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Understanding What Customers
Need Before They Ask.
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Customer Intent Intelligence is the practice | SIGNALS.
of decoding the motivations, needs, decisions, = . e A CLEARER
confidence levels, and desired outcomes T TOMORROW.
hidden within customer signals. - i
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THE CUSTOMER INTENT INTELLIGENCE MODEL
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SIGNALS INTENT INSIGHTS ACTION OUTCOMES
Capture Uncover Find Prioritize Create measurable
what people do. why they do it. meaning. and execute. impact.
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UNDERSTANDING WHAT CUSTOMERS NEED BEFORE THEY ASK.
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PAGE2 | THE PROBLEM

Organizations Have
More Data Than Ever.

Yet many still struggle to answer a simple question:

What is the customer ‘
actually trying to accomplish?

Customers leave signals everywhere — across search, Al, digital
experiences, support channels, and beyond. Organizations collect
billions of data points, but often lack the context to understand the
intent behind them.

FROM DATA TO UNDERSTANDING |

A BRIGHTER TOMORROW
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WE COLLECT DATA FROM MANY PLACES

A wealth of signals. A deeper opportunity.

N e (@ (@ & (= G
[e] 1= (#ah Cl =
. M S [— e e i —
Search Engines Al Platforms Site Search Customer Support  Voice of Custmer Social Media Digital Analytics Internal Data
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- : Is a Human Goal.
» What customers searched for. » What problem were they trying to solve?
» What pages they visited. » What outcome were they seeking?
» What content they consumed. » What decision were they trying to make? BIEFERERS
PERSPECTIVE.
» What actions they took. » What uncertainty held them back? BIGGER
» What journey they followed. » What support was still needed? POSSIBILITIES.
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BEHAVIOR
IS ONLY
THE SURFACE.
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What people do

to do is deeper.

Motivations

is visible. | ) Needs
| ® Decisions
What they intend @ oL

Desired Outcomes

Unmet Needs

Intent turns data into understanding. —

And understanding creates the opportunity for better experiences,

smarter decisions, and a brighter future — for both customers and organizations.
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UNMDERSTANDING WHAT CUSTOMERS NEED
BEFORE THEY ASK.
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The Evolution -
of Intelligence

FROM SEARCH INTENT TO HUMAN INTENT ? ol
As technology evolves, so must our understanding of people. ' I"- : g ;
The future belongs to organizations that look beyond behavior }

to uncover the intent behind it.
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FROM OBSERVATION TO OPPORTUMNITY

THE INTELLIGENCE PROGRESSION T L
A deeper understanding. A greater impact.
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A BROADER VIEW OF INTENT

Intent exists across every stage of the customer journey — and across every channel,
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Actions Context

THE MINDSET SHIFT

-
FROM
OBSERVING BEHAVIOR

What was searched?

What page is needed?

What action occurred?
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What content should appear?

What journey did they take?

)

THE OPPORTUNITY

TO
UNDERSTANDING PEOPLE

Why was it searched?
What outcome is desired?
What decision is being made?

What need triggered the action?
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What support is still needed?
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Smarter decisions

Greater operational efficiency

Deeper customer understanding

More relevant experiences

/

Measurable business value

A brighter future for customers and organizations

"% Intent turns information into opportunity.
—‘&, When we understand why, we can create experiences that truly matter.
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UNDERSTANDING WHAT CUSTOMERS
NEED BEFORE THEY ASK.
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PAGE 4 THE BELIEF SYSTEM

FEOQOFLE PURPOSE

The Customer Intent
Intelligence Belief System

OUR BELIEFS GUIDE OUR WORK, OQOUR DECISIONS, AND OUR IMPACT.

EVERY INTERACTION
CONTAINS MEANING.

We believe every customer
interaction reveals a need,
a goal, or a barrier.

EVERY SIGNAL TELLS

A LARGER STORY.

We believe every signal is a
piece of a bigger picture.

UNDERSTANDING REQUIRES
MORE THAN ANALYTICS.

We believe data is valuable,
but it must be interpreted
through a human lens.

Al SHOULD AMPLIFY
HUMAN UNDERSTANDING.

We believe Al should enhance
empathy, insight, and decision-
making — not replace it.
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DATA WITHOUT
INTERPRETATION CREATES NOISE.

We believe more data does not
guarantee better decisions.
Context creates clarity.

BUSINESS VALUE FOLLOWS
CUSTOMER VALUE.

We believe when customers
succeed, organizations thrive.

INTENT IS THE MISSING LINK
BETWEEN BEHAVIOR AND ACTION.

We believe understanding intent
connects insights to meaningful
action.

A BRIGHTER FUTURE IS POSSIBLE.

We believe organizations that
understand customer intent will
create better experiences, stronger
relationships, and a more inclusive,
human-centered future.

PROGIEES
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ABIGHTER TOMORROW
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When we
understand
people’s intent,
we design
experiences
that empower
their next |
best step. \

DIFFERENT
PERSPECTIVES.
BIGGER
POSSIBILITIES.
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OUR DEFINITION
UMDERSTANMD
Customer Intent Intelligence is the practice of decoding the &% INNOVATE
motivations, needs, decisions, confidence levels, and desired outcomes #3 ELEVATE
hidden within customer signals. CREATE IMPACT
— Py

FROM ASSUMPTIONS
TO UNDERSTANDING
A SHIFT IN MINDSET.

INSTEAD OF...
— “What did they search for?"

WE ASK...

THE RESULT
DEEPER UNDERSTANDING.

STRONGER DECISIONS,
| GREATER IMPACT.

More relevant experiences

Improved self-service

— "What page do they need?"

—> “What content should we create?”
— "What action did they take?"

— "What channel did they use?”
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— “Why did they search?” ‘
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— "What outcome are they seeking’ Highisr conversisn

“What decision are they trying to make?” : ! ;
7 yiying | Increased customer satisfaction i

— "What is preventing them from taking action?”
— “What support do they still need?”

Greater operational efficiency

@
)
<
9,
©
©

Long-term customer value
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=3 UNDERSTAND.

The Customer S Qe

CREATE IMPACT.
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Promise

FROM SIGNALS TO A BETTER TOMORROW.,

Customer Intent Intelligence exists to help organizations
see beyond behavior, uncover what customers are truly

trying to accomplish, and turn that understanding into Ui =
meaningful action and measurable outcomes. R

OUR COMMITMENT
Customer Intent Intelligence will help organizations:

{ PO | Move beyond observing behavior. e Ll\
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/ Look past the what to uncover the why.

The Future -
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Reveal the motivations, needs, and opportunities. ‘

Vho Understand ~
AT 5 (' \ Greater
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Turn data into meaningful insights. ——

customer trust
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( I . Transform action into measurable outcomes.
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! motivations, needs, '
Create value for customers and the business. oo - d% Long-term
decisions, and desired _ l' s
- business value

outcomes.
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THE PATH FROM SIGNALS TO IMPACT
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SIGNALS INTENT INSIGHTS ACTION OUTCOMES
Capture ! Uncover Find Prioritize Create measurable
what people do. | why they do it. and execute. impact.

meaning.
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