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In 2018 the CMO will 
spend more on 
technology 
than the CIO!

Gartner
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67%

of customers mention bad 
experiences as a reason 

for churn, 
but only 1 out of 26 
unhappy customers 

complain. 
The rest, they just leave.

THINKJAR
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89% of 
marketers expect 
customer 
experience to be 
their primary
differentiator.
GARTNER
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Only 5%  of marketers have mastered the ability to predict 
and adapt to the Customer Journey

CMO COUNCIL
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Only 5%  of marketers have mastered the ability to predict 
and adapt to the Customer Journey

CMO COUNCIL

Customers don’t think in channels.
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Does my supermarket 
know me at all?  
Do they care? 
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Again?  Negative reviews on 
our social media page?  
How do I keep my customers 
happy?
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Do I really need all of this to 
facilitate marketing?  
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I know my Customers 
aren’t getting the 
customer experience 
they deserve.
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https://www.youtube.com/watch?v=ewWILbCXdnQ
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Real-Time 
Customer Experience
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Real-Time 
Customer Experience
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Demonstration
Real-time Customer Experience
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A multinational telecom 
company’s campaign process has 

gone from 

with automated processes and 
real-time data

Offer acceptance rate 
increased to

Delivering next 
best offers across 
all sales channels, 
backed by a model 
factory of 

3 months
to 

10 days

70+ Models
WHY
SAS? 30%

Increase in revenue+11%

50,000
Campaigns 
per Month

5
Campaigns 
per Month

or

On-Premise 
Software as a Service

Results as a Service

Recognition by

Leading analysts firms:

Leaders in domains Analytics, 
Campaign Management, Real-
time Interaction Mgt. and 
many more
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