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Abstract:

The approach to use Salesforce Experience Cloud as a change agent for B2B portal modernization and
Customer experience this paper explains. Moving towards more digital engagement, an enterprise seeks
expensive, hyper personalized, scalable & data driven experiences; B2B Portals are not deep enough to
provide. Salesforce Experience Cloud is a simple and low-code offering, an extension of Salesforce which
natively builds on the existing CRM ecosystem and comes with built features for organizations for
building intelligent self-service portal (of almost any form), partner community and account management
hub designed for complex B2B scenarios. It focuses on each core architecture components — Lightning
Web Components, CRM Analytics and Einstein-led Personalization (how do these building blocks help in
reducing our operational friction, improves partner onboarding timelines, improving customer
satisfaction). Learnings from real-world implementations and adoption of best practices - role based access
controls, omnichannel engagement strategy, cross-channel visibility of data. Key Takeaways On a global
scale, the results across organizations leveraging Experience Cloud saw tangible increases in portal use,
case deflection & Net promoter score (NPS). This paper chronicles a roadmap for change — using best
practices of scalable business strategy and governance — that will provide clarity, actionable items for
enterprise architects, CRM strategists and digital transformation thinkers engaged in the B2B portal
journey.

Keywords: Salesforce Experience Cloud, B2B Portal Transformation, Customer Experience
Optimization, Digital Self-Service, CRM Integration.

1. Introduction

In other words, the more recently created cadence of digital economic system has led to agencies
constantly generating frictionless, contextual and scalable B2B experiences for their partners, customers
and stakeholders [1]. Most legacy B2B portals built on outdated architecture are not equipped to handle
complex workflows, multi-tier partner hierarchies and real time data that modern enterprise partner
ecosystems require [2]. A large portion of this area has been usurped by cryptographic protocols.
Salesforce Experience Cloud (formerly known as Salesforce Community Cloud) is one of the most
comprehensive low-code digital experience platforms for developing and deploying a wide range of fully
tailored portals, partner communities, self-service hubs — fueled by mobile-ready integrations with CRM
data [4]. Most importantly, native integration with other Salesforce ecosystem components — Sales Cloud,
Service Cloud and CRM Analytics among others — allow a single view of the customer across channels;
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automated workflows and appropriate experiences at scale [5]. Salesforce Einstein leverages these
developments in Al integration via predictive recommendations, intelligent case routing and behavior
analytics-enabled ethics to further improve upfront outcomes [6].

Though still not a fully investigated topic [7], the use of Experience Cloud in contexts of B2B-specific
transformation is increasingly gaining relevance in various industries. Someone who is Average on
research done for the domain (here i am not razing a flag at any particular deployment where no
consideration to specific scenarios of that sort as multi-org data sharing, role based access governance and
partner lifecycle management that makes him clash with enterprise architects and CRM strategists and
putting down all six challenges.

This paper is where this comes into play, by analyzing the architectural capabilities and design patterns
within Experience Cloud to provide measurable business value within B2B customer experience
excellence [8].

Section 2 literature review on straight forward funnel transformation and CRM evolvement, Section 3
presents architectural landscape with Salesforce Experience Cloud in B2B contexts then Section 4
describes implementation strategy to take advantage of the critical success factors emerge from case-based
practice patterns all in-place. In Section 5, we present the key insights and implications for enterprise
transformation followed by recommendations in Section 6 as well as future research directions.

2. Literature Review

Digital portals in the context of B2B ecosystems transformations have received increasing scholarly
attention during the last decade. Enterprise portals indeed seem to be a type of cross-border connectivity
however, they depend on two key enablers — first, convergence/ consolidation which eliminates
operational redundancies by integrating information systems, and second increasing levels of
interconnectivity with significantly more reach than traditional channels in time-&-resource-intensive
form required spaces [9].

No denying the evolution of Cloud computing ecosystem has transformed the Fate of enterprise portal
Development. It is said that cloud-native middle & last mile portal platforms provide higher scalability,
cost efficiency and time to market than on-premise solutions by orders of magnitude.

According to them with rapidly rising partner expectations, the challenge of market disruption [10] and
following the mandates for regulatory compliance, cloud-based architectures can no longer be thought of
as a technology upgrade but an organizational necessity.

To illustrate, customer experience optimization in B2B contexts has been developed as a multi-faceted,
multidimensional construct (e.g., usability, personalization, response time and relationship continuity etc.)
that invariably results in how experiential standards set by all things consumers have now extended to the
expectations that buyers hold when they engage (buy) from vendors / partners — an order of magnitude of
expectations for which legacy portal systems were engineered to miss altogether. Organizations orienting
experience-based design thinking portals have superior NPS, reduced Customer Lifetime value (CLV) &
total deal cycle time [11].

Given your focus on enterprise technology, research shows that CRM platforms are one of the few
connections in B2B digital transformation. This illustrated that these new CRM ecosystems were not just
toolkits for pulling the insights data, but rather potential engagement orchestration engines millions of
preceding embedded steers managing Journeys via multiple touch points. The approach used to implement
these strategies is of special interest, with a focus on using CRM based portal interfaces as a significant
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enabler of context-based personalization that in turn helped surface relevant content, automate often-
performed interactions and make interactions task oriented instead of role-oriented; all techniques that
would help lower cognitive loads for portal users [12].

Salesforce is the "CRM ecosystem" and receive its share of research — as a vehicle for enterprise-wide
digital transformation. Salesforce-integrated platforms have also reported operational efficiencies in terms
of data visibility across silos and cross-functional collaboration against sales and customer satisfaction
benchmarks, with implementation reports among Fortune 500 organizations being an outlier. A strength is
the AppExchange market place & an open API architecture (e.g., offering B2B-specific BPS solutions
tailored to specific industry needs supporting companies with a configured solution while preserving the
platform integrity) [13].

An overview of the evolving literature of technology serves discovering you are proprietary Salesforce
Experience Cloud value and compose forms to be distinctive for Digital Experience Platforms is after
picture archive. The Lightning Web Component framework in Experience Cloud will make portal
development quicker yet more reactive - they found that the previous methods for traditional portals would
be relying on a significant amount of custom code. An especially strong benefit for B2B use cases
requiring both granular control of access to data and multi-tiered governance over visibility into data was
the native integration with permission sets, sharing rules, and Salesforce Flow automation [14].

Another important B2B engagement paradigm that will change with the Al and machine learning ranked
integration in enterprise portals. Studies in (at) its area revealed that such Al personalization engines
produced a large improvement in the relevance of content (as measured by the duration individuals
engaged with the content, and self-service resolution rates. Key among them were predictive capabilities,
such as the next-best-action suggestions and sentiment analysis/intelligent search Salesforce Einstein
provides to organizations that are enabling companies to migrate from reactive portal experiences toward
proactive engagement models that enable personalization for customers as expectations of B2B buyers
shift. [15]

MRM or channel relationship management is a derivate domain of B2B portal research, specific
requirements like multi-tier add to those further down the path into issues around co-selling workflows,
deal registration and certification management. Vendor sketches could yield up that implementations
through portal solutions like Experience Cloud's Partner Central template look to be an aimed at fitting
option with functions customized for accelerating these complexities along structured pipelines by deal
type, collaborative workspaces, performance dashboards for real-time tracking per partner. The new
partner onboarding time was reduced, and organizations realized measurable increases in channel-driven
revenue percent [16] when they added specialized partner portals that were built on Experience cloud.
The self-service has gained a lot of attention in the academic literature, being a complementary to enhance
customer experience and minimize an agent-support served by an organization. Research has consistently
demonstrated that a well-architected self-service portal can offload the vast majority of low-complexity
support incidents, leaving only a few interactions that combine the need for empathy and judgement to be
managed by humans. Fintech analysts found a thorough examination of self-service options like order
tracking, invoice management, finding contracts and knowledge base browsing were table stakes in B2B
-- ones that Experience Cloud's service portal templates provided better than any at enterprise scale [17].
As B2B portals are approached to share sensitive commercial, financial, and contractual information over
partner networks, security on data governance & compliance is the crux of every B2B portal research.
Minimum requirements on ID management; outsourc-ing field-level security as well as audit trails, and
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strong criticism of checkpoint commands, were among the points raised by scholars in a special issue
directed at enterprises wishing to deploy portals. Salesforce Experience Cloud applicability across top
compliance frameworks — GDPR, SOC 2 and ISO 27001 (its customizable sharing architecture was
identified as a key driver for enterprise procurement among the required long-term trust of the platform)
[18].

Various analytical frameworks have been utilized to evaluate results of digital transformation and for the
context of B2B portals. What the researchers proposed for multi-dimensional assessments are schemes
which have a fraction of quantifiable metrics (adoption of portals proportions, average time per user spent
on knowledge-wise selects and also cost equivalent/case deflection ratio, revenue-multiplication extracted
partners sourced)—in other words they rely largely on performance data so long as it’s absolutely
supported by experience factors such as stakeholder feedback and user satisfaction scores. The frameworks
put a premium on organizations needing to establish baseline performance measures before undertaking
portal transformation projects in order to be able and demonstrate return-on-investment quantitatively (as
well as qualitatively), in the kind of numbers that can directly and clearly speak both to decision makers
and not decision/makers.

It seems that the new generation of public domain literature advocates mobile-readiness, omni-channel
engagement & real-time collaboration as being the holy grail for next-gen B2B portals. In a later study, it
was found that B2B consumers were using multiple devices to access partner and customer portals
although they heavily relied on responsive design frameworks and a mobile web UI experience. This
scalability allowed Experience Cloud to accommodate cross device differences in portal experience
quality and Lightning components & mobile publisher override responsiveness, thereby expanding the
access for more stakeholders using a differentiated partner engagement model over a distributed network.
[20]

3. Methodology

The next section describes the research approach for the systematic study of Salesforce Experience Cloud
to change B2B portals. This study is believed to also contribute as potential option of optimization method
in non-equivalent and parallel manner informed by qualitative architectural design approach, quantitative
performance indicators identified qualitatively through empirical validation from case studies in real-
world implementation patterns.

3.1 Research Design and Approach

Each paper follows a qualitative-quantitative mixed method, structured around three categories:
Architectural decomposition, Implementation approach and Outcome measurement. Empirically, the
section will replace and systematize all elements of an artifact treating the Salesforce Experience Cloud
platform as an artifact considered through design science research (DSR) methodology through B2B portal
transformation goals. The data for the study will be secondary data collected from Salesforce technical
documentation, enterprise implementation reports and empirical literature (peer-reviewed papers).

3.2 System Architecture of Salesforce Experience Cloud for B2B Portals
In a B2B context, the Salesforce Experience Cloud Architecture framework explores five interrelated
layers; each layer enables individual functional capabilities in order to build an ensemble ecosystem for
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enabling portal transformation. Presentation Layer Integration Layer Logic and Automation Layer Data &
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Figure 1: Five-Layer Architecture of Salesforce Experience Cloud for B2B Portal Transformation.
Figure 1 depicts the flow and uses of a hierarchical platform architecture from Presentation Layer to
Security and Governance Layer that ensure B2B portal users experience seamless integration with
salesforce core CRM ecosystem in each layer.

3.3 Mathematical Modeling of Portal Performance

This paper presents and proposes a framework of three basic mathematical equations governing the
effectiveness of portals using experience cloud deployment, outcomes for B2B portal transformations in
terms of customer satisfaction and case deflection efficiency.
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Equation 1 — Portal Adoption Rate (PAR)
B2B Portal Adoption Rate = total number of active B2B users / Total Active User cast base within defined
assessment duration

n i
PAR — ;; 1 : active % 100
Z-.i 1 Uregisterfd 0

Where Ugtiye is the number of active users in cohort i and Uy, g;sereq i the total registered users for that

cohort in n organizational segments. A PAR of 70% is a benchmark value that indicates successful
Experience Cloud portal adoption in an enterprise B2B environment.

TOOL TWO — CUSTOMER EXPERIENCE SCORE (CXS)
Customer Experience Score (A combination of NPS, Time spent in the session, and self-service resolution)

Tse ssion Rse ]
CXS*O{*NPS—I—B-()_|_7.( ff)

Tbenchmark Rtotai

)
Where a, B and y are weighted coefficients (o + B + y = 1) generated through regression; Tgegsi0n 1S the
duration of average session engagement; Tpenchmark 1 the industry benchmark duration; Rge;f is a number

of self-service resolutions; and R;,¢,; 1s a total received support requests. A higher CXS value suggests
that Experience Cloud is used for its optimal contribution as a digital engagement layer.

Equation 3 — Case Deflection Efficiency Index (CDEI)

The Case Deflection Efficiency Index quantifies the reduction in support cases attributable to self-service
portal capabilities powered by Salesforce Knowledge and Einstein Search:

1
Opost Kart-ic!es

Op-re Kthrfshaid

CDEI =1 -

3)
Where Cp,s; 18 the scaled-anonymization average case from an S2-P0 post-deployment, C,, is a baseline
level chosen before deployment and products K,+ices are published articles in an existing Knowledge
portal with Kipresnoia being the minimum volume of articles for statistical deflection. About 1.0 of value
from CDEI indicates nearly full deflection of cases and thus, perfect self-service to the maximum extent.

3.4 Implementation Methodology and Data Collection

The approach consists of 4 Stages: I) Implementation Framework such as Discovery and Requirements
Engineering II) Platform Configuration and Customization III) Integration and Testing IV) Go-Live &
Performance Monitoring. The study adopts a mixed-method approach on recent deployments based on
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primary data collected from deployment logs of enterprises and platform analytics, dashboards, as well as
stakeholder interviews at B2B firms.

4. Results and Discussion

The following article summarizes the findings of a 12-month investigation into qualitative and quantitative
data surrounding one specific approach to implementing Salesforce Experience Cloud across four B2B
industry verticals. Here is a breakdown of the scores across each of the four performance vectors that
correspond to all research objectives based on our abstract: (1) Portal adoption, (2) Customer experience
optimization, (3) Efficiency with which case deflection and 4 Accelerated partner onboarding.

4.1 Portal Adoption Rate Across Industry Sectors

Applying Equation 1 across the four sectors yielded estimates of the Portal Adoption Rate (PAR). With
pre-deployment rates of between 29.8% and 51.2%, this illustrates how legacy portal infrastructure is
struggling to deliver consistent engagement with users at scale.

Post-deployment values were significantly greater than pre-deployment across all sectors, with an average
Post-Deployment Achievement Rate (PAR) of 80.9%, far exceeding the minimum benchmark threshold
defined in this methodology— a PAR >70%. Within the technology sector, this led with 88.5% and —
with an absolute gain of +44.3 percentage points — retail and distribution followed closest behind.

Table 1: Portal Adoption Rate (PAR) by Industry Sector — Pre vs Post Deployment

Industry Sector Registered PAR Pre PAR Post Improvement Benchmark
Users (%) (%) (%) Met
Manufacturing 4,200 38.4 81.7 +43.3 Vv Yes
Technology 6,850 51.2 88.5 +37.3 Vv Yes
Financial Services 3,100 44.6 79.3 +34.7 v Yes
Retail / 2,760 29.8 74.1 +44.3 v Yes
Distribution

Average 4,228 41.0 80.9 +39.9 v Yes

These results confirm that Experience Cloud's Lightning Web Component framework and mobile-
responsive architecture directly contributed to higher user engagement by reducing portal access friction
across geographically distributed B2B user bases.

4.2 Customer Experience Score and NPS Improvement

Customer Experience Score (CXS) is computed by Equation 2 using net promoter score, session length
and self-service resolution with o = 0.40 B = 0.35 y = 0.25 corresponding to each parameter
Post-deployment, the composite CXS was 42.84 (vs. baseline of 19.21) — a total performance
improvement of 123%. Their NPS increased from 28 to 61—a pretty clear indication of the shift in partner
and customer perception of portal quality.
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Table 2: Customer Experience Score (CXS) and Supporting Metrics — Pre vs Post Deployment

Metric Pre- Post- Change | Weight CXS
Deployment Deployment Contribution
Net Promoter Score (NPS) 28 61 +33 a=10.40 24.40
Session Duration (mins) 4.2 9.8 +5.6 B=0.35 0.34
Self-Service Resolution 31.5 72.4 +40.9 v=0.25 18.10
(%)
Case Deflection Rate (%) 27.0 68.5 +41.5 — —
Partner Onboarding (days) 21 8 -13 — —
Knowledge Articles 120 485 +365 — —
Composite CXS 19.21 42.84 +23.63 1.0 42.84

One of the most significant benefits for us is the increase in self-service resolution ratio — from 31.5% to
72.4% which indicates that three quarters of B2B support interactions have been resolved without human
agents’ involvement post-deployment implying significantly lower Operational cost pressure.

4.3 Key Performance Indicators Graphically

Next four charts are visualizing the key performance measures we explored in this paper. Each and every
one of these graphs corresponds to a different dimension in the framework around B2B portal
transformation outcomes.

100 - --- 70% benchmark threshold
88 5% Pre-deployment
mmm Post-deployment
81.7%
80 - )
s 74.1%
o
©
o 60 i
=
=
!
o
[=]
=
< 40
]
i~
o
o
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0 i
Manufacturing Technology Financial Retail /
Services Distribution

Figure 2: Portal Adoption Rate: Pre vs Post Deployment by Sector
Figure 2 is a grouped bar chart that displays the PAR values for all four sectors prior to and after

deployment of Experience Cloud. And that is why the visual contrast between the bars for before/after
adoption can be so stark in this area — because your transformation on the platform was a massive success.
Manufacturing and the retail sector, which have been oldest digitally disengaged sectors, had
comparatively more adoption leads, which further confirmed that on a proportionate bigger scale,
established sectors (historically) under advanced high digital engagement with other analytically driven
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digital-led sector peers in last 20 years are major beneficiaries of structured portal transformation
frameworks from Experience Cloud.
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Figure 3: Customer Experience Score Trend Over 12 Months

We now plot in Figure 3 the time series of the composite CXS over a 12-month calendar year period
following deployment completion. The curve has a rather steep trajectory Increase before months one to
four, leading into a milder tapering towards stability around months eight through twelve.

Technology 0.82

Manufacturing

=
-
=

--- Average CDEI (0.71)

Financial
Services

Retail / |
Distribution 0.61

o o o o o e e e e e
h
o]

0.0 0.2 0.4 0.6 0.8 1.0
Case Deflection Efficiency Index (CDEI)

Figure 4: Case Deflection Efficiency Index by Sector
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Horizontal bar diagram for represent the CDEI computed (Equation 3) per each industry sector is shown
in Figure4. The highest CDEI (0.82) was large companies in technology, followed by manufacturing
(0.71), financial services (0.68), and retail (0.61).

CDEI also varies by horizontal, which is expected given the published Knowledge articles and pre-
deployment case baseline values from earlier in the article. On the whole, sectors that focused their public-
facing content into more robust libraries remained strong representatives of the greatest deflection results
overall — providing compelling reason for Salesforce Knowledge integration being a no-brainer in orders
of magnitude when it came down to Experience Cloud ROI.
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Figure 5: Partner Onboarding Time Reduction Over 12 Months

Instead, it showcases four high-level metrics for partner engagement and wraps them into a long-time
multiple line graph visual as seen in the below figure 5 (PUPR, Unified Partner Ranking) which is
essentially an alternate view of the PPR metrics (Onboarding Time — Days, Deal Registration Turnaround
— Hours, Self-Service Resolution Rate and Portal Login Frequency -per User Per Week). To enable
comparison, for visualization, all of the metrics are normalized between the range of 0—100 in a window
of 12 months.

4.4 Discussion

This paper presents a proof of concept by measuring and evaluating performance across these four
dimensions in order to supply the empirical evidence that buttresses the core hypothesis that Salesforce
Experience Cloud is an immensely capable and suited strategic weapon for B2B transforming customers
along with an analytical/granular execution plan.

A neat one-to-one mapping is derived from PAR results: access and response platforms above all else are
the top levers for accelerating B2B adoption. CXS progression shows that personalization in Einstein Al
can deliver a significant gain on satisfaction, and done over the deployable deployment lifetime. CDEI
analysis creates a dip-to-potential correlation between Knowledge article investment and case deflection
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results, enabling enterprises to supercharge their efforts at reducing support costs in parallel with quality
improvements of the portal.

What Do Partner Onboarding Insights Mean? You can see the most from these strategic partner onboarding
insights. Slower activation of channel revenue through lengthened time to recruit an effective partner, and
a 62% improvement in onboarding (from 21 days to 8 days) directly do just that: condense the headaches
of recruiting a successful partner into first deal contribution where legacy portal architectures are
structurally unable to deliver.

All in all, these results validate the 3 equations defined in the methodology were appropriate vehicles for
measuring success of transformation initiatives by B2B portal owners, while substantiating Experience
Cloud's unique architectural design competency to address enterprise B2B ecosystems' requirements for
complexity/unpredictability and governance/agility-level engagement.

5. Conclusion

This paper has systematically mapped the use of Salesforce Experience Cloud as a MQL transformation
toolkit to drive B2B portal modernization, customer experience improvement and scalable distributed
fulfillment. Analyzing architecture, building mathematical models and testing actual performance in four
industries showed measurable, incremental benefits from Experience Cloud across all of the five major
impact areas for B2B engagement. The lean to the higher Portal Adoption Rate shifted in avg 39.9 p.p
above the defined model threshold of 70% for all sectors researched. Composite Customer Experience
Score more than doubled (123% increase) with petroleum [11.3% of has the highest NPS, self-service
resolution rates and personalization by Einstein AI] The solution-specific changes (such as creating a
knowledge base, which is then fed by the efficiency index of case deflection) are ultimately indirect but
certain advances towards the betterment of operational cost savings in the process. Thus, if you spread the
companions to channel income, and restrained the invite speeds all of the approach down twelve, your
numbers took an incredible 62 percent hit. This gives us the rationale for our Experience Cloud four
layered nimbus into an executable transformative roadmap that provides a secured intelligent portal
ecosystem befitting to the complex nature of B2B relationships. In our other papers, the readers can
explore multi-cloud Experience Cloud integration and Al-empowered engagement blueprinting across
novel B2B sectors.
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