Is Technology Improving the CX? J3] The Harris Poll
Marketers Tell All

Findings from an online survey among over 450 marketers across the U.S., REDIGDLOOIBNA.IL-
Canada, and the U.K. reveal key MarTech insights
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O MarTech (marketing technology) is
a key initiative for their company. Marketers have over 20 customer

engagement systems deployed

(86%)

managing an omnichannel
customer experience

Integrations are costly and labor intensive
to manage

65%

Say the number of
customer engagement
systems they have makes
it harder for them to
provide a seamless
customer experience

Lack of data integration between different
MarTech systems

Some channels lag the customer cadence
(i.e., are not real time, not contextually aware)

Unable to deliver innovative customer
journeys with existing technology
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61%
Say it is increasingly
difficult to manage the

number of customer
touchpoints they have

Using a marketing cloud that is a closed,
self-contained system

Using highly specialized applications that
can't be replaced

TOP 3 WAYS CX STRATEGY
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Applying additional .
resources to better ;@\ |
understand customer ,

behavior and preferences

Embracing new
channels for customer
interaction

Accelerating customer 2
9 60/ data initiatives 9}5:?_* @
(o] o

BELIEVE CX STRATEGY WILL
EVOLVE IN THE NEXT YEAR

TOP 3 CHALLENGES PREVENTING COMPANIES FROM BRIDGING
THE DISCONNECT BETWEEN STRATEGY & EXECUTION

(among marketers who say there is a disconnect between their CX strategy and execution)

390/ The complexity of
(o] technology solutions

3 50/ Lack of cross-functional
(o] commitment to the strategy

The inability to integrate new

33% capabilities with existing
processes or technology
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WHAT CAN BE DONE?
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Marketers today realize that they need to meet the customer when and where they
are in their overall customer journey. Doing this has meant reaching multiple
channels, finding ways to maximize technology investments and optimizing across
data silos. Creating a single point of control over all data and interactions that can
pull information from all these systems is what will make omnichannel customer
experience possible. Doing this with an open garden approach, requires marketing
technology designed to help marketers retain their legacy solutions while also
counteracting entrenched data silos. It's time for marketers to overcome closed
systems so their technology tools can work in harmony, not against each other.

ABOUT THIS STUDY

The marketer survey was fielded between January 2 - 28, 2019 among 454 adults 18+ residing in the United States (n=150), Canada (n=150), or the United Kingdom (n=154) who
are employed full-time, working in select industries and functions with annual revenue of at least $500M and has one of the following job titles: Chief Digital Officer, Chief

Experience Officer, Chief Innovation Officer, Chief Marketing Officer, Chief Technology Officer, Executive Vice President, Senior Vice President, Vice President, or Director. Data for
the marketer sample were not weighted and are only representative of those who completed the survey.

For complete survey methodology, please email contact.us@redpointglobal.com




