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Customer Experience (CX) is the new battlefield

2020

CX will overtake price and product as the key
brand differentiator.

20%
Companies consider CX as the most exciting
business opportunity

16%
Decrease in customer satisfaction due to One
second delay in e-commerce transaction

@ M Indtree Source: Adobe, Gartner; Frost Sullivan; McKinsey Digital Labs 2016, Mindtree Global Study, Forrester Predictions. Kissmetrics

50%
Organizations will redirect their investments
to customer experience innovations.

50%

CX leaders fail to quantify an improvement in

their company’s customer experience

40%
Data Analytics projects will relate to an aspect
of customer experience by 2020.



Mindtree: Successfully Transforming CX in a Complex Landscape
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Executive

Management
Growth
Reputation
Innovation
Revenue
Margin
Cost

ROI
Forecasting
Budgeting
Customer Sat.
Compliance



Our blueprint for elevating CX

Connect Customer

Re-imagine the Customer Experience

Next-Gen Experience Systems with Al

‘ Connect Context ‘

Connect Experience

Legacy Migration to Cloud

Innovate at Speed

Modernize the Ecosystem and Processes

Modernization

Process and Asset
‘ Responsive Systems ‘

Platform Build and Factory-
based Delivery

Aqgility and Lower Cost

Data Integration

Get Unified Customer View

Harness the Power of Data

Advanced Analytics

‘ Bridge Anonymous-Known Divide ‘

Customer Segmentation

Personalized Engagement
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Customer 360 is the holy grail for CX
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Customer Experience

Customer Engagement

How consumers interact and perceive

engagement across channels and
touchpoints
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Customer Sales .
Customer Data Hub

Consumer Engagement
How Sales, Marketing, Customer
Service, Store, etc. deliver personalized
experiences to consumers

Insights

Insights
How brands use analytics, reporting
and insights to drive engagement and
affect consumer experience



Profiting from CX with Customer 360

Build single view of customer 3 Z
across touchpoints

Improve conversion from
prospects to customer with EE
personalized engagement

Cross/up-sell products with /@ﬂ
predictive analytics anl]

Lower cost of customer acquisition/ =
with customer modeling Q
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o

To
Business

Get omni-channel experience
across different touchpoints

Seamless transition from

\\
To

Consumers

awareness, purchase to service

Recommendation to buy

complementary & ancillary
products & services

Enhanced customer

experience lifecycle



Customer 360 Use Cases in the consumer industry

DRIVING BUSINESS GROWTH

(" consumer Intimacy )(  Channel Excellence ) ( Differentiated Journeys ) ( Marketing Oriented ) (

Compliance

Better understanding of
Consumer Journey

« Advanced
Segmentation

Customer Identity
Resolution

Better Segmentation &
Targeting
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Omni-Channel
Experience

 RT Personalization
(Content/ Service)

Offers &
Redemptions

Connected &
Personalized
Experience

Journey Orchestration

Abandon Cart/
Forms

Birthday Offers
Segment Upgrade

Higher Conversions

Downstream
Activations

 Faster/ RT
Activations

Contextualized

RT Onsite & Offsite
Targeting

Compliances

Privacy
Compliances

Trust

Compliance Adherence




Example of building a Customer 360 View
’ Segment Root
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Interaction Data Social Media

Downloads Subscribes
Follower

Follows
Offers Newsletter

Blogs
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Online bﬁly
Offers

Gizmo
Geek

Mail
Catalogs
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Transactions

AN

SERVICE

COMMERCE

REVIEWS

CASE

WEB INTERACTION

MEDIA INTERACTION

JOURNEY TOUCH POINT
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Customer 360 Map

Engagement
Case
| G Management Ticket
Review Resolution
Mobile
Review Raﬁ_ngsl' Email
Review
S Complaint
us
Social Service
. UNIFIED
Media  mpression Senice
: CUSTOMER
Media CRM
PROFILE
o AND ID
version
Web Redeemed
- Loyalty  pgints
opping
Dealer
Web eCommerce  Sales Coupons
Cart and
Checkout
Product Enrollment
Received
Loyalty
Order

~

-~

Consumer

GLOBAL PROFILE

BRAND PROFILE

Consumer (LOYALTY)

INTERACTION

UNIFIED LINK

ANAONYMOUS CUST INTERACTION

ANONYMOUS Consumer

ANONYMOUS BRAND PROFILE

ANONYMOUS GLOBAL PROFILE




ENGAGEMENT SOPHISTICATION

Contact DB

## STAGE 1
ﬁ DATABASE

MARKETING

Channel marketing and
messaging informed by

simple,

1%t party data-driven
consumer profiles

Fragmented
Data

STAGE 2
))) ENHANCED

PROFILING

Integrated 1t and 3rd-
party data inputs
enable deeper

consumer profiling
and segmenting that

drives personalization
for some channels

S JBVIR

(.\ STAGE 3

e MARKETING

Single view of the
consumer driven by
connected 1st / 2nd /
31 party data inputs

and always-on
planning that enable
richer segmenting,
targeting and multi-
channel messaging

« CDP
 DMP
78N
= w STAGE4
13 ‘J CROSS-CHANNEL

ACTIVATION
Consolidated and
integrated data
platforms drive deeper
personalization,
predictive consumer
behavior modeling and
responsive micro-

targeting, across an
omni-channels journey

Customer 360 helps make progress in Data-driven Marketing

« Experience platform
« Journey orchestration
- DMP

‘\ STAGE 5
288 | JOURNEY-CENTRIC

\/ PERSONALIZATION
Automated and
responsive messaging
and communications
that drive personalized
and connected
experiences across a
cross-category, omni-
channel consumer

journey with data- rich
segmenting and
targeting

CONSUMER

EXPECTATION
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SEE ME

RECOGNIZE ME

MATURITY LEVEL

KNOW ME

UNDERSTAND ME

ENABLE ME
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Building Blocks of Customer 360

Enterprise Data Campaign Data
Data Collection

Data lake

Data Management Normalization | Hygiene | Matching

Store and Analyze Identity Store Interaction Store Analytics Store

Micro Services

Insight Delivery dentity | Offer Recs IW
e e P e ——

TECHNOLOGY TOOLSET
u WCMS DAM CRM MARKETING AUTOMATION PIM LOYALTY 10T
TEST/ WEB/ MARKETING SOCIAL SOCIAL
OPTOMIZATION i AN = ANALYTICS PUBLISHING LISTENING S S

BRAND ENGAGEMENT CHANNELS

BRAND MULTI-BRAND DISPLAY CONTENT
WEBSITES PORTALS ADVERTISING Kl MARKETING s Nt
COUPON/ LOCATION "
SEM ECOMMERCE SMS OFFERS BASED VIDEO SEO
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Solution Architecture with Tech Stack

[ Connect Customer Y Connect Context T Connect Experience
Data Universe Personalization Engine Digital Presence Conversational
Management Engagement
Data Al and
Organizations ETL
Demographics L x /) @“
Azure Data Azure Blob : Stream ~— SAP Hybris | ¥ ;
_ HD | h : Microsoft BOT
Operations Factory Storage el Analytics R Cortana
Adobe
Assignments .rm Experience
% k"afkq —— Azure Databricks Manager LUIS
ML Power Bl
CRM Cloud Adaptors Embedded
r— Azure Data Azure Databricks ‘
o= Lake Store Iy I’ﬁl Magento Xamarin
Unstructured ) .
Event mongo
Data Lake @
Data Stream Hubs ;
Analytics t .
Adaptors I @ Sitecore
Clickstream Iﬂﬁﬁﬁﬁ]l Q A lrlm
Contai SQL Data Power Bl
Social Media ontainer Embedded
Services Warehouse Azure ML
@ Azure Active Directory Azure Compute Azure Storage @ Cortana Intelligence J
\ =~ \_ VAN )
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Typical Roadmap to accelerate Customer 360

ORGANIZE 4 weeks

SHAPE 4 weeks
* In-Depth SWOT

" « CX &IT Team Interviews Opportunity Analysis

i  Understanding Pain Point/ » Capabilities Evaluation
‘l]] Z Business Challenges * Prioritization Metrics

0 .

o) » Strategy Alignment

“ » Defining Success Factors

Lu .

. = « Understanding Products « CX Touchpoint Analysis
4*_’ 'g'zJ and Services » Service Design Mapping
’ = * ldentifying Engagement Existing CX Journeys

x Gaps/ Opportunities
> N—
8 *  Work Stream Prioritization

:... - * As-is Evaluation
obe = + Standards & Constraints » System Context

o * Qualitative/ Quantitative » Solution Architecture
= Governance Models « Technology & Tools
Evaluation

@} Mindtree Discovery & Assessment

VALIDATE  4weeks

* Eco-System Evaluation

+ Align the Prioritization Matrix
with Stakeholders

+ To-Be Capability Map

* ldeate/Test CX Journey
Solutions

» Validation of Customer
Experience Strategy
Recommendations

» Service Design Mapping of
Future State

* Deliver Executable Roadmap

» Tech Solution Architecture

* Guidance & Recommendations
* “To-Be” Systems Context

* Architecture Spikes

PoC/Pilot

Future

TRANSFORM Roadmap

Execute Roadmap & Timelines
Eco-system Integration
Business Impact Matrix e.g.,
NPS/OKRs/KPI Measurement
Factors

Choice Decision Analysis

Customer Experience Strategy
Solution

Functional Architecture Plan
Timeline of CX Integration into
existing processes/work flows

Technology Integration

& Evaluation into existing systems
Benefits Process Mapping
Framework Engagement Definition

Build & Manage
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Mindtree Offerings to build Customer 360

Solution Architecture,

Design and Roadmap
Defining the Platform and
Roadmap

Big Data

Sandbox
Business Case
Validation

Workshop
Winning in the age
of Personalization

Ingestion,

Matching,

Real time

CXKPI Analytics
Framework Customer

Insights Generation Insight PoCs

@4 Mindtree
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Your anchor partner to win in the Age of Personalization

Decision Moments Multi Channel KPI Expertise Across MarTech
Platform Framework and AdTech Ecosystems
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Getting Started with a 2 weeks Assessment

What we do

Week 1

* Understand the business and marketing
challenges with customer data

 Understand the sources of customer data

« Design Thinking workshop to imagine the
possibilities with Customer 360 view

Week 2

« Big Data Sandbox for business case
validation

* Measure the cost and expected benefits of
the Customer 360 solution
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Deliverables

High Level Roadmap and Strategy for
achieving Customer 360 View

Recommended Architecture by leveraging
Azure Cloud

Business Case for building a Customer
360 View
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Thank you.
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