7 THREE INGREDIENTS FOR CUSTOMER-
CENTRIC ENGAGEMENT
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Non-Linear Journeys DonOt End at Conversions
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CUSTOMER CENTRIC ENGAGEMENT=
FLYWHEELS, NOT FUNNELS!



Connected Customer Journey. Marketing Meets CX
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#1. INTEGRATED MARKETING + CX =
TWO WAY CONVERSATIONS



First Party Data More Important Than Ever BeforeE



EBut Activating First Party Data Remains a Struggle
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ARE YOU WORKING FOR YOUR DATA,
OR
1S YOUR DATA WORKING FOR YOU?



Brands That Put Data to Work Will Win

Accessible Data Actionable Identity Real-Time Automation
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#2. DATA AT WORK = ENGAGEMENT AGILITY



Storytelling Is the Essence of Marketing...

...But How do You Scale to Millions of 1:1 Stories?
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#3. ODATA ARTISTSO (MARKETER + ACCESSIBLE Al)
= INTELLIGENT STORYTELLING
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