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Getting the most from your CX programs
Medallia & Waypoint B2B Webinar Series

Part One: Engage Your Sales Force in Improving the
Customer Experience (Available at Medallia.com)

Part Two: Accelerate Customer Success with
Effective Governance (Available at Medallia.com)

Today: Financial Linkage: Turning Insight into Action
Throughout Your Organization
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Objective: Learn Techniques to Measure “ROI”
and Accelerate Action

Agenda:

= Financial linkage process

= Account-level (“1-to-17) actions
= “1-to-many” strategies
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Harvest Customer Success and Gain the 4 Vs
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First, “Begin with the End In Mind”

= \What Is the difference in value between a

customer that is “with us” and a customer “not
with” us?

= Prioritization: Which actions are likely to provide
the biggest-bang-for-the-buck?

= How “trustworthy” is our customer feedback data?
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Identify Which Customers are “With” You

“How likely are you to recommend. ... to a [friend or] colleague?”
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Use Response to Understand Engagement
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Define “Peer Group” Segments that Align with
Go-to-Market Execution

= Know your audience

« “Customer Experience” is defined by the go-to-

market strategy

= B2B: What is your definition of “Promoter”
- Define “peer groups” of accounts

[ warpoint

www.waypointgroup.ORG




Start With A Compelling Story: Origination, an
Escalation of Conflict, and A Resolution

ucating

Why did our “lead i an Account bY &
. W
character” leverage Feedback process Drives ol o & Activating Promoters

n Best
the program? il

What was the conflict?
What's “news” here?

Can the “lead
character” tell the
story?
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Target Action “1-to1” Plans for Strategic
Accounts

What is the difference in value between a “happy”
customer and an “unhappy” customer?

Each dot is
* Investigation of 56 an account,
Global accounts h .
highlights showing,
engagement sentiment,

opportunities
(“treatment
strategies”)

* Engageto
discover ‘bright
spots’ and root
causes

* See embedded
PDF for data table

participation,
and value for
targeted
action
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The “80/20” Rule: Where Does the Money Come
From?

# of Accounts & Percent of Sales

Smﬂl
Medium
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Establish Trustworthiness
(“Representativeness”) for Each Audience

Compare
Is Feedback Representative and Trustworthy? feedback
coverage
and
response
against
census for
each
f; The height of each barwithin each segment should be similar, or Segment
shouldrepresent a strategic business priority
For example, we see “product4” as significantly under-sampled, yet
with slightly stronger relationships than other segments
[wepiet
H-.‘_V-:_.Waypoint

Group

www.waypointgroup.ORG

© 2014 Waypoint Research Group, LLC



© 2014 Waypoint Research Group, LLC

Establish Value by Sentiment-based Portfolio

25000 1 Average Revenue by Account NPS
$22,249

$18,932

$15,083
$13,657

52500 1 Average Revenue by Account NPS
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Always Have an *Internal* Benchmark

 Remember your segmentation
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NPS Status for All Tier 1 Accounts (NPS =-7.3)
Compared to
Banking Tier 1 Accounts (NPS = 0.0)
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Investigate Trends by CAGR

Average CAGR 2010 -13 All Tier 1 Accounts
Compared to Banking Tier 1 Accounts

Avg CAGR: All Avg CAGR: Banking

Promoter Passive M Detractor Silent
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Remember that Response Rate May be An
Effective Leading Indicator

Avg CAGR by
Response Rate

Account A.1t Account Account Account
Response Response Response Response Response
Rate = 0% Rate <25% Rate 25%- Rate 50%- Rate >80%
50% 80%
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Find the Value Hidden in Averages
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“Activated” Promoters Should Show Incremental Value
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For This Technology Firm Promoters Are Worth
1.5x Average, While Each Detractor Account is a Net Loss
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Get Product Teams In the Boat

Change in Real NP S (2010-2011) vs. Change in Sales (2011-2012)
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Steps for “1:Many” Analysis

= Representativeness
= Value differential

= Portfolio action plan
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Next Steps

= What business guestions are you trying to answer?

= Acquire your audience
= Establish the “peer group” segmentation

= Get meetings — are they interested?
Are they prepared to act?

= Refine business questions and define
the analysis process

= Acquire Data and execute

= Agree on action plan based on findings

)
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k back to the business

Loyalty and Revenue Comparison
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Focusing on the whole account story

Fieder Fie dn Vs Co Widew el T o B werilv Q IE

Overall Satisfaction by Accounts

Happiest Customers Unhappiest Customers
Decision Influencer End Total Decision Influencer End Total
’ Maker User Maker User
MICROSOFT 9.00 " 9.00° - 9.00" KUONI REISEN HOLDING AG 3.50° 467 425° 4227
I ra Ck Wh O S ALLEGIS 9.00° 7.67° 850  8.40 TICKETMASTER 1337 567 600 4337
Chicago Bridge & Iron Gompany N.V. B.68 8.36 6.60 8.14 SUNKIST GROWERS 333" 3.75° 6.33° 440
AXA-UAP B8.58 7.80° 7007 810 NATIONAL INSTRUMENTS 550" 267 550 4567
DELHAIZE B.40 828° 575" 7.86 FLETCHER BUILDING 3.86° 6.25° 3.00° 458
’ GTEGH 875" 8.67 ° 6.20° 7.67 HARRIS CORPORATION 5.00° 3.00° 4337 460
a W O S CERNER 7.88° 7.33°  7.00° 7.62 TEXAS INSTRUMENTS CORPORATION 5.00° 550" 1.00° 4.62
’ CHEVRON TEXACO 844" ) 675" 7.56 SIGMA ALDRICH CHEMICAL 533" 375" 6.00° 4.62°

GUESS INC 817" T 6837 750 SCHINDLER HOLDING 533" 540° 1.00° 469
GENWORTH 791 6.32 744 Tl 3 555 6.00° 240 479
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Integrating the whole experience

Tie experience feedback with all
sorts of operational data

10:03 AM 100%, =

Shil’va n, Ma rk Unsubscribe

Contact Name Shirvan, Mark Account Executive Mitchell, James

Email mshirvan@example.com Account 3 M CORPORATION

Business Role Ultimate Decision Maker Account Tier Tier One

Response Date 411711 2:49 AM Products Purchased DataCube, VirtualHub, PhoneTek 8.7
Survey Type Key Account Salesforce URL

Account Subscription Revenue $1,687,300

cLI 2.50

NPS Category Detractor

2014 Support Incidents 18

Alert owner Mike Crawford
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Questions

SAM KENINGER STEVE BERNSTEIN

Director of Product Marketing, Principal,
Medallia Waypoint Group
sam@medallia.com SteveB@waypointgroup.ORG
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Next Webinar... Questionnaire Design

Previous Webinar:

Engage Your Sales Force in Improving the Customer Experience

Effective Governance
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