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Introduction
We’re all living in an era of rapid change. Consumers 
now demand more from the brands they prefer — and 
they expect those brands to deliver personalized, 
connected experiences. This desire, combined with 
increasing product options has pushed companies to 
the tipping point, forcing them to evaluate how to best 
deliver on the modern consumer’s expectations.
 
Successful companies such as Netflix, and Amazon 
are pushing the boundaries of what it means to 
deliver truly 1-to-1 experiences to their customers: 
They’re using data about preferences, product usage, 
and behavior to drive personalized customer journeys. 
These products are so pervasive that customers 
everywhere now expect every company to have a 
deep understanding of their needs, delivering similarly 
personalized experiences.

Our best experiences as customers, whether personally 
or professionally, has set a new bar for every consumer 
interaction. Consider this: Uber relies on our trip history 
to proactively and intelligently suggest locations for 
us, delivering an incredibly personalized customer 

experience. So why shouldn’t we expect that same level 
of personalization when we walk into a dealership to 
buy a new car or have our water heater serviced?

In the past, manufacturers relied on distributors and 
channel partners to understand the consumer. But now, 
manufacturers must understand, interact with, and develop 
closer relationships to their end customers to deliver truly 
exceptional customer experiences.
 
This new landscape is shifting business models to put 
customers at the center of every experience. Manufacturers 
not only need to deliver high-quality products, they also 
need to forge ongoing, 1-to-1 relationships with their end 
consumers. What will help elevate these relationships? 
Cutting-edge technology that helps manufacturers get 
smarter and more predictive about their customers.

Why can’t manufacturers, like Netflix and Uber, use 
real-time  recommendations, like proactive equipment 
repairs from field service agents or recommended 
product configurations for sales reps to sell?
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How to Cultivate 
Customer 
Relationships
Consumers have always relied on everyday products 
like their car, their refrigerator, and their HVAC system 
to help them live their daily lives. But then came 
connected-device companies like Tesla and Nest; 
they’ve truly pushed the envelope for what consumers 
can expect of manufacturers. They have redefined 
customer expectations, tapping into key data to 
inform their customer relationships for the better. 
In other words: They’re not just delivering a product, 
they’re delivering a customer journey that includes 
exceptional customer service and an  
ongoing relationship. 
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It was only natural for Tesla and Nest 
to position themselves as connected 
customer companies: they were founded 
as software-enabled products. But what 
about companies outside of Silicon Valley? 
What about companies that have a track 
record of producing exaceptional products, 
but aren’t sure how to dive into the 
connectivity revolution? 

Personalized service is no longer just a 
nice-to-have. It is now a deciding factor 
for customers when they’re looking to buy. 
This is a new world for manufacturers, and 
many lack the right technology to manage 
the large amount of data that is needed 
to power a closer relationship to their end 
customers. This has major implications for 

the kind of experience sales, field service, 
and customer service need to provide. It 
also has major implications for the tools 
that sales and service need to have at their 
fingertips in order to get smarter about 
their customers and deliver exceptional, 
personalized customer experiences.

Consider a company like GM, which was 
founded thousands of miles away from 
Silicon Valley and has been in business for 
over 100 years. Despite this, the company 
has embraced technology as the key to its 
future as a manufacturer. And it has turned 
to Salesforce to help the company drive 
this new generation of connected  
devices forward.
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GM has partnered with Salesforce to help drive 
the future of the connected driver. Its doing this 
through its OnStar AtYourService application, 
where merchants can build personalized 
relationships with drivers, all powered by the 
Salesforce Community Cloud. GM CEO Mary Barra 
sat down with our CEO Marc Benioff at Dreamforce 
2016 and made it crystal clear how GM views the 
power of the connectivity revolution. She stated 
that “connectivity is really the platform for so many 
of the other services that you can put into the 
vehicle to make peoples’ lives better.” You can see 
this sentiment reflected in GM’s actions as well — 
in 2016 alone they acquired autonomous driving 
startup Cruise Automation and established a 
$500M partnership with Lyft to develop the future 
of the connected car, all to deliver better, more 
personalized experiences to their customers.

https://www.salesforce.com/video/238868/


Sales and Service:  
The Customer 
Experience Power 
Couple
We know that a product is only as good as the service 
that comes with it. That’s why sales and service leaders 
need to team up to provide a seamless experience 
to their customers across every channel — including 
digital ones like social media, online communities, and 
email. To offer that seamless customer experience, 
both the sales and service teams need to have access 
to information that gives them a 360-degree view 
of the customer. In fact, 73% of sales teams rate 
the ability to collaborate across departments as very 
important, and 62% of sales teams agree that the 
ability to collaboratively sell with other departments 
(like service) is very important.

It will take cutting-edge technology to close that gap.
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Manufacturers must ensure that every 
employee — as well as channel players like 
dealers, distributors, and manufacturer 
reps — have access to the right technology. 
This access will give them real-time insights 
to shape a more personalized customer 
experience that includes proactive service. 
This kind of opportunity puts every company 
on the fast-track to close deals. But having 
this 360-degree customer view also deepens 
the understanding of how customers are 
getting value from the products and services 
that manufacturers provide. This accelerates 
new opportunities while letting them better 
understand ways to drive margin.

 

Manufacturers making investments in 
technology — specifically in customer-centric 
platforms — are beating the competition. In 
fact, high-performing service organizations 
are 2.5x as likely to have heavily adopted 
technology to aid their service reps compared 
to moderate performers. And companies 
with high performing sales teams are 2.1x 
more likely to be very good at providing a 
single view of the customer.

Higher customer expectations of service 
coupled with the fact that the sales process 
is now more competitive and more complex 
means that manufacturers need the right 
tools to help them provide exceptional 
customer experience from lead to cash, to 
the ongoing customer relationship.
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High-performing service organizations are 2.5x more likely 
to invest in better technology for service reps compared to 
moderate performers.  
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Mitsubishi Electric’s Cooling and Heating Division found 
that its wide network of customer-facing stakeholders 
like sales, distributors, and channel partners had 
trouble getting a full understanding of its customers. 
Employees didn’t have a 360-degree view of customers 
and deals, which hurt pipeline visibility, made revenue 
unpredictable, and most importantly damaged the 
company’s reputation with customers who expect 
quick responses on things like product quotes.

The company turned to Salesforce to build a 
centralized partner community — built on the 
Salesforce Community Cloud and Salesforce Quote-to-
Cash. By giving stakeholders a 360-degree customer 
view, Mitsubishi Electric found that sales quote 
cycle times decreased by more than 90%, sales 
quote approval times dropped from two days to two 
hours, and significantly improved communication 
between internal reps, distributors, and channel 
partners — which allows their team to spend less time 
on busywork and more time creating exceptional 
customer experiences to drive customer loyalty.



Connecting the 
Back Office to Get 
Smarter About Your 
Customers
So what’s holding manufacturers back from 
transitioning to new technology? Complex legacy 
systems that don’t integrate well. The result: 
manufacturers have to navigate incredible complexity 
if they want to connect all of their systems of record.

What this means is that getting the right data to 
the sales and service reps who need it is seemingly 
impossible. And how can sales and service be 
expected to have a 360-degree view of their 
customers and provide personalized service if they 
don’t have access to the right data at their fingertips?
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Aligning teams around complex sales 
processes with increasingly demanding 
customers is getting more complicated. Sales 
teams are on the road visiting prospects 
and need access to customer information, 
while service teams are being tasked with 
reducing times spent on cases while driving 
higher customer satisfaction scores. For 
sales and service to be able to work together, 
they need to align on customer data and 
collaborate in real time. And manufacturers’ 
legacy tech stacks and systems of records 
aren’t built to enable this functionality, let 
alone make it available on mobile devices or 
productivity apps that reps use to access the 
data they need.

Customers aren’t the only ones with 
new expectations. Sales and service reps 
have become accustomed to the ease of 
smartphones in their personal lives, and 
they now expect that same kind of mobility 
in their jobs. They expect to be productive 
from anywhere with their smartphones. 
And to truly unlock the full potential of 
manufacturing sales and service, employees 
need a fully mobile-ready solution. With 
it, they can close deals and service cases, 
whether they’re behind a desk or in the field.

CHAPTER 3
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Manufacturers who are growing their business acknowledge 
they need to proactively adopt solutions to help them better 
understand, analyze, and take action on their customer 
relationships. These manufacturers realize that their industries 
are at an inflection point, and legacy tech stacks with 
disconnected, inaccessible sources of data are no longer enough 
to get the job done.

This means collecting, analyzing, and taking action on customer 
data to provide ongoing service and support to the end 
customer. It also means giving sales teams the tools they need 
to engage in a more complex sales process that involves not 
just one-off sales of product but forging an ongoing customer 
relationship. And it means giving service teams the ability to 
proactively identify and address customer needs.

Companies like GM and Mitsubishi Electric are turning to 
Salesforce to help them connect their business data to get 
smarter about their customers. With a connected back office, 
they can build operational agility across their front office — giving 
them a 360-degree view of their customers. And with a unified 
front office, sales and service can seamlessly work together to go 
beyond the product and deliver personalized service at scale.

Are you ready to win new 
customers? Here’s your checklist 
to make sure your covering your 
bases.

  Adopt new technology across 
the organization 

  Unite sales and service teams

  Mobile-ready

  Leverage data to personalize 
service

Conclusion
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INDUSTRY RESEARCH: MANUFACTURING

2016 

CONNECTED 
MANUFACTURING 
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Insights into Manufacturing Service

https://www.salesforce.com/form/pdf/sales/journey-to-the-cloud.jsp?d=70130000000NROS
https://www.salesforce.com/form/pdf/connected-service-report-2016.jsp?d=70130000002DsuE
https://www.salesforce.com/form/service-cloud/go-for-growth.jsp?d=70130000000NROS
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