State of the customer journey for 2020 and beyond

Stop marketing.

Start engaging.
Get noticed.

4t December 2019




Agenda

« Adapt to today’'s more demanding and better
informed B2B buyers.

* Learn to provide what B2B buyers now expect
from the buying experience.

* Unite sales & marketing to deliver that better
buying experience.

« Use content analytics to improve marketing's
Impact in the sales channel.

* Adobe - Stop Marketing. Start Engaging

* Question & Answer Session
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Align sales and Rev up the revenue;
marketing to create a intelligently nurture
smoother buyer new prospects.
experience.
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An Adobe Company

Stop Marketing.
Start engaqging.
Get noticed.



Jos Caelers
Founder & COO @ Engagement Factory

With 20+ years of experience in international
Marketing and Sales, Jos is an expert within the
commercial and digital domain. As founder and CEO
of customer engagement agency Engagement
Factory, he leverages his extensive knowledge of
CRM, online marketing and change management to
help organisations create compelling experiences
throughout the customer journey.



Kate Doyle

Results driven Head of Marketing, with experience in
both start-up and corporate environments.

An expert in identifying and leading marketing
strategies that drive lead generation and customer
acquisition, with clear and concise communications
creating best in class brand and positioning. Recent
results show 165% increase in inbound sales revenue
and a consistent 15% month-on-month boost in
sales qualified leads since January 2018.




Adopt to today’'s more demanding and better
informed B2B buyers



57 oA ”’" %
oo
2 3
L
LTI

'897% of consumers make buying decisions based

on experience, ahead of price and product’
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Source: Forrester 2017
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Digitalization creates a better
experience









earn to provide what B2B
buyers now expect from the
OUYINg experience




B2B marketing has to evolve
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MAD MEN ERA
1960-2000

Generate brand
Raise awareness

Success: commercial
views & billboard



B2B marketing has to evolve
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MAD MEN ERA LEAD-GEN ERA
1960-2000 2001-2016

Generate brand Generate leads
Raise awareness

Success: commercial Success: lead volume/quality
views & billboard Caused Sales & Marketing divide



B2B marketing has to evolve
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MAD MEN ERA LEAD-GEN ERA
1960-2000 2001-2016

Generate brand Generate leads
Raise awareness

Success: commercial Success: lead volume/quality
views & billboard Caused Sales & Marketing divide

EXPERIENCE
ERA 2077-...

Generate growth

Success: Growth % + LTV
Brings Sales & Marketing back
together



What's keeping you from delivering
the best B2B Experience?

85% 86% 66%

of buyers don’t think their of buy erwhelmed by of buyers want more
meetings with Sales are valuable more than 10 pieces relevant content
of content
-Forrester
-Showpad B2B -IDG

Buyer Study



Smart conversations that deliver engagement
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It's all about Content & Context



Customer Engagement Framework
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Let’'s define Programmatic Marketing.

Customer life stages.
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Customer engagement is all about data.
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O Unified customer data O Real-time Scoring O Omnichannel activation

O Al-driven Audiences O Enterprise-grade governance O Omnichannel personalization




Here now is Kate Doyle,
Head of Marketing at Adobe.



