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A customer’s experience 18
made up of many moments

A moment is a point in time when a person
interacts with a brand to get what they want
immediately and in context.
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You can’t deliver value...

Economic value: money

Predictable and low price Saving money and freebies
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Design and sensory allure Courtesy and reassurance

Experiential value: interactions and sensations

Source: You Can’t Deliver Value To Customers: Embrace Their Value Networks Instead Forrester report
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Customers
realize
value on
their own
terms.


https://www.forrester.com/report/you-cant-deliver-value-to-customers-embrace-their-value-networks-instead/RES178785?ref_search=2976249_1690999518945

Shift your focus to where customers realize more value

Company perspective

ADVOCATE
ACTUALIZE ‘

PARTICIPATE ‘

INITIATE |

-

DISCOVER

EVALUATE
COMMIT

More sales ...

*  More profit/fewer costs
- Better stock value

* Increased market share

Customer perspective

DISCOVER

ADVOCATE '.EVALUATE
COMMIT
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ACTUALIZE .

PARTICIPATE

INITIATE

More convenience, ease, and trust...
« Services when | need them

* Less complexity

« Taking care of my needs

Source: Now Tech: Real-Time Interaction Management, Q4 2021 Forrester report
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https://forrester.sharepoint.com/sites/spg_b2cresearch/Shared%20Documents/RWarner/2022/RTIM%20Best%20Practices%20For%20Financial%20Services/RTIM%20Best%20Practices%20for%20Financial%20Services%20-%2018%20Aug%202022.docx?web=1

Marketers Customers

Amass data.

Over personalize.

4

Automate and outsource.

\¢

Stitch identifiers and profiles.

Fake values-based marketing.

Marketers, check your fundamentals:
Redefine your customer focus.
Rethink targeting and multichannel campaign strategies.
Know when to personalize and when not to.
Measure success on customer value and satisfaction.

Source: Marketers Versus Customers: Opposing Forces Erupt Forrester report

© Forrester Research, Inc. All rights reserved.

Crave privacy.

Are creeped out.

Presume inauthenticity.

Feel emotionally disconnected.

Are traumatized.

Don’t conflate
personalization with
experiences

* Begin with a customer data strategy to
transcend disparate silos.

« Collaborate to align customer insights across
functions.

* Invest in personalization aligned with customer
needs and preferences.

« Getting it right is important:
— Personalization tactics often fail.

— Acquisition and conversion are brand goals
that do not equate to customer value.


https://www.forrester.com/report/Marketers+Versus+Customers+Opposing+Forces+Erupt/-/E-RES153015

Measure based on customer lifetime value (CLV)

(R — Cy) * Sy Revenue Survival

Servicing Acquisition
costs costs

1. Align marketing metrics with CLV to
prove ROl and make informed
investment decisions.

2. Collaborate with your CFO and data
science team to define the right CLV
model for your business.

Time and
discount rate
3. Optimize your measurement program
with a customer-obsessed growth
engine mindset.

Source: Beyond The Butterfly Effect: Why You Need To Embrace Customer Lifetime Value Forrester report
© Forrester Research, Inc. All rights reserved.



https://www.forrester.com/report/beyond-the-butterfly-effect-why-you-need-to-embrace-customer-lifetime-value/RES179186?ref_search=2976249_1683107749633
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Prediction for 2024

Half of CMQOs will pursue martech ecosystem integration over marketing cloud dreams.

No one vendor provides a
100% complete solution.

Align investments
based on customer
needs.

<!

Prioritize customer
data, analytics, and
content.

Best-of-breed solutions

complement core functionality.

Adopt predictive
and generative Al
capabilities.

M

Rationalize channels,
personalization, and
optimization.

Treat integration as a critical
investment criterion.

Choose products that
meet your requirements
and fit seamlessly.

M

Integrate data and
tech to eliminate
functional overlaps.

Source: Predictions 2024: B2C Marketing Forrester report
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https://www.forrester.com/report/predictions-2024-b2c-marketing/RES179961?ref_search=2976249_1710518812828

Martech spending 1in 2024

Technology - Do you plan to increase,
decrease, or maintain your organization's

marketing investment in 20247

% of Marketing
Budget Spent on
Technology

 North America: 17.6%
* Europe: 19.1%
e Asia: 18.1%

2% 5%
1% 0% 1% °

Decrease by more than  Decrease by 5% to 10%
10%

Base: 1,070 Global B2C Marketing Decision Makers
Source: Forrester's Marketing Survey, 2024

© Forrester Research, Inc. All rights reserved.

19% 19%

6%

4% 3%

Decrease by 1% to 4% Stay about the same Increase by 1% to 4%

m North America mEurope mAsia

74% planning some increase
compared to 65% in 2023.

2024 global martech spending
~$150 Billion

Increase by 5% to 10%

Increase by more than
10%
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To transform marketing, invest in solutions that:

Support sophisticated cross-channel experiences at scale

Ease human workloads with Al-based recommendations

Focus on customer outcomes that drive business results

Source: The Forrester Wave™: Cross-Channel Marketing Hubs, Q1 2023 Forrester report

© Forrester Research, Inc. All rights reserved.
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https://www.forrester.com/report/the-forrester-wave-tm-cross-channel-marketing-hub-q1-2023/RES178462?ref_search=2976249_1678715619629

Thank You.

Rusty Warner
Vice President, Principal Analyst

Linked m https://www.linkedin.com/in/rustywarner/

X y https://twitter.com/RustyWarner
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