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2016: THE YEAR OF THE CUSTOMER EXPERIENCE

A recent article in the Harvard Business Review
entitled “The Truth about Customer Experience”
defines the customer experience as your customer's
end-to-end journey with you, not just the key touchpoints
or critical moments when customers interact with
your organization. The customer experience is the
cumulative impact of multiple touchpoints over time,
which results in a feeling of a genuine relationship —
or lack thereof. Customer experience design is the
art and science of shaping an experience that
customers will appreciate, remember, and share
with their friends.

Businesses of all sizes have good reason to focus on
the customer experience. Whether improving direct
customers' experiences or the experiences of your
customers' customers with better communication
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products, a better customer experience delivers
bottom-line results. Studies have indicated that
a better customer experience can:

* Improve customer satisfaction

* Foster repeat customers and customer loyalty
* Increase customer advocacy and referrals

* Reduce customer churn

* Create a competitive advantage

* Increase revenues and sales

* Build stronger customer relationships

In the year ahead, serving customers, enhancing the
customer experience, and driving business profitability
will require print service providers to focus on serving
customers and improving internal operations. InfoTrends'
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2016: THE YEAR OF THE CUSTOMER EXPERIENCE (coniNnueD)

2016 Business Development Strategies Road Map outlines
the top areas that print service providers should focus
on in the year ahead. It offers key recommendations

and insights, based on market research and industry
examples, to help print providers outline and plan
strategies for 2016. Here's a summary of key points in
InfoTrends’ report, but be sure to read the full article for
more ways to enhance your customer experience efforts!

Deliver the Right Customer Experience

Delivering a great customer experience starts with
understanding what your customers want and taking
action to deliver it. The hard part is taking what you've
learned and adjusting the way your company works so that

Figure 1: Improving the
Customer Experience is
a Priority

What are the most
important objectives
that your company hopes
to achieve by investing

in CCM?

Reduce operational costs

Reduce overall communication costs

Improve the customer experience
Increase customer loyalty
Better understand customer behaviors
Reduce customer chum
Increase up-sellicross-sell opportunities
Reduce risks
Reduce IT costs

Drive behavioral changes in customers .

Reduce strain on IT staff

your teams, processes, and technologies are capable of
delivering on the experience that the customer expects.
According to InfoTrends' 2015 study entitled Customer
Engagement Technologies: The State of the Market,
North American and Western European enterprises’ top
objective for communication investments was improving
the customer experience (see Figure 1).

In another InfoTrends study entitled Micro to Mega:

Trends in Business Communications, enterprises with 500+
employees reported that the critical factors for selecting
a print provider were providing the best value, offering the
broadest range of services to enable “one-stop shopping,”
quality output, and access to expert advice (see Figure 2).

Achieve regulatory/legal compliance I 11.6%
Improve b user enabl t I 9.9
N =800 Respondents Other W 0.8% Multiple Responses Permilled
Source: Customer Engagement . .
Technologies: State of the Market 0% 10% 20% 30% 40%

Study, InfoTrends 2015

Figure 2: Key Vendor
Selection Criteria: Value,
Service, Quality, Expertise

Broad range of services |
Quality of print output |

How important are each
of the following criteria
when choosing a print
services vendor?

Expertise in services outside of printing |
International network

N =883 Enterprise Respondents
Source: Micro to Mega: Trends
in Business Communications,
InfoTrends 2015
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Offers comprehensive services |

Offer print samples |

Relationship with dedicated client representatives
IThechnical resources

Convenient location

Competitive pricing |

Ability to meet promised deadlines

Ability to manage both print and digital channels
Environmental credentials |

Printing using Pantone colors |

B Mandated by policy

Best value |

Expert advice |

Multiple locations
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Focus on Specific Industries to Understand

Customers’ Businesses

Understanding a customer’s business has never been
more important. Today, customers and prospects
research the products and services that they are
considering purchasing via the Internet, and this often
makes service offerings and pricing transparent. The
wealth of online information often prompts buyers to
make decisions before they even speak to a sales rep.
This means that print providers must find new ways
to enhance and add value to the customer experience.
Understanding a customer’s unique challenges and
opportunities starts with understanding his/her industry.

Print providers recognize that a vertical market focus
enables them to target a group of customers in a market
where they have expertise. According to InfoTrends’ 2015
Software Investment Outlook, print service providers'
top strategy for steering operations over the next five
years will be focusing on specific industries (see Figure 3).

Print providers that focus their attention on a particular
industry must fully understand their customers, their
customers' competitors, and the industry at large —

its trends, terminology, regulatory and compliance
challenges, competitive tendencies, and other key
attributes. In short, specializing in a vertical industry
makes it possible to build products and services that
address unique market needs and position a provider

as a partner that is integral to a customer’s success.

Figure 3: Taking a Vertical
Approach to Drive Business

Which of the following
initiatives best describe
your strategic business
direction in the next
five years?

N =77 Commercial Printers
Source: U.S. Production Software
Investment Outlook, InfoTrends 2015
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Communication Relevance Matters:
It's All About the Data!

Although some say that money makes the world go
around, today's marketers are just as likely to say that

customer data makes their world go around. Data offers

businesses new opportunities to better understand
their customers through a variety of sources, including
purchasing behaviors, interactions, demographics, and
history. The end objective is to deliver a personalized
customer experience that prompts the consumer to

By 2018, there could be a shortage of
between a 140,000 and 190,000 people
with the requisite talent to provide
essential data analytics and predictive
modeling skills, as well as a shortage of
1.5 million managers and analysts with
the ability to leverage the insight to make

take a desired action. InfoTrends’ survey of SMBs and
enterprises found that personalization was critical to
marketing communications. According to the study,
64% of SMBs and 60% of enterprises indicated that
communications would either be personalized (one-
to-one) or segmented (one-to-few) (see Figure 4).

effective decisions.

This can mean opportunity for service providers that are
willing to build, buy, or partner with other organizations
to deliver these capabilities. Some print providers

are starting to expand their data services. Data-Mail
(Newington, CT), one of the nation'’s largest direct mail
printers, set up a separate company called Intelisent

to offer marketers sophisticated data services and
personalized one-to-one communications. In addition,
the company provides an array of data driven capabilities
ranging from data audits to predictive modeling.

Unfortunately, pulling insights from data to deliver a
better customer experience is not always easy. Doing

it effectively requires skills and knowledge that some
businesses are lacking. According to Gartner, 85% of
Fortune 500 companies are ill-prepared to exploit big
data in their organizations to support these efforts.
According to the McKinsey Global Institute, by 2018,
there could be a shortage of between 140,000 and
190,000 people with the requisite talent to provide
essential data analytics and predictive modeling skills,
as well as a shortage of 1.5 million managers and analysts
with the ability to leverage the insight to make effective
decisions. Yet according to CompTIA, eight in ten
executives agree that the ability to harness data

would make their businesses much stronger.

Today's marketers expect to provide a flawless
communication experience to their customers that
delivers personalized content via the appropriate
channel. To accomplish this task, marketers need partners
that understand data. Marketers' pursuit of relevant
communications will prompt print service providers to
get their data skills in place in the coming year.

Figure 4: A More Personalized

m Mass Marketing (One-to-Many) [ Segmented Marketing (One-to-Few) m Personalized Marketing (One-to-One)
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InfoTrends’ Final Thoughts

The customer experience is not a fad; it is a concept that
is here to stay. Moving forward, developing an effective
customer experience will be essential to serving your
customers and growing your business. In 2016, the

most successful firms will figure out how to retool their
marketing and sales efforts to optimize the customer
experience and differentiate their businesses in the eyes
of prospects and customers. As we head into 2016, ask
yourself —will you choose to embrace the customer
experience or ignore it?
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