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Brands have a long way to go

Level of Personalization in most recent Sentiments on the current state of
company interaction personalization
% Agreeing
O
Only 26%
rate the level of personalization in their last “Companies could do more to make interactions with 70%
company interaction as a 9 or 10 on a 0-10 scale customers feel more personal”
‘ “I have experienced a company asking me for information —
about myself multiple times and then never doing anything
useful with it”
“I have had a past experience where a brand has said they -

will provide a highly personal experience but then failed to
deliver on it”

Medallia  wi the company you have bocn askad abou, how perconaliect did fcol o you? Uss your et Medallia
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Transformational eras trigger shifts in culture and markets,
and are hallmarked by 3 trends:

a New Technology

e Social Change

e Marketplace Investment

Medallia



There is a significant market developing for orchestrated
experiences - both on the revenue and cost side

Consumer Company

72 O/ of consulme;s say they only engage with 5 60/ Increase in company revenue
O  personalized messaging ° (o)

of consumers say encountering content that

660/ isn’t personalized would stop them from 1 o Oo/ Decrease in company operational cost
(o making a purchase or renewing a service o O

o of consumers gay they would Iikely. become o Increase in customer experience scores and
O repeat buyers if offered a personalized . O engagement effectiveness

experience by a retail brand

Deloitte Orchestration Research
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Leading orchestrators are significantly more likely to have

already implemented key technologies involved in
experience orchestration.

. Leading Orchestrators Low-Maturity Organizations

CRM Digital experience CDP

Customer journey Journey orchestration Al / ML-driven
analytics tool analytics tool platform / engine customer profiles
to integrate
delivery systems

Deloitte Orchestration Research
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G e n X a n d Baby Boomers In 2020 the Millennial generation
surpassed Baby Boomers as the
1980-2001 largest cohort in the US
Millennials will
Generation X

supercharge the
1 | illennials
Orchestration ;'l

°
transformation |

Generation Z :

How Americans Spend their Money, by Age Group A

(visualcapitalist.com) | 2046-2067

2030-2051

Youngest within generation 34-55

Age Group Average Spend

Less than 25 years old (Gen £ and young Millennials) $31,102
Between 25-34 years old (o/d Millennials & young Gen Xers)

Between 45-54 years old (o/d Gen Xers & young Baby Boomers)
Over 75 years old (Baby Boomers) $40,211

https://www.visualcapitalist. com/how-americans-make-and-spend-their-money-by-age-group/
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1:1 Personalization Opportunities

Reimagine Customer Experience Management

Continuity of Knowledge Human Touch Content Tailoring

Product Tailoring Proactive Touchpoint Rewards & Recognition

Medallia



Consistent & Connected Experiences

Coordinated Organizations

Customer-facing teams collaborate
effectively, coordinating their
efforts to grasp customer intent,
ultimately leading to valuable and
relevant interactions

Medallia

Integrated Data & Insights

A comprehensive, real-time
comprehension of customer intent
and emotional needs, derived from

a collection of CX signals

=

According to Deloitte there
are key strategies, teams,

technologies and process across
every function of the enterprise to
activate and deliver individualized

experiences at scale

Integrated Ecosystem

Systems collaborate seamlessly across
customer lifecycle, simplifying process,
reducing effort, and boosting overall
customer satisfaction

—

Omni-Channel Empathy

Channel experience are
thoughtfully designed to enable
customers to fulfill their desired
experiences with empathy and

effortlessly transition from one
channel to another
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Listen

Integrate Data to
Create a
comprehensive, real-
time understanding of
customer intent

Real-Time Journey Insights

Understand

Leverage the decision
engine to suggest -
and even execute -
next best experience
that align desired
customer outcome &
business goals

1:1 Experience Orchestration Progression

Act

ldentify at risk
customers; intercept
and guide next best
experience to prevent
negative interactions

Monitor & Adapt

Responsively guide
individualized
experiences,
redesigning and
adjusting in real-time to
optimize customer &
brand outcomes

See how customers really move across channels, creating a comprehensive view of each customer journey in real-time.



Step 1: Listen

, Nicholas Adams
i’ 4

Real-time comprehension of customer intent

High fidelity picture of customer brand experience

Pinpointing where to apply finite resource

® Organizations can track data at every customer
9 I n 1 o touch point—but just a little more than half of datia,
on average, is connected and accessible across all
sources and tools.

Medallia



Step 2: Understand

SMS during activation of my

, Hi! | have not received an
o new phonell??

Start, stop, and continue everywhere
When to sell and when to serve

Eliminate over messaging

«~ % HiNicholas,
. - \
1 5 Customers spend 1.5X as much with brands that 94 " Please check your blocked or unknown
€
o

orchestrate consistent, positive experiences JLIBErE Lo G ol sz e cocls

61 o/ “I am willing to spend more with a company if they can
(o customize the way they serve me to fit my needs”

Medallia



When transferred to a new customer
= service agent, | don’t have to provide

Step 3: ACt the same information again

Forgiveness / Recognition / rewards /
understanding for late exclusive treatment for
payments, returns, etc. being a loyal customer

- ® - -7 -

C

Proactively reaching out with help if
an error / issue is detected (e.q.
service is down, stuck on a certain
page, account is locked, etc.)

Medallia



Step 4: Monitor & Adapt Experiences QL

See the revenue impact of personalization

Creating a more valuable customer relationships
Activation Completed

You have successfully set up service on your new phone.

Engage customers in a more meaningful & relevant way

Enjoy and start exploring some of the new features!

eee >5% Profitability ®+15% Avg NPS lift
? +40% product improved

Medallia



Demo
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Listen

Integrate Data to
Ccreate a
comprehensive, real-
time understanding of
customer intent

Real-Time Journey Insights

Understand

Leverage the decision
engine to suggest -
and even execute -
next best experience
that align desired
customer outcome &
business goals

1:1 Experience Orchestration Progression

Act

|dentify at risk
customers; intercept
and guide next best
experience to prevent
negative interactions

Monitor & Adapt

Responsively guide
individualized
experiences,
redesigning and
adjusting in real-time to
optimize customer &
brand outcomes

See how customers really move across channels, creating a comprehensive view of each customer journey in real-time.
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