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O n  P ro p o l i s  –  o u r  exc l u s i ve 
c o m m u n i t y  fo r  B 2 B  m a r ke te rs 
–  yo u  c a n  d ow n l o a d  a  l a rg e r 
ve rs i o n  o f  t h i s  re p o r t ,  w h i c h  
a l s o  i n c l u d e s :

	› A n a l ys i s  a n d  a d v i c e  o n  t h e 
m a r ke t i n g  i m p e r a t i v e s  t h a t  
c a n  a l s o  d r i v e  CX .

	› A n  i n t e r v i ew  w i t h  S a m  H i l l , 
P r o p o l i s  H i v e  a m b ass a d o r 
f o r  CX ,  a n d  d i r ec t o r  o f 
c us t o m e r  ex p e r i e n c e  a t 
I n f i n i ty.  H e r e,  o u r  a n a l ys t 
as k s  S a m  t h e  b i g  q u e s t i o n s .

	› I n s i g h t  f r o m  L a u r e n  M c Ca d n e y 
W i l l i a m s ,  d i r ec t o r,  m a r ke t i n g 
d e l i v e r y,  C DW.  H e r e,  L a u r e n 
o u t l i n e s  t h e  t h r ee  q u e s t i o n s  y o u 
m us t  as k  y o u r s e l f  t o  i m p r ov e  CX !

	› CX  c o m p e t e n c y  ass e ss m e n t 
f r a m ewo r k .  T h i s  h a n d y  g r i d 
h e lp s  y o u  m a p  exa c t l y  w h e r e 
y o u  a r e  o n  t h e  p a t h  t o  CX 
m a t u r i ty.  A r e  y o u  f l ed g l i n g , 
o r  a r e  y o u  we l l  o n  t h e  wa y 
t o  exc e l l e n c e?

 
Wa n t  to  l e a r n  m o re  a b o u t 
P ro p o l i s?  Le a r n  m o re  b y  
c l i c k i n g  h e re.

Wa n t  to  g e t  e ve n 
m o re  d e p t h  a n d 
i n s i g h t  o n  t h i s  to p i c?
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s e ts  up a  b ad l y -word ed  d u nni ng 
le tte r,  o r  one l egal  o f f i cer  who 
re s t r ic ts  t he  resp onse t o  a  cr i t i ca l 
s uppo r t  i ssu e b ecau se of  p oss i b l e 
l iabi l i ty  i ssu es.

A  de c ade ago,  i n i t i a l  CX 
pr o grammes focu sed  on t he 
de s c r iptor  ‘cu st omer ’ ,  and  were 
m o s t ly  ab ou t  p rod u ct  u sab i l i t y  and 
a f te r -s a les  serv i ce  qu al i t y.  Most 
o f  th e  e ar l y  ad op ters  were  B2C 
c o m pani es  i n  ret a i l  and  f i nanci a l 
s e r v ic e s .  As  a  Forrester  ana l ys t  i n 
2 0 14 ,  I  rememb er  congrat u l at i ng 
th e  Ge r man d ru gst ore  DM-Markt 
o n  th e i r  cu st omer- f r i end l y  shop s, 
in  w h ic h you  d i d  not  have t o  i nser t 
a  c o in  o r  t oken t o  re l ease  a  t ro l l ey, 
and w h ich had  magni fy i ng gl asses 
ins ta l le d for  t hose seni or  c i t i zens 
th at  ne e d ed  t hem t o  read  t he 
pr o duc t  d escr i p t i ons.  T he chai n 
a ls o  fe atu red  generou s l y -sp aced 
s upe r m arket  l anes  where  you  cou l d 
c h o o s e  you r  own rou te  t hrou gh 
th e  s h o p and  not  b e forced  t o 
lo o k  at  everyt h i ng on of fer.  T he 
ove r r id ing concep t  a t  t hat  t i me 
w as  ‘e ase  of  d oi ng b u s i ness’ .

Af te r w ard s,  B2B comp ani es  l i ke 
M ae rs k  and  Henkel  ad op ted  t he 
s am e  m ant ra,  and  i mp l emented 
im pr ove ment  p rogrammes.  T hese 
pr o grammes focu sed  on hel p i ng 
s h ipping agent s  b ook t hei r 
c o nta iner  t ransp ort  mu ch eas i er 
(M ae rs k) ,  and  hel p i ng p rocu rement 
and pr o j ect  managers  t o  rep l eni sh 

Stay ing on top of  c utt ing-e dge 
CX plat forms and prac t ic e s  i s 
essent ia l  in  th is  new  c o m m e rc ia l 
wor ld.  In  a  recent  s ur ve y  o f 
1500-plus  bus iness  pr o fe ss io nals 
in  over  20 countr ie s  ac r o ss 
d i f ferent  indust r ies  and po s i t io n 
levels  by  the  sof tware  ve ndo r 
Oracle,  over  90% o f  re s po nde nts 
agreed that  CX is  a  pr im ar y  fo c us 
for  thei r  company.*

However,  the  same  s ur ve y  a ls o 
reported that  46% o f  re s po nde nts 
were  “concerned th e y  do n’t 
have the  CX they  ne e d fo r  th e 
future.”  That  c la im s ugge s ts  a 
degree of  he lp lessne ss .  Af te r 
a l l ,  the  customer ’s  expe r ie nc e  is 
spread out  across  a  num be r  o f 
touchpoints  contro l le d by  s e ve ra l 
departments.  These  inc lude 
market ing,  sa les,  c us to m e r  s e r v ic e 
and more –  bas ica l ly,  any o ne 
who interacts  wi th  c us to m e rs .  A l l 
i t  takes  to  upset  the  c us to m e r ’s 
exper ience is  one ac c o untant  w h o 

i nvent or i es  of  i nd u st r i a l  adhes ives 
wi t h  t he  mi n i mu m of  b u reaucrat ic 
fu ss.  So,  t he  CX i mp erat i ve  began 
t o  move i mp l i c i t l y  over  t o  the 
b u yer  j ou rney  as  wel l . 

N ow,  t he  wel l -p u b l i c i sed  dig i ta l 
ex p ect at i ons  of  t he  l a test 
generat i on  of  B2B b u yers  and 
u sers  have p u shed  CX t o  t he 
t op  of  most  comp ani es’  d i g i ta l 
t rans format i on agend a,  and th is 
has  onl y  b een accel erated  by  the 
p and emi c.  N u merou s  su rveys 
rep ort  i ncessant l y  ab ou t  l a rge 
p ercent ages  of  d i g i t a l  b u yers 
t u rn i ng away f rom a  web si te  –  or 
even a  comp any as  a  whol e  –  in 
resp onse t o  a  d i f f i cu l t  ex p er ience 
d u r i ng t hei r  b u yer  research,  le t 
a l one work i ng wi t h  a  p rod uct  or 
serv i ce  d i rect l y.  

CX i s ,  t herefore,  now a  v i t a l  factor 
for  b ot h  sa l es  and  market i ng,  but 
how mu ch CX d oes  B2B market ing 
cover?  Do t hey  t ake  resp ons ib i l i ty 
for  CX op t i mi sat i on,  or  d o they  just 
p l ay  a  cameo ro l e  i n  t he  company’s 
overa l l  CX end eavou r?  Many would 
argu e t hat  market i ng has  a  d is t inct 
ad vant age of  col l ect i ng t he  most 
hol i s t i c  v i ew of  t he  comp l ete 
organi sat i on- t o-cu st omer  and 
b rand -t o-p rosp ect  re l a t i onship, 
u n i qu el y  qu al i fy i ng t hem t o  own 
t he s t ra tegy  arou nd  CX.

* O ra c l e,  ‘ G l o b a l  C u s to m e r  E x p e r i e n c e 

I n s i g h t s  Re p o r t ’

P E T E R  O ’ N E I L L , 

le ad  analyst , 

B 2B  Market ing

S E C T I O N  1

M a r k e t i n g  a n d  C X :  
O n e  o r  t w o  p ro c e ss e s?
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Whi l e  t h i s  rep ort  wi l l  reveal  some i nd u st ry  secrets , 
p l ent y  of  s t a t i s t i cs  and  p eer - t o-p eer  ad vi ce,  i t s 
mai n  a i m i s  t o  i gni te  a  conversat i on  b y  p rov i d ing 
act i onab l e  ad vi ce.  T he ad vi ce  g i ven can hel p  to 
op en u p  t he  d eb ate  i n  you r  comp any ab ou t  t he 
chal l enges  and  amb i t i ons  b ehi nd  market i ng’s 
cont r i b u t i on t o  ensu r i ng t hei r  comp any p rov i des 
t hat  cu tt i ng-ed ge CX t hat  i s  so  d es i red  b y  CEOs 
across  a l l  B2B sect ors.  

I n s i g h t s  f ro m  t h i s  re p o r t  i n c l u d e  t h e  fo l l ow i n g :

	› T he s t ate  of  CX i n  p ract i ce.

	› An i nd u st ry  au d i t  o f  how mu ch B2B market i ng  
i s  d oi ng arou nd  CX.

	› Ad vi ce  on how t o  d evel op  a  market i ng- l ed  
CX p rogramme and  what  i t  shou l d  ent a i l .

1 . 1 . 	 B 2 B  M A R K E T I N G  S U R V E Y E D 

M A R K E T E R S  T O  F I N D  O U T  M O R E 

A B O U T  T H E I R  C X  W O R K

This  report  i s  based  o n f indings  f r o m  o ur  Q2 -2 021 
survey  of  near ly  100  B 2 B  m ar ke te rs  f r o m  c o m pani es 
of  a l l  s izes,  smal l  and lar ge,  and ac r o ss  a l l  indust r i es. 
The survey  reveals  B 2 B  m ar ke te rs ’  unde rs tanding of 
CX tools ,  act iv i t ies  and pe r fo r m anc e  m e as ure ment s, 
as  wel l  as  an  assess m e nt  o f  th e i r  invo lve m e nt  in 
var ious  aspects  o f  C X .  I t  pr ov ide s  an  ove ra l l  s nap shot 
of  B2B’s  CX in i t ia t i ve,  th e  le ve l  o f  unde rs tanding of 
CX pr inc ip les,  and re ve als  s o m e  o f  th e  c h al le nges 
faced by  B2B marke te rs .  

The survey  respond e nts  we re  s e nio r  m ar ke t ing 
profess ional ,  wi th  5 9 % be ing th e  h e ad o f  m ar ket i ng 
for  thei r  organisat i o n,  and a  fur th e r  2 3 % in  th e  f i rs t 
l ine  of  report ing to  th e  h e ad o f  m ar ke t ing. 

An interest ing 9% o f  th is  B 2 B  M ar ke t ing s ur ve y 
cohort  were  expl ic i t ly  nam e d di re c to r,  V P, 
or  head of  CX,  wi th  h a l f  o f  th e m  w o r k ing in 
market ing,  and the  o th e r  h a l f  w o r k ing in  s a le s .  Of 
course,  there  are  h e ads  o f  C X  w o r k ing in  o th e r 
departments,  but  th is  re s e arc h  did  no t  re ac h  that 
audience.

For  each sect ion  of  th e  s ur ve y,  we  h ave  do c um ented 
the  answers  wi th  ap pr o pr iate  de s c r ipt ive  c o m ment ary. 
Some ins ights  are  th e n pr ov ide d abo ut  th e s e  resu l t s 
when appl icable.  T h e  re po r t  a ls o  d is c uss e s  w h at  ro l es 
and respons ib i l i t ie s  a  m ar ke te r  s h o uld  ado pt  in  ord er 
to  achieve CX succe ss  ac r o ss  th e i r  o r ganis at io n.  

4   S E C T I O N  1

“ N ow  i s  t h e  i d e a l  t i m e  
f o r  B 2 B  m a r ke te rs  to  s te p 
i n  a n d  l e a d  t h e  d e l i ve r y 

o f  a  c u s to m e r  ex p e r i e n c e 
f ro m  e n d  to  e n d  to  d e l i ve r 
a  m a r ke t i n g - l e d  c u s to m e r 

ex p e r i e n c e”

 
B A R B A R A  S T E W A R T ,  

C X a nd ma r ke t ing cons ul t a nt ,  

a nd Pr opol is  Hive  expe r t  for  C X
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When we asked abo ut  th e  to o ls  and m e th o ds 
deployed to  opt im is e  C X ,  th e re  w as  a  s t r o ng 
major i ty  that  used m any  o f  th e  s ugge s te d to o ls . 

T he most  commonl y  d ecl ared  t ool  was  a  cu st omer 
feed b ack  system,  wi t h  86%  of  resp ond ent s  u s ing 
t h i s .  T he content  management  system i n  t he  context 
o f  CX was  nex t  h i ghest  (a t  85% ),  su p p orted  b y  most 
teams wi t h  t he  d ep l oyment  of  j ou rney  map p i ng 
met hod s  (66% ).  Us i ng a  d i g i t a l  ex p er i ence p l at form 
t o  op t i mi se  CX was  se l ected  b y  j u st  over  ha l f  o f  the 
resp ond ent s.

Q.  D o e s  yo u r  c o m p a ny  l e ve ra g e  a ny  o f  t h e s e  to o l s  o r  m e t h o d s  to  o p t i m i s e  C X ?

8 5 % 8 4 %

5 3 %

3 9 %

5 6 %

47 %

6 6 %

8 6 %

2 . 1  M O S T  C O M P A N I E S  N O W  T A K E 

C U S T O M E R  F E E D B A C K  A N D  C X 

S E R I O U S L Y

Customer 
feedback 

system

Content 
management 

system

Customer 
analy t ics

Journey 
mapping

Innovat ion 
des ign spr ints

Digi ta l 
exper ience 

plat form

Contextua l 
he lp

Value 
f ramework
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C X  i s  d e f i n i t e l y  i m p o r t a n t  
i n  B 2 B  c o m p a n i e s
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The next  l i s t  we prov ide d in  th e  s ur ve y  w as  a  m enu 
of  act iv i t ies  that  co uld  im pr ove  C X  pr o gram m e s 
i f  implemented.  We  as ke d th e  re s po nde nts  to 
indicate  i f  they  were  do ing e ac h  ac t iv i ty  a t  a l l ,  and 
which ones  were  se e n as  a  m ajo r  pr io r i ty  fo r  th e 
organisat ion.  Jus t  ove r  th re e -quar te rs  o f  th e  s urvey 
cohort  (76%)  were  e ns ur ing th at  th e i r  m ar ke t ing 
s t ra tegy  a l igned wi th  th e  ove ra l l  C X  s t ra te gy,  wi t h 
28% even c i t ing th is  as  a  m ajo r  pr io r i ty. 

The same proport ion  i s  c o l le c t ing data  fo r  us e  in 
content  personal isat io n,  inc luding a  2 5 % m ajo r 
pr ior i ty  recogni t ion.  A l l  th e  o th e r  ac t iv i t ie s  we re 
recognised by  the  vas t  m ajo r i ty  o f  re s po nde nts 

(b et ween 58%  and  67% ),  wi t h  i mp ort ant  maj or  pr ior i ty 
ca l l -ou t s  for :  enab l i ng p eop l e  i n  a l l  teams t o  del iver 
cons i s tent  CX;  p roact i ve l y  d evel op i ng cu st omer/buyer 
j ou rney  map s;  and  ensu r i ng t hat  t he  go- t o-market  p lan 
and  execu t i on are  cu st omer-ob sessed .

T he su rvey  a l so  asked  i f  an  act i v i t y  was  not  b eing 
d one,  and  t hree op t i ons  were  marked  as  su ch by  
30%  or  more  resp ond ent s.  T hese were: 

	› Havi ng a  cu st omer  segment at i on  mod el ,  
u ser/b u yer  p ersonas  and  j ou rney  map s  for  
b ot h  t he  cu rrent  and  fu t u re  s t ate.

	› A p rocess  t o  i ncorp orate  cu st omer  i ns i ght s  
and  feed b ack  across  t he  organi sat i on.

	› Usi ng CX measu rement s  and  met r i cs  t o  
i n form market i ng’s  work.

6   S E C T I O N  2

2 . 2  M O S T  W A N T  T O  I M P R O V E  C X , 

B U T  S O M E  A R E  

A  L I T T L E  H E S I T A N T  

Q.  H ow  s i g n i f i c a n t  a re  a ny  o f  t h e s e  a c t i v i t i e s  to  i m p rove  yo u r  C X  p ro g ra m m e s?
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Th is  i s  a  major  pr i or i ty  for  our  organisat ion This  i s  being done
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When we asked abo ut  th e  m e as ure m e nt  o f  C X ,  we 
presented a  tota l  o f  10  po ss ib le  C X  m e tr ic s  sys tems. 
Some of  the  terms m ay  h ave  be e n unfam i l ia r  to 
genera l i s t  marketers  no t  c lo s e  to  th e  C X  dis c ip l i ne, 
but ,  impress ive ly,  e igh t  o f  th e  m e tr ic s  we re 
acknowledged by  ove r  h a l f  o f  th e  re s po nde nts .  T he 
most  common metr ic  in  us e  i s  th e  ne t  pr o m o to r  score 
(NPS)  a t  75%.* The  next  th re e  m o s t -c i te d m e tr ics  are: 
customer  sat is fact i o n  rat ing (7 1%);  c o ntrac t  re newal 
ra tes  (69%);  and voic e  o f  c us to m e r  (63 %).      

* N e t  p ro m o te r,  n e t 

p ro m o te r  sys te m ,  n e t 

p ro m o te r  s c o re,  N P S  a n d 

t h e  N P S - re l a te d  e m o t i c o n s 

a re  re g i s te re d  t ra d e m a r k s 

o f  B a i n  &  Co m p a ny, 

I n c . ,  F re d  Re i c h h e l d  a n d 

S a t m e t r i x  Sys te m s ,  I n c .

2 . 3  C X  I S  B E I N G  M E A S U R E D 

A C R O S S  M O S T  B 2 B  C O M P A N I E S 

D o e s  yo u r  o rg a n i s a t i o n  h ave  sys te m s  i n  p l a c e  to  re c o rd  t h e s e  C X  m e t r i c s?

7 1 %

3 6 %

6 9 %

1 8 %

6 1 %

57 %
6 2 %

6 0 %63 %

75 %

4 4 %

Net 
promoter 

score

Customer 
satisfaction 

rating

Contract 
renewal 

rates

Voice of 
customer

Customer 
churn rate

Customer 
average 
t ime-to-

resolution

CX indexCustomer 
l i fetime 

value

Customer 
effort  
score

First 
contact 

resolution

Another  
CX system
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S E C T I O N  3

M a r k e t i n g  p ro fe ss i o n a l s  
s e e  t h e  i m p o r t a n c e  o f  C X

T h e  n ex t  s e c t i o n  o f  t h e  s u r ve y  a s k e d  a b o u t 
m a r k e t i n g  re s o u rc e s  fo r  p e r fo r m i n g  C X- s p e c i f i c 
w o r k ,  i n c l u d i n g  t h e  n e c e ss a r y  s k i l l s ,  s t a f f i n g  a n d 
t ra i n i n g .  We  a l s o  re v i s i t  t h e  i m p rove m e n t  a n d 
m e a s u re m e n t  p ro g ra m m e s  l i s t e d  i n  t h e  p re v i o u s 
s e c t i o n  fo r  m o re  m a r k e t i n g  c o n t ex t .

T he su rvey  d i scovered  a  c l ear  s t a tement  of  i n tent : 
ex act l y  t wo-t h i rd s  of  market i ng p rofess i onal s 
conf i rmed  t hat  CX i s  seen as  a  fu nd ament a l  d es ign 
cr i ter i on  for  market i ng p rogrammes and  camp aigns, 
wi t h  31 %  even s t at i ng t hat  as  a  maj or  p r i or i t y. 
A l most  a l l  o f  t hose execu t i ves  are  i nvol ved  i n  an 
enterp r i se-wi d e CX i n i t i a t i ve.  N ear l y  ha l f  (44%)  are 
even b u i l d i ng u p  new team cap ab i l i t i es  cover ing 
CX need s,  and  over  a  qu ar ter  (29% )  p l an  t o  h i re 
ad d i t i onal  CX t a l ent . 

3 . 1  M A R K E T I N G ’ S  C X  I N T E N T 

S E E M S  T O  B E  H I G H

CX is recognised as a fundamental 
design criterion in our marketing 
programmes and campaigns

We are buliding up new team 
capabilities covering CX needs

Marketing is closely involved in the 
enterprise-wide CX initiative

We are hiring additional CX talent

8 % 3 6 %1 6 % 3 1 % 9 %

6 % 4 5 %2 2 % 2 0 % 7 %

1 3 % 3 5 %3 5 % 9 % 8 %

9 % 2 0 %4 9 % 9 % 1 3 %

H ow  s i g n i f i c a n t  a re  a ny  o f  t h e s e  c o n s i d e ra t i o n s  a ro u n d  C X ?

This  i s  a  major  pr i or i ty  for  our  organisat ion

This  i s  not  a  pr i or i ty  for  our  organisat ion

This  i s  p lanned in  the  near  fu ture  ( two years)

This  i s  being doneThis  i s  not  being done
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The s tatement  of  in te nt  i s  im po r tant ,  but  a  l i t t le 
harmless  because,  w h e n as ke d i f  th e  m ar ke t ing 
organisat ion  current ly  h ad s pe c ia l i s t  C X  s ta f f,  a  c l ear 
64% of  the  respond e nts  adm itte d th at  th e y  d id  not . 
Hal f  o f  the  64% se l e c te d th e  c o ns o lato r y  s ta tus  t hat 
thei r  genera l i s t  mar ke t ing te am  did  h ave  ‘s o m e  CX 
know-how’.  An inte re s t ing 11% re po r te d th at  they 
are  g iven CX feedb ac k  and advic e  f r o m  ano th e r 
department  on a  re gular  bas is .  

With in  the  31% of  c o m panie s  th at  do  h ave  C X 
specia l i s ts ,  the  sur ve y  s h ows  th at  th is  num be rs 
between one in  ten  and o ne  in  e igh t  o f  th e  ove ra l l 

market i ng team i n  terms of  s t a f f i ng.  Hal f  o f  t he 
CX teams rep ort  d i rect l y  t o  t he  CMO or  market ing 
d i rect or,  and  anot her  1 0%  t o  a  ch i e f  ex p er i ence 
of f i cer,  whi l e  t he  ot her  sp eci a l i s t s  a re  sp read  around 
t he  market i ng organi sat i on.

Ju st  one-qu arter  o f  t he  comp ani es  rev i ewed  have 
CX t ra i n i ng and  coachi ng mater i a l s  ava i l ab l e  for  the 
market i ng team whi l e,  i n  1 5%  of  t he  comp ani es,  i t  i s 
‘ex p ected ’  t hat  a l l  market i ng team memb ers  bui ld  up 
CX comp etenci es.  However,  38%  of  t he  market ing 
teams have no CX t ra i n i ng/coachi ng mater i a l s  a t  a l l .

3 . 2  C U R R E N T  C X  S T A F F I N G  

I S  L O W

3 . 3  T H E  C X  O P P O R T U N I T Y  

F O R  M A R K E T E R S

D o e s  yo u r  m a r ke t i n g  o rg a n i s a t i o n  h ave 
s p e c i a l i s t  C X  s t a f f ?

D o  m a r ke t i n g  te a m  m e m b e rs  h ave  t h e 
o p p o r t u n i t y  to  i m p rove  t h e i r  C X  c o m p e te n c i e s 

a n d  h ow ?

1 7 %

1 5 %

3 8 %

6 %

1 %

2 3 %

5 %

3 3 %

1 1 %

1 1 %

9 %

3 1 %

Yes,  there  are  t ra in ing/
coaching mater ia ls 
ava i lable

Yes,  bui ld ing CX 
competencies  i s  a 
development  opt ion  
for  marketers

Yes,  we expect  
a l l  market ing team  
members  to  bui ld  
up CX competencies

Those  w ho p re fer  
to  focus  on CX a re 
e ncoura ge d  to  jo in  that 
group  a t  some  p oint

The re  a re  no t ra in ing/
coa ching ma te r ia ls 
o f fe re d  to  the  market ing 
te a m

O the r

We do not  have CX 
spec ia l i s ts

We c urrent ly  outs o urce o ur 
CX requi rem ents

So m e genera l i s t  mar keters 
have s om e CX k now-h ow

We have som e CX exp er t s 
to  s upport  the  w id er 
ma rket ing tea m  w hen 
as ked to  do s o

Mar ket ing is  p r ov ided 
wi t h  CX feed b ack  and 
ad vice  o n a  regular 
b as is  b y  ( an)  o t her 
d ep ar t ment (s)

We have a  d ed icated 
team o f  CX sp ecia l i s ts  
in  mar ket ing wh o 
measure  and  mo ni tor  
CX
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This  re luctance to  s uppo r t  C X  pr o c e ss e s  w i th in 
market ing at  the  mo m e nt  c an be  expla ine d w h en 
you cons ider  how m o s t  c o m panie s  de plo y  th e i r 
CX methods  and to o ls .  Of  th e  8 6 % o f  c o m panies 
running a  customer  fe e dbac k  sys te m  fo r  C X ,  h a l f  o f 
thos e respondents  s pe c i f ie d th at  th e  sys te m  w as  ru n 
outs ide of  market ing.  Eve n a  m ar ke t ing-o r ie ntated 
process  l ike  custom e r  analy t ic s ,  nam e d by  8 4 % of 
respondents  as  bei ng us e d fo r  C X ,  i s  be ing do ne i n 
over  a  th i rd  of  the  c as e s  (3 1  o f  th e  8 4 %)  o uts ide of 
the  market ing organis at io n.

There  i s  a  s imi lar  p ic ture  w i th  th e  C X  m e as ure ment s 
systems that  are  in  p lac e  ac r o ss  th e  c o m panie s .  Onl y 
the  customer  l i fe t ime  va lue  and vo ic e  o f  c us to mer 
metr ics  are  manage d m o re  th an 5 0 % o f  th e  t im e b y 
market ing.  Al l  othe r  sys te m s  are  c o l le c te d o uts id e of 
market ing in  the  majo r i ty  o f  c as e s .

	› Marketers  are  c l ear l y  s t a t i ng t hat  t hey  want  to 
b u i l d  u p  CX resou rces  and  comp etenci es.  But 
t he  d at a  ab ou t  t ra i n i ng,  coachi ng and  even 
career  op p ort u ni t i es  for  market i ng p rofess ionals 
d oes  not  su ggest  an  overwhel mi ng i mp et us.

	› Even for  t hose marketers  who d o have CX 
t ra i n i ng mater i a l s  ava i l ab l e  t o  t hem,  t he 
qu est i on  i s :  a re  t hey  b ei ng gi ven t i me t o  i nvest 
i n  t hat  mater i a l ?

	› T he fact  t hat  many CX systems and 
measu rement s  are  ru n  ou t s i d e of  market i ng 
p rob ab l y  makes  sense.  Cu st omer  serv i ce  and 
ot her  p ost -sa l es  d ep art ment s  have greater 
access  t o  cu st omers  t o  b e ab l e  t o  col l ect  the 
d at a,  b u t  t h i s  shou l d  not  mean t hat  market ing 
t akes  l i t t l e  resp ons i b i l i t y  for  CX. 

 
Sam Hi l l ,  d i rect or  o f  cu st omer  ex p er i ence at  In f in i ty, 
a  SaaS-b ased  ca l l - i n te l l i gence p l at form,  and  a lso 
B2B Market i ng’s  Hi ve  amb assad or  for  CX,  had  th is  to 
say:  “Genera l l y,  B2B marketers  tend  t o  b e t oo broad 
when cons i d er i ng CX.  T he b road er  you  go,  t he  more 
d i l u ted  and  chal l engi ng t he  j ob  b ecomes t owards 
d er i v i ng qu al i t y  ou t p u t s.  T hey  need  t o  b e t argeted 
i n  t hei r  ap p roach,  e.g.  l ook  at  a  p ar t i cu l ar  cu stomer 
segment /p ersona and  a  p ar t i cu l ar  s t age of  t he 
cu st omer  j ou rney/l i fecyc l e.”

3 . 4  M U C H  O F  C X  I S  O U T S I D E 

M A R K E T I N G

3 . 5  K E Y  I N S I G H T S

Eve n  f o r  t h o s e  m a r ke te rs 
w h o  d o  h a ve  C X  t ra i n i n g 
m a te r i a l s  a v a i l a b l e  to 
t h e m ,  t h e  q u e s t i o n  i s :  a re 
t h e y  b e i n g  g i ve n  t i m e  to 
i nve s t  i n  t h a t  m a te r i a l ?
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C M Os  h ave a  d i s t i nct  ad vant age 
o f  a  h o l is t i c  p u rv i ew of  t he 
o r ganis at i on- t o-cu st omer  and 
brand-to-p rosp ect  re l a t i onshi p , 
un ique ly  qu al i fy i ng t hem t o  own 
th e  s t ra tegy  arou nd  CX.  So, 
now  is  the  i d eal  t i me for  B2B 
m ar ke te rs  t o  s tep  i n  and  l ead 
th e  de l ivery  of  a  CX f rom end  t o 
e nd to  del i ver  a  market i ng- l ed 
c us to m er  ex p er i ence. 

M ar ke t ing- l ed  CX i mp roves  on 
t radi t io nal  CX b y  ad d ress i ng 
th e  f ragment at i on  t hat  hap p ens 
w h e n th e  cu st omer  moves 
th r o ugh  var i ou s  organi sat i onal 
func t io ns  (market i ng,  sa l es, 
s uppo r t ,  op erat i ons,  etc) ,  and 
re plac e s  i t  wi t h  a  coord i nated , 
e nd-to -end  ex p er i ence t hat  i s 
ove rs e e n b y  market i ng.

F o r  th e  cu st omer,  i t  resu l t s  i n 
a  m o re  cohes i ve  and  i nt u i t i ve 
expe r ie nce.  For  t he  organi sat i on, 
i t  re s u l ts  i n  a  c l ear  l i ne  of  s i ght 
ac r o ss  e very  cu st omer  i nteract i on, 
w h ic h ,  in  t u rn,  d r i ves  h i gher 
re ve nue s  and  d eep er  market 
ins igh ts .  And ,  for  t he  marketer,  i t 
e nable s  t he  ab i l i t y  t o  d emonst rate 
m ar ke t ing’s  i mp act  on revenu e and 
brand e qu i t y.

Ac c o rding t o  McKi nsey  & Co., 
ove r  8 0 % of  CEOs ex p ect 
C X  gr owt h t o  come f rom t he 
m ar ke t ing teams,  whi ch means 
m ar ke t ing l ead ers  need  t o  t h i nk 

In  today’s  u l t ra -com pe t i t ive,  
on-demand bus iness  e nv i r o nm e nt, 
CX is  a  d i f ferent ia to r  th at  c an 
spel l  success  or  fa i lure  fo r  an 
organisat ion.  Near ly  e ve r y 
bus iness  acknowle dge s  th at  th e y 
need to  do CX bette r.

However,  there  ex is ts  a  ne e d 
for  companies  to  sh i f t  th e i r 
approach to  CX,  f ro m  s i lo e d 
to  hol is t ic .  Ins tead o f  lo o king 
at  jus t  the  exper ienc e  o f  th e 
product  or  serv ice,  th e  fo c us 
must  be on the  cus to m e rs ’ 
ent i re  engagement  w i th  th e 
organisat ion.  Sa les ,  m ar ke t ing, 
product  des ign and  c us to m e r 
support  must  a l l  co ntr ibute 
towards  the  promise  o f  a  s ingular, 
un i f ied customer  expe r ie nc e. 
To do so,  bus inesse s  ne e d to 
a l ign  d isparate  depar tm e nts , 
invest  in  CX in i t ia t ive s  and e ns ure 
that  the  products  and s e r v ic e s 
being of fered meet  o r  exc e e d 
customers’  expectat io ns .

d i f ferent l y  t han t hey  have in  the 
p ast .  T hei r  scop e now covers 
every  t ou chp oi nt  and  ex p er ience 
across  t he  fu l l  cu st omer  l i fecyc le. 
T o b e su ccess fu l ,  t he  CMO and 
market i ng team mu st  have a l l  the 
i n format i on need ed  t o  u nderstand 
and  nu r t u re  t he  cu st omer-bus iness 
re l a t i onshi p  t o  secu re  a  sa le,  dr ive 
rep eat  p u rchases  and  i ncrease  the 
t ransact i on s i zes. 

T o move t oward  CX-cent r i c i ty, 
marketers  mu st  u n i fy  s i l os  and 
u nd erst and  how t o  b u i l d  a 
CX-cent r i c  cu l t u re,  team and 
op erat i ng mod el  t o  l ead  change 
f rom wi t h i n.  T o hel p  achi eve 
t he  organi sat i on’s  CX goal s ,  a l l 
seni or - l evel  execu t i ves  mu st 
col l ab orate  wi t h  t he  CMO to 
create  a  cons i s tent  cu st omer-
cent r i c  ment a l i t y  across 
d ep art ment s.  I t ’s  t h i s  u n i f i ed 
ap p roach,  comb i ned  wi t h  an 
acu te  focu s  on d at a  and  analy t ics , 
t hat  moves  t he  need l e.

B A R B A R A  S T E W A R T , 

P ro p ol is  Hive  expert  for  CX

S a l e s ,  m a r ke t i n g , 
p ro d u c t  d e s i g n  a n d 
c u s to m e r  s u p p o r t 
m u s t  a l l  c o n t r i b u te 
towa rd s  t h e  p ro m i s e 
o f  a  s i n g u l a r,  u n i f i e d 
c u s to m e r  ex p e r i e n c e
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N ow  i s  t h e  t i m e  fo r  B 2 B  
m a r k e t i n g  t o  l e a d  C X



One of  the  major  ch al le nge s  in  im pr oving C X  in  B2B 
is  the  need to  gene rate  a  c us to m e r  databas e  that 
i s  su f f ic ient ly  segme nte d to  be  able  to  pe rs o nal i se 
the  exper ience of  e ac h  c us to m e r  bas e d o n th e i r 
exact  pos i t ion  in  th e  s a le s  funne l .  W h at ’s  m o re, 
technology and pe rs o nal  expe r ie nc e s  in  th e  B 2C 
wor ld  have created h igh  expe c tat io ns  fo r  th e  B2B 
purchas ing process .

Marketers  can  help  s o lve  th is  c h a l le nge  by  expand i ng 
thei r  customer  ins igh ts  pr o gram m e s  to  inc o r po rate 
a l l  phases  of  the  cus to m e r  l i fe c y c le,  ana lys ing not 
jus t  buy ing behaviour,  but  a l l  re ac t io ns  o f  th e i r 
customers  in  thei r  in te rac t io ns  w i th  th e  c o m pany. 
Then,  marketers  could  pr ov ide  th e s e  data  bac k  t o  t he 
respons ib le  peer  o r gans at io ns  –  th e  o ne  exe c ut i ng 
the  customer  touchpo ints  in  que s t io n  –  in  o rde r 
to  encourage and pr o m o te  a  be tte r  ove ra l l  C X .  In 
addi t ion  to  th is ,  th e  m ar ke t ing pr o gram m e s  l i s ted 
prev ious ly  a lso  of fer  a  s t r o ng o ppo r tuni ty  to  p lay  a 
major  ro le  in  CX suc c e ss :  

	› S a l e s  e n a b l e m e n t 
 
Imp rovi ng t he  conversat i ons  b et ween se l l ers 
and  cu st omers  i s  an  i ntegra l  comp onent  of  CX. 
T hese p rogrammes cou l d  a l so  b e ex tend ed,  when 
re l evant ,  t o  ass i s t i ng b u s i ness/channel  p ar tners  in 
t hei r  cu st omer  conversat i ons.   

	› C u s to m e r  a d vo c a c y 
 
Market i ng can fu l l y  d evel op  t hese p rogrammes 
f rom j u st  i d ent i fy i ng and  ass i s t i ng d el i ghted 
cu st omers  t o  su p p ort  b rand  p romot i on,  t o 
a l so  l everage t hese more secu re  re l a t i onships 
i n  test i ng and  t r i a l l i ng new p rod u ct s  and  new 
market i ng ap p roaches.  

	› C u s to m e r  s u c c e ss 
 
Many B2B cu st omer  organi sat i ons  seek  a  t rue 
va l u e-b ased  re l at i onshi p  wi t h  t hei r  most  i mportant 
su p p l i ers ,  and  market i ng’s  i nvol vement  wi th  the 
cu st omer  su ccess  p rogrammes wi l l  a l so  serve  to 
op t i mi se  t he  CX for  t hose sp eci f i c  cu st omers,  p lus 
a l l  ot her  cu st omers  i f  t he  ex p er i ence gai ned in 
t hese p rogrammes i s  ap p l i ed  across  t he  company.  

“O v e r  t h e  l as t  d ec a d e,  m a r ke t i n g  h as  d e v e l o p ed 
a d v a n c ed  t ec h n i c a l  s k i l l s  a n d  a  d ee p e r  c o n n ec t i o n  
t o  t h e  c us t o m e r s .  M a r ke t i n g  h as  e m e r g ed  as  t h e  
d i s c i p l i n e  b e s t  p o s i t i o n ed  t o  s e r v e  t h e  n eed s  o f 
c us t o m e r s  as  t h e y  s ee k  d ee p e r,  m o r e  s u p p o r t i v e 
r e l a t i o n s h i p s  a n d  o f  t h e  i n t e r n a l  b us i n e ss  as  t h e y 
n a v i g a t e  t h e  n ew  d i g i t a l  l a n d s c a p e s  a h ea d .  A l t h o u g h 
CX  i s  a  c o m p a ny - w i d e  r e s p o n s i b i l i ty,  m a r ke t e r s 
a r e  b e s t  p o s i t i o n ed  t o  s h e p h e r d  t h e i r  o r g a n i s a t i o n 
t h r o u g h  t h i s  t r a n s f o r m a t i o n  a n d  b e y o n d .” 

B A R B A R A  S T E W A R T
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Powered by  the  com m uni ty,  fo r  th e  c o m m uni ty.

Establ ished in  2004 ,  B2 B  M ar ke t ing is  now  th e 
number  one go- to  re s o urc e  fo r  B2 B  m ar ke te rs  across 
the  g lobe.

R ight  f rom the s tar t ,  we  h ad a  c le ar  m iss io n th at 
remains  as  s t rong and c le ar  to day :  to  pr ov ide 
marketers  a t  bus iness  brands  w i th  th e  to o ls ,  ins i ght 
and inspi rat ion  the y  ne e d to  gr ow  and s uc c e e d –  as 
both  indiv iduals  and bus ine ss e s .

To do th is ,  we nee d to  c o nt inual ly  e vo lve  to  m ake 
sure  we are  del iver ing w h at  y o u ne e d. 

This  i s  why Propol is  w as  bo r n  –  o ur  c o m m uni ty  
for  B2B marketers .

We’re  proud to  serve  as  th e  fo c a l  po int  fo r  th e  
B2B market ing secto r,  and to  be  a  fo rc e  fo r  gre ater 
connect iv i ty,  enabl ing m ar ke te rs  and le ade rs  to  share 
exper iences  and le ar n  f r o m  o ne  ano th e r.

 
 
b2bmarket ing.net 
propol is .b2bmarke t ing.ne t

in fo@b2bmarket ing.ne t 
+44 (0)20 7014 492 0
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Contact us

B2B Marketing
Clover House
147–149 Farringdon Road
London
EC1R 3HN

Tel: +44 (0)20 7014 4920
info@b2bmarketing.net
b2bmarketing.net/propolis
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