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Customer Experience: 
The Differentiation 
that Ma�ers

The ASEAN digital economy is surging. Since 
the beginning of the global pandemic, the 
ASEAN1 region has seen an estimated 70 
millioni more people shopping online. In 
Indonesia alone, for example, the digital 
consumer population is expected to reach 165 
million by 2021.

Beyond this booming B2C landscape, there is 
large and growing potential in B2B ecommerce 
as well. The APAC B2B ecommerce market is 
expected to grow by an impressive 15.2% 
annually, based on a total market 
capitalization of US$253.49 trillionii. A sizeable 
portion of this growth will come from ASEAN, 
which is projected to surpass the EU to 
become the world’s fourth largest economy 
by 2050iii. 

Much of this growth is driven by new 
purchasing habits that arose from the 
pandemic. More than three in four B2B buyers 
and sellers alike now prefer digital 
self-service options or remote human 
engagements over face-to-face interactioniv, 
illustrating just how deeply the pandemic has 
disrupted traditional sales behaviors.

Buyers are also bringing many of their own 
personal consumer habits and preferences 
into the B2B space. Buyers are beginning to 
expect an “anytime, anywhere, anyhow” 
approach when interacting with potential 
vendors, placing high value on receiving 
personalized experience as customers, while 
also expecting the human element to be a key 
feature of the sales journey. Maggie Taylor 
Aherne, KickFire’s Director of Revenue 
operations, expects that “today’s B2B buyer 
journey will look more like B2C: B2B sales 
organizations will have to meet buyers where 
they want to buy and deliver customized 
experiences every step of the way.”v  

Statistics have shown that 84% of companies 
that deliberately emphasized customer 
experience reported an increase in revenuevi, 
and companies that stressed a customer 
experience mindset typically grew their 
revenues at 4-8% above their marketsvii.  In 
today’s landscape, even B2B-focused 
businesses must aim to secure customer 
loyalty and grow revenue streams through 
prioritizing a customer-first mindset.

1 Statistics refer to consumers in Indonesia, Malaysia, Philippines, Singapore, Thailand, and Vietnam.



3

Challenges in
Connecting the Dots

CIOs in APAC have come to recognize the 
importance of having a customer-obsessed 
mentality and have begun taking steps to 
transform their businesses’ customer 
experience. IDG’s State of the CIO 2021 
highlighted that 61% of APAC CIOs ranked 
improving customer service as a priority.

However, significant hurdles can hamper 
transformation efforts. As businesses expand, 
organizational silos o�en inevitably form 
between business units. Information silos can 
prevent the flow of vital customer information 
to customer service agents that need it, while 
data silos can prevent businesses from 
effectively analyzing and leveraging one of 
their most important tools: customer data. 
56% of organizations recognize that 
organizational silos will negatively impact the 
quality of their customer’s or prospect’s 
experienceviii.

Silos are especially damaging if allowed to 
form between marketing, sales, customer 
service, and IT, as restricted information flows 
and disparate technology infrastructure can 
deny businesses a deep, holistic view of their 
customers. This will lead to longer times 
needed to resolve customer issues as they are 
passed between departments. Worse yet, 
silos will likely cause repetition and 
redundancy in communications, with 
customers forced to repeat their problem to 
multiple customer service agents from 

different departments. From the agent’s 
perspective, the customer with no context and 
no background is likely to be seen as simply a 
ticket to be resolved, resulting in a customer 
experience that is a generic, impersonal 
interaction that fails to inspire trust and brand 
loyalty. 

While silos can represent the extreme of 
refusing to share information and data across 
an organization, there are further hurdles to be 
overcome once the silos have been broken. 
Silos would usually have led to different 
groups operating on disparate systems, 
resulting in data generated posing a significant 
challenge to data cleaning, exploration, and 
analysis. 58% of organizations have identified 
customer and account data coming from 
multiple, disparate sources as a barrier to 
effective sensemaking. The same number have 
also recognized a significant problem in the 
absence of enterprise-wide visibility of 
customer or prospect data, which can be 
generated from multiple sources, online and 
in-store, social media and call center, but is 
not aggregated into a single effective, 
actionable picture of the customer.
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Piecing the
Customer Datapoints
for the Big Picture

The crucial first step in 
transforming the customer 
experience is understanding the 
customer and the customer’s 
journey with the brand. An 
industry-leading CRM platform 
such as Salesforce is ideal for 
businesses to get an 
enterprise-wide, 360-degree view 
of the customer and end-to-end 
visibility of the customer journey. 
This information and 
understanding forms the basis for 
delivering the personalized 
experiences the modern digital 
consumer expects and has the 
potential to significantly expand 
revenue streams.     

But as with implementation of 
any new platform to an existing 
business, challenges are likely to 
arise in the process. Preparation 
is one key to success, and it is 
important to consider the 
following factors and actions 
before implementing a Salesforce 
CRM platform.

Set Realistic and Achievable Goals
Are business expectations of the CRM platform 
realistic? Even with a leading CRM such as 
Salesforce, KPIs set must be practical and achievable 
to be effective.

Develop a Roadmap
Once KPIs have been set, a roadmap is essential to 
chart the key milestones towards achieving these 
KPIs with the Salesforce CRM platform.

Allocate Skills and Resources
Planning and implementing a new platform, 
especially an enterprise-wide one, requires the right 
skillsets and resources dedicated to the task. Just as 
important are the skills and resources needed to 
troubleshoot issues and support technical 
difficulties, especially at the initial implementation 
stages.

Integrate with Existing Data Platforms
If existing legacy platforms hold substantial 
customer data, integrating these into a new CRM 
platform should be a foremost priority.



Choosing the
Right Partner

The capability and willingness to act as 
a technology partner instead of a 
simple solutions provider, being open 
to deeper collaboration and discussion 
to be�er understand the business’ 
requirements.

A proven ability to deliver the right 
experience and the appropriate 
expertise to tailor Salesforce to suit 
business needs.

A solid assurance that clients will be 
well-placed to achieve their desired 
business outcomes.

The ability to provide on-going support 
services to maximize the use and value 
of the Salesforce CRM.

A�er choosing the right Salesforce CRM solution, se�ing goals, developing a roadmap and 
allocating skills and resources, the next step is to choose the right partner for implementation to 
truly optimize the business value Salesforce offers.

The essential characteristics of a partner in implementation should have:

•

•

•

•
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Contact us to
begin your 

Salesforce journey.

Hi, we are 
Awan and Hiro!



Connect with Customers 
by Connecting your 
Salesforce

Digital consumers expect a lot 
from the brands they interact 
with and place a high value on 
personalization and the customer 
experience. Many businesses are 
coming to realize that silos in 
their organizations are hampering 
the ability to understand the 
customer and have end-to-end 
visibility of the customer journey. 

A proven, industry-leading 
Salesforce CRM offers the 
potential to transform 
businesses’ customer experience; 
but as with any new platform, 
challenges will arise in 
implementation. The key to 
success is working with the right 
partner which can bring 
innovation, experience, and 
proven expertise to the table, to 
bring digital sales and revenues to 
the next level.

i Facebook, Inc, and Bain & Company, Inc, “Southeast Asia, the Home for Digital Transformation. A Sync Southeast Asia Report.” Aug 2021.
ii GMD Research, “Asia Pacific B2B E-commerce Market 2020-2030,” Jul 2020.
iii eTail, “Here’s Why You Should be Looking Towards Asia for B2B Ecommerce Growth,” 2022.
iv McKinsey, “These eight charts show how COVID-19 has changed B2B sales forever,” Oct 2020.
v IDG, “22 for 2022: IDG Observations for the Year Ahead,” Jan 2022.
vi CISION PR Newswire, “New Research from Dimension Data Reveals Uncomfortable CX Truths,” Apr 2017.
vii Bain & Co, “Are you experienced?” Apr 2015.
viii Forrester, “How To Build Your Strategy For Customer Obsession,” Jun 2021.

To learn how Telcowin, 
Salesforce Gold Consulting 
Partner and authorized 
re-seller in Southeast Asia, 
can deliver tailored 
Salesforce offerings, visit 
h�ps://telcowin.com
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