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Customer-centricity requires you to:

“Commit to putting the customer at the heart of your strategy...”
“Rethink how you organize your teams around the customer...”

“And how you organize and apply data to your marketing strategy...”

~ Sridhar Ramaswamy, Senior Vice President of Ads & Commerce, Google
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Customer experience

A customer’s perception of
their interactions with a

company over the duration of
the relationship.

o Customer Journey

Touchpoint

Any point of contact between
a company and a customer.



o Customer Journey

Customer Journey Map
“a diagram that illustrates the

Ssteps your customers go “the beginning-to-end
through in engaging with your processes that customers
company” experience in getting the

product or service they need,
across whichever channels
they choose”

HBR, McKinsey 6


https://hbr.org/2010/11/using-customer-journey-maps-to
https://hbr.org/2010/11/using-customer-journey-maps-to
https://www.mckinsey.com/business-functions/operations/our-insights/speed-and-scale-unlocking-digital-value-in-customer-journeys
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Lifecycle
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o Customer Journey

Leveraging Touchpoints to Boost Customer Success
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c) Revenue Lifecycle

Management

Revenue Lifecycle Management

“a prescriptive, systematic approach to
maximizing revenue throughout the
lifetime of the customer relationship”

Forbes

Forbes 10


https://www.forbes.com/sites/forbespr/2016/02/11/revenue-lifecycle-management-directly-correlated-to-growth-for-b2b-companies-says-new-study/#4a6ac40a24d8

Management

c) Revenue Lifecycle

Revenue Lifecycle Management

Correlates directly with positive measures of company performance:

kia 23 9

greater overall revenue expansion higher customer
revenue growth from existing renewal rates
customers

Forbes 11



https://www.forbes.com/sites/forbespr/2016/02/11/revenue-lifecycle-management-directly-correlated-to-growth-for-b2b-companies-says-new-study/#4a6ac40a24d8

(:) Revenue Lifecycle

Management

Revenue Lifecycle Management
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c) Revenue Lifecycle

Management

Revenue Lifecycle Management
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Revenue Lifecycle
Management

¥

Revenue Lifecycle Management + Customer Journey
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]

' -..r Custdme CIROH &
Revenue Lifecycle <d: ! DIVERSIF
Traditiona 1, r Y
Management | ' Success
Approach ! |B995T
! INVESTME
PERFORMI 1 LNT
NG I
=5 1 1
1
1
1
1
1
‘.FFROSPEC ‘ KICKOFF \ ::
1
m?(’)s m?)s : : Lyr

1
1

% S

Acquire Report Retain -s-_ Maximize rs?jls'

15



z Segmentation

Not All Customers are Created Equal




Segmentation

A grouping of customers
based on factors that create
similarities within the group,
and dissimilarities with
outside groups.

z Segmentation

Why is Segmentation
Important?

Allows a business to to
“identify and capitalize on
customer differences”
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- Segmentation

Understanding Your Customers

@ Geo Company Demographics
higher value customers? employees and/or business model

correlate with higher value
customers?

D Reporting 1st Product/Service Purchased
Erngagameuasers of reporting What first product bought is more
dashboards higher value likely to bring in a high value
customers? customer?
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.E’ Customer

Lifetime Value

Segment Customers & Invest in High CLV

Company Demographics:

vertical, # of employees,

revenue, buyer job role
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! \
e ]
hy a4

(creative assets)

Transactional:

purchases, stated business Customer o .
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19




.E’ Customer

’ e © Lifetime Value

PARETO PRINCIPLE

NN

Customer centricity e $
reveals how to
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In the rest

Jim Sterne, Founder, Chairman,
Web Analytics Association
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.E’ Customer

-y Lifetime Value

Customer lifetime value

“the present value of the
future cash inflows and
outflows accruing to the firm
over the lifetime of the
customer relationship.”
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b

Customer
Lifetime Value

Lifetime Value Measures Customer’s Potential
Profitability

Analyzing
customer value
solely based on
historical spend

does not
accurately reflect
a customer’s
lifetime
profitability
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Customer-Centric Training, Tools &
Operational Structure:
Keys To Driving Revenue Growth

Presented By:
Renee Warner




“Commit to putting the customer at the heart of your strategy...”

a5 SCRIPPS




o Customer Journey

A focused sales process giving business

Keep Your owners what they’re asking for
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Evaluate Your Customer’s Journey
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“Rethink how you organize your teams around the customer...”

Does your structure allow you to:

« Commit the necessary time to follow a strategic sales process?

* Review market and industry data so advertisers can understand what
a recommendation is based on?

* Beintentional about post-sale touch points to maximize retention
and upsell opportunities?

* Analyze campaign reports to understand the story they tell?

* Provide your sellers the support they need to accomplish all of the
above?

ai5 SCRIPPS



Remaining Gaps

* Understand your customer base
* Increase efficiency in prospecting

* Help Account Executives see the bigger
'E‘ Customer impact of client retention practices
Lifetime Value * Lead the company to decision making that
maximizes the lifetime value

a5 SCRIPPS



