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CMOs:

What is your #1 focus in
the next year?
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Customer experience Is the #1 focus

For
any

Marketer.

In today's digital world, marketing is the function responsible for
creating & sustaining continuous customer experiences
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Some are doing it better than others

® Amazon Q4 14, net sales
increased by 15%

T Apple 39.9% profit per product

Aﬂd hey af\? (3 months to end Dec 14)
o erc\d 0 et ® Fast Direct “Most Trusted” &
ar ed for! “Best Banking Brand”
G S, I |
® John Lewis Profit up 12% in 2014
- --® Disney Earnings per share
up 27% in Dec 2014
AIR NEW ZEALAND %

:\E"’ *
@Stki.info http://www.ijgolding.com/2015/03/24/what-makes-the-the-worlds-1-customer-experience-brands/ °
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What do leading CX brands have in common ?

Y 16% N

Corporate
attitude

Yy 14%
Easy to do

business
with

@ Source: http://www.ijgolding.com/2015/03/24/what-makes-the-the-worlds-1-customer-experience-brands/
skki.info
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What makes the world’s #1

Customer Experience brands-

C jf @ John Lewis

J
amazon

@
alSN
EP AIR NEW ZEALAND %

@ first direct
Boten
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H The product JB
[ /service /3
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How do they engage Iin the Digital world?

........

— Built a y Using . Do mi
4 Are data- ¥ ¥ technology I ~° ™'

customer [E ] HIE scgmentation J

to tell a

driven & B datahub & , :
B story &

STKI’s work Copyright@2016. Do not remove source or attribution from any slide, graph or portion of graph



But technology in only as good as the story it tells*

* Ann Handley

These companies all have great stories

https://www.youtube.com/watch?v=

People don't buy what you do,

they buy why you do it.

- Simon Sinek, Author

," -

udZoJKF VUA

@srki.info
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https://www.youtube.com/watch?v=u4ZoJKF_VuA

A story coming to life

In the digital world, software is the means to
bring these narratives to life.
Customers experience your story.
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Marketing is now a technology-empowered business

gt O

6 4 Right message Micro-magic ‘\ lf)

Building the at right ime moments Defining a
marketing cloud L social strategy
-D: Optimized s

Algorithrﬁ- _ — customer _— d Creating

baged - Experience A= compelling
messaging content
Integrating digital »;J?mgnsenns]o;s measureBnewteti: | Micro-
data with physical orconsume Segmentation

@ actions understanding of media use
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It is quite challenging for marketing leaders to make the shift

Integrate
data from
external
agencies

Ability to

Keeping up connect
with the pace to existing
of consumers IT assets

% chiefmartec com Marketing Technology Landscag

Suite or

breed? the right
technology

Internal
or

external? Privacy &
regulations
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MARTECH

Some
thoughts
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The MARketing TECHnology shift is about more than

@stki.infn

technology

c inoeadey: atterers & Q
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—

ga== MISSING!

‘:brEEd=0fc— : 10 NEW ROLES OF

;.mar—ue. HiEs MARKETING

—pros

— —

Cmel Contem Managing Chxef L'stemng Director of HR for
fficer Editor

Officer Audience Marketing

Channel Chief

) Influencer Freelancer Return-on.-
Master Technologist

Relations and Agency

Objective Chief
Relations




Who is this MARTECH person?

O ¢ )
Passionate All about Understand the
about change changes in the
re-imagining consumer

(O]
Speaks Tech Facilitates
collaboration
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The .
Experiments

traditional
yearly
marketing

plan New

approaches Different
processes

Fast pace

‘J_ l.l
£ N

[
Tﬂ stki.info



Agile

Transparency

Quick feedback loops m ‘. Agile
o000 0 @eooeo |
® Tech practices ® .. Marketing
in marketing [ )

Curiosity & Ideas to all .
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The CDO vs. A digitally savvy team

- The CDO is a transitional role
 The CDO is a change agent
« Organic change means:

« Training team

« Hiring MarTech savvy people
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Experimentation

Experiments, Pilots and Few are good Scale to business
A/B Tests

3
i
-
-

1l

|
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The questions CMOs & CMTOs will need to address

Question #1:

@
o. X8 How well can | know my customers?

® To be able to provide them with the right message

¢ at the right time and place
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Just “relevant” is no longer enough!

Success rate of marketing campaigns:

3% 20% 40%

Intrusive
Marketing

Not relevant Relevant At the right moment
(90% of ads)

@ Source: SAS
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The art and science behind delivering
The right message to the right person at
right time

The right message

The right person
The right time
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@ Advertising: an industry under automation
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@ What's the future of programmatic advertising?

Programmatic had already disrupted the market

Optimization &
smarter algorithms

not just automation!
Use of Al/ML
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So what's next?
|

Cross-device
targeting

Mobile & Desktop
Video & static content

Central management
of media buying




@ What's the future of programmatic advertising?

The STKeye

CIQ/IT: start watching
the adTech market
Today!
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Let’s face it, (most) people don’t like (most) ads
And they are saying it loud and clear!

| LOVE BEING MARKETED TO

SAID NO ONE

EVER

JESS3
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@ Imagine

A world with no ads?

Pages load x4 times faster
Bandwidth reduces in half
- Better battery life
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@ Ad & Content blockers ( ‘'The party poopers’)

25% Y 40%

d of desktop | of mobile I |ncrease §
E F k I . ;
users! A inuse &

B

$22 bhillion in ad revenues has been blocked in 2015 (14% of ad budgets)

Ad blocking User tracking blocking
Focus on mobile . N Blocks 2,000 trackers
M i0S & Android GHUSTERY Users can control level

Blocks “blacklist” ads of privacy
@srki.info Crystal @
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@ Digital IDs are on everyone’'s agenda

Facebook
Google (AdID)
Twitter

Apple (IFA)

We are on the way towards a reality of everyone owning a
Digital ID and controlling its privacy rules by themselves
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@ What else will happen as a result?

@ Content marketing will be huge!

©® More investment in earned media
€ More creativity required!
Native ads (that don’t feel like ads)

O New “paid” channels (Search 2.0, virtual assistants...)
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Segments are shrinking!

Singular ,right moment
customer experiences

g
M o ﬁ
Femal Female Female Likes action movies
emaile .
Age 30-35 Age 30 Age 30 Is near a cinema
e - . .
s Tel Aviv Tel Aviv Has free time now
Likes movies Likes action movies It’s her birthday
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Help from an unexpected source
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Just think about new marketing possibilities
and add some channels

m@ J‘Q

W \ —_—
CONNECTED PRODUCTS B fsomm = ®\\\
&. R t CATALOG © -
Ve » WEARABLES
5 < BB - MULTICHANNEL_. essorcs
MARKETING y

CAMERAS / |
1 &
\/ 1)
! E:OV‘ =17 PAID SEARCH & % New
SENSORS — 2N DRECT MAL . smartphones
4 P8

have
~25 sensors
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Consumers expect brands to address their needs
with real-time relevance

moments moments moments moments

82%

of smartphone users
consult their phones
while in a store deciding
what to buy.®

65%

of online consumers
look up more information
online now versus a

few years ago.2

2X

increase in "near me”
search interest in
the past year.*

82%

of smartphone users
use a search engine
when looking for a
local business.s

29%

increase in mobile
conversion rates in
the past year.®

66%

of smartphone users turn
to their phones to look up
something they saw in a
TV commercial.?

Source: Google micro moments
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18% of companies
will include mobile
in their overall
strategy in 2016

@stki.info

Mobile is not just a channel

It's a gate to digital transformation

I THINK WE SORRY,
MAY NEED DID YOU

A MOBILE SAY
STRATEGY SOMETHING?

@ d)
f |__ ,/-?. , :\‘-T
® marketoonist.com
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Stand alone mobile app is dead
Long live contextual data mobile

Mobile experiences
are too static today &

leverage too little
consumer context ' Customer expectations
N of convenience will

- - pressure tap new

technologies to serve
) m customers in context
€ where they already are
— not where brands
find it convenient to
serve them
i -~ w S -y —
v v v v

KNOW ME _ IMPROVE ME REWARD ME
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Mobility apps evolution

Apps for different uses designed for different devices

Notifications replace some apps functions

Wearables drive context & interactions

Collaboration across devices

[ Fluid, contextual actions

Source: Den Reymer@Gartner
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lomy fridge & it @ me back

“You ran out of
milk, eggs and chicken, so...
Vegan Dinner!”

Don't forget to
buy milk!

(.

fek

Pairs Well With

Almond Milk

#B  Almonds

INGREDIENTS

N

STKI's work Copyright@2016. Do not remove source or attribution from any slide, graph or portion of graph



Customer expectations for better service
are increasing dramatically

SRPN -9 / betier
o = X

on-the-go

Hl personalized §

@stki.infn
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But what about the physical place?

7 3o g INDOORS -
IR & Hospital, airport or in-store
" customer stays
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Beacons:
Next frontier for consumer engagement
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Your competitors are already getting smarter
by embracing proximity marketing

Q

@ saw anincrease in @ of customers were  ® saw anincrease @ were able totrack @ were able to create @ were able to target
offer redemption more engaged in in sales & understand more relevant & customers down to
the store customer browsing compelling offers in the aisle level
Source: The A to_Z of Proximity Marketing_with Beacons & buying patterns the store
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Enriched

.
BEACON MARKETING E

Instore personalizati

estimote = ‘
New Summer
Collection is available
W

Welcome Anna!

{

L@S'.Ea-




A new era for marketers

I'see you

.“'4

30"
i VIEW—

oF THE
CUSTOMER.

In this new era, data flows in from different sources,
personalized experiences are delivered everywhere,
and the ability to envision & deliver on new business
opportunities becomes a necessity

@ Source: Adobe
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The questions CMOs & CMTOs will need to address

Question #2:

o
o ﬂ- What is the right technologies-services mix?
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What do “Digital” activities look like today and in 2 years?

Today: Reliance on agencies
Human manual work

Agency choses technologies

Agency manages (some) customer data

In 2 years: Marketers will own a data “hub”
Automated algorithmic models will make real time decisions
Will re-own customer data
Will replace many of the “outsourced” functions currently
performed by external agencies

@srki.info
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MarTech race {towards a marketing hub} is on!

Infrastructure Customer Engagement Data Management
Company
CRM Automation WCM eCommerce Email Social Web Testing ;:::::tri:l Ma “:::;a nt Ma na?:ment
Al
‘. ‘ne_q ane ®Day Mo o | e, @Day 2’&'& Dedeﬁ’
Adobe o - "
P Lo € bluckai
) : ] .| vitrue ]
ORACLE | RightNow | €locqua. atge  |Reseansys T ) R S saraiooi
| BUDDYHMEDIA
salesforce rdot Exact Target . B ] i
3??){ par - C}“.Uﬂ iC.oDigjtal
I i | Ztealesf | [Mumea Contters | $ Qe
w (9 hybris See
@ TR Automn;_\' :

stki.info
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Company

Ad Server
(Advertiser)

Meanwhile, in AdTech land...

Advertiser

DSP

Planning/Analytics
/ Optimization

Exchange

Ad Network

Rich Media

Publisher

sSSP

Ad Server
(Publisher)

: GO\JSlC [ i
Google doudiecicx | jryvitemedia terace.r.ﬁ ' AD/ i
3¢ | @ L admob | tercent ¢
Vorizon | ADTECH TACODA | G maersness. | i ADTECH
= ' P - S miterriaimedia p'Ct MARKETPLACE &2 AdopaV
AoI. 5 Adap1v Byconvertro OpenX - 8
%@ dapper_ | BrightRoll | BrightRoll
YaHoO! BrightRoll Dinterclick | 2 'g ,‘;\g
@ FLuRrRY rightmedial  @imecicx smin
< e LiveRail @
aceboo atlas S lveral

NOTE: ACLownsz = stake in OpenX; Marketplace waslsunched intemally by ADTECH; 1by AOL was slso Iaunched internally
Facebook isrumored to be launching 3 DSP in 2016

stki.info
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Adtech + Martech

Technology disruptions that are reshaping advertising and marketing

It’s a Mad, Mad World!

Advertising Agencies

& Publishers Marketers

(i Adtech Martech

Technologies and Technologies ana
approaches used for Madtech approaches used for
managing and measuring

all digital marketing and e-
commerce activities.

managing, delivering,
targeting and measuring
digital ads

Copyright 2015 David L. Birckhead. All Rights Reserved.



Main marketing hubs

(aka “marketing clouds”)

ORACLE

marketing cloud MARKETING

-", . “Microsoft Dynamics CRM . '
Marketo I =F Customer

Adobe” Marketing Cloud

ALYTI MPAIGN EXPERIENCE  MEDIA SOCAL TARGET

AN, CS CAl

_ Intelligence
marketingpilot’ :

HubSPHL
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And the winners (for the moment) are...

Mm

Adobe, Oracle, Salesforce, IBM, SAS:
Currently leading the race towards a Digital Marketing Hub
@stki.infn
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In the race towards customer experience, CMOs will need to:

Design a platform for

constant change

(4

Ready @ Keep u_p—to—date on
Marketing AND technology

Set

Go!

92 Work in full
collaboration with IT

Think long-term while

executing quick wins
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That'sit.

We’d love to discuss Marketing
Technologies with you.

Let’s talk.

E? 09-7907000 www.stki.info 0 STKI: IT Knowledge Integrator
stki.info


http://www.stki.info/

