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Sum of engagements a
customer has with a business
in their journey

What's experience?

¢/ brand customer
/] experience experience

Technology, design (of
orocess) and people that
build the experience

experience

Brian Solis X: The Experience Where Business Meets
Design



IMPACT of expericigles 55% of
P T customers
67% cite bad would pay
. more for
experience ety
tor churn experience

72% tell 6
people or
more if happy

White House Research / Esteban
Kolsky

T



usage

Stems from developers, startups

Quick fix / iterative approach to solutions and mvp* - validate with data
Solutions suffice at each stage and form experimental basis for learning
Can be applied to:

Growth Culture

Experience

What's hacking?

®
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r @O~
O

time

*minimum viable product
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SaaS for B2B

Subscription based
Software as a Service
delivery models are
shifting for the
enterprise too

Beyond the Health Score: Smart Processes for Customer Success

“What are your firm’s plans to use software-as-a-service (SaaS) to
complement or replace the following applications in the next two years?"
Replaced/planned to replace

36%
Business intelligence w
43%
Commerce software T,
14%%

Gustomer service and [ — <%

support (CS55)

Enterprise asset — 40%
P 28%

management (EAM) 15%
B 2014

Enterprise resourcing m 33% 203
1204 2012

planning (ERF)

1
Finance and accounting w 1%
36%
Human resource s

management e

Industry-specific T 43%
software 16%

50%
Marketing automation m
AT%
Frocurement software W

Productlfe-cycie [—— 5

management 1624

Salesforce automation I re e 1976



increase users 1. A program/team focused on
customers of SaaS products

2. Pointis to make customers
successful in the use of your
products (their success is your

. success) and in the process...

churn 3. Growing users and usage of

increase usage

expand functionality

additional value

o your product (all features of
nitial value /7 gecreased value initial product) and across (e.g.
churn products in a suite)

4. Highlighting value the customer
derives from use

trial

: prospect | conversion | onboarding | expansion | renewal | upsell | cross sell | advocate S. Mak|ﬂg sure customers don't
D churn but renew subscriptions
® ® ® ® ® ® and become advocates

6. At bestit’s a program or role
that creates/hacks optimal
experiences for customers

Whatls CUStOmer SUCC@SS? 7. Its NOT customer support
@& > LY




What's to be gained from it?

As companies grow, T >
revenue from existing
customers becomes a
larger and larger part of
the company’s
economic value and
retaining customers Is as
important as acquiring
them. Customer success
programs are very
specifically focused on
these challenges.

Beyond the Health Score: Smart Processes for Customer Success

95% retention rate
Acquired 600

$2M Difference customers
Lost 30

A4

D

B0% retention rate
Acquired 600
customers

Lost 120

revenue

time




A Good Customer Success Program

®© 0 OO0

The I’Ig ht Strategy "Yammer's Customer Success
Program has been excellent,
helping us with both the

Proven methodol Ogy an d implementation of our

approac N network and ways we can use

(t creatively. The enthusiasm
and support has been

CSM and customer community ama_zin.c?- They ve been with
tat
aﬂd CcCOMmMms 1o Spread the |OV€, our implementation every

step of the way.”
success and support

Laurie Hibbs

Human Resources Director

@ LexisNexis-

Success tracking and intelligence



Clarity of vision and plan

People will understand
how the new
technologies will help
them do their job better
as a result. A good
comms plan will cover
this.

Plan covers all the right
workstreams, is properly
resourced and involves
the business and user
community’s input

Sponsorship and participation
Integration with the business

The new technologies
and approaches to work
are incorporated into
business processes and
the outcomes impact the
business positively.
Business groups have
been consulted and
involved and their buy in
sought up front

I Office 365 Customer Success Program

.

Executives and key
contributors (champion
community) are
committed to driving
adoption and show it by
participating.

You have a good
mechanism and platform
on which participation
can be scaled (e.g.
Yammer)

User driven behavior change

#é
An analytics-based
approach is applied
(including measures of
success) to drive
incremental changes in
behavior over time.
Use cases that resonate
with users are identified
and driven and there is

space for unintended uses
to be captured and shared

The right strategy




Usage and adoption plan

Set vision & identify business Map to usage scenarios &
scenarios create adoption plan

A deep understanding of the A solution that people love and
business goals, as well as that helps them achieve
people challenges and business goals and get things
needs to achieve them. done more effectively.

El Office 365 Customer Success Program

-

Engage your resources and Measure, share success,
execute on adoption plan & iterate

A strategy to drive adoption A benchmark, KPlIs,
including communications, and success stories to
readiness and community. help demonstrate success

internally, improve & expand.



VISION & PROJECT
ENABLEMENT

FOCUS:

People
Project Structure
Architecture

OUTPUT:
Program
Plan

Embedded

Business Value Business Case Business Review

Enablement

TECHNOLOGY
ENABLEMENT

BUSINESS AS USUAL
ADMINISTRATION

COMMS
& TRAINING

COMMUNITY MANAGEMENT

Yammers Customer Success Program

>
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Smart Processes Deliver Predictable Outcomes

For Users
Onboarding and product
adoption

v' Who is using product? Who is
not?

v How to intervene to successfully
onboard users

Best practice adoption and
retention

v' What features are being used?

v" Are stickiest features being
used?

v' Are features used the right way

Beyond the Health Score: Smart Processes for Customer Success

For Stakeholders

Quantify the value of the product
and how it helps realize business
goals

v' How is product being used?

v What was the products-time-to-
value

v What is the return on investment

v" What adjustments to contracts make
sense

Risk management
v' Early warnings
v" Intervention workflows




Customer Experience

(s the new Product

CUSTOMER POV

, TASTER DAYS TO BUILD ‘
CUSTOMER EXCITEMENT

Build an experience
flow, bake it into
everything you do,
measure/test and
iterate

"Companies that
focus on customer
experience see
results of up to 25%
higher retention and
revenue.”’

Emmett C. Murphy

INTENT TO ADOPT

@

USAGE AND ADOPTION MEASUREMENT

CUSTOMER ADMIN FOCUS CUSTOMER SUPPORT COMMUNITY

NOILDY

EVENTS ONSITE

Yo

SUCCESS STORIES

BUSINESS IMMERSION EVENTS
{USE CASE REVIEWS, HACK DAYS,

CSM TOUCHPOINTS

@ CSM SUPPORTS
@ CSM SUPPORTS
@ C5M LEADS
@ CSM SUPPORTS
@ C5M LEADS
@ C5M LEADS
@ C5M LEADS

e

ONBOARDING MACHINE
BUILT FOR SPEED


http://www.amazon.com/Leading-Edge-Chaos-Critical-Elements/dp/0735203121
http://www.amazon.com/Leading-Edge-Chaos-Critical-Elements/dp/0735203121

Should you charge

for a CSM*?

usage - free CSM - paid for P
::li o comes with P'""F"f-"-ss'ﬂ"ﬂl
product services
|
|
|
|
|
|
|
wave 1 wave 2 | wave 3
first value grow value : embed value

*CSM = Customer Success Manager activity over time



Strategies differ for different account tiers

and can impact (n different ways

The high cost of |
sales is forcing gh Touch

QBR. Health checks

technology Nl
CO m pa n |eS to Commercial accounts

Low Touch

Automated interactions

rethink account Automated nteaction

Value Accounts

Cove rage mOdels Automated Touch

Webinars
Newsletters and Campaigns
Usage at scale — see next slide




Portal for both end
users and product
admins (as well as
those responsible for
adoption) to
access/use to serve
their respective needs.

Usage at scale

social feed for
community
Support e.q.
embedded
yammer group

feed ~ ._J

for net
promoter score
or gener-ql\
health check= -

USER LEARNING, FEEDBACK, HELP AND USAGE DASHBOARD

7T 7777 7777 77 77N

/ Z _ ___WELCOME i USAGE
— —_— —_— e, - - — - -
COMMUNITY "@"'
[

Al Lt

latest usage stats - per
workload, for indivual users

(’ @ —_— — ? and in comparison to others
< I element of gamification.
e — link fo separate sub pages with
- (, @ — more detailed stats for end
L users and for admins
BAC
oL  FEEDBACK  ginvey HELP / LEARNING
would you recommend
this preduct to your r"'_ g
colleagues?
< — —
= Sl —
@ L = =
see results ﬁl see results
\
\
N
~

simple 3-4 question surveys (rotated
occasionally) intended To measure specific
success criteria around impact of use cases and
value, link to current and past survey results in
usage stats section

link to skype call
connected to help
desk attendee and/
or ticketing system
to loq issues

link fo tips, videos

and other assorted
help material. this is
aggregated/pinned
content from sub

page



D4

EMAIL ONBOARDING FLOW

Customer success marketing

Great content increases lifetime value

When deciding whether or
not to stay with a vendor, 23
percent cite the "helpfulness
of content” as the seCoNd Ry ———

biggest factor in their —

deCISIOI’] to Stay Wlth a Ongoing product communications,
highlights, and positioning
vendor.

Pardot research 2014 . Customer events, webinars, and case studies

.sparkpage.com/



Community and user activity

Office 365 Yammer S ? Stephen Danelutti ‘.?é
ﬂ O'H:ICE 365 NEtWOFk ®®Get advice and share best practices with thousands of Office 365 customers
o B I MEMBERS (50354]
ft = 8 ﬁ All Network

Search

UNREAD CONVERSATIC Customer and Partner Q e =
Community Platform /e b ﬁ
For open and closed collaboration amongst MEMBERS (80354)

Welcome! Please post your mes customers and partners and with CSM's @ a e k ﬁ =*

OFFICE 365 NETWORK GROUPS

Vodafone M Update B Poll " Praise

Innovation 1

Yammer & Enterprise Social 20+

- [

Communications Engagement events Training
including internal announcements or such as parties, town hall meetings, which can vary from classroom-style
newsletters, is critical to driving contests, and giveaways, can help further sessions to self-help getting started
adoption, as it informs and inspires momentum and encourage employees to guides, is essential to ensure that
users about the new technology and start interacting with the new tools. Events employees understand how to actually
helps create a natural "buzz” or should require users to interact with the use the new technologies to get their

excitement. technology work done.



@

05 Yammer

mybookingwizard.c(

Marketing Agency Engages Internal

and Extermnal Audiences: A Yammer q—)x!
Success Story =

Advocacy . e pbte ey
Value 3x FR::‘:::;IE Ratings & ‘

Pinned from | « Positive Testimonials

« Posltive comments on
Facebook, Twitter, blogs,

online forums and more
I S % redinm ~+ Offline recommendations
o . Shared offers with soclal

networks photo day at Aviva
! We LOVE this ideal

3 hvw i e,

Yammer t-shirt

Spend
Yammer users in their tees at our Value
Yammer on Tour Meibourne. Love

the enthusiasm! Average Brand

Customers Advocates

Pinned from
C On

Sam shared his Yammer story in a

customer contest, it was so good, it

Great idea!l - this "flash mob" was /
won him an iPad. We love his thank roantdlinatent an thair Yammot rinos

Mike Grafham on

Yammer sweater! We want one!

Pinned from




Make your product do more work

O Can the "first use” experience
be made easier? SR weicone R -
O Can the product be made = e
more usable overall? Bena N e mms e s
O Can the product deliver in-
application walk-throughs? .
ad What type of knowledge —
content can be added to the & :
product, such as tooltips and . R
help content? S

O Can the onboarding process
be further automated or
streamlined?

WalkMe™ guides users every step of
the way to successfully complete their
tasks for your online product.
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Growth/Culture/Experience CUSTOMERWAS/STRUGGLING WITH HIS
acker

Natural born enthusiast
Domalin expertise
Strategic thinker * -
Opportunist /’ph‘
Good at contlict resolution

Collaborative and community
oriented — relationship MADE HIM SUCCESSFUL

builder
Attributes of the perfect CSM




What data points do you need:

Customer

 Goal

* Features

* Success measures
* Onboarding

* Calls and tickets

* Success events

* Provisioned users
* Active users

* |nactive users
Contract

 Realised economic

value

* Renewal

« Terms

* Audit records

Beyond the Health Score: Smart Processes for Customer Success

Success Intelligence

clientsuccess

Advocacy

Case studies
Social mentions
General love

Feedback

Alerts
Support feedback
Satisfaction scores

Blake Enterp... eBay

Blake Enterprises 49 Grow N
’_‘\/" ‘
ARR $584,000 oTr $525,000 SEGMENT Strategic SALES REP Adam Fayne
MRR $48667 acv $1109,000 csM Dave Blake sFoc &
() SuccessCycle Default SuccessCycle e Pulse
e
e el

. 36 @ 10 o,

HIGH RISK FOR THE PAST 0 DAYS
1. Relationship - Competitive Threat

S —
o History
O niens

@ You only have one contact. Who else should you be
engaging with at eBay?

7

SU  Client Maturity Assessment Has not been contacted in 46 days.

Engagement (57) \. 4 = B :i,? 0 Usage Daily average, last 7 days ~

Jordan Miller 3/24/15 Intersction updated T 43% L
to Dave Blake +

Jordan Miller, Mike Sivulich ! ) ) A/\

Training on Dave.You bet, we're finalizing some revisions and I'll send them owver later this /\

week.- Jordan
Notes... Sign-in 579
Jordan Miller (2) 372415  Dave Blake 3/24/15 /\ /k /\ /\ /\\
o — e
Re: Key Business Objectives to Jordan Miller = '
M D Y bl t we're f alizing some revisions and I'll send them over Jordan,During our calllast week, we discussed your new key bus Pageviews 1 18% 084
ter thic we I TR

From https //WWW clientsuccess.com/



Measuring impact

subsequent use

cases \
~ AV, @ start with

. / " quick wins
impact I' “"
on usage \ |'
ﬂl"ld' \ choose one or a few
business . related ones. key is [ eXperi

"‘ﬁ focus ment

value @
lean success
planning and
execution

initial use cases
approach @

time



You've reached your destination

Thanks for coming along

Enjoy the ride 7

L et me know

Stephen Danelutti
@stephenwrks
uk.linkedin.com/in/stephend
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