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Trend #1:
Customer experience
as buying criteria




Insight #1:

Economic challenges
means CX matters
more than ever




Adaptation to inflation has driven a variety of shopper behaviors

Large proportions are turning to more substitutes and more price research.

% Agreeing with 2023 shopping behavior changes

For each of the following, select the choice that best represents your feelings; % selecting 4-5 on a 1-5 agreement scale.

| am doing more research now than | did previously to find out which store has the best
prices for things | need

| am doing more research now than | did previously to see if there will be a large price o
difference buying something online vs. going to the store for it 55%

Compared to last year, | am now more often shopping for off-brand / knock off products o
instead of the brand-name version 50%

Compared to last year, | am more willing to buy things online (even if normally | would go in- o
person for those items) 47%

| am now more often looking to see the price difference of buying food directly from a o
restaurant / store vs. using a service like DoorDash, Uber Eats, Instacart, etc. 45%

Compared to last year, | am more willing to buy things in-person (even if normally | would go o
online for those items) 42%

Compared to last year, | am now more often shopping for second-hand / used products
instead of new ones

Medallia '«‘ Adobe



Buy Now, Pay Later continues to grow in use,
though not at its astronomical pace in '20-"21

Leading platforms like Klarna and Afterpay still are holding
on to a more than 9x growth level vs. four years ago.

Spend on select BNPL Platforms
Indexed Sales by Quarter (100 = On par with Afterpay in Jan 2019)
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Food ordering is still holding steady despite consumers
saying they’re cutting back

Total spend on 3rd parties is close its highest levels ever (even including pandemic
heights). Restaurant-focused platforms are faring better than grocery ones.

Spend on Food / Bev 3" Party Ordering Platforms

Indexed Sales by Quarter (100 = On par with restaurant-focused platforms in Jan 2019)
YoY Relative

% Change
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3PO Platforms (e.g.
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Brands don’t get a free pass on eroding customer experience

Larger proportions of shoppers have had skeptical or disappointed views on how brands have been
treating them recently (and only a third having positive views).

% Agreement: the current state of the shopping experience

For each of the following, select the choice that best represents your feelings; % selecting 4-5 on a 1-5 agreement scale.

Compared to last year, | am more willing to speak up or provide feedback if a
company is providing me with a poor experience

This year, | have given up on making a purchase due to receiving poor service

Companies today seem to be taking shortcuts that are making the customer experience
worse

Stores are using higher costs or labor shortages as an excuse to provide worse customer
service

Companies are doing a better job considering the unique needs and preferences of each
individual customer than they were a year ago

When interacting with brands, | feel the experience is more personalized now than a couple
of years ago

| notice better customer service when interacting with brands that charge higher prices

MEda"ia "‘ AdObe From Medallia Market Research August 2023 US Gen Pop Survey (n = 2,276)



Insight #2:

Personalization is a
key differentiator —
both on and offline




Consumers often choose brands based on personalization

82%

say “personalized experiences” drive their choice of
brand in at least half of shopping situations

)
| \

0% of the time 100% of the time

% of respondents, by how often they choose a brand over others
due to it offering “more personalized experiences”

Medallia '«‘ Adobe

of customers believe companies
should use elements of
personalization in most or all
interactions



...and brands are regularly falling short % Agreeing

“Companies could do more to make interactions with
customers feel more personal”

“| have experienced a company asking me for information
about myself multiple times and then never doing anything
useful with it”

“| have had a past experience where a brand has said they
will provide a highly personal experience but then failed to
deliver on it”

Medallia '«‘ Adobe



Only a minority of brand interactions leave consumers feeling it
was personalized

Only 26%

rate the level of personalization in their last
company interaction as a 9 or 10 on a 0-10 scale

Medallia '«‘ Adobe



Critical elements of personalization: continuity of knowledge and rewards / recognition
% saying element has a “strong positive effect” on their experience. Select named out of 34 elements asked (dot for each)

Content /
Continuity of Rewards &  Flexibility of Proactive @ recommend- Product
o : : : Human touch .
knowledge  recognition service touchpoints ation tailoring
tailoring
When transferred to a new customer
45% service agent, | don’t have to .
° provide the same information again Recognition / rewards /
exclusive treatment for
being a loyal customer Forgiveness / understanding
0 for late payments, returns,
40% etc.
‘ Search functions on the

company’s website that let me
filter for specifically what | want

35%
Account profile just
. Addressing me by my for me, separate
Proactively reaching out name in communications from rest of my
i i i household
o with help if an error / issue
30% is detected (e.g. service is ‘
‘ down, stuck on a certain
‘ page, account is locked, ‘
. etc))
25%
o ©
20%
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Leading brands personalize at scale by building differentiated capabilities in unified data,
tailored content, and omni journey orchestration

PERSONALIZED EXPERIENCES

Delivering the right experience at the right time to every customer in the right context and channel

Unified Data & Insights

* Real-time 360 customer data & signals
* Responsible data management
« AI/ML predictive models/algos

Medallia '«‘ Adobe

Content & Collaboration

N it cimeem e s [ ——

FashionWebStore New collections Men women Kids Accessorics

» Streamlined content creation & workflow
» Modular content, intelligently assembled
« Seamless content re-use

Org & Operating Model

Orchestrated Journeys
&

» Coordinated cross-channel journeys
» Real-time, behavior-triggered, contextual

» Advanced decisioning/next best experience

©2023 Adobe. All Rights Reserved. Adobe
Confidential.



Personalization at Scale (P@S) is a strategy to deliver contextually relevant experiences |
for every customer across all interactions and channels

Personalization is delivering a tailored, relevant experience Personalization at Scale is being able to do that for
to the right customer on the right channel every customer on every channel in real time

7/ ////

MEda"ia "‘ AdObe ©2023 Adobe. Al Rights Reserved. Adobe

Confidential.



Insight #3:
The role of Al in
personalization & CX




Al promises new efficiencies — with focuses
beyond just GenAl

/

Measure content

Easily explore and :
and campaign

visualize new

performance
concepts
O/ .
, 32% expected time

o . expected time P
45% expected time . savings

. Savings
Savings

, Source: Adobe Economic Impact of GenAl
Source: Adobe Economic Impact of GenAl S

Source: Adobe Economic Impact of GenAl Survey 2UIVEY

Survey

.
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https://medallia.highspot.com/items/63403da9a16a25cf7edd397e?lfrm=srp.8
https://medallia.highspot.com/items/63403da9a16a25cf7edd397e?lfrm=srp.8
https://medallia.highspot.com/items/63403da9a16a25cf7edd397e?lfrm=srp.8

Consumer reactions to what might be needed to
Implement personalization features

% Expressing Concern / Opposition

More Al-driven interactions
24%

Preference assumptions based on group stereotypes
24%

Excluding customers from messaging they may have wished they had
23%

Lengthy collection process for individualized preferences

20%

From Medallia Market Research August 2023 Personalization Survey (n = 2,001)

“For companies to personalize the experience they deliver to you in the future, it may require
some changes from how they interact with you today. For each of the following, please share
your view on how accepting you would be with companies doing these things in order to deliver a

. more personalized experience.”
Medallia "‘ Adobe % selecting 1-2 on a 1-5 scale of support level.



Trend #2:
Digital is increasingly a
part of every journey




Digital is a key part
of every shopping
experience, even

post-COVID




Omnichannel paths are still common for big retail events

For many retail categories, barely more than half of shoppers had a solely in-person journey on
events like Black Friday or Cyber Monday.

Shopper journey paths for Black Friday / Cyber Monday shopping, by product type
For the types of items you expect to shop for on Black Friday / Cyber Monday this year, how do you think you will shop for each of
them? Select the choice that best applies

: 0 0 0 0 0 0 0 0 0 0 0
® Browse and buy in-store 0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Gift cards G |

| | Jewelry | 1§

= Browse online and buy in-store Food / beverage N — B

Personal goods I ]

. . Clothing / appare| | IEEG— 7

Browse and buy online for in-store / Home appliances / tools —

curbside pickup Toys 3

- - Sporting / fitness equipment | INEEEEG—__—— 1

Browse In-store and buy online for Electronics I — 3

delivery Entertainment content I B
m Browse and buy online for delivery Automobile

Other category not listed here IR

Events / experiences NN N

= Other Subscription services I " I

Travel N I

with children in household.

* . . . . -
Meda"la "‘ Adobe From Medallia Market Research Holiday Shopping Plans Survey, fielded July 2023 (n = 2,210). Among subset



Many price or product issues still preferred to be resolved in-
person, but digital is big for others

Information seeking skews toward Online service

Preferred service route based on situation
% of respondents; simple average of In-Person and Online shoppers for retails & restaurants studied

®m Go to an employee in-person at store m Go to brand's website / app m Call brand's customer service on phone
m Post / message brand on social media Other
Charged incorrect price for product 52% 18% 24%
Package / bag is missing some products purchased 49%
Product is defective / does not meet quality bar 49%

Wanting to cancel / get refund on a purchase 43%

Seeing if an exception can be made to a policy 39%
Wanting to modify a purchase (e.g. change items, date, etc.)
Wait time much longer than expected
Seeing if there is space / availability at location
Checking on status of a purchase
Finding out what a policy is
Resolving account issue (e.g. login, rewards balance, etc.)
Wanting to give positive feedback about experience
Finding out basic store details (e.g. operating hours, location, etc.) 18% 66% 9%
Wanting to give negative feedback about experience 16% 43% 19%

Meda"ia "‘ Adobe From Medallia Market Research Digital vs. In-Person Benchmark Survey (36 restaurant / retail brands total, 1500 in

person and 1500 website visitors based on natural incidence per brand). Data collected November 2022.



Mobile phones are the
key connector between
digital + the world




Apps closely rival websites for brand interactions

The single most common medium for recent company digital interactions is
mobile app from a phone.

Most recent digital interaction w/ a company: Primary method used

Think of the last time you interacted with a company through a digital channel (exclude cases where you
were simply browsing on social media). During that last time you interacted with the company through a
digital channel, which channel was it? Select the choice that best applies.

It's not just the app that is such a common medium for brand
interactions. Collectively the mobile phone (app or web) makes up far
more cases than the computer does.

10%

That company’s That company’s That company’s  That company’s That company’s Something else not
mobile app (froma  website (from a website (from a mobile app (froma  website (froma listed here
phone) phone) computer) tablet) tablet)

*
Medallla "‘ AdObe From Medallia Market Research September 2023 US Gen Pop Survey (n = 2,000)



If the app is just one of multiple channels used
INn an interaction, in-person is also common

It ranks highest among the sizeable 37% of interactions that involve a mobile
app, but not only a mobile app.

% of app users who
also interacted via
another channel on

that occasion Also interacted in-person

Of multichannel experiences, % by channel

Also interacted on a phone call 35%

Was also on their website 33%

Also interacted in some other way 29%

Millennials: 44%

Gen Z: 52%

Medallia '«‘ Adobe From Medallia Market Research September 2023 US Gen Pop Survey (n = 2,000)




Millennials are most likely to be aware of, and
have knowingly used In-Store mode

Still, no generation has a majority with experience knowing using In-Store mode.

In-Store Mode Prevalence

Are you familiar with mobile apps that have “in-store mode™?

Aware of In-Store Mode Have Ever Used It

18%

Boomer 29%

Gen X 46% PASY/S

Millennial 57% 32%

Gen ”Z 53% 29%

Medallia '«‘ Adobe From Medallia Market Research September 2023 US Gen Pop Survey (n = 2,000)



Many users are satisfied with in-store mode as-

IS, but also have ideas for improvements

More real-time information, reduced glitches, and more discounts are especially
popular user-generated ideas

Usefulness rating: In-Store Mode
How useful do you find “in-store mode”™? Among prior users.

10 - very useful
9

- NN W s 01O d

O - not useful at all

36%
Top-2 Box
3%
0%
0%

%

Free response themes: What would
make In-Store Mode better?

More real-time, accurate information
about in-store items

Glitches and slow loading

Show more in-store discounts / offers

Privacy & security

Nothing / satisfied as-is

Medallia "‘ Adobe From Medallia Market Research September 2023 US Gen Pop Survey (n = 2,000)



Brands need to commit
to digital to capture
younger buyers — but
caution Is necessary




Insight #1:




Brand social media presence is increasingly
Important, even vs. last year

Generative Al tools may become the next frontier for product discovery as well.

, . , % selecting true, by statement
“Social media is playing a

bigger role in how I find
out about products and
brands now than it did a

| have found out about a new product or brand by seeing
content on Facebook

year ago™ | have found out about a new product or brand by seeing
content on TikTok

| have found out about a new product or brand by seeing
content on Instagram

| have tried using an artificial intelligence tool like
ChatGPT (for any reason)

| have tried using an artificial intelligence tool like
ChatGPT for ideas / lists of things to buy or where to shop

Meda"ia '«‘ Adobe From Medallia Market Research August 2023 US Gen Pop Survey (n = 2,276)




Reaching Gen Z means being visible on
user-generated content platforms

They are more likely to spend 15+ hours per week on video platforms like
YouTube, Twitch, or TikTok than watching regular TV.

% saying they average 15+ hours per week on given activity
For each of the following, select the choice that is your best estimate of how much time you spend per week on average.

Watching user-posted videos on video platforms
(e.g. YouTube, Twitch, etc.)

Watching user-posted videos on social media (e.g.

TikTok, Instagram, etc.) mGen/Z
Playing video games = Millennial
®Gen X
Watching streaming service original TV shows
® Boomer

Watching live TV (e.g. network, cable, or satellite
channels)

o)

X
a1
X

10% 15% 20% 25%

Medallia '«‘ Adobe rrom Medaliia Market Research August 2023 US Gen Pop Survey (n = 2,276)



These generational skews exist for product /
offer discovery for major shopping occasions

Expected Black Friday / Cyber Monday deal discovery: Generational cuts
You mentioned that deals running during Black Friday / Cyber Monday will likely play a role in where you choose to shop. From where
do you expect you will find out about these deals at specific stores? Select channels listed (out of 20 total)

B Gen/Z B Millennial B Gen X B Boomer

26%

11%

Social Media - TikTok o

5%
Print newspaper / magazine i
16%

16%

21%

18%

Television S

—

30%

Medallla From Medallia Market Research Holiday Shopping Plans Survey, fielded July 2023 (n = 2,210)
A



Q&A



M

Thank You
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