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The Limits of Behavioral Data

Behavioral data provides a wealth of information about customer actions—what they
buy, how often they visit a website, and which products they prefer. While this data is
invaluable, it only tells part of the story. It lacks the depth needed to understand the
underlying motivations and emotions driving these behaviors. For instance,

two customers might purchase the same product, but their reasons for doing so could
be vastly different. One might be driven by necessity, while the other by a positive
emotional connection to the brand. Customers will come with a different set of biases
that affect their decision making. Without understanding these nuances, brands risk
missing out on critical insights that could enhance customer engagement and loyalty.

The Power of Emotional Intelligence

Emotional intelligence in CRM involves analyzing real-time sentiment to gauge how
customers feel about a brand, product, or service. Going beyond traditional metrics
like Net Promoter Score (NPS) or Customer Satisfaction (CSAT) can provide a more
holistic view of the customer experience. By leveraging technologies such as natural
language processing and machine learning, brands can analyze customer interactions
across various touchpoints—social media, customer service calls, emails, transactions,
clinical moments and more—to detect emotional cues, biases and sentiment.

Understanding Real-Time Customer Sentiment Matters

Understanding customer sentiment in real time allows brands to be more proactive
and responsive. For example, if a customer expresses frustration on social media about
a delayed shipment, a brand equipped with real-time sentiment analysis can quickly
address the issue, turning a potential negative experience into a positive one. This level
of responsiveness not only improves customer satisfaction but also builds trust

and loyalty.

Understanding Real-Time Customer Sentiment Matters

- Automotive: In the automotive industry, predictive service and retention are crucial.
By understanding customer emotions, car manufacturers and dealerships can
anticipate service needs and address potential issues before they escalate.

For instance, if a customer frequently expresses dissatisfaction with their vehicle's
performance, the dealership can proactively offer a service check or upgrade,
thereby enhancing customer retention.
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- Financial Services: Emotion-driven financial guidance can transform the customer
experience in the financial sector. Financial advisors can use sentiment analysis to
understand clients' emotional responses to market changes and tailor their advice
accordingly. This personalized approach not only builds trust but also helps clients
make more informed decisions.

- Healthcare: Understanding patient emotion is critical in healthcare. By analyzing
patient feedback and interactions, healthcare providers can identify areas of
concern and improve the overall patient experience. For example, if patients
consistently express anxiety about a particular treatment, providers can offer
additional support materials, physician resources and other education to alleviate
their concerns.

- B2B: In the B2B sector, empathy-driven relationship management is key to
building strong partnerships. By understanding the emotions and motivations
of business clients, companies can tailor their approach to meet specific needs
and foster long-term relationships. For instance, if a client expresses frustration
with a particular service, the provider can address the issue promptly and offer a
customized solution.
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Conclusion

The Emotion Economy represents a paradigm
shift in CRM, moving beyond behavioral data to
incorporate real-time sentiment analysis.

By understanding the emotional drivers behind
customer actions, brands can create more
personalized and meaningful experiences.

This not only enhances customer satisfaction
and loyalty but also provides a competitive
edge in today's market. As industries like
automotive, financial services, healthcare,

and B2B continue to evolve, the integration

of emotional intelligence into CRM will be a
critical factor in their success. Brands that
leverage this approach will not only understand
what their customers do but also why they

do it—and ultimately, they will win.
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About MRM
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MRM is a modern relationship marketing
agency that builds enduring relationships
between people and businesses.

MRM's core capabilities help grow relationship
lifetime value, and span across CRM &

Loyalty, Customer Experience, Commerce and
MarTech, underpinned by Data & Analytics.

MRM operates in a borderless, integrated way,
to allow for greater collaboration and velocity.
MRM is part of McCann Worldgroup and the
Interpublic Group of companies (NYSE: IPG),
and spans 35 offices across North America,
Latin America, Europe, the Middle East, and
Asia Pacific.

For more information, please visit
www.mrm.com
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