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FIGURE 1-1

Business noise vs. individual noise, 1900-2030 (projected)
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< Limited media era [Infinite media era >
TABLE 2-1
B2B vs. B2C attitudes
B2B B2C
Technology has made it easier than ever to take my business 82% 70%
elsewhere?
Technology is redefining my behavior as a consumer® 76% 61%
Technology has significantly changed my expectations of how 77% 58%
companies should interact with me®
| expect the brands | purchase to respond and interact with me 80% 64%

in real timed

a. Salesforce, Customer Experience in the Retail Renaissance, 2018, https://www.salesforce.com/form/conf
/consumer-experience-report/?leadcreated=true&redirect=true&chapter=&DriverCampaignid
=70130000000sUVqg&player=&FormCampaignld=7010M000000j0XaQAl&videold=&playlistld
=&mcloudHandlinglnstructions=&landing_page=.

b. Salesforce, State of the Connected Customer, 2019, https://www.salesforce.com/company/news-press
/stories/2019/06/061219-g/.

c. Salesforce, State of Marketing, 2016, https://www.salesforce.com/blog/2016/03/state-of-marketing-2016
.html.

d. Salesforce, State of Marketing.




FIGURE 2-1

The new customer journey
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FIGURE 3-1

The context framework
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FIGURE 4-1

The context framework (available)
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FIGURE 4-2

@jendalton12

Thumbs up to both of these Oreo flavors!

8:46 AM - 11 Jul 2018

2 Retweets 33 Likes ‘wc. Q-..°€'3‘

Qs 0 2 Q = ()

. Good Humor & @GoodHumor - Jul 11
iyl glad you liked them Jen!
© Q Q 2 =

Source: Good Humor Instagram feed.




FIGURE 4-3

Vince Koehler

VP of Marketing at SBI - Helping Sales and Marketing Leaders Make Your Number

Tmo
Behind the scenes at #SBItv with Jill Rowley, Chief Growth Officer and Sarah
Kennedy Ellis, CMO from Marketo — great topic, how to make the transitional
data-driven decision making and navigate the sales and marketing data mess.

Malke}‘l’?’
Xy

66 Likes - 11 Comments

& Like = Comment &> Share

6 Add a comment... FO7
Jill Rowley 3w een
o Chief Growth Officer at Marketo

Check this out Jamie Shanks!

Like Reply 2 Likes - 1Reply
Jamie Shanks 3w e
My WHY: enable millions of sales pros to move from analog t...
Love it!

Source: Vince Koehler LindedIn post.




FIGURE 4-4

= Absolut
ponsored

This round's on us. Tonight's ride is on Lyft. Send
Absolut a message by typing "Start my Absolut Night"
or choose "Get Started."

ENJOY AN ABSOLUT

COCKTAIL, RIGHT
FROM MESSENGER.

Tap to open Messenger. @ Send Message

Source: https://blog.hootsuite.com/facebook-messenger-ads/.




FIGURE 5-1

The context framework (permissioned)
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FIGURE 5-2

Personal data increases context
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FIGURE 5-3

FEATURED RESOURCE

The Ultimate Guide to Email
Optimization + Troubleshooting

Work email

Your email address
Country

@ Yes, | want to recelve emalls from Litmus.

Get your report!

Source: Litmus website.
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FIGURE 5-4

S FINANCIAL TIMES

HOME WORLD US COMPANIES MARKETS OPINION WORK & CAREERS LIFE & ARTS

fa: stFT Greece to expel 2 Russian diplomats &M AGO Oprah invests in private equity-owned True Dunkin’ Donuts parent gets new CEO

Food Kitchen 7MAGO 16M AGO

5 Z

Cookies on FT Sites Subscribe

We use cookies @ for a number of reasons, such as keeping FT A
Sites reliable and secure, personalising content and ads, — ‘
providing social media features and to analyse how our Sites are

used. _ l‘ v

50 & p

o \\J
1 Asia and (,,w"‘ﬁ‘
Source: https://www.ft.com/.
FIGURE 6-1
The context framework (personal)
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FIGURE 6-2

Plotting the elements of available, permissioned, and personal
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FIGURE 6-3

Increased context by expanding the available
and personal elements
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FIGURE 6-4

N

NS

"My ideal camp shoe. They're
super cozy, keep my feet warm
when the temperatures drop,
and even hold up well whenit's
drizzling!"

Teva
Ember Moc Shoe - Women's

sale $51.97 - $74.95
* Kk kK

i ‘ Hailey Terry 10.0 11.0

Source: https://www.backcountry.com/rc/gearhead-picks.
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FIGURE 6-5

| Jonathon Vanphravong
Project Manager at Cloud Creations Inc., Salesforce Partner

17h

Just became a ranger!
#salesforce #trailhead #sales #cloud

Jonathon Vanphravong Rank
Couad Creatons Inc
D Achievements
Badges Poirts Trals Completed

B 100 80,131 10 = oatatutond

You've made it to the highe

19 Likes - 3 Comments

& Like = Comment £ Share
6, Add a comment... i%

Becka Miller 6h - |
“Wo Salesforce MVP, Consultant at ShellBlack.com, Co-Leader, Houston ...

Congratulations! &
Like Reply

Load more comments

Source: Author’s LinkedIn feed.
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FIGURE 7-2

The context framework (authentic)

Available

Voice

Authentic . Empathy

Alignment
with the channel

Purposeful

Personal
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FIGURE 7-3

| Tariehk @ osiaffiliate - 3 years ago
Great video guys!! Just finished dancing, let me catch my breath and take the survey.
1A v - Reply - Share»

A Jessica Sideropoulos - 3 years ago

A . : ; s
Confession: | watched it again after taking the survey.
10 ~ v - Reply - Share>

ﬂ Mimsie - Jessica Sideropoulos - 3 years ago
Me too!
2 A~ v - Reply - Share>

Francisco Rosales - 3 years ago

ﬂ Okay, | officially want to work at Wistia.
3 A v - Reply - Share:

b Mackenzie Fogelson - 3 years ago
LV This is my favorite Wistia video. For.ev.er. | heart you guys.
A~ v - Reply - Share>

Source: Wistia Learning Center Blog.
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FIGURE 7-5

Source: WeWork Instagram feed.

wework & « Follow
WeWork

wework @ Anyone else need an extra
lift today? = @ #wework
gdowhatyouleve #mondaymotivation

1d

®

alchemista_culture Q €
18h  Reply

danielrfierro = %t &
17h  Reply

andreaveronica.torres %

17h  Reply

Qb N
9,513 likes
1 DAY AGO

20



FIGURE 8-1

The context framework (purposeful)
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FIGURE 9-1

Buyer persona example

Designer Danielle

Works in Corporate HQ at a home goods brand, various
titles such as “Graphic Designer” or “Front End
Developer” o )
campaigns.
50% Male/Female

26-34 $45k-$65k

©)

MORE DISCOVERY

Role in the Purchase Process
Must work with colleagues,
designers, marketers, etc to push
forward the process.

PERSONAL INSIGHTS TOP 3 PROBLEMS

1 - Not enough storage on her
computer

2-Not efficient at work,
unorganized

3-Can't find/replicate old marketing
materials, has to start over

in Major Cities

Type: Creative
(Analytical, Expressive)
Watering Hole
(books/magazines/conferences)
LinkedIn, AMA, Pinterest, Reddit,
Dribbble, AIGA

Common Alternatives:
Dropbox, PCloud, Box
TOP 3 TRIGGERS
Key Benefits:

X Cloud Solution allows up to X
amount of unlimited storage, allows
file sharing

Key Events:

Adobe MAX, The Smashing
Conference, The American Institute
of Graphic Arts (AIGA) Annual
Conference.

1-Slow Computer
2- A “Final Straw” moment.
3-Can't find files

Keeps her from needing to sort

What problems do they face that
through storage and process issues.

you do not help solve?
> Building templates
> Creative project management

words: “Custom

| erials’
mizable Creative Tem

Buzz
“C plai

“I want to create beautiful, creative marketing

COMMON OBJECTIONS

Most Likely Objections

1 - Fear of spending too much time
looking for a solution

2- Lack of Brand Recognition/Trust
3-Don't want to spend too much
time uploading files

Most Common Questions Asked in
Deciding

1-Making sure she can upload as
many files as she wants

2- Making sure she can share files
3- Making sure files are secure

Source: Melissa Randall, “Using Customer Journey Maps and Buyer Personas Templates for Website Strat-
egies,” Lean Labs, April 18, 2019, https://www.lean-labs.com/blog/using-customer-journey-maps-and
-buyer-personas-templates-for-website-strategies. Used with permission of Lean Labs.

FIGURE 9-2

Sample customer journey map

Customer Journey Map - Ideal

Persona: Designer Danielle

Problem: Not Enough Storage For Design Files.

STEP #3 STEP #4
Customer knows she has a problem- | Customer is doing research about her | Customer tries your solutionto | customer uses your
not enough storage. She searches for . problem. She googles tactics to decrease file . her problem. She uses the trial.  solution. The platform
ways to create more space on her size, starts comparing external hard drivesto | Immediately, the brand sends hera | yploads files quickly. There's
DOING computer, asks other designers and ! cloud storage. She finds an article you wrote | few emails, with a video and guides ' no limit to her storage.
coworkers what they're doing. She tells her | directly comparing the two. She clicks onthe  on how (o organize her files better
supervisor, but no action is taken. ! CTAfor afree trial and a limited time offer for a | and decrease the size.
| 5 Amazon gift card. 9 )
Customer is thinking: Customer is thinking: Customer is thinking: | Customer is thinking:
1 |
THINKING | Do need to get external storage? How I get the differences now. | can sign up for this | can move all of my files overand  * Thisis great. | dont need to
much does that cost? Will work pay for it? | trial and start storing stuff right away, plus, | | delete the old ones from my laptop. | worry about this anymore.
- can use that gift card later. Win win. - I'm not getting charged yet, so this is
. e B (I IO
Customer is feeling: - What is the customer feeling? - What is the customer feeling? E \'"hai li, the customer
1 1 | feeling?
FEELING | Apprehensive (I don't want to spend x Relieved (She finally understands the problem - Excited. Her laptop is running faster -
much), Clueless (I don't even know where | and feels like she has a decent solution) | and she finally feels organized. | Relief. The problem is
to, Slaﬂ.l . A . solved for her.
Customer is experiencing: ! Customer is experiencing: | What is the customer ! customeris
* during this? Ease. She's getting
CUSTOMER | Really slow computer, constant reminders | Ease. She knows exactly what to do, was easy | ! everything she needs and
EXPERIENCE | that she's out of storage or running outof * to make a choice. * Productivity. She's moving files over * more from the platform.
storage. 1 1 and getting all of the info she needs
What can you do to improve the . What can we do to improve the customer . What can we do to improve _ What can we do to
customer experience? | experience? | the customer experience? improve
Y  the customer experience?
OPPORTUNITIES | Create TOFU guides that explain howto | Create chatbot for bsite to answer | Keep with Customer. |
Get more storage on your computer, some of Customer's easier questions, might | She’s having a good experience for ' Check up with Customer.
quickly, | be able to get her on the phone with a * now, but you want to retain her. Make sure she's getting the
Qr how ta deceease the size of voue il ! <aoner L support she needs.

Source: Melissa Randall, “Using Customer Journey Maps and Buyer Personas Templates for Website Strat-
egies,” Lean Labs, April 18, 2019, https://www.lean-labs.com/blog/using-customer-journey-maps-and
-buyer-personas-templates-for-website-strategies. Used with permission of Lean Labs.
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FIGURE 10-1

Customer churn over one year

== Existing customer churn E=== New customer churn
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Source: Nicholas Holmes, “How to Quantify the Impact of User Onboarding on Churn and LTV,” Nickelled,
September 9, 2016, https://www.nickelled.com/blog/how-to-quantify-the-impact-of-user-onboarding-on
-churn-and-customer-Itv/. Used with permission of Nicholas Holmes.
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FIGURE 10-2

Reduced churn drives business growth

1,300
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—— Customers (at 5% current churn, 50% new churn)
Customers (at 5% current churn, 30% new churn)
Source: Nicholas Holmes, “How to Quantify the Impact of User Onboarding on Churn and LTV,” Nickelled,

September 9, 2016, https://www.nickelled.com/blog/how-to-quantify-the-impact-of-user-onboarding-on
-churn-and-customer-ltv/. Used with permission of Nicholas Holmes.
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FIGURE 10-3

Source: Danielle Wellington Instagram feed.

danielwellington & « Follow
Dhaka, Bangladesh

llington Cong ions %o
@monsieur_arefin on being our
#DWpickoftheDay! Make sure that you tag
your photos with #0anielWellington for a
chance te get featured, and visit
danielwellington.com to find your favorites
and local stores.

Load more comments

fees_littleworld This locks so greatiess
aandsena Great

dartmouth_co awesome picture!
nadaswee0 @

naomidenbreejen Wauw 2>
agirl_isnoone =¥

ana.donovici Awesome = % 1w

red_ivy6 Magrifique &&/&/ & La photo
est extraordinaire £ s
Aioanryn X0 X0 RO K0 N AN A A A

oQuw W
46,141 likes
15 HOURS AGO

FIGURE 11-1

Siloed technology stack vs. interconnected platform

Siloed journey

——— Marketing i

|deation

— Marketing

— Marketing

J
—— Sales ,
CRM | Purchase
,
—  Product i——  Customer

——— Support ——  Advocate

Awareness
Consideration

Contextual platform journey

Community
management
'\_'lé\é/}iés'_s'l@f_'ﬂéé ™ Social support
Onboarding
One customer view
New possibifties . Internet
Product of Things
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FIGURE 11-3

Example of progressive profiling

1st interaction 2nd interaction 3rd interaction
[ email address ] [ First name ] [ Job title
FIGURE 11-4

Using a chatbot to gain permission

Hey! We’ve just released our new buyers guide.
Would you like me to email it to you?

Yes, please.

i

Great, what email address should | send it to?]

Jane@doe.com

Who should | address it to? ]

ad.

Jane, we also produce a lot of other
research. Would you like me to send
new reports to you when they arrive?

Please!

i

©
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FIGURE 11-6

PLAYING AND ca;d;«{ :

DR — tas vt} -
o iy e
B e

=]

gt e L0 Catet e © it e
oy g
[ T S - T Y

Source: 1) Lego website; 2) https://www.facebook.com/business/success/2-lego; 3) https:/
mobilemarketingmagazine.com/lego-ralph-chatbot-facebook-messenger-news-feed-christmas.
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FIGURE 12-1

Twitter growth, 2010-2012

200

150 ,
s
£
0 100
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Q1'10 Q3'10 Q1 "1 Q3 '11 Q1'12 Q3'12

= (.5 tests/week =10 tests/week

Source: https://agilemarketing.net/high-tempo-testing/?utm_campaign=Submission&utm_medium
=Community&utm_source=GrowthHackers.com. Used with permission of Satya Patel.

FIGURE 12-2

The agile process
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FIGURE 12-3

Creating an automated journey using agile

© +2days ©® +2days © +2days
If d
[W] opene [M] [1 ] [?] R
Prospect is (If/then statement)
added to
journey If not
®© +3days ® +3days
B = (2]
l If not
@ ®© +7days
TABLE 13-1

Measuring total demand with the weighted pipeline

Stage Volume Velocity Efficiency Probability Weighted value
Ideation 100 5 days 70% 10% (100%.1)x$10,000
Awareness 70 9 days 7% 14% (70x.14)x$10,000
Consideration 54 10 days 40% 20% (54 x.2)x$10,000
Purchase 21 30 days 50% 50% (21 x.5)x$10,000
Net new 290 54 days Net new $411,000
pipeline total pipeline

value
Customer 200 75 10% 10% (200x.10) x $20,000
Advocate $400,000

pipeline total

31



TABLE 13-2

Weighted pipeline for measuring LCV

Stage Tenure Churn

Weighted LCV

Customer 455 days 5%
LCV of a customer
Advocate 1,200 days 2%

LCV of an advocate

($10,000 x (455/365)) x (1 —.05)
$11,842.00
($20,000% (1,200/365)) x (1 —.02)

$64,438.00
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