2019 Digital Trends: Customer eXperience Focus
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About the Survey
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Review of 2018:
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Customer Experience is at the Top of Business Agenda but not Ready in Enablement
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19% 33% 46% 64%
Optimizing Real Time Still not Advanced Fragmented and
Customer Personalize Customer Experience Inconsistent
Expe2r|()e1r;ce Eiusetﬁg:wire Enablement Integration between

" IFr)m 5019 (9% Immature) Technology

19% no cloud tech)
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Collection and Utilization of Holistic Customer Data for Commercial Gain is Challenging

53% 40% 42% 38%
Better Use of Improving Still very Challenging  Tracking Marketing
Customer Data for th'stomerf to Secure Holistic View  Effectiveness and
Segmentation ntelligence for ¢ istomers across all Media Spend
and Targeting Holistic Customer .
Interactions

in 2019 View In 2019
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Walled audience data silos, e.g. Facebook, Google

Integrating data across channels

Personalising consumer experiences without violating privacy
Inconsistent measurement across media channels

Pricing transparency (including agencies and tech partners)
Ad viewability

Ad fraud

Integrating adtech with martech

Ad blocking

Managing move to in-house programmatic

None of the above

Other
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Plan to Adapt and Leverage Al/ML as a part of Digital Transformation?

)

29%:43%: 50% 38%:30%:
27% Negative Already Using or 38% Knows How to Use
29% Positive Plan to Invest -
2% Lack of K
- AUML. but 32% Still Lack of Knowledge

0 .
43% still Neutral 50% still no Plan 30% not Considered Yet

with Curiosity
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Customer eXperience2| 2|0

Lorem ipsum dolor sit amet,
consectetuer adipiscing elit. Aenean
commodo ligula eg
massa. Cum sociis natoque
penatibus et magnis dis parturient
montes, nascetur ridiculus mus
Donec quam felis, ultricies nec,
pellentesque eu, pretium quis, sem
Nulla consequat massa quis enim.

sectetuer adipiscing elit. Aenean
commodo ligula eget dolor. Aenean
massa. Cum sociis natoque
penatibus et gnis dis parturient
montes, nascetur ridiculus mus
Donec quam felis, ultricies nec,
pellentesque eu, pretium quis, sem ]
Nulla c uat massa qui

tetuer adipiscing
t dolor. Aenean
massa. Cum sociis natoque penatibus et magnis dis
rturient montes, nascetur ridiculus mus. Donec quam
felis, ultricies ne llentesque eu, pretium quis, sem.

um dolor sit amet
consectetuer adipiscing elit. Aenean
commeodo ligula eget dolor. Aen
massa. Cum socils natoque
penatibus et magnis dis parturient Lorem ipsum dolor sit amet.
r es, nascetur ridiculus mus, onsectetuer adipiscing elit. Aenean elit. Aenean commado ligula ege

Donec quam felis, ultricies nec commodo ligula eget dolor. Aenean massa. Cum sociis natoque penatibus et magnis dis Lorem ipsum dolor sit amet)
pellentesque eu, pretium quis, sem. massa. Cum sociis natoque parturient montes, nascetur ridiculus mus. Donec quz conseglatuer adipiscing elit. fanedn
Nulla consequat massa quis enim penatibus et magnis dis parturient felis, ultricies nec, pelle: ue eu, pretium quis, sem. commado ligula eget dolor. Aenean
montes, nascetur ridiculus mus.

Donec quam felis, ultricies nec,

pellentesque pretium guis, sem
Nulla consequat massa quis enim

as

montes, nas

Donec quam felis, ultricies nec,
pretium quis, sem.

at massa quis enim

Lorem ipsum dolor sit amet, consectetuer adipiscing
elit. Aenean commodo ligula eget dolor. Aenean
massa. Cum sociis natoque penatibus et magnis dis
parturient montes, nascetur ridiculus mus. Donec quam
felis, ultricies nec, pellentesque eu, pretium quis, sem.




Conversion driven
Customer eXperience throughout
Entire Journey by

Content, Data and Action
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