Supercharging Omnichannel
Customer Engagement
Mark Szulc | Principal Product Marketing Manager, Adobe .
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The customer journey is already omnichannel
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Omnichannel reality for Brands today
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Custom Campaign Landing Pages

=S

L THROUGH
IS TOGETHER

NS
-
Ble REAL-TIME
FORM COACHING
MapMyRun

+ DOWNLOAD © CONNECT '\ RUN

Catalogs 3D Product Shots Mobile Apps

EXPERIENCE MAKERS .\«

Shopping Cart
Screens

R Possible assgt iterations
for any given SKU

\



Customers want engaging experiences across devices

O/ of customers say its important for
O brands to automatically adjust
content based on context
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Executing consistent experiences across all screens is challenging

'_.f i/, O
= & &

Time to Create Time to Market Unable to Find

2y &R |

e :gle Unable to
Complexity Personalise

EXPERIENCE MAKERS .\«



Industry Benchmark - Scalable Content

Nascent Basic Emerging Advanced Cutting Edge -
Unable to nurture Basic digital touchpoints End-to-end digital Optimal experience Customer-first produces \\
customer through a fractured journey experience activity nurtures value for customer and )
digital journey customer enterprise

Financial Services

Retail

Telecommunications

Media

Education

Travel & Hospitality
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Is “Headless" the answer?

Yes?? No??
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Headless / Hybrid approach helps

Developers CMS Consolidation Author Efficiency
A\ {
Hand back content Promote consistency Encourage Content
ownership to SMEs. of message Reuse
Focus on building new Reduce IT Faster content
experiences Overhead & Costs production
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Get SMEs closer to Customers
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Headless/Hybrid Use Cases
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- Mobile - Relevant content surfaced within the native app
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- Voice & Chat - Promotions / Offers / Information
- Single Page Applications (SPA) - Contextual info e.g. Finance Calculator

- Digital Signage - Roll out of dynamic campaign material in sync with digital.
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AEM Sites Capabilities
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The importance of scalable asset creation

Source: Current Adobe Manufacturing Customer
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25 Assets per
Product ~TTTTZ

45 Products-----------
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Adobe Experience Manager Assets - Dynamic Image And Video Delivery
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Using one master file, auto generate
and publish unlimited versions,
changing size, format, resolution, crop,
or effect

Assures consistent, quality experiences
are delivered to any screen, (egardless
of size or bandwidth

Full size video is auto-sized for all
screens and adaptively streamed to
assure a consistent and quality user
experience

Dynamic Media license required



Key Takeaways - Benefits of managing Omnichannel with AEM
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