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Introducing Today’s Topic



The Intersection of EX, UX & CX Across the Client Journey
A Framework For Discussion

CX

EXUX



The Intersection of EX, UX & CX Across the Client Journey
Client Journey Framework For Discussion

Awareness

Selection

OnboardService

Loyalty 



The Role of the Modern 
Day Marketer



The Client Journey - Awareness



When we

THINK
prospects 

engage with
our firm.

When most
prospects

ACTUALLY
engage with

our firm.



39%

32%

31%

31%

31%

30%

29%

Online Search

The firm's sponsorship of
local events

Social media

Advertising online or in
resources I use

Satisfaction ratings from
existing clients

Online directory with ratings

The firm’s blog

40%

39%

36%

36%

35%

34%

33%

Engaged with professionals
from the firm

Testimonials from existing
clients

Referrals from
peers/colleagues

Referrals from people I know

Satisfaction ratings from
existing clients

Webinars put on by the firm

Firm’s website

B2B Buyers Do Their Research BEFORE Reaching Out

31%

30%

29%

27%

26%

24%

24%

Referrals from people I know

Reviewing information
provided by the firm

Engaged with professionals
from the firm

Testimonials from existing
clients

Referrals from
peers/colleagues

Satisfaction ratings from
existing clients

Talked to reference accounts
provided by the firm

Top Resources When….
Creating a short list of potential firms Determining top 2-3 firms Making final decision about which firm to hire



The Marketing Funnel 
Has Changed



Example: Demand Profiles at RedW



AWARENESS 
QUESTIONS?



The Client Journey - Selection



Buyers Seek to ‘De-Risk’ Decisions About Trusted Advisors

33%

33%

32%

31%

30%

26%

25%

24%

24%

14%

Existing clients/references

Validated online reviews/ratings

Client testimonials

Client satisfaction scores

Independent, third-party awards

Case studies

Referral from friend or colleague

Reviews on Google/Yelp

Company's website

Sales or marketing material
SOURCE: ClearlyRated

Most Persuasive Resources for Buyers

WHAT YOU
SAY ABOUT 
YOUR FIRM

WHAT 
OTHERS SAY 

ABOUT 
YOUR FIRM

39% 46%
65%

Gen Y &
Younger

Gen X Baby
Boomer

REFERRALS

42%
18% 4%

Gen Y &
Younger

Gen X Baby
Boomer

ONLINE REVIEWS



Top reasons clients chose their current primary accounting firm

39%

34%

34%

33%

33%

31%

29%

Strong evidence of high quality
service

They are a leader in their industry

Had the proper technology for our
needs

They demonstrated their expertise

They provided the best value for
their price

Demonstrated technical knowledge
in service area

Showed how the firm would be
easy to work

SOURCE: ClearlyRated

Most Selected Options

Switched 
from 

comparable 
firm…

Switched to a firm with 
broader capabilities

57%

New 
accounting 

service 
required

17%



SELECTION 
QUESTIONS?



The Client Journey - Onboarding



Example: Onboarding at RedW



Example: Onboarding at RedW



Example: Onboarding at RedW



Example: Onboarding at RedW



ONBOARDING 
QUESTIONS?



The Client Journey - Service



Service Quality on the Rise In Accounting
Net Promoter Score® rose for 4th consecutive year

31 31 28
18 19

24 23

38 39

2014 2015 2016 2017 2018 2019 2020 2021 2022

50
Best of Accounting® Minimum

70
World Class

84
Best of Accounting® Winners



46%
44%

37% 37% 36% 36%
32% 31%

25% 24%

Reduce
cost

Improve
technology

Better
customer

service

Better
understand my
organization’s

goals

Improved
flexibility in

timing of
services

Faster
turnaround

times

More
proactive

and
strategic

Expand
service

offerings

Maintain
same
key

contact(s)

Improve
billing

processes

Top items on accounting clients ‘wish lists’ of service

SOURCE: ClearlyRated

UX CX

EX



Solid Service Recovery is Key
1 in 5 clients will experience an issue – but will they tell you?

Yes
18%

No
82%

In the past 12 months, have you 
experienced a service issue with your 

primary accounting firm? 16%
won’t ever tell
you or the firm

74%
will tell 

someone else



SERVICE QUESTIONS?



The Client Journey - Loyalty



Loyalty Is Hard
to Achieve

• 69% of people in this country are 
proud to be an American,

• yet, 1.6 million people cheat 
on their taxes each year.

• 91% of people believe it is wrong to 
cheat on their spouse or partner,

• Yet, 74% of men would cheat 
if they knew they wouldn’t get 
caught.

• And 68% of women would 
cheat in the same 
circumstances.



Accounting clients are loyal…. to a point

54%
of clients are open 

to changing firms or 
actively looking

42%
of clients say they are 
‘somewhat’ or ‘very’ 

likely to change 
primary firms in the 

next 12 months

21%
of clients would 

‘likely’ or ‘definitely’ 
leave your firm if 

their primary 
contact left.



LOYALTY QUESTIONS?


