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Less than 18% of B2B
marketers...

...describe their companies’ ability to provide seamless customer journeys as ‘advanced’
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“A customer journey is a tool that
helps marketers understand the series
of connected experiences that
customers desire and need — whether
that be completing a desired task or
traversing the end-to-end journey
from prospect to customer to loyal
advocate.”

Gartner definition
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How B2B prospects and customers engagement has evolved ?

\
o S
60%
of B2B businesses are
seeing greater interaction Providing engaging and
through digital channels relevant experiences at

different stages of the
customer journey requires
the right alchemy of

500/ know-how, culture,
© processes and capabilities

Bl icing .
5 are noticing increasea across the business.
2 consumption of digital

content and greater use
of digital self service

P

Source: B2B Customer Journey Maturity’ 2022 London Research report . X .
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“Companies use an average
of 11 channels to engage
with B2B customers and
prospects on the customer
journey, with an increase in
digital channels .”

(London Research report)
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Understanding customer behavior and intent is critical to
create a seamless B2B customer journey

The most common challenges faced by B2B businesses

Lack of Lack of real-time Lack of digital Difficulty creating Disconnected
understanding data for more capabilities and managing and/ or
around timely and within content for sub standard
customer relevant the organisation personalised software
behaviour interactions experience platforms

.y
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Source: B2B Customer Journey Maturity’ 2022 London Research report . X .
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Leaders in B2B customer journey management draw on more data,
from more sources, than their mainstream counterparts

o O

‘m\\ Digital Real-time Feedback from
analytics user feedback customer-facing
teams

b

Customer User Revenue AB/ multivariate
satisfaction testing attribution testing
surveys
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Leaders in B2B customer journey management are more than twice as likely to
be very much focused on personalisation

Creation and marketing of content g@» Building of profiles based
relevant to specific buying stages pe . on interactions

Focus on permission based
first-party data

Creation and marketing of content
relevant to specific personas

Use of machine-learning to serve
next best offer; content
or experience

Creation and marketing of content
relevant to specific industries

Propensity scoring based
on interactions

Real-time targeting of information
based on on-site behaviour
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6 key areas to invest for a seamless and personalized B2B customer jom

Relevant content to engage with prospects

Channel mix review and optimisation

Test and Learn approach

Digital capabilities audit

Wider range of data and metrics for insights

Integration of technology
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1. Surface relevant content to engage and identify prospects

How to achieve relevant and high-quality online
content?

Leverage real time data

Precise targeting for more consistent, personalized experiences

|

Real-time Accounts & Enterprise
Person Profiles Opportunities Scale
F.\\ Adobe /
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2. Review and optimise the channel mix

h‘ Adobe

Engage your customers on the channels
they prefer

Incorporate a full mix of
marketing, sales, and paid
media channels beyond email.

Identify known and anonymous
buyers to maximize top-of-
funnel demand generation.

Connect offline, online, inbound,
and outbound channels for a
seamless experience.

Cross-channels engagement

B Kylie’s Webinar

Type: Event with Webinar  Modified: 14 February, 2019 by Jill Jackson

Overview Assets Setup Tokens Members
Details Schedule Reports
< Based on data from Program 4, setting 17% as your registration likelihood threshold would have resulted in the same number of 5
registrants, but with a 96% reduction in the invitee list
°
Goal Tracking [ ]
Total Members Breakdown @m Attended © Attended On-demand
> m Registered
= Not Registered @
1,300 iy ) Goa o o
” = Highly Likely 5 2
Total members = Likely Mermbers 0 Members 0
Less Likely
/ = Processing
Estimated Conversions o
100%
Estimated conversions based on Actual conversions for this
past averages program so far
60 ® 25 a -

-
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3. Commit and test approach

Customer Portal  Partner Portal @

Rt RS ST
AlM FOR THE OPTIMUM Qur Software Client Cases

Learn More

Brown University integrates BAS

Read this Case Study

o900
Empact Group Brown University S
p
TOPICS ~ IF

4

h‘ Adobe
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anon Bot

maintenance costs by 14%7

Want to learn other fun facts
about IWMS?

Yes, tell me more

We would like to talk to you! To
meet the EU GDPR, we would
like to confirm we will use the
personal information you
provide within this
conversation. We will stare this

/7

Invest in nontraditional channel like on-site
chat, mobile messaging...

Personalized conversations
that engage website
visitors and drive sales
meetings

(/44

AB testing : test and optimize your entire @
content marketing strategy

©2022 Adobe. All Rights Reserved. Adobe Confidential.



4. Audit and Invest in digital capabilities

Predictive Lead and Account Scoring

L Account Profiles
Overview  Browse  Merge Policies  Union
)
Predictive scoring distribution Adobe Target Purchase Propensity v
2
G
Pz g g ) ~~\
propensity-to-buy scoring @ 2otk III III
& Accor =3 . I I
6:4% expected
\ & W Low propensity Medium propensity Ml High propensity
N :
\ -
N
> 4 Predictive scoring top influential factors Adobe Target Purchase Propensity v
&
Low propensity Medium propensity 21 High propensity
u 50,482 155,002 40,209
s Account Profiles Account Profiles Account Profiles
0.01% expected success rate 28% expected success rate 23.3% expected success rate

Leverage Al and machine learning to predict the likelihood of a person or account

becoming a sales opportunity, or a new customer to drive higher quality pipeline more
efficiently.
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5. Draw on a wider range of data for insights and metrics

Marketing Attribution for B2B

A Bizibe My Accoun t Discover Diagnose  Learn Biziblesales (3 @ M@ .

Saved Filters | Full Path Display (Default) ~ = & -] | *

nnnnnnnnnnnnn

Employ wide range of metrics, beyond revenue generated and
self-serve insights, reporting, multi-touch attribution to 113,797,500 usD

measure how well your entire customer experience is working Dy v
ROLE-BASED VIEWS Overview )
oo $12.892m 8.8x
15,000,01 — Spend ROI

Complete B2B attribution

fueled by Real-Time CDP's -

centralized customer activity

2,052 $6,282

Deals Cost per Deal

$83.729m $55,457

Engagement Path

d ata Pipeline Average Deal Size
Cohort Impact
Cohort Funnel
\\ Channel Summary Subchannel Summary Campaign Summary
§ Channel Revenue \/ Subchannel Channel Revenue Campaign Name [ |
§ Dieect 33469955 w0 Google Organic search 27727958 0 .
N
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6. Focus on integration of technology

h‘ Adobe

Integration within the business
martech stack is key to deliver
personalised customer journey

CRM integration empower Sales
and Marketing teams focusing on
higher-quality leads that result in
faster

revenue growth
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Key takeaways

B2B Customer Journey had evolved in the past years but
most of B2B businesses still needs to adjust

Seamless customer journeys are the main challenge
of B2B marketers
Personalisation, digital capabilities and marketing
analytics are the key area to invest in

h‘ Adobe ©2022 Adobe. All Rights Reserved. Adobe Confidential.



November 8th 2022

EXPERIENCE
MAKERS STOCKHOLM

The conference for digital leaders.

Register now

A more personal digital economy.
Built by digital innovators.

The annual conference for digital leaders is back, live in Stockholm. Inspiring you to create exceptional, personalised experiences and unlock the potential of the

digital economy.

Meet us November 8th, 2022 from 12.30-18.30 CET at Sergel Hub, Sveavagen 10 in Stockholm

h‘ Adobe

https://business.adobe.com/se/events/experience-makers-stockholm.html
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