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FORUM Lideres digitales: 50% de las empresas

* P: En que categoria considera que su empresa se encuentra?

We are a digital native business: We started as a digital company and digital

technology remains core to our business model as well as products, or services - 12.5%

we provide.
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We are mostly a digital business: We have implemented a digital-first strategy,

and our organization has deployed digital technologies at scale across the _ 37.7%

business.

We are somewhat a digital business: We have implemented a digital strategy

and have implemented or are in the process of transforming portions of our _ 41.9%

business to become more digital.

a3a3aaans

We are not a digital business at all: Digital technology is NOT core to our
business model nor to the products, services or experience we provide.
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Las organizaciones
en México esperan
gue el 40% de sus
Ingresos provengan
de canales digitales

Fuente: IDC Latin America
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FORUM Para el 2027 se espera que |os Servicios y Experiencias
MONTERREY Digitales representen hasta el 40% de la economia

P:éQué porcentaje de los ingresos de su organizacidén espera que provengan de productos, servicios y/o

)
experiencias digitales en los periodos 2022 y 20267 =
. . . . . . 7 . . ﬁ
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La retencion v lealtad de los clientes es una de las SRR
principales prioridades de las empresas en México

FORUM

MONTERREY

Organizations’ priority for CX initiatives Organizations’ top 3 business priorities O
o
Initiatives that improve key customer metrics 39.7% Improved customer retention/loyalty 34.3% ;
Focus Oguiﬁcs)trz?refregj g‘;ﬂﬁ;;ﬁ;”t from 33.6% Improved customer growth 32.6% g
- —
Focus on those projects that have the most 20.1% Improved business growth & performance 30.5%
visibility to customers - é
Focus on those projects that improve internal — Increased profitability 29.4%
processes the fastest =
Focus on those that improve penetration into - Security and/or compliance goals 24.8%
a new market . d | ductivi
Initiatives that have the most impact on 27 2% ImproveiEiEEEE 250
DUEERE STEERI A AR Faster business innovation 23.2%
Initiatives that most improve revenues 25.6% N
Focus on projects that mitigate compliance ot g n
A 24.2% S
and/or security risk - Expansion in customer spend 21.4% g
: 2
Focus on those that reduce customer churn 23.1% Improved employee experience 21.3% m
Select those that could be implemented the . N m
fastest (‘easy wins) 22.2% Market competition 19.9% =
Focus on lower-cost projects 19.4% Reduced marketing/sales costs 16.3%
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FORUM Todos deben ganar en el mundo digital

MONTERREY

0
’ =z
Outcomes 7 i : Business Growth g
Experiences ! y . s .
Value for the :’4.5. 1 Efficiencies é
Community/ CUSTOMER AN Customer
Social { - 7 Lifetime Value
Financial . - : Market Innovation/
i‘.\ > | Competition
Equitable VaIe | ;R
El 55% de los clientes estan 2
d ispu estos a com pa rtir datos con Lograr la empatia con los clientes requiere que las empresas logren la paridad 2
o en el intercambio de valor con sus clientes, es decir, equilibrar los resultados m
las empresas, pero esperan reci bir comerciales con la entrega de valor PARA el cliente =

un alto valor a cambio.
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La necesidad de un socio tecnoldgico es clave

P: ¢Cuales son los 3 principales desafios que tendran el mayor impacto en la CX que ofrece su organizacion en los préximos 18 a 24 meses?

Government/ Finance
Education

Healthcare

Acceleration of tech/digital capabilities
Customer data privacy & security regulation/risk

Inflationary pressure impacting cost of CX txfm

Acceleration of tech/digital capabilities
Employee/workforce challenges

Inflationary pressures impacting cost of CX txfm

Expanding volume of customer & external data

Commoditization of
products/services/experiences

Employee/workforce challenges

Customer data privacy & security
regulation/risk

Acceleration of tech/digital capabilities

Inflationary pressures impacting cost of CX
xfm

Retail/ _
Wholesale Manufacturing

Transportatio
n/Utilities

Telco

Acceleration of tech/digital capabilities

Inflationary pressures impacting cost of CX
xfm
Customer data privacy & security
regulation/risk

Expanding volume of customer & external
data

Acceleration of tech/digital capabilities
Increasing costs of customer-facing services

Expanding volume of customer & external
data

Commeoditization of
products/svcs/experiences

Acceleration of tech/digital capabilities

Acceleration of tech/digital capabilities

Customer data privacy & security
regulation/risk

Inflationary pressures impacting cost of CX
txfm

35%

31%

I -
I 0%
I o

I 5w
s

&
I 2o%
I 27%

44%

OIMT

ORGANIZA

Note: Results show Top 3 responses for each
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roruMm |DC Market Glance: Future of Customer Experience

NTERREY Customer Experience Advertising and Marketing
Platforms Advertising Technologies Content and Asset Management Marketing Technology Solutions
amazon Zpsilon’ : ‘
F\\ Adobe ET @ Fa\ Adobe Google gpsilon’ | JaY Adobe <2 bynder (G Cloudinary Hyland | [8]pemandbase CISION HubSpt I\ Adobe
ogury CXITEO ) theTradeDesk MARINONE °arcxp PANTHEON @wp crownpealk | & MARIGOLD = sugarcrm grr @
ualtrics™ ; i Magnit . o e N
q . ORACLE MediaMath 2f= sprinklr agnite & Microsoft | () siTecore é Optimizely Acauld opentext” | & Microsoft ORACLE @ o
Customer Service and Support ;
Omnichannel Commerce Sales Management Applications Customer Service Solutions Contact Center Solutions m
ORACLE \} Spryker Qshopify | &I ©Ooutreach  EIMicrosot  ORACLE | | zendesk & Medallia VERINT | GENESYS MICE AVAYA @ ix :"
@ I\ Adobe fficommerce | E799VE Salesloft @ ¥insideSales @ EETEty servicen-w. [i InMoment &implr  opAcLe | zendesk © ALvaria @ freshworks
Wyuex  E  DigtalRiver s#ca | xiQ 2010l HubSp5t B | | domg BT EfMicrosoft  UShUr  Sfasprinklr | £3 uverceson  pggm VERINT vl é
Customer Satisfaction and Experience Optimization Customer Engagement
Feedback & Experience Measurement | Rewards & Loyalty Management Intelligent Customer Engagement Customer Communications Management | Customer Journey Management Mobile and Social Media
qualtrics™  Medallia @ “MERKLE yotpo.| | /A®PpeGA UShUr [24]7a Medallia | quadient opentext" y_s__th_[ quadient HCSE 2fasprinklr &5 Hootsuite
fj InMoment  VERINT ANHEX CrovD, Kobie 2f.sprinklr  knores<f  "#CSE  zendesk | SMART jorecisely @ 2 GENESYS alterian £ sproutsocial M) Brandwatch
momentive al Qge ®DISQO B SRIERLEY Epsilon| | §Sas W TREASUREDATA  teradata. | f4\ Adobe ¥ messagepoint' pluralytics | @twilio qualtrics™ Medallia | ® emplifi €0 Meltwater Khoros <
N
. . Customer Intelligence and Analytics
LRt Identlty, B i3/ Customer Data Platforms Customer Analytics Applications 2
ohetrust 45 Gollibra SeTEALIUM @ twilio 4 TREASURE DATA Zpsilon J.\ Adobe @ I\ Adobe qualtrics™ uniphore AU sangd O
0
@twilio  3%snowflok fLiveRamp  ET¥ Amperity & & ZETA blueconic ORACLE fTEALILM | Gsas @ T Medallia g&cmmm @ Amplitude m
Customer Experience Professional Services o
Digital Agencies Business Consultancies CX-Technology Services Providers
- 1 .8 . (_“‘\-r ’
HR/GA Pl dentsu | accenture B;g-.'fé'\"e' kPmG PUbles  Capgominie pw{' conceEnTRIX &2 avanade AccentureSong NTTDATa #vce
CriticalMass. OmnicomGroup  FUBLIciS Q piaitas | BCG BAIN & COMPANY (&) IEM IR EY MCE%’Q]’ “MERKLE Capgominie® s oume: THM 3 €0 cognizant  <BPam>

Source: IDC, 2Q23 For areas on which IDC publishes market share data, the top 3-5 market share leaders are represented.
For areas on which IDC does not publish market share data, vendor selection is up to analyst discretion.
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ORGANIZA
FORUM o , | . N
bt ¢ Que tecnologias y aplicaciones utilizan las organizaciones
para mejorar la experiencia del cliente?
0
o
e ¢Cudles son las principales tecnologias y aplicaciones que esta utilizando o planea utilizar para respaldar las iniciativas de experiencia del cliente (CX)? =
=
| _I - -——— _I | i S S (— _I = = = - _I m
— — I — I )
7% ! D R | ' ' BB mm | e I 5
1 10% I 10% 12% 1 1% I
I | I 16% 16% 19% | é
| | I !
| I | |
35% [ I [ [
I PR 36% 1 Bl ! | I
| I ! I
' } ! ' - o - i
! | I |
| ly : ! ! | |
| I | ! | I | a
wn
56% [ : e : B 55% : | : c
1 1 I 38% N 30 o
| I I ! m
! | ! ! L
| ly ' | : | ' o
CRM applications Digital commerce I Data analytics I I Collaboration tools I Customer data Quality management I Customer support I Field-service Configure-price-quote I Cognitive I
applications I I platforms system applications I management (CPQ) applications systems/Al/ML I
I_ —_ e e I_ —_— - 1NN applications I_ R
B Currently using B Not using but plan to use in the next 12 to 18 months Not using and no plans to use B Don't know
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Distribucion por tipo de transaccion

Nuevos canales e hiperpersonalizacion estan cambiando las principales actividades de los agentes

Distribucion de agentes por tipo de transaccion (principal actividad) 2019-2023

25%
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20%

15%

10%
0 I

Cobranza Servicio al cliente Ventas (nuevos Renovaciones Soporte y asistencia Soporte Tl Quejas y reportes Reservaciones Fraude
clientes)

a3salans

X

N 2019 m2020 m2023
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FORUM Diferentes soluciones segun nivel de contacto con cliente

MONTERREY

Contacto
intensivo
A 1
1
1 0
1
(=)
1
Contacto I 2
1 =
frecuente : 2-Way Video  Supportedin m
1 1 the field O
— 1 1
c ' ' !
1 1
o Nivel de contacto ! : é
— ; 1 1
g- medio : Call Conference : Supported in
. Call Store
1 1 1
g - - -
1 1 1
0] . l ! !
o Bajonivelde ! : :
1 1 Bot ! 1
g contacto ] Email SMS i 5 Mobile App
o | | 1 1 N
1 1 1 1
e 1 1 1 1 wn
v ! ' | | c
- Sin contacto ! % : : : O
] ! ! I Chat ! o
2> 0 Social Community Webinar i m
2 e 1 1 1 m
1 1 1 1
‘ ‘ I | | I )
@ @ I | I I
1 1 1 1
1 1 1 1
1 1 1 1
; 1 1 1 1
loT Devices FAQ i | 1 1
>

Acceso / contacto con cliente
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FORUM Los bots y tecnologias conversacionales son una realidad
MONTERREY en la crecion de experiencias a clientes y empleados

Percent Investigating or Deploying Chatbots/Digital Assistants

Customer Service & Support

Commerce

O+ 1LJ33INNOD

Sales

Procurement

IT Operations

Human Resources

R&D/Engineering (Quality, Optimization, etc.)
Security

Marketing

Manufacturing Operations

a3a3aaans

0% 5% 10% 15% 20% 25% 30% 35% 40%
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Datos + Tecnologia écomo funcionan juntos?
FORUM gla ¢ gt J
ONTE R Empresa tradicional

]
i o
Seguridad =
=
,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,, =
: @)
i —
Fuentes de datos Ingesta de datos Insights | Engagement
First Party BI Activacion a través de canales >
. Conectar flientes de datos . digitales (in-app, redes sociales, w
Sentiment on de d o ~ SMS, web, correo electrénico, cC
ISR €15 Eites, Rl Adgquisicion, Retargeting, etc. | etc.) y canales fisicos. )
: )
Privacidad, etiquetas de m
imi m
consentimiento Visualizacion de datos, KPls, o

métricas
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Datos + Tecnologia écomo funcionan juntos? Empresa digital

Omnicanalidad

Seguridad

S

Fuentes de datos
Zero Party
First Party

Second Party
Streams
Sentiment

Other CX Apps

@@@

Ingesta de datos

Conectar fuentes de datos

Integracion de datos, limpieza.

Privacidad, etiquetas de
consentimiento

Acceso y gobernanza de los
datos

v

Insights

IA predictivay generativa

Audiencia, Personas, Creacion de
Segmentos

Adquisicion, Retargeting, etc.
Analisis de experiencias

Visualizacion de datos, KPIs,
métricas

Conectividad

Engagement

Activacion a través de canales
digitales (in-app, redes sociales,
SMS, web, correo electrdnico,
comercio electrénico, bots,
AdTech, etc.) y canales fisicos.

OIMT

ORGANIZA
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FORUM cQue deben repensar las empreas?

MONTERREY

Informacion bajo

]
@ Solicitudes @ demanda o de =
0
Desactualizada £
reconocen que las
itaracciones Chatbots son |__|_“é Comunicaciones de la misma

. . frustrantes/no Utiles 3 ' ié i
hiper-personalizadas son B iouDRplicada 1
clave para ganarse la H
confianza de un cliente o
0
m
@ Regresar al punto inicial - . m

& Interacciones

Sin Solucion / avance i
Genéricas
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