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Social 
Connection

“The HUB”

Steps to creating personalized, emotion-based experiences

Open APIs
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“Magic moment” 
mobile app

Strategic Planning 
Customer Journey

Designing personalized 
experiences

Emotion-based 
experiences

Conservative

CIO

Modern

CIO

Early adopter

CIO
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The New Digital Customer is Born

3
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Digital Physical Blur

Smart things

Smart machines

Connected screens

Quakebot

Physical world is coming online as 
objects, devices, & machines 

acquire more digital intelligence

4
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Internet of Things is Real and Here to Stay

Connected 
Home

Wearables 
4 fitness

Mobile 

On-demand 
Economy
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Internet of Corporate Things

What do you mean … this 
product doesn’t come with an 

app?

What do you mean … this 
product is not connected?

What do you mean… I have to 
purchase this product? I just 

want to use it for a while.

The expectations from the 
consumer B2C world is spilling 

over into the B2B world
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These macro trends and changes in customer behavior have a direct impact on how 

customers wish to consume their products and services:

Everything will be connected, come with a mobile app, 

and be available as a service

Source: blog.axeda.com
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The Good News… If you do get it right

7

mortgage-application and 
decision process digitalization

You can BOND with a 
happy customer

The benefits are huge
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Systems of Engagement are evolving into Systems of Immersion

8

Design starts 

with 

engagement
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From Promotion to Emotion

• ~40% of adults distrust ads in any medium

• Young people are particularly resistant –

84% of millennials dislike advertising

• People are looking for the immersive experience 

“Engagement takes place when a story, or a marketing message, 

provokes some sort of action among the audience—a tweet, a post, 

a face-to-face conversation.

Immersion takes place when the audience forgets that it’s an 

audience at all. Immersion blurs the lines—between story and 

marketing, storyteller and audience, illusion and reality.” 

Source: Frank Rose The Power of Immersive Media

Source: Nielsen 

G
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So how can we play this new game?

 The customer has changed

 This means the game and the rules have also changed

 There are many new cards you can use (technologies and tools) 

but they will most likely be used alongside existing cards.

 So how do you play this game? What does it take to win?

First let’s have a look at the cards. 

N
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This card should be in every hand!

CX &
CX &

Customer 
journey design

It all starts 

with 

Customer 

Journey

11
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Why? Because journeys are replacing the old “funnels”

12

Source: Steve Patrizi
http://stevepatrizi.com/ 2012/10/23eht/-wen-gntiekram-selas-lennuf/

Yesterday’s funnels gave 
organizations power and control of 
the process. Today, customers
control the process and have more 
knowledge.
“Today, buyers are 60-70% through 
their decision-making process 
before engaging a salesperson” 
(Steve Patrizi)
Journeys are a way to re-gain 
control and create personalized, 
more valuable processes.

N

http://stevepatrizi.com/2012/10/23/the-new-marketing-sales-funnel/
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Card #2 – Mobility (when done right!)

Source: christianheilmann.com

Mobile as extension of YOU

“Whatever the problem is …

my smart device is the solution!”

Customers expect to get what they want 

in the moment of need “immediately” 

in context to “their data”

Source: Spoiled customer

In other words, customers expect … 

Magic

Mobility

G13
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Examples of “magic moments systems”

14

Amazon
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From Mobile Engagement Systems to Magic Moments

15

Sensors

Customer

Systems of Transactions
Core

Systems of Engagem.
Emotion

APIs APIs

The 
HUB
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What does “the hub” platform do

16
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Mobile-First and Sometimes the ONLY

17

It's time for new architecture:

• Web isn't designed to 

handle mobile apps or sites.

• It cannot handle the real-
time demands of connected 

products.

• Existing architecture built for 

a browser-led PC world can't 

flex, scale, or respond to the 

21st century needs.
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Card #4 - On-demand economy

18

share our living spaces

share our knowledge 

share our cars

share our parking space
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On-demand economy is spilling over into the enterprise world

programmers

Doctors@home in 2 hours

programmers

home maintenance

taxi-like

Video consultation with an experienced 
attorney at the push of a button

testing

Get started in minutes, no 
contracts, no minimums

משיקה שירות  עיריית מוסקבה 

חדש שישכיר לך בעל לפי שעה

19
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Card #5 - API Economy 

20
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Mobility strategy – 3 types of CIOs

Conservative 

Org. presence in the 
mobile channel

Silo mobile app 
development for 
specific need or

App created without 
significant clear goal

Tactical adoption of 
responsive web 
design (RWD)

Stand alone app

Modern

Mobile apps as 
extensions of core 

business

Strategic Planning

Core system integration

App being used by people 
but doesn’t bring real 
change or innovation

Mobile app as a channel 

Mostly hybrid approach 

Early adopter

Holistic mobility strategy 
integrated in org. strategy

“Magic moment” app  - existence of 
”HUB” tools that understand events 

and trigger personalized mobility 
experiences

Taking full advantage of smart devices 
functions (location awareness, push 

notification, social network integration, 
context based value added, offline mode) 

Open APIs

omnichannel – IoE, smart devices & 
wearables as part of ongoing, 

seamless processes 

Adjusting infrastructure
G21
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But wait… the players have also changed

22

Who’s in-charge of customer 
experiences and magic moments?
Service? Sales? Marketing? Engagement? 
Digital officer? Experience officer?

All of the above? No one?

N
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A new key player is entering the game (and CIO’s new client)

CIOs: You have a new customer!

Half of their budget is already spent on customer experience

They will be 100% based on technology within 10 years

They will measure anything and everything they do will be measured

They are “data people” - Analytics will be their most important tool

They are now turning from cost centers into profit centers (deal-closers)

Their power in the organization is soaring!
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From:

To:

Meet the “NEW” CMO: From Ads to Math

24
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And they have a whole set of fancy new cards

New marketing

Old marketing

25
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The new Marketing Technology toolkit

You get the picture.
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MarTech categories: many new cards

•Email marketing

•Mobile marketing

•Social media marketing

•Content marketing

•Customer experience – channels

•Customer experience – analytics

•Hubs/Suites

•Campaign mng

•WCM

•Ecommerce

•Analytics

•Digital advertising

27

* Another grear source for MarTech tools and categories:
http://www.lumapartners.com/resource-center/lumascapes-2/

Source: Chiefmartec.com Marketing Technology Landscape

x2

N

http://www.lumapartners.com/resource-center/lumascapes-2/
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Significant Digital Advertising Milestones

28

1998 1999 2000 2001 2002 2003 2004 2005 2006

2007 2008 2009 2010 2011 2012 2013 2014 2015

Pop-up,
Pop-under 
Ads

Sources: Adpushup, Marin software, Infolinks
L
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Israel Digital Advertising Market

29

Ad Networks (media planner):

Ad agencies with Digital:
Effective Net (Reuveni Pridan IPG)

OCEAN (TBWA\YEHOSHUA, Gitam BBDO, I&M)

Ad Tech, Interactive  & Specialized agencies:

and many more….

2003 2015
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Agencies or tools? Both!

Source: Lumascape
http://www.slideshare.net/fullscreen/tkawaja/lumas-the-
evolving-digital-media/10

L

http://www.slideshare.net/fullscreen/tkawaja/lumas-the-evolving-digital-media/10
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Content marketing helps you tell a story

2 main leaders in content promotion

Marketing
tools

31

Content
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Customers “pixelling”: a powerful new tool

Track everything a person (IP 
adress) does in your digital 
space

“Paint” /Pixell them - Construct a 
digital view and body language

What interests them? What are 
the chances I can sell them?

Next step is to get them to 
identify themselves and know 
who the customer is

Once they identify I can track 
their journey and create a 
personalized experience

Analyzing digital data

N
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Future trends “affecting” marketers in the next 48 months 

33

Internet of Things

G

Mobile Payments
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Mobile Payment Volume Is About To Explode

34

It will be harder than ever to meet the 
increasing demands of the m-payment in 2015. 
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Away from Low‐Tech, Paper‐Based Tools, Expensive Registers, Card Swift

35
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Your phone becomes the only payment tool you need, wherever you shop

36
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M-Payment trends

37

• Consumer adoption is still limited 

 Less than 10% of U.S. and European 

consumers use mobile payments

• Mobile security and fraud risk are not 

currently major concerns - mobile 

experience is 

• Digital consumer wants the simplicity, 

context, time savings & entertainment value 

offered by Amazon, Get Taxi, Waze & their 

favorite retailer’s mobile app

Majority of mobile wallet users 

are millennials
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No single clear technology winner

38

45%	

37%	

29%	

0%	 10%	 20%	 30%	 40%	 50%	

By	presen ng	a	barcode	(or	QR	
code)	on	my	device's	screen	for	

the	cashier	to	scan	

By	tapping	my	device	on	a	
payment	reader	using	NFC	

By	scanning	a	barcode	(or	QR	
code)	using	my	device's	camera		

Source:	Nielsen	July	2014	

How	People	Who	Make	In-Store	Mobile	Payments	
Pay	For	Goods	And	Services	-	US	

Source: BI Intelligence 

• With consumer acceptance expected 
to reach critical mass in the next 2-3 
years, early successes define the 
landscape of m-payments for years to 
come

• Established players and startups 
competing for not only market share 
but also the ability to establish 
business rules & technological 
standards
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Numerous Mobile Payment Startups (100s)

39Source: angel.co/mobile-payments
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Internet giants also in war

40

Leaked Screenshots Show Facebook's 
Move into Mobile Payments
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Apple Pay Google Wallet             PayPal

41

Apple Pay
Security wins - tokenization
• Merchant never sees your 

credit card number
• Finger print access –

biometric security (iOS 6+)
• Works at less than 5% of retail 

locations

Google Wallet
Surpasses Apple’s pay functionality  
• Loyalty card
• Send money abroad
• Acceptance by many online retails
• Google stores data in the cloud
• Samsung buys LoopPay:

• Works at 90% of retail locations
• Supports 10,000+ of credit, debit 

cards, most gift, loyalty, cards 
(Target, Walmart, Starbucks)

PayPal
15 years experience
• If you're PayPal user  - mobile 

payment adoption very easier
• You’ve to check first if merchant 

support PayPal and you need 
cellular reception help to make 
purchases

• Not many chains

VS VS
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Don’t throw your wallet just yet!

42

• The market is very fragmented

• This confuses consumers

• It will take time before most 

merchants are ready to support 

mobile payment
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Retail 2.0 Emerging Technologies

43

searching the item without using words beacon-powered alerts and offers 

QR to build shopping lists with info & recommendationsSharing selfie for on-the-spot opinions  before buying G

convergence of wearables, iBeacons and big data
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Card # 6: Channels and self-service

Source: Gartner

Channels

44

65%

22%
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Chief Service officers – you have a lot of work!

Customers new expectations are not met!
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Your channel strategy shouldn’t focus on cost savings 

But it’s a nice added bonus!

It’s about better experiencse, not reducing call 
center costs!

46
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So what should be your winning hand?

Do you need fancy new technologies? Or will your existing ones be good enough?

That depends. Which game are you trying to win?
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Which “Digital” type are you? Your winning hand is…

48

Conservative 
Systems to support clients’ 

functional needs 
efficiently

Core applications APIs

Operational CRM

Consistent channel experience

Operational channels “silos” 
(web, chat, IVR, mobile etc.)

Responsive website

Classic marketing automation 
(batch & offline)

BPM

Self service BI

UI & CX design

Modern
Systems to spur intimacy 
with customers and turns 

them into advocates

Cross-channel experience

Channel integration

Mobile Apps strategy

Ecommerce “style” web

Customer experience 
analytics

Digital & online marketing 
(batch/ real time)

Social media engagement 
and analytics

CX & customer journey design

The “hub” – tools that understand events and trigger 
personalized magic moment experiences

Early adopter
Systems that bond with 

customers and immerses them 
into the company’s story 

Personalized CX

Omni channel tools

Big data analytics

Mobile “magic moment” 
app, the HUB

Content marketing & 
storytelling

IoT and wearables as 
context engines

Real time marketing

Systems of 
Records

Systems of 
Immersion

Systems of 
Intelligence

Systems of 
Engagement

Systems of 
Immersion
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