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Tell me If this sounds familiar...
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There’s a conversation happening
everywhere in SaaS about...
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But back In the office...
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Everyone is back in their respective
business function

doing business function things
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and those of us In
Customer Success...




are having meetings about
COLORS
(and health scores)
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and suddenly being customer
OBSESSED




Sounds more like rainbow Bingo.

Was that

customer
Red 3217
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AND WORSE
Your job Is centered around
motivating teams &
protecting the business
from the
harshest sounding
5 letter word in SaaS
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The actual work you do day-to-day
feels very far from this vision
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because often the answers exist

beyond
your team’s control
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Customer Centricity Electricity
IS your new responsibility

(Not because it sounds cute. Or because it rhymes.)

TN ,'_-*
<4 "f aRival
(0] zf [
L) \\\\ :'/'I \ \‘ _ J

:‘ \ 'tf A / [
SUMMIT HIEN

& prift



You nee?)‘;to ight a
in your organization
to show them who your
CUSTOMERS
REALLY
ARE




Here are 5 ways
to help you accomplish this.




Increased Opportunities by
170%

... 1. Bring your customers to life __
In your brand & your office

2 in Pipeline Value
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15x ROI Increased Conversion Rate by 36% Booked 80 Demos in a Month (Without Using Increased Their Conversation
10% Increase in Pipeline Value Forms) Rate by 400%
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A quick story about faces of Daves
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Take Away:
It your office & website are
only reflections of yourself,
you’re doing it wrong




2. Give up on churn reasons
(they are telling you the wrong story)




and you end up chasing
the same things
month after month




Map out the behavioral
& demographic
e, Qualities of customers

Total Churned

$100k

Y

$25k ' $?fk WhO Chumed

ENT = SXXX MRR
SMB = SXXX MRR Fox
VSB =SXXX MRR

Behavior /Demaographic 2 Behavior /Demographic 2
Yes NO

ENT =3XXX MRR

$10k $90k SMB = SXXX MR

- VSB =8XXX MRR

Behavior /Demographic 3 ¥ 3 Behavior /Demographic 3
Yes ) NO
$81k $36k

M\ ENT = $XXX MRR

— SMB = SXXX MRR
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As well as all of your s
customers who have -

Behavior /Demographic 1 ’ N Behavior /[Demographic 1
Yes NO

ENT = 3XXX MRR

SMB = SXXX MRR $90k $10k

VSB =5XXX MRR

¥ 4

Behavior /Demographic 1 Behavior [Demographic 1
Yes NO

ENT = XXX MRR |

SMB = $XXX MRR $20k $80k

VS8 =X MRR

’,’ ; .\‘

ENT = SXXX MRR
SMB = SXXX MRR $75k $25k
VSB =SXXX MRR | |

ENT = $85k MRR

SMB = $383k MRR
M\ VSB = $62k MRR
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Take Away:
Plant your Customer Churn tree in the
center of your organization.




3. Introduce your organization to your
ldeal Customer Profile




The Ideal Customer Profile (ICP)

Demographic:
1. XXX
2. XXX
3. XXX

Behaviors:
1. XXX
2. XXX
3. XXX




Create daily company-wide visibility
for every ICP churn, expansion & renewal

#customerchurnchannel & O & Saleahot AN 829 AM g @ ® 3
% | 843 | RO | & Add a topic MRR: { ]

T e s (o P [ I8 Type: Expansion

MRR =-5000 Company:| |

R ’ Owner:[T
Transaction Type = Churned Term: f~—
erm.‘ I
Account = Southern Web Plan: |

CSM = Jacob Coblenz

Close Date = 2018-09-06

Churn Reason = Did Not See Value

Churn Notes = Client mentioned from first call that they
were testing this for a month. They wanted 3x return from
the product in the first month but did not see those type of
results. | tried to get this client on the phone to discuss
further but they did confirm they want to cancel and have i A !
their account cancelled today.
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Take Away:
Use this data to become a
champion for change
not just churn prevention




4. Define your Key Experience Indicators




Your customer doesn’t care about
YOUR Process
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Customer Team Success Standards (Template)

RESULTS

These are the core metrics you are held accountable to,
evaluated against target

Example: Gross Churn

KEY EXPERIENCE INDICATORS (KEls)

These are the core standards used to "grade" and track
performance in customer facing activities, evaluated on
a set # of calls, chats, and/or meetings per month

Example: Key Experience Indicators - Chat

OPERATIONAL EXCELLENCE

These are the key operational activities you are held
accountable to, evaluated monthly as A,S,N (always,
sometimes or never demonstrates)

Example: Accurate Opportunity Management, Activity
Logging

URGENCY, ENTHUSIASM & PASSION FOR
SERVICE

These are the core values of the role you are held
accountable to, evaluated each monthly as A,S,N (always,
sometimes or never demonstrates)

Example: Positive attitude, drives momentum, proactive in
engaging with customers




Take Away:
What measures of success matter to your
CUSTOMERS







Customer
HERO of the

week
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Take Away:
Celebrate customer engagement
across the company, not just success
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Remember These 5 Things:

1. Faces
2. lrees

3. ICP
4. KEI

5. Heros




These are things your
CUSTOMERS will celebrate.
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THANK YOU!
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