B2B Buyer Enablement

Understanding and Leveraging the
Customer Buying Experience

Dawn Werry, Partner and CMO
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What We'll Discuss Today

* Why the B2B buying experience is important
» What steps happen during the buying process

» What you can do to influence your buyers’ experience

Today's #1 Take-Away:

Companies that make the B2B buying process easier will win.

Update your sales & marketing program to enable buyers to digitally

find, learn about, and select your company.
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Buying Experience Example
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Buying Experience Example

Leads by Source

< ® Website Advertisement  @Linkedin  @In Person
9
21 / 4
o |
5 B
67
Sales Pipeline ]

@ Qualify

@ Develop

@ Propose ® Close

§2.911.187

$6,261 662

$3.705.361
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My Open Opportunities by Relationship

Canidates Pipeline

[

scsen [
m -

In-Person Interviews I 10

Offer I 6

330

Phone Interviews

Topic nv EstReve. 1|V Relationship Heal.. 1} ¥ Relationship Heal.. 1V nccount 1Y
Interested in new cell p. $300,000.00 ® Good Steady School of Fine Art
Interested in Sales Prod $50,000.00 ® Good Improving School of Fine Art
Audio Format MP4 $183,560.00 @ Poor Steady Northwind Trad...
Portable Computing $82,500.00 ® Good Steady Northwind Trad...
Audio Format $83,560.00 Fair Improving Northwind Trad

Showing 1 - 50 of 197 (0 selected) 14 & Page 1

Average Deal Size Working capital Cost of Goods Sold

THIS YEAR THIS YEAR THIS YEAR

3.4K 1.80K 1.12M
New business Chats CSAT
TODAY TODAY TODAY
/ 3 - 2
75.0K Goal: 4 (-3.5%)
000K 400K

Customer Cases by Orgin

®Email ®Facebook @Phone @ Twitter @Web
30

Open Leads v

Alex Wu

@ Expressed interest in A. Datum X lin...
New

Allison Brown

@ Wants to expand

New

Brian LaMee
@ Interested in online only store

New

My work items
Bl 21 | Modifiedon

Delivery

° Item defective on delivery

Customer raised an issue with item
delivery. Item was defective and
needs to be returned.

12 hrs. left 2 mins. ago

In Progress v

Loan 12 hrs. left 2 mins. ago

° Customer case pending

Moving this case back in
routing. Customer unhappy
with service call last week.

In Progress v
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What Influences B2B Buying Decisions?

Poll: In your experience, which has the most impact on a B2B

customer’s buying decision?

Tangible Intangible
OFFERING BUYER
& PRICE EXPERIENCE
A B C D E
Definitely Offering & Mostly Offering & Neutral Mostly Buyer Definitely Buyer

Price Price Experience Experience

12/7/20



What Influences B2B Buying Decisions? 2 crierousiers

(o)
Only 20% 80%
based on the
based on the
OFFERING BUYER
2 PRICE EXPERIENCE

(direct or indirect)
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B2B Buying is Complex

A Long, Hard Slog

The New B2B Buying Journey

lllustrative B2B Buying Journey Exploration of
T ) integration with Purchasing rules
l,BOI("' @ !ndlllcatIV?l of always-on existing system overrule group decision
validation” and “consensus Contact with a
P T former colleague
creation” activities. CEO 9 Buying group
turnover i Feasibility turnover Budget Legal flag
i t
End-user review U )
Executive € input € Capital
presentation d Web Procurement rg;';‘g
and questions alzt:) rg:;d search flag End-user
Web Trends report Supplier  gocial media input
search reviewed wel:;sﬁe conversation
0 visit
Problem Solution Requirements Supplier
identification exploration building selection
White paper Supplier RFP . . Buying
download website RFP response Live supplier group
Web it creation comparison demos debate
Independent Overwhelming search
online information about ;::Lnnet Supplier’s More
research the problem Peer hared buying guide information Contract
. r shar updates
Web Misalignment Group  discussions download needed from required
search | > onproblem diagnostic ) Online virtual sales reps
deployment LinkedIn demo Business
discussion case data Di .
Misalignment Buying l unavailable wm'fgﬂ:tsﬂer
on solution consultant Expert N references
i sco i ion i
vg“te Tapder pe discussio consultation Customer
ownloa testimonial
videos review
Overwhelming Deconflicting Buying Group Purchase
information about information group —) disagreementon decision
the solution within buying debates requirements
group

Source: Gartner analysis.
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77%
of buyers say purchases

have become very
complex and difficult



What Makes B2B Buying CComplex? 2 criet outsiders

People

6-10 influencers

Information

3-8 content pieces each

L Rework
y oe
3 R 90% repeat steps

>d
|
- i
-~ A i WY
Sources: Forrester Research B2B Forum (2017), Gartner The New B2B Buying Journey and Its Implication for Sales (2017)

12/7/20 Google/ Kantar Millward Brown Digital, B2B Path to Purchase Study (2014)
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/0% of Buyers are Frustrated + Overwhelmed

Top 5 causes of frustration in the B2B buying journey

Difficult finding specificinformation

Getting pushed to buy

Too much followup

Hard to compare products

Forced to register for information before knowing relevance

0% 10% 20% 30% 40% 50% 60%
12/7/20

Source: Gartner The New Buying Journey, 2017, CMO 2019



. . D it ous
Poll: Role of Sales in the Buying Process D it ouiar

Poll:

Do you like to talk to a salesperson
when you're a buyer?

A: Yes, as early and often as possible.
B: Yes, but only when I'm ready to buy.

C: No, but I'll do it when | need to.

D: No! | avoid salespeople at all costs.

12/7/20



Sales Avoidance in the B2B Buying Process 2 crit utsiar

Only

13%

of buyers think sales reps
understand their needs

Sources: Forrester Research B2B Forum (2017), Gartner The New B2B Buying Journey and Its Implication for Sales (2017)
1 2/7/20 Google/ Kantar Millward Brown Digital, B2B Path to Purchase Study (2014)



Sales Avoidance in the B2B Buying Process 2 crit utsiar

Buying teams spend only

17%

of their time meeting with
sales reps

Sources: Forrester Research B2B Forum (2017), Gartner The New B2B Buying Journey and Its Implication for Sales (2017)
1 2/7/20 Google/ Kantar Millward Brown Digital, B2B Path to Purchase Study (2014)



Sales Avoidance in the B2B Buying Process 2 crit utsiar

They finish

57-90%

of their buying journey
before engaging a sales
rep

Sources: Forrest r Resea rch B2B Forum (2 O 7), Gar The New B2B Buying Journey and Its Implication for Sales (2017)
12/7/20 Google/ Kantar Millward Brown Digital, B2B Path to h e Study (2014)



Sales Avoidance in the B2B Buying Process 2 crit utsiar

And

86-97%

say they would purchase
with a digital self-serve
model over sales

Sources: Forrester Research B2B Forum (2017), Gartner The New B2B Buying Journey and Its Implication for Sales (2017)
1 2/7/20 Google/ Kantar Millward Brown Digital, B2B Path to Purchase Study (2014)
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Improving the Buyer’s Journey
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Improving the Buyer’s Journey

If you improve the buyers’ experience,

you influence 80% of the buying decision.

12/7/20



From Selling = Buyer Enablement 2 et ousier

3
1 Evaluate >
Recognize Pain Alternatives Post-Purchase

2 4

Information Search Purchase

~100% of sales process

57-90% of buying process

12/7/20



Poll: Buying Journey 2 et ousiar

Poll:

How much of your time is focused on
sales versus enabling the buying

journey/experience?

A: Mostly sales (75-100% of your time)
B: More sales (50-75%)
C: More buyer enablement (50-75%)

D: Mostly buyer enablement (75-100%)

12/7/20



Enabling the Buy|ng Journey QChiefOutsiders

3
1 Evaluate >
Recognize Pain Alternatives Post-Purchase

2 4

Information Search Purchase

12/7/20



Step 1. Recognize Pain

12/7/20

PAIN TRIGGERS
Internal [ External
] ) 4 ) i 4 N
Business Issue Personal Issue Marketing Word of Mouth
Poor financials Long hours Publicity Colleagues
Operational issues Job risk Advertising Associations
Market dynamics Firefighting mode White papers Competitors
[PESTLE]
J/ - J/ - J -

N
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Step 1. Recognize Pain

12/7/20

Implications for your business:

1. Understand the pain. Ask customers what

pain brought them to you.

2. Lead with the pain, not the product. Are
you using content marketing to create
awareness of the pain (white papers,

articles, blogs)?

Does your website talk about the pain?

)
&y Chief Outsiders

The Great Cleaning Debate: Aqueous vs.
Solvent

Solvent cleaners are highly effective, aggressive cleaners that consume
less energy, don't require waste treatment, and offer faster drying.
However, they only clean organic soils and may be limited by regulatory,

environmental, health, and safety (EHS) restrictions.

Aqueous cleaners are readily available, safer to handle and remove both
organic and inorganic soils. However, they consume more energy and

require wastewater treatment and additional process steps.

As the only supplier of both cleaning technologies, we will give you an

unbiased recommendation. Which is cleaning method is best for you?



Enabling the Buy|ng Journey QChiefOutsiders

3
1 Evaluate >
Recognize Pain Alternatives Post-Purchase

2 4

Information Search Purchase
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Step 2: Information Search

Distribution of Buying Groups’ Time by Key ~ . . .
Buying Activities 50% of research is conducted by millenials

/ Meeting With . .
Potential suppliers ~ 71% are starting with a Google search

27% ~_
Researching
Independently

Online

89% use the internet during the B2B research process

— 16%

62% are making decisions solely on digital content

60% are researching on smartphones

18%
Researching

Independently
Offline

22%
Meeting With
Buying Group

42% spoke to a company rep in month 1

n =750 B2B buyers.
Source: Gartner 2017 Digital B2B Buyer Survey.

Sources: Forrester Research B2B Forum (2017), DemandBase Survey of 250 B2B Executive Buyers (2019),
1 2/7/20 Gartner The New B2B Buying Journey and Its Implication for Sales (2017)



Step 2: Information Search £ criet Outsiders

Implication for your business: Build a strong digital presence (beyond your website).
Be easy to find (Google) for the pain you’re trying to solve.
Make content easy to digest on all channels (mobile, millennial channels).

Curate compelling content evangelists.

» Sales/customer-facing team

“Information
connectors” are

4x more likely

Distributors, dealers and complimentary products

. . .
Review sites to be seen as easing

. the buyer’s purchase

* Industry experts and influencers versus “information

authorities.”

Your customers

Source: The New B2B Buying Journey and Its Implication for Sales (2017)
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Step 2: Information Search

Masks, Nasal Swabs, and Other
Critical PPE Products to Battle
COVID-19

CAIRARAD Cattperia Aprt T 2000 Miienswirnl - FORECALY 10 & ConN Powaer Metalungy Company 1odey
BAOOUNCED BN PAOSUCTION Of 10830y Svadalie DAOBC TG SQUSITEnt And 1EITNG WODMet 1O 8 IN the AONT agarat
COVD 10 ™hese parts Tl wnder Bhe O5A guadefinre Sor manufac huring and are readly 10 Dt and WD Imvmediately for

CoRu ol apepint iy

THE 2SN ManAB g COMOAnY DArtrered with D and medca Gevior wophen 10 wiect 1pecfic FDA approved
ol ior Nt erdorsed Gevgrn Vo e Whetdn MO0 etk Aoty gee yavebs and ofher Cri ol POL prodhaty Vv
P ate (O T ared et TTet Al Bl (e ate TN el ety of TR SUAT O Gradu T L0 The Tealtly ase
NSty FORDCAST 30 s curvently printing over 3 000 of thase mecical parts sach day

SO AL e b SND oMerings e

o Face Sheld sith Driem, sich inciucde | heacdend 3 clesr PET ram and packagng

o Face Shald mithant Brem which inchude | headand 3 clewr ST lermes and pachageg
o WVigupad Matht mfu h od wade The ik arwl (dver

o Naopharynges Swabtn Sor COVD-Y ey

WV 800 Deod 50 e Gowng vt Dt B0 D peovide CRCE Supoies 50 The Featare morkeny on The hont ke of the
COVIO 10 Datie * sl Kans Bt Commvmanl i Vide Boesadendt ot FOSECALY 1O ‘O of 1he Beretny of 20w

YA AR DG I T ALy 10 AAMRE 13 CRANGNg POt reedn Once we Nad FOA - SpEeoved o N-enO0rud Seugra
W ACOHE AN DAOSUCTION ON These much reeded spoie

Al DFODUCT B B PAODUCHT Prevardy On tThe HP ML et Fuson MOF) machures n Cambed CA FORICAST 3O
PAame 20 33 MO s 21 A0OrOVRd Ceupra LeCorme Bvad alie

COovID-19
PRINT
GROUP

COVID-19 Print Group

ifi Listed group

Ad -

FDA Approved | 3D Printed Nasopharyngeal Swabs

Upload Your Design for a Quick Quote: SLA - FOM - PolyJET - DMLS - SLS - CNC. 3D Print
Prototype & Production Parts - High Volume Production Capable w/ Quick Turnaround. Since
1994. Quality Driven. 3D MFG Center: Production. ISO 9001:2008 Certified.

Services - Get a Quote - Materials - Contact Us
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Hi Dawn

With no end in sight, Coronavirus (Covid-19) continues to impact
manufacturers. But, it's just one of the many unexpected events that can
disrupt your supply chain. Good news is that additive manufacturing can be
an answer to this type of capacity shortage.

A quick-turn additive manufacturing capability can help ensure the
continuity of your supply chain - and your business - during sudden
disruptive events. It doesn't require you to source or keep a second set of
tooling, which can be expensive and time-consuming.

As long as you have an additive manufacturer on your approved vendor list
and they have fully-operational production capacity, your production line

can often be up and running in as little as one day.

Click here to arrange a call to discuss how we can help you prepare for
disruptions and keep your production on time and on schedule!

We are here for you and will do what we can to get your production back on
track.

We look forward to working with you!

LEARN MORE




Enabling the Buy|ng Journey QChiefOutsiders

3
1 Evaluate >
Recognize Pain Alternatives Post-Purchase

2 4

Information Search Purchase

12/7/20



Q Chief Outsiders

Step 3: Evaluate Alternatives

B2B supplier evaluation is often a documented process with specific scoring criteria. Use that to your advantage!
* 62% create selection criteria or vendor lists.

* 74% of buyers conduct detailed ROl analysis.

Implications for your Business:

* Get on the preferred supplier list early.

* Get buying process details (decision makers, scorecard, timing).

* If possible, help write the specification.

* Give buyers the tools to understand ROl and justify you as the right choice.

calculators, case studies, testimonials, referrals

Source: DemandBase Survey of 250 B2B Executive Buyers (2019)
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Step 3: Evaluate Alternatives

12/7/20

@ Chief Outsiders

Wondering if onshoring with Digital Manufacturing is right for you?
Here are 6 questions to consider when making that decision.

OVERSEAS PRODUCTION

How many parts are you planning to produce?
If you're planning to produce fewer than 50,000 parts, expenses such as shipping, molding or tooling
may add a significant per-piece cost.

LOCAL DIGITAL MANUFACTURING

O O
SOK+ <50K

Have you accounted for all expenses within your supply chain to calculate the total cost per piece
for your part?
Include all standard supply chain costs, such as shipping, import documentation, and quality
assurance, when calculating your true price per piece.
O
Yes No

How risk-averse is your company?
Overseas production creates inherent financial and production risks due to fluctuations in tariff rates,
import fees, shipping times, and currency. To control those, write contingencies into your contract or
move onshore.
O O
Willing to accept risk Risk-averse

How much of your total cost of goods comes from your outsourced parts?
If the price of the part you're sourcing is a small part of your production price, is it worth risking quality
or supply issues?
a a
High percentage (>10%) Low percentage (<10%)

How important is quality control over your suppliers and outsourced parts?
Having a local resource makes it easier and less time consuming for you to run on-site quality control
checks. If there is a quality issue, you can also get replacements more quickly.
O

Not important Very important
What would happen to your production line parts were delayed in shipping by 2 or more weeks?
Nothing is more costly or frustrating than a shutdown caused by a supply chain disruption. If on-time
supply is critical to your operations, consider a local supplier as a primary solution or for backup.

O O
No impact We would reduce or
shut down production

CENTRALIZED CREDIT PROCESS REVENUE AND COST CALCULATOR

Current Mortgage Loan Process

How many mortgage loan officers are at your location or company?

On average, how many loans do you currently close per loan officer per month?
What is the average size per loans today ($000)?

What is your average profit per loan?

Centralized Credit Process

How many Credit Experts would be on your Centralized Credit team?
full-time equivalents - we recommend 1 FTE per 25-50 MLOs

What is your total annual cost per Credit Expert ($000)?
Average cost of CreditXpert tools ($/loan)

Expected pull-through rate increase with CreditXpert® software

Results

Expected annual increase in mortgage assets closed
Expected annual increase in mortgage profit

Expected annual cost

< > 50

< > 4

< > $313 000
« > $1,816

< > 2.0

< > $120 000
< > $2.50

< > 25 9%
$187,800,000

$848,100

$241,500




Enabling the Buy|ng Journey QChiefOutsiders

3
1 Evaluate >
Recognize Pain Alternatives Post-Purchase

2 4

Information Search Purchase
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Step 4: Purchase

83% of B2B buyers say they accelerate or put purchase decisions on hold based changing business needs and/or

priorities.

How has COVID-19 impacted your technology spending?

18% \

@ We are spending more or significantly more
® We are spending the same amount

® We are spending less or significantly less
21%

61%

oyl rp-taisvtooulo. AR Gartner Digital Markets

N: 414 4 Y Capterra #» GetApp Software Advice™
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Step 4: Purchase

Potential

- Purchase

Disruptors

o e
e
S oweewwew
e

12/7/20
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Step 4: Purchase

Implications for your business

1. Watch market trends and pivot as needed.

2. Ease the purchase process. Walk through it like a customer to find opportunities and issues!
e eCommerce v. traditional
* Check reviews

* Customer communications

Payment process

Contracts/terms & conditions

12/7/20
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Step 4 Pu rChase &VChlef0utS|ders

* Add Shop All Products in header, accessible from all

Agile” Model 40 pages on the site.

ADD-ON GUN CABINET
$499.00
(2 customer reviews) im m Ed iate Iy.

Designed specifically to attach to the top of the Agile Model 52

* Redirect from home page to shop to start selling

The Securelt Agile Model 40 Gun Cabinet is designed to stack on top of an Agile Model 52.

The keypad is positioned near the cabinet base so it is convenient to reach when stacked. * Ad d a p rO m O ba n n e r tO n EW p rOd U Ct I a U n C h ES,
Like the Model 52, the Model 40 is a premium, heavy-duty firearm storage system that

features Securelt’s patent-pending KnockDown™ Technology. It can be assembled in Offe rs’ free S h i p p | ng' a n d CO ntests .

minutes. Agile Gun Cabinets have pre-drilled holes so you can easily bolt them together.

Business Is booming and we are filling and manufacturing orders as fast as we can!

Please allow up to 2 weeks for product delivery. Thank you! ° Add Orange Ca”-tO-aCtIOI’l bUttOﬂS

View Agile Model 52 Gun Cabinet

B O * Increase average order value (AOV) and units per

SKU: FB-40KD-06

CATEGORIES: AGILE™ ULTRALIGHT GUN SAFE, DECENTRALIZED STORAGE transaction (UPT) by promoting accessories.

TAGS: GUN CABINET, GUN SAFE, GUN STORAGE

e Add Strikethrough and “You Save” on all markdown

and sales items.

12/7/20
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Step 4: Purchase £ crier Outsicers

e —_—— Nasopharyngeal Swab (Not Sterilized) - Pack
of100
$125.00

Quantity

AW .
e atassand

-”““". ADD TO CART

w “ Nylon Swab with 80 mm Breakpoint, non-sterilized and packaged in bulk packaging.
Intended to be sterilized and packed for use by e or testing pr i

M This is a pack of 100 non-sterilized swabs. Packs ship in 1-2 days after your order is
received.

D ————————— RS ——— <$$$3> Nasophanyngeal Swab Procedure

Terms and Conditions

Face Shield - Pack of 5

Nasopharyngeal Swabs

NP e yrgre moln 00 Pyjm 81y el bos e Seten tawn of (Vg Py

viraen sah o0 TV eiluange v A & B or persrfiuengs v by Peslth mre
v devnewaln oty matn e mate of fe A ot e
Fralatie ether v daal'y e apped and Ven Goed w0 S

PPE Products

—

P Fon Wit Pk oy

This 5D prirted face shield frame Is produced In 3 COMEaCT Qeometry for mandmum

effcioncy quicidy ssembles Into the 30 thage, and adjusts 10 i the users head
Fach thield &R includes face sthield Same Peadband) and § clear plastic shields,

s s & pack of § face shield kits. ASational plastic shields avallable o0 wse with face

Packaging STERILIZATION: Heastand and PET s sterili

M 1ECOMMendations included

weparatety

ASSEMBLY! Instructions on Snal assembdly delivered with product

12/7/20



Enabling the Buy|ng Journey @ChiefOutsiders

3
1 Evaluate 3
Recognize Pain Alternatives Post-Purchase

2 4

Information Search Purchase
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Step 5: Post-Purchase

Post-purchase Behaviors

Experience > Expectation Experience < Expectation

leads to
leads to

* Repurchase

e Returns/Refusals
* Reviews (Positive)

* Reviews (Negative)
* Referrals

Loyal customers are worth up to 10x their original purchase!

12/7/20



Step 5: Post-Purchase

Implication for your Business: Build a Great (Digital) Post-Purchase Process

12/7/20

Customer satisfaction
tracking

0%
&l |

Timely responses +
notifications

Request product reviews
+ referrals

User support / tips

Rebuy reminders + auto-
ordering

Nurturing programs

Q Chief Outsiders
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Step 5: Post-Purchase

LOGIN OR CREATE AN ACCOUNT

BUSINESS CUSTOMERS REGISTERED CUSTOMERS
By creating a log-in for our online portal, you will be able to move through the If you have an account with us, please log in.
checkout process faster, store multiple shipping addresses, view and track your )
orders in your account and more. Email Address
admin ‘

Create a Portal Log-in :
“ Password

n Cart: 0 item(s) - $0.00 v Forgot Your Password? RN Flekis

MY ACCOUNT >4 Enter A Search Keyword / Product Number / SKU

Account Dashboard PRODUCT SEARCH ADD TO CART BY CSV
Account Information
Address Book

My Orders ]

SEARCH Click to select file
No file chosen
MY CART W
Click to Upload Selected file

You have no items in your shopping cart. Upload

Keyword / Product Number / SKU Search Click to create a new csv file ®@

Create CSV Upload File

12/7/20
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Step 5: Post-Purchase and ' chieroutsiders

Five tips and tricks for CreditXpert® What-If Simulator™

1. Reduce rescore fees

671 --- e

ator “Last Reported” feature can be a helpful workarou
)

What-If Simulator Product Tips

All the credit actions you can simulate.

12/7/20



Enabling the Buy|ng Journey QChiefOutsiders

3
1 Evaluate >
Recognize Pain Alternatives Post-Purchase

2 4

Information Search Purchase

Poll:
How confident are you that your company is managing these steps well today

A B C
Not at all confident Somewhat confident Very confident

12/7/20
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Buying Process Mapping Exercise

Recognize Pain Information Search Evaluate Purchase Post-Purchase
Alternatives

Objective

Key questions, feelings and
concerns

Decision makers and
influencers

Information needed at this
step

Key activities and sources
of information

Ready to move to next step
when...

Our action plan

12/7/20



Buying Process Mapping Example: CRM

N
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Objective

Key questions, feelings and
concerns

Decision makers and
influencers

Information needed at this
step

Key activities and sources
of information

Ready to move to next step
when...

Our action plan

Recognize Pain

Simplify our reporting process

“There must be an easier way
to see and use customer
datal”

*Head of Mktg/Sales
*CEO/President/VP

*CRM systems (and other
solutions) exist

*Manual tracking/calcs
*Google Analytics
*Colleagues

Problem is identified

*Mailer on CRM value
*Speak at SBA forum
*Partner with Mktg Co

Information Search

Find a system + vendor that
work well with us

“What features do | really
need? What resources will it
take?”

*Head of Mktg/Sales
*Customer Facing Team
*|T, Procurement

*System features
*How to evaluate/spec
*Potential suppliers

_*Recommendations
Search
*Influencers

3-8 pieces of information each

*Search optimization on
customer dashboards
*Online success stories
*Referral partnerships

Evaluate
Alternatives

Select the right vendor to solve
my pain quickly

“We’ve had IT vendor issues
before...can we find one we
trust?”

*Head of Mktg/Sales
*CEO/President/VP
*|T, Procurement

*Timing + Cost
*Proof supplier can do it
*What’s included v spec

*Calculating ROI

- ~Comparing SOW v spec

*Talking to users

Completed shortlist and
evaluation

*ROI calculator online
*Buyer’s Guide

*2-day SOW turnaround with
spec comparison

Purchase

Implement on time and on
budget

“I hope they really deliver a
good solution on time and
budget.”

*Head of Mktg/Sales
*CEO/President/VP
°|T

*My time commitment to
implement

*Announcing internally
*Project management
*Data transition / setup

Finish negotiations +
agreement

* Kickoff templates
*Project management system
*Reporting templates

Post-Purchase

Have an easy-to-use, robust
system

“Wow! This has made my life a
lot easier!”

*Head of Mktg/Sales
*CEO/President/VP
°|T

*Progress v. milestones
*How to use the system

*Managing leads
*Building campaigns ) 1
*Running reports

Satisfied (or not) versus
expectations

*Customer referral incentive
*Weekly user tips
*User symposium

12/7/20




Q Chief Outsiders

Buying Process Mapping Example: CRM

Recognize Pain Information Search Evaluate Alternatives | Purchase Post-Purchase

“Are we on track? When will

+ it launch?
“Can we find a product and Did I choose well?”

. my life easier!”
//\IV 1
I

“Wow! This has made

supplier we trust?”

“There must be an easier way to see
and use customer data!”

12/7/20

“What features do | really
need? What resources will it
take?”

Moment of Truth:
Searching for ways to solve pain

Activities:
*Google Search
*Asking colleagues

Action plan:
*Search optimization

*Agency referral partnerships
*Customer referral incentive

Metric:
*Search ranking/traffic
# of referrals

Moment of Truth:
Evaluating proposals

Activities:

*Calculating ROI
*Comparing SOW v spec
*Talking to references

Action plan:

*Buyer’s Guide

*2-day SOW turnaround
*Spec comparison
*References

Metric:
*SOW turn time
*Win Rate

“This could work.”

Moment of Truth:
Project implementation

Activities:

*Project management
*Data setup

*Data transition

Action plan:
*Project management system

*Report templates

Metric:
*On-time implementation %

Moment of Truth:
Use

Activities:
*Managing leads
*Building campaigns
*Running reports

Action plan:
*Weekly user tips

*Customer referral
incentive

Metric:

# of referrals
*NPS score

*Use tips open rate




Buying Process Map: Touchpoints

Education
- ) (Info Search)
e Direct Mail
e Email
e Social -Buye.r"s Gyides
« Advertising eSpecification Examples
. *eBooks
* Webinars eWebsite
* Events *Webinars
*Email
*SEO
Awareness *Blogs/Forums
. o eEvents
(Recogn ize Pai n) \-Personalized Sales Video -/

Metrics:

Impression/Reach + Attendance
Engagement/Clicks + Downloads

Leads/Lead Scoring

Web Analytics (Bounce Rate, Sessions,
Page views, Downloads)

Search Position
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* SOWSs/Proposals
e eCommerce

e Customer Portals
e Distribution

* Apps

e Sales

Evaluate/

Purchase

Lead Source

Win rate
ROI

Q Chief Outsiders

Post-purchase

eNurturing
eDirect Mail
*Email
*Website
eSales
eTestimonials
eReviews
eCommunity
eEvents

\-Surveys -

NPS / Customer Satisfaction
Repurchase
Referrals



Tools to Understand the Buying Process O chiet outsidors

(and other critical customer insights)

e Study your market

* Trade journals

* Trade events

* Competitive sales processes
* Subject matter experts

 Digital Tracking

* Social media groups

* Search/digital advertising behavior (terms searched and click)
* Market-facing team (reports, discussions)

* Salespeople

* Call reports

* Customer service reports
* Lost business

* Won business

e Customer Shadowing
* Buying Process Mapping Exercise
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The Bottom Llﬂe &VChlef0utS|ders

Enabling a better B2B buying experience helps you win and retain

customers — and improve your bottom line.

« 80% of B2B purchase decisions are based on buying experience.
* A 5% increase in customer satisfaction can profitability by 25-75%.

 Existing customers are 5x more likely to convert (again) and spend 67% more

than new ones.
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What to do Tomorrow to Get Started

1. Define the pain your customer is trying to solve.

« Search (via mobile) to see if you're coming up as a solution.

2. Map out your customers’ buying process.
« Select 3 ways to influence “key moments of truth.”

« Recommend at least 1 is curating content that shows you understand the customers’ pain.

3. Start tracking buying experience as a reason for customer win/loss.
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What we Discussed Today > chieroutsiders

* Why the B2B buying experience is important
* What steps happen during the buying process

* What you can do to influence your buyers’ experience

Today’s #1 Take-Away:

Companies that make the B2B buying process easier will win.

Update your sales & marketing program to enable buyers to digitally find, learn about,
and select your company.
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Please reach out with
guestions or for the buying
process mapping materials.

Dawn Werry, Partner and CMO
dwerry@chiefoutsiders.com



For more information, visit
chiefoutsiders.com



