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The experience Is the product.

B Consumers B Business Buyers

84

of customers say the

73q

of customers say one
extraordinary experience
raises their expectations of
other companies

66

of customers are
willing to pay more for
a great experience

experience a company
provides is as important
as its products and services

htips/ivww.salesiorce.com/dleg/2019/06/customer-engagement-trends html7d=7010M 00000 1yvBPQAQ



B2B 1s not exempt.

Percentage of Business Buyers Who Agree with the Following

[ expect vendors to personalize
engagement to my needs

[ expect Amazon-like buying experiences

[ think vendors are providing more retail-like
experiences than ever before

[ have switched vendors for a more
consumer-like experience




Tallored engagement crosses
channels and departments.
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prefer different channels expect consistent
hased on their context Interactions across
departments




Artificial intelligence will end the
concept of “one” customer journey.

believe Al will transform are already open to Al that
thelr expectations Improves experiences




High performing marketing teams
measure success differently.

1.4 1.9

more likely to track more likely to track
customer satisfaction customer lifetime value
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Audit your
customer
experience.




Be the customer. Find the snags.

aketing QBcioass v

Emails Phone Calls Service Requests
Retargeting Ads EFmails Support Questions
Direct Mall Quotes Returns




Have consistent, unbiased
conversations with customers.

Less focus groups and surveys. @
More conversations more often.

Build a community (if you can).

Talk to everyone: prospects,
customers, lost opportunities, attritted
customers, advocates, and #haters.




Research makes magic happen.

Intercom discovered a common story
for prospects seeking a new customer
service solution.

By applying research findings to
marketing narratives, basic landing
pages became immediately relevant.




BACKWARDS




FiInd unusual patterns in
INnternal knowledge silos.

Bport, - Frt

How are customers Do any navigational
going around the paths surprise
snags? you?




Make customers feel




Empower employees to

create shareable moments.

Advocates share because they feel smart and capable.
Design your touchpoints to recognize and generate these
moments.

Gauge customers’ expertise and document it internally.

Help customers achieve their goals.
Make your touchpoints valuable across every department.



High performers collaborate.

3073

more likely to be
very satisfied with
collaboration across
departments




High performers

leverage feedback.

HOTELS THAT ACCESS FEEDBACK REGULARLY SEE GREATER REVENUE TEAMS THAT REVIEW FEEDBACK

(% CHOICE
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I High—At least 4 days per week

Revenue per

Available Room of employees are satisfied at work when their teams review
(RevPAR) | Medium—Between 1and 3 days per week feedback at least once a month.
Low—Between once per month ® 6 06 06 06 06 0 o
and once per week 400/ i ‘ pEm (e
B Very Low—Less than once per month O } " nn
High Medium Low Very Low Disengaged . Disengaged—No usage of employees are satisfied at work when their teams review

feedback once a quarter or less.

Frequency Of Login Per Hotel



Alignment makes magic happen.

Welcome to Clearbit - Let's build something!

Clearbit saw huge conversion rates on

lome ~

Hi Phoebe,

a freemium welcome email through

Try

©
CO I I a b O rat I O l I You can test out the Enrichment APIs in seconds.
e

curl 'https://person-stream.clearbit.com/v2/combined/find?

email=rob@clearbit.com’ -u SCLEARBIT_KEY:

We also have a lookup page as another way to make your first call. We won't judge if
you run your own email first. :)

7. 3 o/ O CO nve rS i O n M a rkete r Need to run a larger batch? We built a nice Google Sheets Add-On for just that.

Read

Dive in and learn about the Enrichment APIs, or explore a huge amount of company

3.6% Conversion (Developer)

o Build

o
1 8 /‘ ' C‘ , | I e S ‘ ’ I I 5 a I E!E Let's rock it. Check out our integrate portal to get started in your favorite language.
* V r l You can also see all of our pre-built integrations here

That's should be enough to get you started, but if you have any questions you can
reply directly to this email

Welcome to Clearbit! We're stoked to have you.

htips//customer.ioblog/personalzed-welcome-emails/







How do we q




Experiment to maximize

the value of each touchpoint.

FInd a measure of success: feedback, reviews, NPS, etc.

Document critical, non-negotiable internal rules that can'’t
change.

Then, empower each employee to experiment freely and
without fear.

Measure, review, and repeat.



Human-centered experimentation
Makes magic happen.

Americollect experimented with a
different way of debt collection: being
nice. Their slogan i1s “Ridiculously Nice
Collections”.

NPS Score: 71
Client retention: 99%+ over last 5 years
60% of their staff were originally debtors




Great experiences make people

feel understood and empowered.

Research tells you what this feeling looks like in action.

Data and experimentation tells you what this feeling
sounds like Iin context.

Collaboration reveals how you can scale the feeling across
touchpoints—generating advocates.
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