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100% Guaranteed !
£ You have 11,245 Unread Messages
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Message overload

0%

Of consumers have
unsubscribed from at
least 3 brands in the
past 3 months due to
excessive emall
messaging.¢

&

The 2025 Optimove Indights Consumer |
Marketing Fatigue Report ]
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Context combats marketing fatigue

HCLSoftware

%

Of consumers open emails
only if they're personalized .
to their needs.

The 2025 Optimove Insights Consumer
Marketing Fatigue Report



A tale of two economies

There are two distinct types of digital econc

The Currency: The Currency:
Transactions & Eyeballs Lifetime Value & Loyalty
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The Attention Economy

The Attention Economy’s currency is Transactions and Eyeballs and it has become unmanageable.

Fill the top of the funnel

« Customers #1 complaint is about the industry
is interruption, trumping privacy & security

concerns.
The Attention E
Economy « U.S. digital media spend is estimated at around
U $269 billion, the ease of content creation via
generative will only make the challenge worse.

« U.S. ad spend is $940 per person. The U.S. is
#1 in ad spend, resulting in 7X the global
average.
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The Trust Economy

The Trust Economy’s currency is Customer Lifetime Value and Loyalty, we need to maintain their confidence.

Generate memorable transactions

e Customers who are emotionally
connected to brands have a 306% higher
lifetime value

e Reliability fosters trust. Customers are
3.8 times more likely to spend more on a
brand they consider reliable.

The Trust
Economy

e Brands that have earned trust and high
customer loyalty have a Net Promoter
Score 3 times higher than their competitors.
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The emergence of the Inte

¥

The Currency: The Currency: The Currency:
Transactions & Eyeballs Context & Insights Lifetime Value & Loyalty
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Context is the currency of the Intelligence Economy

It’s about using context to make the funnel
more effective

« Globally Al in marketing has grown from a $12
Billion USD business to a $36 Billion business E

in the last 2 years i
c The Intelligence

 Focused on aggregating, activating and Economy
understanding the full customer context U

 The Intelligence economy is about doing
better not just doing more
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oilh Insight

@7 Deep Customer
Knowledge
Engagement
Contextual

Customer Journeys

Experience

Memorable
Experiences

INTEL
ECONOMY
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Context is the currency of the Intelligence Economy

User: Emma
Age: 24 Stage in the
purchase
cycle?

Sensitivity to
price? Time?

Purchase intent
or occasion?

Which messages
resonate? Barriers, triggers,

concerns?

Tone of “445  Expectations for
voice? A4 privacy?
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3 HCL Unica+

e MarTech for the Intelligence Economy

4
™
- ‘ .
I e
X, + Al-First
e 4+ Data-Driven
+ Hyper-personalized

' ..: iy &
e, sz % |.. Yy "
HCLSoftware

- {
~
- Y P %
[ N R
-~
e -,
'ﬂ ’ . . & o] ,'Ar“'.' “ ’i‘
= S o — = f—
Pietchd- !!!I | u D ST
i -'t‘;a o, S e M b LT o | :
N \ o \ T b e
_I... L ; L] ll: ' - ‘: ! . oumy
L S LA . = arem e . : _—
» a . 1 R L h] - e - :|’
[— « CLE R :
—— : 3 i o
; - '__T — =z . wl ¥ - = &
E - LY | |~.~ r;,_. - k= ..l’w'll..; v &
Sl .- WANE . ol
- " ¥ - b4 —  au jn‘ o i A s -
S : W 3e mE I ' 4 SR =
par - - § - i1 —~ i
~ o SRR Y WFETIA-S ,‘ YLk iaww-ce S - : - |
T b gl 3 ; " =
; ﬂ 1 e -
™ ’ .. ke
' . ¥ e . I 3 .
k ﬂ‘ = f : ..’ - “g"-_-\,
i - - ‘l o -
- ‘% s’ . -
Rl

& HCLSoftware™ -
3



Al-first, data-driven, hyper-personalized
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Al Trajectory For the Intelligence Economy
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\( Autonomous Campaign Management | { Multi-Agent Collaboration

\
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' ( Multichannel Experience Orchestration

Dynamic Pricing Strategies , .
' { Automated Follow-Up
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Creative Generation at Scale "\\ Real-Time Campaign Adjustment
Predictive Lead Scoring ~o=ts

' { Continuous Feedback Loop

S

\
\

Al-Generated Content

izati Real-Time Personalization

Media Mix Modeling
Send Time Optimization
Behavioral Analytics
Churn Prediction Hyper-Personalized Retargeting
Dynamic Segmentation
Campaign Performance Analysis
HCLSOftwal'e Color Key: Statistical Al Predictive Al Prescriptive Al Generative Al Ag(anti;:./\:Al



Glimpses what this might look like
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(0 HCLSoftware Q_ search ] ¢ | @ MaxAl| @ Rajlyer

Journeys >

Bank Account Activation journey_te...

Design History More Actions v { Exit J [Add/EditGoalJ { Save } m

:: Palette Milestones Form Drop Off = Re-target Co.. =~ Mobile Notifi... Notification ... Application ... Activation do.. =~ First Transact...

9 Start
1DD,1ES

7§\ Form Drop Off?

Welcome @ Notification Reminde..

is Activated
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HCL Unica+: Insights Agent

HCLSoftware MUnica+ ) @ MaxAl  (® David
Favorites

System
Launcha Creatives- Orchestrate Real-time Audience
; Health Offer Central
Campaign RTP alJourney Personalizat. Central

Marketing Insights

Sent Time Analytics Heatmap (Engagement) Journey Channel Performance

Metric: ResponseCount

Milestone Funnel RTP - Performance
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HCL Unica+: MaxAl Assistant

HCLSOftwam munica+ Recent ‘ B2 0 ¢ | @ MaxAl @ Mahesh Khatik

Favorites

Orchestrate Journey Real-time
Offer Central
alourney Analytics Personalizat.

Marketing Insights

Milestone Funnel (@ Journey Channel Performance

@ First Purchase (@l Interested in Loan (il Awareness nterested Applied Online @l Newsletter

Interested

Applied Online

Audience Comparison Across Channel
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HCLS

Fueling the Digital+


https://www.hcl-software.com/
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