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CMOs face many challenges

What are your organization's biggest challenges with marketing programs?

Expertise in new channels 52%
Coordinating siloed marketing teams 42%
Changing existing business processes 40%
Aligning with corporate communications 38%
Getting executive support 35%
Driving decision-making with customer insights 21%
Technology skills 20%
Coordinating different marketing service providers.. 16%
Content development skills 15%

Managing data quality 14%

Base: N= 151 UK Marketing decision-makers / Source: Forrester's Global Business Technographics Marketing Survey, 2019
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Context is changing marketing

BEFORE CONTEXT:

« Campaigns

« Targeting

« Customer segmentation
* Media schedules

« Messages

« Transactions

« GRPs and CPMs

AFTER CONTEXT:

Interactions
Engaging

Customer recognition
Customer moments
Utility

Value exchanges

Minutes of engagement




Moment marketing requires you to reduce
consumers’ cognitive load
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AdTech and MarTech convergence: focus on
customer understanding via an open data platform

Systems of
engagement 83

T i
. Insights




Marketers’ objectives are to leverage mobile to
iIimprove customer experience and engagement...

“What are your company's top three priorities for engaging customers on mobile devices?
(Please select up to three)”

Improve our customer experience 67%
Increase customer engagement
Improve customer satisfaction - ————— 3%/,
Drive traffic/sales online . —— 2 7%,
Build loyalty m—— 2 40/
Reduce operating costs - —— 2100
Reach particular consumer segments 110
Create a new source of revenue e 00,
Increase brand awareness = 00,
Influence offline sales = 70,
Reduce marketing costs mm 3%
Testand learn mm 304
Learn more about our customer's needs mm 3%
None of the above m 1%
Reach new geographies m 1%

0% 20% 40% 60% 80% 100%

Source: 2018 Mobile And New Tech Priorities For Marketers, Forrester Report

50%

© 2019 FORRESTER. REPRODUCTION PROHIBITED.



...but few use the right KPIs and metrics to
measure success

“What are the TOP 3 metrics you use to measure the success of mobile? (Please select up
to three)”

Number Of aCtive USEerS m"————— 53%
Customer satisfaction ——————— 300/
Traffic or unique visitors to our web site or apps S 320/

conversion raie  =———— /00
Revenue transacted directly via mobile phones m——— 200,
Mobile-influenced revenue m——— 1900
Time spent on the site or in apps = 11%
Leads generated (e.g., click to call) —— 1100
Brand awareness or preference mmmmm 904
mmmp Lifetime value of customers e Q04
Size of our database of opt-ins for messaging m==m 704
Traffic to our physical locations s 6%
Average order value of transactions mmm 50,
Deposits/asset base of mobile phone users mm 404
None of the above mm 394
Cost per app install CPA/CPI = 3%

0% 20% 40% 60% 80%

Source: 2018 Mobile And New Tech Priorities For Marketers, Forrester Report
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Moments require different MarTech investments

F

Engagement
Breadth

Engagement
Granularity
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Moments

v | * Individual

;| * Real Time

¢ | + Predictive

« | « Micro-targeting

* Triggered
* Reactive

+ Segments
« Campaigns
* Outbound



Cloud and open APIs to power faster, scalable and
more flexible customer experiences

“Which technologies does your firm invest in as part of its digital transformation?”

Software-as-a-service (SaaS)

Security and privacy
technologies

Moaobile applications

Data and analytics software

Customer engagement
software

Internet of things (loT)
Artificial intelligence
Blockchain

Augmented reality

55%

0,
46% Software and
the cloud
power digital
transformation.

Three of four leaders are
willing to adopt emerging
technologies — but few
firms do so today.

Source: The Sorry State Of Digital Transformation In 2018./ Base: 1,559 Business And Technology Decision Makers
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Acoustic Is a leader in ... "

Stronger

the Forrester cross- o

channel campaign
management Wave

b= Sironger sirategy

Market presence

0000
Source: The Forrester Wave™: Cross-Channel Campaign Management (EMS:




The CMOs technology spend is projected to
outpace services

$140,000 Technology
$120,000 Marketing 9.3%
automation
$100,000 Advertising 9.6%
technology
Millions ($)  $80,000 i Dataand 10.9%
analytics
$60,000 Services
M Strategy 4.0%
$40,000 B Advertising 2 4%
$20.000 B Operations 3.8%
$0
2017 2018 2019 2020 2021 2022 CAGR

Source: Forrester Report, The US Marketing Technology And Services Outlook, 2017 to 2022
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Al will scale data driven marketing approaches

Surface insights '

Personalization (E'P I\/Iarketmg planning

Source: Forrester report “Al Must Learn The Basics Before It Can Transform Marketing”
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https://www.forrester.com/report/AI+Must+Learn+The+Basics+Before+It+Can+Transform+Marketing/-/E-RES137223

Contextualize the dialogue: personalize the
experience per channel

10:35

Monday, September 26

{7 Ryanair

Ryanair 2 n

Welcome to Dublin. To Help us improve
our service we'd love if you could
answer a few quick questions about
your trip.
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Fill gaps in customer understanding and create a
cross-functional team to ensure accountability

Gas & Electricity Products & Services SavingEnergy Help Community My account
SCOTTISHPOWER

Smart meters are here

Don't worry, we'll be in contact when
our installers are in your area

View benefits of smart meters »
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Evolve the culture to act on insights and personalize
customer engagement

QUESTOR WHATSAPP = ‘-'\ FASHION NEWSLETTER

1.,  PRIVATE SCHOOL PLANNER
| 8 Sign up now for share tips, advice
"':y“ and recommendations direct to

@h@ @@E ta ]b L /} Your exclusive insider guide to
¢
E J! I I I A2%"\y applying for a private school
v your phone

News Politics Sport Business Money Opinion Tech Life & Style Travel Culture Q k

POLITICS

Your weekly fix of the best fashion
news, style tips and insider
analysis

OPINION

+ Premium i S ARIE o 5
BleweSz579:19 v ' 1 : EXCLUSIVELY FOR SUBSCRIBERS

» Live Brexiteer
fury as Speaker

TOM HARRIS

MPs had no way of kicking out the

meets EU 'and partisan John Bercow. The next
agrees to prevent Speaker should fix that
' So far none of the candidates has dared
L deal to address this point that is rather “
* Farage: 'What right does he have? more pertinent than breast feeding,
Disgraceful! clapping or wigs.
* EU 'ready to offer backstop
concession'
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CMOs to finally champion data privacy and trust
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Summary: as marketing & CX align, Martech must
shift from campaigns to moments

Customer data « Agent
management desktop

* Contact
Identity center
resolution

+* Digital

Systems of advertising
CX insight » Direct mail

optimization

ENGAGE |DISCOVER

« eCommerce

CDI‘ItBX‘tUEIly - Ernail
relevant Svet p » Mobile app
content ystems o N

engagement » POS, kiosk,
Customer or ATM
. « SMS/MMS

analytics
y « Social
Unified media

orchestration * Website
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