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Identify how 
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micro conversions 
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customers’ journey



Limbic System - Emotion

Brain Stem – Instinct

Cortex - Logic



Brain Stem

The decision to buy is made 
subconsciously, and these 
subconscious decisions are 
based deep in the oldest part 
of our brains.

Brain Stem –
Instinct



Limbic System

Our subconscious decision to 
buy is then communicated to 
the conscious mind via an 
emotion. 

Limbic System -
Emotion



Cortex

The conscious mind then 
searches for rational reasons 
for a subconscious choice. 
We justify our emotional 
signals to buy with logical 
reasons.

Cortex -
Logic







The reality is that it is the 
CUSTOMER that defines 
their journey not us.

Their experience of this 
journey is as a series of 
decisions.

Think of it like 
• Side quests
• Adventure waypoints
• Choose your own 

adventure





Adjust customer 
engagements 
based on feedback



One Number You Need to Grow
HBR 2003 - Frederick F. 
Reichheld

The best predictor of top-line 
growth can usually be captured 
in a single survey question: 
Would you recommend this 
company to a friend?





Most companies ask this 
question once at the point of 
sale.

How likely a customer 
recommends does not tell us 
WHY.

Frankly, we use it to measure 
things other than customer 
advocacy.







Thankful

Joyful

Love

Ecstatic





Digital Summit 2021
• First live events since lock-down
• Limited audience fully masked
• Minneapolis
• Atlanta
• Kansas City
• Portland
• Detroit
• Chicago
• Raleigh

Full case study results available





Implement a 
customer feedback 
strategy that goes 
beyond the NPS







Discovery

The journey starts with an emotional connection.

• Do your potential customers make an emotional connection to 
your brand/products/services?

• Videos
• Gather feedback about the way people feel about your brand.







Awareness

There are questions to answer and problems that the 
CUSTOMER needs to solve.

• Did this article/page provide the information you were looking 
for?

• Chat bot and pop ups
• Use the feedback along with A/B testing data for better user 

experience on your website and better conversion rate 
optimization.





Consideration

So many options from so many providers.

• How do you feel after seeing the demo?
• How do you feel after using the sample?
• During discovery calls and in follow up emails
• Use the feedback to better understand the customer’s goals 

and objectives 
• Use the feedback to fine tune use cases for your 

products/services.





Purchase

Your company is the customer’s chosen champion.

• How do you feel about the onboarding process?
• How do you feel about the level of communication with your 

customer support team?
• During engagement with the sales and service teams.
• Use the feedback to better understand if you are meeting the 

customer’s expectation





Would you recommend this 
company to a friend?



Feel free to opt out
STOP

Or continue to get 
a link
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