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Organisations tend to
have blind spots, too.

Paraphrasing the Johari Window for
self-awareness
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YOU

Let’s acknowledge the fact that #

you most probably don’t know

what your customers want. CUSTOMER
Why, though?
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You are not regularly

conducting Customer
Research.

And, perhaps, you never did.




You are not talking to
the right people

Tend to create relationships with the
more extrovert ones

SO, you get a distorted snapshot of
your customers

Tend to interact only with the
decision-maker persona

Resulting again in a misinterpretation
of your customers’ needs along their

journey

‘A
Lack of
skillset

Different
relationship



Market
Segments Roles

You are analysing your
B2B customers the
wrong way

Stereotypes




The key to customer
empathy is to understand
the WHY behind the

WHAT. Prefer to withess what your
customers are actually doing in
their own context
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Your product offering / service is
as strong as your research findings.




Buying process

Longer, bureaucratic, workflows
Understano_lmg your B2B Multiple stakeholders
customers Is way more Search, evaluation, purchase & use

complex than B2C
More complex value system

Dependable, collaborative, conflicting




Customer
Research synthesis

Persona mapping complexity
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Persona map
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Make research
a team sport Micro- and
#CompanyCulture macro- analyse

Triangulate
customer insights




Vap gour serine offering




B2B buying is a continuous
and dynamic process.
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Business Flow mapping should

Map |n$ide_0ut & iInclude also customers
t‘ Outside-In Business-oriented
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Customer Journey maps should
Include business processes

Customer-oriented




Multiple
iInteractions within
client’s organisation

May affect persona’s or overall feelings/
attitudes/satisfaction levels.
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Cater for omni-
channel complexity

Digital & offline channels cross each
other more regularly. Or follow parallel
streams.



Break the experience
Into phases

Separate representation of complex
flows may occur
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Mapping also in the /
client-level will provide )
valuable insights :
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Multiple feelings/attitudes throughout
the journey from different personas )
within clients’ business




The long-term nature of the
relationship demand greater
balance between Customer
Expectation & Customer
Satisfaction

Not over- nor under-perform

EXPERIENCE
DELIVERED

CUSTOMER
EXPECTATION



Monitor metrics/KPIs
for every phase of the
journey

N order to evaluate, prioritise
and build the Business case

Visited the Site Downloaded Watched Webinar
Brochure
Signup for News Signup for
Cilcked “Emal Us” Viewed Webinar Webinar
icke mail Us
Detalls IE3 Cost per Name
Connected on Qualified Visit
Social

, Viewed Webinar
Viewed Programs

Page
Page :
Viewed Programs
Viewed “Our Page
Difference”
Viewed Program
3 Cost Per Visit Guide
Z3 Cost per Name Used Program

Finder

Goals with numbers are currently being tracked. Goals with a star
represent the acquisition of a name into the database (high value goals)

Download
Program Calendar

Viewed Calendar

Viewed Custom
Programs

Viewed Contact
Page
Compared
Programs

Read Program
Reviews

Used Program
Finder

Started Submitted
Application Application

Viewed Admission

&3 Cost Per Name

Phase |
Phase Il
Phase Il
Phase IV

=3 Application Shared Page on
Accepted Social

23 Paid Application

&3 Cost per
Application

OnSite Data  All data from /exed/ website GA
CRM Data All data from CRM (Salesforce/Apower)
Cost Data All data from spend (Marketing/operation)

OffSite Data  All data from sources external to Exced



A good mapping endeavour
produces understanding
that influences strategy &
tactics.
D e




It’s a golden pass Organisational planning

and a catalyst. -~ Surface and prioritise initiatives

Provides guiding principles
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Note: snapshots were selected to showcase mapping complexity and creative thinking (not

indicative of B2B customer journey complexity).



You may be selling business-
to-business but you absolutely
need to start communicating
numan-to-human.

Follow a customer-centric

Business Strateg




Connecting empathetically with
ouyers’ expectations and emotions
Must be a core element of your
messaging platform and inform
every customer experience.

“What B2B buyers Crave”, Forrester Research, May 2020

Empathise & collaborate

with your customers

Leverage all data!

here is an enormous amount of
data available. You can now handle
big data, analyse them and get

INsights on your customers’ actions,
behaviours and needs.

N



Embrace customer journey’s

complexit

Don’t oversimplify! Map carefully,

systematically & holistically. Relevant
Consistent

Make it an iterative process.

I .
Proactive

Think omni-channel

Build across a broad array of contexts; B2B

customer is not a single persona

Improve Learn

Provide a personalised

experience




Give value to your

customers’ Businesses

It 1S a partnership. Invest in them.
Give them the tools they need to
thrive.

Don’t copy B2C experiences

Don’t wait for research findings to find you.
INnstead, participate!

Don’t do it alone, help is on the way!
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From Digital to Purpose

Alicia Konstantouro‘u/v
alicia@atcom.gr
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