. 
The second is that orchestration is replacing channel optimisation as the real source 
of advantage. The previous era rewarded polishing each channel in isolation; a hybrid 
environment rewards coordinating self-service, knowledge engines, copilots, workflows, 
frontline teams, specialists and agents across the whole arc of a customer’s goal. The 
third is that trust has moved from a reputational outcome to an operating requirement – 
something engineered into the system rather than earned afterwards. Customers need 
confidence that permissions are respected, that automated actions stay within sensible 
bounds and that recovery is possible. Internally, leaders need containment, auditability, 
escalation paths and monitoring. The fourth is that the economics have become explicit 
and less forgiving. The value of AI cannot be read off handling-time alone. Set against it are 
the costs that are easy to miss – integration, knowledge stewardship, monitoring, quality 
assurance, retraining, incident management, governance and remediation.

Taken together, these shifts create a new strategic reality. Experience now emerges from 
a managed distribution of decision rights across humans and machines. The question is 
no longer simply where AI can be deployed. It is how the experience should be designed, 
governed and measured when decisions are shared.

It is worth being candid about why so many AI programmes disappoint, because 
the pattern is consistent and it is rarely about model quality. Programmes fail when 
organisations pursue AI as a capability demonstration rather than an operating-model 
redesign – the shiny object, the pilot that never scales, the deployment with no clear 
owner. They fail when automation runs ahead of clarity about the customer problem, which 
produces lower handling time but not lower effort or better resolution. Automation without 
clarity of the customer problem does not create value; it creates rework, faster. And they fail 
when governance is too weak to explain what the system may do, how it is monitored, when 
it escalates and who remains accountable – at which point risk teams either block adoption 
outright or quietly tolerate sprawl. Neither produces scale.

The most instructive cautionary tales are not the technical failures. They are the cases 
where organisations moved too quickly from capability to substitution.

Klarna publicly promoted an AI assistant as handling the workload of hundreds 
of agents, then walked the position back and reintroduced human support for the 
moments that needed judgement, reassurance and trust repair.

Commonwealth Bank linked an AI voice bot to a reduction in service roles, then 
reversed the decision weeks later, having concluded the roles were not redundant 
and that the original assessment had not weighed all the relevant factors.

The lesson in both is not that AI has no role. It is that efficiency cannot substitute for 
care in higher-stakes situations, and that the discretion to escalate to a human is itself 
a design decision.

https://www.ust.com/
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The reframe: Decision architecture
If the unit of design is the decision, then the discipline is decision architecture – 
the deliberate, explicit allocation of decision rights across people and machines, together 
with the guardrails, handoffs and evidence that make the allocation safe. It replaces 
a deceptively comfortable question, what steps make up this experience?, with a 
harder and more useful one: which decisions actually shape this experience, and who 
should own each?

Three ideas do most of the work

1. �The first is being honest about which decisions matter, as distinct from which steps are 
visible. A customer applying for a loan makes one obvious decision – whether to apply. 
But their experience is shaped by a dozen quieter decisions upstream: are they eligible, 
what rate to offer, whether to simplify the form, whether to pre-fill what is already known, 
which documents are genuinely required. Most of these never surface to the customer, 
yet they shape trust, effort and outcome more powerfully than any single “moment of 
truth” on a journey map. Decision architecture forces an organisation to stop designing 
for what customers see and start designing for what actually determines what they feel.

2. �The second is naming where human judgement still owns the answer – which is 
emphatically not everywhere. Machines are reliably superior at a class of decisions: 
prediction, pattern-matching, personalisation at scale, optimisation under clear 
constraint. Humans retain the decisions that turn on trade-offs, ethics, relationship 
or context that resists clean definition. A machine can decide whether an account 
qualifies for a credit-limit increase on payment history. A person should decide whether 
to waive a fee for a long-standing customer in genuine hardship. A model can predict 
who will churn; a human should decide whether a retention play respects the customer’s 
autonomy or merely manipulates it. This distinction is not sentimental. It is operational, 
and it builds resilience: when a machine fails, someone still has to make the call, and 
only a person who already owned that decision will have the authority and context to 
make it well.

3. �The third is being precise about where machines can reliably co-decide, which is where 
the economic case genuinely lives. Machines excel at decisions that are repeatable, 
data-rich and measurable against a clear definition of success – eligibility, routing, next-
best-action, fraud detection, dynamic pricing. But the handoff is everything. A machine 
recommends; a relationship manager endorses. A system flags a risk; a person decides 
whether to approve. A model surfaces churn risk; a human designs the conversation. 
When handoffs are clear and trusted, the machine amplifies human capability rather 
than hollowing it out.

https://www.ust.com/
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DECISION RIGHTS

Who decides – human or machine?

Autonomous machine

WHAT IT IS

Low stakes, clear rules, 
reversible outcomes. 

AI ROLE

Acts autonomously 
within guardrails.

EXAMPLES

Status updates, address 
changes, routine 
rescheduling.

Human-supervised

WHAT IT IS

Moderate risk, bounded 
authority, explicit 
approvals.

AI ROLE

Drafts and executes; a 
person approves.

EXAMPLES

Complaint triage, fee 
waivers within limits, 
recovery offers.

Human-led

WHAT IT IS

High stakes, emotional 
nuance, accountability 
required.

AI ROLE

Assists with context; the 
human owns the call.

EXAMPLES

Hardship, vulnerability, 
major complaints, 
disputes.

More machine autonomy

As risk, variance, reversibility and emotional stakes rise, autonomy narrows.

More human ownership

That gives three practical modes of delegation. Autonomous machine decisions suit low-
stakes, rules-rich, reversible situations where intent is clear and rollback is cheap – a status 
update, an address change, a routine reschedule. Human-supervised decisions are the 
broad middle, where a machine can interpret, draft or execute bounded steps but approval 
remains with a person – complaint triage, fee waivers within a threshold, service-recovery 
offers. Human-led decisions are those where empathy, accountability or negotiation is 
intrinsic to the value being delivered – vulnerability, hardship, safety, complex disputes. 
AI may assist, but the human owns the call. The allocation principle is simple to state 
and disciplined to hold: decision rights should be assigned according to risk, variance, 
reversibility and emotional stakes. As those rise, autonomy should narrow. The common 
error is to treat AI as a question of capability – can the model do this? – when customer-
centric design demands the question of authority: should it, and within what bounds?

It helps to be equally clear that “AI” is not one thing on the supply side either. There is 
a stack, and confusing its layers is a frequent source of disappointment. Automation 
executes fixed, rules-based tasks – efficient, but brittle at the edges. Conversational AI 
understands and responds in natural language – strong for search, support and retrieval, 
weaker when answers must be complete and exact. Copilots support human judgement 
with prompts, recommendations and next-best actions – powerful, with over-reliance as 
the risk to manage. Bounded agents initiate and complete multi-step work within defined 
rules, thresholds and controls – the source of orchestration and scale, and the layer where 
trust, control and auditability matter most. The strategic question is not whether to use AI. 
It is which layer belongs where in the experience system.

https://www.ust.com/
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How this gets done:  
Customer Mission Design
Decision architecture is the thinking. Customer Mission Design is the method that 
makes it concrete, and it begins by changing what you put at the centre of the page. 
Not a journey. A mission.

The distinction is sharper than it first appears, and it is the strategic bridge between 
customer experience work and AI-enabled transformation. A journey is company-defined; 
it describes one of your processes – onboarding, claims, billing, contact-centre support. 
A mission is customer-defined; it describes what the customer is actually trying to 
achieve, which usually spans several of your journeys, channels, systems and teams, and 
often a good deal of time. “The claims process” is a journey. “Get my car repaired after an 
accident so I can get back to normal life” is a mission. There is a useful diagnostic here: 
if a description starts with a process noun you own, it is probably a journey. Rewrite it from 
the customer’s side until it names the outcome they are chasing.

THE UNIT OF DESIGN

From journeys to missions

A JOURNEY

Company-defined

Describes one of your 
processes.

•	 The claims process

•	 The onboarding journey

•	 The contact-centre 
interaction

A MISSION

Customer-defined

Describes the outcome the customer is chasing – 
across your journeys, channels and teams.

•	 “Get my car repaired so I can get back 
to normal”

•	 “Sort my insurance after moving”

•	 “Resolve a billing issue so I can stop worrying”

DIAGNOSTIC TEST

If it starts with a process noun you own, it’s a journey. Rewrite it from the customer’s 
side until it names the outcome.

This matters for AI specifically, not just philosophically. Most organisations are still 
pointing AI at individual touchpoints – a form, a chatbot, a single service task. That can 
create efficiency, but it rarely creates differentiation, because a competitor can automate 
the same touchpoint next quarter. The larger prize is designing AI around complete 
missions. An agent that helps orchestrate a mission end-to-end is worth far more than one 
that automates a lone interaction. Mission thinking also does something quietly powerful: 
it exposes the handoffs, data gaps, governance questions and failure modes that actually 
determine whether AI succeeds, and it clarifies which steps a machine can own, where a 
human must stay accountable, and where human judgement creates the most value.

https://www.ust.com/
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Customer Mission Design runs as a disciplined sequence rather than a single workshop. It 
begins with mission discovery – identifying the ten to fifteen customer goals that matter 
most, drawn from voice of customer, support tickets, complaints, research, behavioural 
data and frontline insight, with every mission written in the customer’s language. Each 
priority mission then moves to mission anatomy mapping, where you set out its trigger, the 
customer’s objective, the steps, the channels and systems, the data needs, the emotional 
context, the points where it breaks down today, and how success is measured. From there, 
mission complexity classification scores each mission on the dimensions that should 
actually govern automation – number of steps, systems involved, decision complexity, time 
sensitivity, regulatory exposure, emotional intensity and the consequence of failure.

Those scores feed directly into AI/human split design, which decides which steps can 
be automated, which need supervision and which must remain human-led, linking 
each choice to risk, trust, regulation and customer emotion. Then comes the part 
most programmes skip and later regret: handoff and supervisor design – defining 
escalation triggers, what context travels with the customer so they never have to repeat 
themselves, who holds override rights, and who plays the role of Mission Supervisor. 
Finally, mission architecture documentation captures the whole thing as a structured 
specification, ready to feed agentic workflow design, predictive engagement, technology 
architecture and measurement.

THE METHOD

Customer Mission Design in six steps

MISSION DISCOVERY

Identify the ten to fifteen customer goals that matter most, 
written in the customer’s language.

Output 
Prioritised mission 
list

MISSION ANATOMY MAPPING

Map each mission’s trigger, steps, channels, data, emotion, 
failure points and success measures.

Output 
Mission anatomy 
map

MISSION COMPLEXITY CLASSIFICATION

Score each mission on steps, systems, decision complexity, 
regulation, emotion and failure consequence.

Output 
Tier 1 / 2 / 3 
classification

AI/HUMAN SPLIT DESIGN

Decide what is automated, supervised or human-led – tied 
to risk, trust, regulation and emotion.

Output 
AI/human  
responsibility map

HANDOFF AND SUPERVISOR DESIGN

Define escalation, what context follows the customer, 
override rights and the Mission Supervisor role.

Output 
Handoff and  
supervisor design

MISSION ARCHITECTURE DOCUMENTATION

Capture the mission as a spec ready for agentic workflow, 
predictive engagement and measurement.

Output 
Mission architecture 
template

1

2

3

4

5

6

Customer Mission Design runs as a disciplined sequence, each step producing 
a usable artefact.

https://www.ust.com/
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The classification step deserves emphasis, because it is where commercial pressure 
meets design discipline. Missions sort into three tiers. Tier 1 is fully automatable – low-
stakes, reversible, rules-based, low emotion, such as reminders, status checks and low-
risk retrieval – where AI can act autonomously within clear guardrails. Tier 2 is human-
supervised – moderate complexity, bounded risk, multiple systems, some judgement, such 
as claims triage, churn intervention or account-query resolution – where AI orchestrates 
while a human supervisor monitors, intervenes and can override. Tier 3 is human-led and 
AI-assisted – high-stakes, emotionally sensitive, regulated or reputationally exposed, such 
as hardship, vulnerability, major complaints and complex disputes – where AI supplies 
insight, context and prompts but the human owns the decision. Clients will routinely push 
Tier 2 and Tier 3 missions towards full automation because the cost case looks attractive. 
The discipline is to hold the line: tier on decision complexity, risk, emotion and regulatory 
exposure, never on cost preference.

To make this tangible, take a business-banking mission written in the customer’s words: 
“Set up my business, run it profitably, and sleep at night knowing it’s financially secure.” 
That is not a journey – it crosses applications, products, channels and years. Map its 
anatomy and the decisions declare themselves. Eligibility, indicative rate and capital 
requirement sit comfortably in models trained on clean data – Tier 1 and Tier 2 territory. 
Whether the business model is genuinely viable, whether the applicant is being straight 
about their circumstances, whether a particular facility is actually in their interest – these 
are Tier 3 calls that belong with a trained relationship manager, with AI feeding them the 
context to decide well. Design the mission this way and the experience feels coherent to the 
customer for a simple reason: the architecture underneath it is coherent. Machines do what 
they are reliably good at, people do what only people can, and the handoffs between them 
are deliberate rather than accidental.

THE ARTEFACT

Anatomy of a mission – ten building blocks

1. �Mission name 
What is the customer trying to achieve,  
in their words?

5. �Mission steps 
What sequence must they complete?

3. �Customer objective 
What does success look like from 
their side?

7. �Failure modes 
Where does the mission break down 
today?

9. �Handoff rules 
When does it escalate, what context 
passes, who owns recovery?

2. �Trigger event 
What sets the mission in motion?

6. �Channels and systems 
Which channels, teams, platforms and 
data are involved?

4. �Emotional context 
What are they feeling, and how much 
trust is at stake?

8. �AI/human split 
Which steps can AI own, support, or 
never own?

10. �Success metrics 
How do we know it succeeded – 
and profitably?

Ten building blocks turn a customer mission into something AI strategy and operating 
design can act on.

https://www.ust.com/


CUSTOMER CENTRICITY 4.0 12

ust.com

What changes in practice
A reframe is only worth the disruption if it changes how the organisation actually runs. 
Decision architecture changes four things.

It changes organisational structure. Accountability shifts from owning a channel or a 
technology to owning a journey and the decisions inside it. Priority missions need clear 
end-to-end ownership, and the agents and automated capabilities that serve them need 
explicit owners for scope, permissions, controls and performance. In practice that usually 
means making a handful of roles visible that were previously implicit – a journey owner, an 
agent owner, a knowledge steward, a risk partner and a quality-assurance lead – so that no 
decision, human or machine, sits in an accountability gap.

It changes job design. As routine work is absorbed by automation, copilots and agents, 
human roles become more judgement-heavy, more emotionally demanding and, frankly, 
more valuable. A frontline that owns the decision to retain a customer needs the authority, 
context and permission to exercise it – not a tighter script. And because human moments 
grow rarer as machines handle more, they grow more consequential; they should be 
designed deliberately, not left to chance. For supervised missions in particular, the Mission 
Supervisor cannot be an ad-hoc volunteer. Unowned oversight is how accountability 
quietly leaks away.

It changes measurement. Containment – an issue resolved without a human – looks 
efficient and can hide a multitude of sins: higher effort, weaker resolution, opaque 
escalation. The honest scorecard reads as a system rather than a single number, 
tracking trust (complaints, opt-outs, fairness exceptions, satisfaction with explanations, 
remediation), resolution (first-contact resolution, end-to-end cycle time, recontact, 
escalation, accuracy) and productivity (handling time, after-contact work, knowledge-
retrieval time, throughput) together. Read in isolation, any one of them can flatter a 
failing system.

And it changes governance, which in this world is less a compliance appendix than a live 
decision discipline. One practical anchor is a short set of questions that leaders – and, 
increasingly, the agents themselves – should apply before any significant decision is made 
or automated: 

•	 What customer insight validates this?

•	 Would we be proud or embarrassed if it appeared on tomorrow’s front page

•	 Does it move us closer to our stated target experience? 

An agent that pauses to check a proposed action against customer insight, reputational 
risk and the target experience is not slower in any way that matters. It is more trustworthy. 
The point is structural, because scale without judgement erodes trust faster than efficiency 
can rebuild it.

https://www.ust.com/
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THE SHIFT IN OPERATING MODEL

What decision architecture changes

1   Structure

Accountability moves from owning a 
channel to owning a journey and the 
decisions inside it – journey owner, agent 
owner, knowledge steward, risk partner, 
QA lead.

3   Measurement

Containment alone can flatter a failing 
system. The honest scorecard reads trust, 
resolution and productivity together, not 
any one number in isolation.

2   Job design

�Human roles get more judgement-heavy 
as automation absorbs routine work. 
Rarer human moments become more 
consequential, not less – and need real 
authority, not a tighter script.

4   Governance

Governance becomes a live decision 
discipline, not a compliance appendix – a 
standing set of questions leaders, and 
agents, apply before any significant action.

Together, these turn a reframe into an operating model – not just a new way of talking 
about AI.

Underneath all four sits an economic argument that has to be made honestly. The value 
of Customer Centricity 4.0 is not whether AI saves time; it is whether it improves the 
economics of the experience system as a whole, across four linked levers – cost-to-serve, 
revenue and margin, productivity through augmentation, and the risk pricing of controls, 
monitoring and remediation when automated decisions are challenged or wrong. Hybrid 
delivery carries hidden costs as readily as hidden benefits; AI can strip labour from one 
part of the system while quietly loading review burden or exception-handling onto another. 
None of this is an argument to slow down. It is an argument to keep the business case 
honest – because productivity gains that weaken trust, lift recontact or inflate remediation 
are not gains at all. They are deferred cost.

https://www.ust.com/
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Where this leaves leadership teams
Most leadership teams already sense the tension, even if they have not named it. Customer 
leaders feel the friction between journey-based thinking and the reality of AI-driven 
decisions. Technology leaders know machines can be more consistent but are unsure 
where to draw the line on autonomy. Operations leaders worry about governance once 
decisions are spread across human and algorithmic hands. The move from journeys to 
decision architecture speaks to all three tensions at once – but it is structural work, and it 
asks for a kind of clarity most organisations do not yet have.

The alternative is the path of least resistance: keep layering AI onto journey maps and 
hope better automation will resolve the misalignment. It will not. That road leads to faster 
systems that feel less human, consistency without judgement, personalisation that reads 
as intrusion, and an operating model in which no one quite owns the architecture the 
customer actually experiences. The organisations that pull ahead will not be the most 
aggressive automators. They will be the better designers of service systems – the ones 
who decide, deliberately, where autonomy belongs, where supervision is essential, where 
humans must remain accountable, and how all three are orchestrated to earn trust, remove 
effort and create value. 

The winning posture for the next few years is not AI-first. 
It is experience-led and AI-enabled.

https://www.ust.com/
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A place to start
You do not begin this with a platform decision. You begin with a conversation – and 
the fastest way to start it is to put five questions to your own leadership team. They 
are deliberately phrased so that a customer leader, a technology leader and a frontline 
manager will often answer them differently. Where those answers diverge is where 
the work begins.

WHERE TO BEGIN

Five questions every leadership team should ask

1. DECISION INVENTORY

Can we name the ten decisions that most shape our customers’  
experience – and do most of them sit out of the customer’s sight?

2. THE AUTONOMY LINE

Where does machine autonomy stop and human judgement begin –  
and is that line set by risk and emotional stakes, or quietly by cost?

3. OWNERSHIP AND ACCOUNTABILITY

On our priority journeys, do we know who owns each decision – and who answers 
when a machine gets one wrong?

4. HANDOFFS AND RECOVERY

When automation fails or a customer needs a person, have we designed the 
handoff – or are we hoping it holds?

5. HONEST MEASUREMENT

Do our measures tell the truth about effort, resolution and trust – or just about 
containment and speed?

  
Where your leadership team answers differently is where the work begins.

Five questions to put to your leadership team. Where you answer differently is where the 
work begins.

Most teams find the disagreement itself is the insight. Executives picture one boundary for 
automation, technology teams another, frontline managers a third – and naming that gap 
is what turns a vague unease about AI into a concrete design agenda.

https://www.ust.com/
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What comes next
If decision architecture feels relevant to how your organisation is approaching AI-enabled 
CX, there are two ways to take it further.

1. ASK THE FIVE QUESTIONS

Put them to your leadership team, or work them through against a real customer mission. 
The disagreement is the diagnostic – it tends to generate more honest discussion than a 
maturity score ever would.

2. CONNECT WITH STRATIVITY

Book a personalised session on the Customer Mission Design approach and how to apply 
it to your business. We'll work through your context, your priority missions and where 
decision architecture is likely to matter most.

We'd be genuinely interested in how your context is similar and how it is different.

https://strativity.com.au/
https://www.ust.com/
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