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BENCHMARKING

CAPABILITY BEHIND THE CUHVE
Journey . ) High level journey defined,
Approach No customer journey defined b ;Prarely informs decisions
Journey : . I+ digital channels tracked
Analytics No metrics or defined KPls ~volume based metrics
Persuasive Sales collateral without Content is informed by customer
Content content strategy pain points but lacks cohesion
Integrated 2+ key data sources
Data Data sources not connected share information
Marketing Buying technology to support ~ Realise disparate technologies
Technology singular CX needs impact CX
Customer CX tends to focus on website, Align customer experience
Experience not a holistic view with 2+ channels
Organisational  Channel-focused departments, CMO owns CX, but
Structure siloed culture legacy barriers persist

Defined micro-journeys for key

Microjourneys have | f
audience segmentation

defined impact points

Combined behavioural metrics

Cross-channel analytics
are driving CX improvements

reporting informs stakeholders

Cross-channel content
distribution + promotion
- virtuous optimisation cycle

Defined content marketing
strategy + execution

Integrated data to support

Data repository to support te )
positive experience

multi-channel analytics

Integrate systems,

Martech stack supports
consumer IDs, CDP

business goals

Integrated CX experience
across key revenue producing
channels

CX experimenting between
online + offline

Organisation is aligned around
customer experience and
shared KPls

CX group from key channels
meet regularly

d

INITIAL MANAGED M OUANTIFIED DPTIMISED

MAHKET LEADER

Connected Journey is driving
digital transformation across
all channels

Analytics are aligned to
business KPI's and recurring
decision cycles

Dynamic, personalised content
creation + distribution mapped
to journey

Data driven approach
optimises media spend
decisions across channels

Technologies supporting a
fluid customer journey

Customers reward you with
revenue + advucacy

Business results are driven by
holistic customer experience
and continuous improvements




BEHIND THE CURVE

No customer journey defined

INITIAL
IV VAR BEHIND THE CURVE

No metrics or defined KPIs

Journey . )
Approach No customer journey defined
Sales collateral without
Journ_ey No metrics or defined KPls content strategy
. —
Persuasive Sales collateral without D
Content content strategy ata sources not connected
I“‘Ei:gted Data sources not connected .
Buying technology to support
singular CX needs
Marketing Buying technology to support
Technology singular CX needs
CX tends to focus on website,
Customer CX tends to focus on website, not a holistic view
Experience not a holistic view
Organisational  Channel-focused departments, Channel-focused departments
Structure siloed culture )

siloed culture




CAPABILITY

Journey
Approach

Journey
Analytics

Persuasive
Content

Integrated
Data

Marketing
Technology

Customer
Experience

Organisational
Structure

MANAGED

High level journey defined,
but rarely informs decisions

|+ digital channels tracked
- volume based metrics

Content is informed by customer
pain points but lacks cohesion

2+ key data sources
share information

Realise disparate technologies
impact CX

Align customer experience
with 2+ channels

CMO owns CX, but
legacy barriers persist

High level journey defined,
but rarely informs decisions

I+ digital channels tracked
- volume based metrics

Content is informed by customer
pain points but lacks cohesion

2+ key data sources
share information

Realise disparate technologies
impact CX

Align customer experience
with 2+ channels

CMO owns CX, but
legacy barriers persist




CAPABILITY

Journey
Approach

Journey
Analytics

Persuasive
Content

Integrated
Data

Marketing
Technology

Customer
Experience

Organisational
Structure

Microjourneys have

defined impact points

Cross-channel analytics
reporting informs stakeholders

Defined content marketing
strategy + execution

Data repository to support
multi-channel analytics

Martech stack supports
business goals

CX experimenting between
online + offline

CX group from key channels
meet regularly

Microjourneys have
defined impact points

Cross-channel analytics
reporting informs stakeholders

Defined content marketing
strategy + execution

Data repository to support
multi-channel analytics

Martech stack supports
business goals

CX experimenting between
online + offline

CX group from key channels
meet regularly




CAPABILITY

Journey
Approach

Journey
Analytics

Persuasive
Content

Integrated
Data

Marketing
Technology

Customer
Experience

Organisational
Structure

Defined micro-journeys for key
audience segmentation

Combined behavioural metrics
are driving CX improvements

Cross-channel content
distribution + promotion
- virtuous optimisation cycle

Integrated data to support
positive experience

Integrate systems,
consumer I1Ds, CDP

Integrated CX experience
across key revenue producing
channels

Organisation is aligned around
customer experience and
shared KPlIs

QUANTIFIED

Defined micro-journeys for key
audience segmentation

Combined behavioural metrics
are driving CX improvements

Cross-channel content
distribution + promotion
- virtuous optimisation cycle

Integrated data to support
positive experience

Integrate systems,
consumer 1Ds, CDP

Integrated CX experience
across key revenue producing
channels

Organisation is aligned around
customer experience and
shared KPls




CAPABILITY

Journey
Approach

Journey
Analytics

Persuasive
Content

Integrated
Data

Marketing
Technology

Customer
Experience

Organisational
Structure

MARKET LEADER

Connected Journey is driving
digital transformation across
all channels

Analytics are aligned to
business KPI's and recurring
decision cycles

Dynamic, personalised content
creation + distribution mapped
to journey

Data driven approach
optimises media spend
decisions across channels

Technologies supporting a
fluid customer journey

Customers reward you with
revenue + advocacy

Business results are driven by
holistic customer experience
and continuous improvements
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MARKET LEADER

Connected Journey is driving
digital transformation across
all channels

Analytics are aligned to
business KPI's and recurring
decision cycles

Dynamic, personalised content
creation + distribution mapped
to journey

Data driven approach
optimises media spend
decisions across channels

Technologies supporting a
fluid customer journey

Customers reward you with
revenue + advucacy

Business results are driven by
holistic customer experience
and continuous improvements
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VISITORS PROSPECTS CUSTOMERS

CONVERSATIONS

CONVERT

EXPERIENCE CHAMPION

TONE-OF-VOICE
DELIGHT

RELEVANT ADVOCATE

WORD-0F-MOUTH

PROMISE

CONTENT

IMAGES

INFLUENCER

LEAD
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Awareness

Stage

BUYERS DECISION JOURNEY

Consideration
Stage

Decision
Stage

 Analyst reports

* Research reports

* eBooks

 Editorial content

* Expert content

* Whitepapers
 Educational content

* Expert guides

* Live interactions

* Webcast

* Podcast

* Video

e Comparison
whitepapers

* Vendor comparison
* Product comparison
 Case studies

* Trial download

* Product literature

* Live demo
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LET’S LOOK AT THE RESULTS

CAPABILITY BEHIND THE CUHVE
Journey . ) High level journey defined,
Approach No customer journey defined b ;Prarely informs decisions
Journey : . I+ digital channels tracked
Analytics No metrics or defined KPls ~volume based metrics
Persuasive Sales collateral without Content is informed by customer
Content content strategy pain points but lacks cohesion
Integrated 2+ key data sources
Data Data sources not connected share information
Marketing Buying technology to support ~ Realise disparate technologies
Technology singular CX needs impact CX
Customer CX tends to focus on website, Align customer experience
Experience not a holistic view with 2+ channels
Organisational  Channel-focused departments, CMO owns CX, but
Structure siloed culture legacy barriers persist

Defined micro-journeys for key

Microjourneys have | f
audience segmentation

defined impact points

Combined behavioural metrics

Cross-channel analytics
are driving CX improvements

reporting informs stakeholders

Cross-channel content
distribution + promotion
- virtuous optimisation cycle

Defined content marketing
strategy + execution

Integrated data to support

Data repository to support te )
positive experience

multi-channel analytics

Integrate systems,

Martech stack supports
consumer IDs, CDP

business goals

Integrated CX experience
across key revenue producing
channels

CX experimenting between
online + offline

Organisation is aligned around
customer experience and
shared KPls

CX group from key channels
meet regularly
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INITIAL MANAGED M OUANTIFIED DPTIMISED

MAHKET LEADER

Connected Journey is driving
digital transformation across
all channels

Analytics are aligned to
business KPI's and recurring
decision cycles

Dynamic, personalised content
creation + distribution mapped
to journey

Data driven approach
optimises media spend
decisions across channels

Technologies supporting a
fluid customer journey

Customers reward you with
revenue + advucacy

Business results are driven by
holistic customer experience
and continuous improvements
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$2.6 TRILLION SALES & MARKETING VALUE IN 2020
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