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Showcase: GM Financial's Digital Transformation Journey
Panel Discussion: Transformation Success Factors
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Personalizationis the new performance gap

Only 10% of enterprises personalize more than 75% of
the customer journey.

Marketing leaders described their

current level of journey personalization:

37
27
19
10
: -

0% <25% 25%-50% 50%-75% 75%+

Note: This represents the percent of enterprises at each personalization level
Responses from Global Marketing and Technology leaders (n=3467), 2025 Adobe Digital Strategy Group Survey

Adobe

D

The personalization
standard has shifted—
companies must

catch up

Legacy systems and
fragmentation are
blocking progress

Operationalizing journey-
based personalization across
the ecosystem is a must
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Data silos are costing companies customers

Only 4% of enterprise customer data is fully integrated
and actionable.

A Fragmented systems
And only 4% @ undermine end-to-end

of an enterprise's customer data is .
customer experience

65%

of firms lack real-time data
fully integrated and accessible.

integration capabilities; a
foundational enabler for Agentic Al
and next-gen customer engagement.

2% 4%

Eh Customer data is either
B fragmented or partially
integrated

W Fully Integrated and accessible

45% M Partially Integrated

49% W Siloed but accessible [% Activate unified data across
the ecosystem

Inaccessible/unusable

Responses from Global Marketing and Technology leaders (n=3467), 2025 Adobe Digital Strategy Group Survey
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Al will reshape discovery and brand engagement - fast

19% of search traffic is expected to shift to Al-powered
platforms in 2 years.

Marketers are changing the way they create

content to address this shift in search behavior by:

Creating content that answers specific questions
Adjusting keyword strategies

Focusing on E-E-A-T signals

Optimizing content for conversational queries

Enhancing content depth and expertise

Structuring data for Al readability

Creating more detailed, long-form content _ 55
Building topical authority _ 55
Optimizing for featured snippets _ 53
Enhancing content authenticity signals _ 48
Developing voice search compatibility _ 37
Developing Al-specific SEO tactics _ 27
I s
N -

Partnering directly with Al companies

Haven't considered the impact of Al search

Responses from Global Marketing and Technology leaders (n=3467), 2025 Adobe Digital Strategy Group Survey

Adobe

Search is changing but
brands aren't ready

Organic search is expected to
shift, requiring urgency in
action

Build content that speaks the
language of Al
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Laying our foundation
for the future

Evolving Our

Capabilities e Modernizing ;
"
= T e custolmer identity data systems MarTech stack into processes
e platforms
Empowering
S T Change Organizational structure, Building the
o®o management redesign and realignment right skill sets



Real-time Customer
Data Platform

Adobe Experience Platform

Jm| FINANCIAL

More attributes available
for Customer 360° view

Enables unified
customer experience
across channels and brands

Future-proofs against
privacy headwinds



Creating an integrated profile

Integrated profile

Customer profile

Digital events

[Customer]

Pamela Morton
] 60%

40%

« Past due Segments: « Email: Lease-end reminder
» Resides in CO * Lease-end customer - Page visit: Current offers
+ Chevrolet owner * Tahoe interest » Click: Chevrolet Tahoe

* Shopping insurance

Adobe Experience Platform

v

* Click: GM Insurance

Segment pools

Adobe Experience Platform
FINANCIAL -/



Personalizing the customer journey

Accessible, real-time data to
streamline the customer journey
and experience

9:4
M
2021 SIERRA 1500
Single user ID across all B BB | 371w

products and platforms

“Next best actions” My Vehicle Controls
tailored to each

customer at every stage
with Journey Optimizer

Help Center

0 =

Unlock

21% low oil life schedule service soon

One-stop shop for all
products and services

Connect to GM Financial

Jm| FINANCIAL

Connected
Services

GM Insurance My GM Rewards

wll T =. g ol = -

Connect to GM Financial GM Financial Account

= Al

2021 SIERRA 1500 Accessories

$986.77

Payments Remaining

SiriusXM
555555555

Oct. 15, 2023
Sep. 15, 2023

OnStar

Let's Get You Connected

Connect your GM Financial Account to receive
important updates about payments, due dates
and other important account related information
within myGMC.

YOU'RE Certified
PRE-APPROVED Service

$1750*

By tapping Connect to GM Financial, |

accept data sharing Terms and Conditions. 2023 GMC
SIERRA 1500

Connect to GM Financial

Cancel = Make a Payment



Regulatory
Comm

Dealer
Marketing

Account and
Transactional

Consumer
Marketing

Talent
Recruitment
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Automated Content Supply Chain

Review/ Social
¥ Validation Media

Policy/ &
Compliance .
p! Email

Chatbot

Content

B Language/
Translation

Design ¥

IVR

Customer
Data Platform
SMS

(kN Branding

Push

FAQ

Personalization @i}

Letter

Supported by Al enablement

Develop/test code | Content supply chain | Expand self-service to Consumers and Dealers
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Kelly Wyatt

Executive Vice President and
Chief Digital Officer,
GM Financial

Panel A Rebekah Smith

Global Director,

d i s c u s s i o n it(;ztbeegic Accounts,

Neerav Bhansali

Principal,
Global Industry Strategy - Automotive,
Adobe
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Key takeaways Personalization for marketing is

table stakes - expand the lens to
all communications, including
transactional and regulatory

A single unified customer view

Tra n Sfo r m at i o n is foundational to a successful

transformation - and essential

needs a holistic to maximize A
approach

Technology alone isn't enough -
need to refine your organization
and operating model and how
Al can streamline process
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Related resources

Generate high-performing
on-brand campaign
content.

What is Adobe Experience Platiorm?

Generate on-brand content with enterprise
workflows and governance.

Discaver the shared capabilities of Adobe
Experience Platform. S

Adobe Experience Platform — power Generate high-performing
customer experience orchestration at scale. on-brand campaign content.

Adoba ot Bunags et bbb b oA

: Bullding a successful digital
Adobe on Al Webinar Series S ot i transformation strategy.
0 b3 i

0 b o Winf @

Adobe on Al Building a successful digital
Webinar Series. transformation strategy.
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Related resources

Lok A1 o
Discover new insights and what's next
for marketing and Al.

Upcoming event on 9/16: Join us at Join the Adobe Feedback Program to
Adobe Al Forum to get a firsthand partner with our product teams to
look at how Adobe helps you create help shape Adobe products.

Al-driven, end-to-end experiences.
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