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Senior Director, Director, B2B GTM Director of Demand
Product Marketing, B2B Transformation Advisor Systems and Data
Adobe Adobe Cisco
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Al Adoption and Activating Buying Groups
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Welcome to B2B 3.0

Brian Glover

Senior Director, Product Marketing, B2B
Adobe
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is the new era of
engagement reshaped by Al

30% decrease in drop-offs by
,* applying Al recommendation
based on user location.

Webinar

\ Content
e : Velocity
Buying Group

— Agentic Models

Al-driven Marketing
Buying & Sales

- Maximize ROI on Your Tech=)]

Ask me anything? ﬂ

BH S ®
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90% of buyers choose
a vendor from their
day one list Priya Desai

Role Company
Director of IT Infrastructure  FusionBank

Interests "
Hybrid Cloud migration

300 days & 37 interactions
: 10channels '@ 11 decision makers

G5 2LLMs

Source: Harvard Business Review: What B2Bs Need to Know About Their Buyers, September 2022;
McKinsey & Company, Five fundamental truths: How B2B winners keep growing, September 2024




An always-on approach for account orchestration

e e B e B ey

Select Accounts &
Identify Buying Groups

Anna Lau
CEOQ - Decision-maker

Account: TitanForge
Product: Payroll software

Member engagement score: 67
9 Gabriel Madondo

Manager - Evaluator

Account: TitanForge
Product: Payroll software
Member engagement score: 73

ﬂ Sam Khan
&%, Director- Influencer

Best-fit prediction
and solution interest

Adobe

Orchestrate Engagement

Email: Boost efficiency with

(]
/ cloud-based accounting.
'B Decision-maker
- Send email
o
Action on peaple
Practioner ( ]

Email: 7 ways to implement cloud-
based accounting software.

’({‘)

All other people

4 \_ '
® & Send email
Action

on people

Inbound and outbound
journeys together

Intelligently Qualify
Opportunities

Strength™
Elevated =

Streamlined, real-
time sales research

Measure & Optimize
Investments

Journey completion over time

W Completed

Accounts
ta
53
L ]
w3
52

Payroll software solutions for TitanFarge

Engaged buying groups

Buying group 1: Professional employer organizations
Buying group 2 Accounting firms

Buying group 3: Engineering chains

Proactive analysis and
recommendations
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An always-on approach for account orchestration
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Select Accounts &
Identify Buying Groups

Anna Lau
CEO - Decision-maker

Account: TitanForge
Product: Payroll software
Member engagement score: 67

Best-fit prediction
and solution interest

7
¥ Audience Agent

Adobe

Orchestrate Engagement

Email: Boost efficiency with

(]
/ cloud-based accounting.
a Decision-maker

i Send email
= Action on people
Practioner ()
Email: 7 ways to implement cloud-

based accounting software.

a Allother people
® =& Sendgmall
Action

on people

Inbound and outbound
journeys together

- Journey Agent

Product Advisor Agent

Intelligently Qualify
Opportunities

Streamlined, real-
time sales research

®n

Strength™
Elevated :

2 Account

Qualification Agent

Measure & Optimize
Investments

Journey completion over time

W Completed

Accounts
ta
53
23
w3
52

Payroll saftware solutions for TitanForge

Engaged buying groups

Buying group 1: Professional employer organizations
Buying group 2 Accounting firms

Buying group 3: Engineering chains

Proactive analysis and
recommendations

iﬂ o
Data Insights Agent
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Adobe is the platform for intelligent
Account Orchestration

/\ Content Generation

Complete Analytics

Lead Journeys

Account Journeys

Buying Groups Data Management

Experience Platform Agent Orchestrator

Adobe

Adobe



Al Adoption and Activating Buying Groups

Jessica Kao

Director, B2B GTM Transformation Advisor
Adobe
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Industry Trends

Al is transforming the customer experience and requires a
rethink of what success means

Semi-autonomous interoperable agent
systems to support complex business

dapti processes without human intervention
Adaptive, autonomous |

processes through agents |
grounded in reasoning

Content production
on-demand through
conversational, human- | |

led engagement
Predictive insights to |

better inform human
decision-making

Generative Al(2022-2024)

|ﬁ Predictive Al (2000s-2020s)

Source: : 1. IDC FutureScape: Worldwide Future of Customer Experience 2025 Predictions
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Panel
discussion

Adobe 2 @205 Adobe Al Rights Reserved  Adobe Conf entil

Brian Glover

Senior Director,
Product Marketing, B2B,
Adobe

Chris Shatara

Director of Demand Systems
and Data,
Cisco

Jessica Kao

Director,
B2B GTM Transformation Advisor,
Adobe




Adopting buying groups builds on existing work

Y A
R R - - A
Build all buying groups 2. “Aa Ha A Build one buying group
ARy Al for an existing campaign. A
for all products R EN Y B .
DY R Pilot, Test, Learn 2
A A
) ()
Q
We don t have o= ~80% of content will be /\I
personalized content for S Lo the same across buvin —
each persona for every WHTWM _ ] ying ( =Q )
, - group personas."
buying group
MQLs motion eliminated - Lead journeys and MQLs ﬁoq? @
when transitioning to A exist alongside buying T
buying groups group motions A ©
Sources: (1) Forrester
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A

K keaways |
ey takea Y ,Q\ Rethink How We Define Al Success @*

Al is about unlocking new capabilities
and approaches.

Start and evo lve £°5 Don't Wait for Perfect Data

Digital maturity initiatives will drive
your CUStomer improvements in data quality.
engagement

.:.:.); i S A
e

Y b
v - ih
o 7

3 Start Small, Learn Fast
Focus on achievable goals —
momentum builds trust & paves the
way through B2B 3.0

Adobe




Related resources

vt bts omrie i< e e QD ea P — ®a

4 ways Al agents are transforming the
next wave of B2B marketing and sales.

Gl;ow to engage buyin;

Eroups ansa ¢Felivgryl &
usiness growth

using Al.

Explore 4 powerful ways to optimize your
828 journeys.

I~ B
" o

The state of performance marketing: 4 ways Al agents are transforming How to engage buying groups and
It's time to reframe for strategic the next wave of B2B marketing and deliver business growth using Al.

growth. sales.

On-demand: Build and Scale B2B Intelligently orchestrate account
Buying Groups for Account and buying group journeys.

Engagement
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https://business.adobe.com/resources/sdk/state-of-performance-marketing.html
https://business.adobe.com/resources/sdk/state-of-performance-marketing.html
https://business.adobe.com/resources/sdk/state-of-performance-marketing.html
https://business.adobe.com/blog/four-ways-ai-agents-are-transforming-the-next-wave-of-b2b-marketing-and-sales
https://business.adobe.com/blog/four-ways-ai-agents-are-transforming-the-next-wave-of-b2b-marketing-and-sales
https://business.adobe.com/blog/four-ways-ai-agents-are-transforming-the-next-wave-of-b2b-marketing-and-sales
https://business.adobe.com/resources/sdk/how-to-engage-buying-groups-and-deliver-business-growth-using-ai.html
https://business.adobe.com/resources/sdk/how-to-engage-buying-groups-and-deliver-business-growth-using-ai.html
https://business.adobe.com/summit/2025/sessions/cracking-the-code-build-and-scale-b2b-buying-os213.html
https://business.adobe.com/summit/2025/sessions/cracking-the-code-build-and-scale-b2b-buying-os213.html
https://business.adobe.com/summit/2025/sessions/cracking-the-code-build-and-scale-b2b-buying-os213.html
https://business.adobe.com/summit/2025/sessions/cracking-the-code-build-and-scale-b2b-buying-os213.html
https://business.adobe.com/summit/2025/sessions/cracking-the-code-build-and-scale-b2b-buying-os213.html
https://business.adobe.com/products/journey-optimizer-b2b-edition.html
https://business.adobe.com/products/journey-optimizer-b2b-edition.html

Related resources

/==
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.

Adobe on Al

Webinar Series. 16
AdObe © 2025 Adobe. All Rights Reserved. Adobe Confidential.



https://event.adobe.com/adobe-ai-forum-nyc/IL-SPA/webinar
https://event.adobe.com/adobe-ai-forum-nyc/IL-SPA/webinar
https://event.adobe.com/adobe-ai-forum-nyc/IL-SPA/webinar
https://event.adobe.com/adobe-ai-forum-nyc/IL-SPA/webinar
https://event.adobe.com/adobe-ai-forum-nyc/IL-SPA/webinar
https://event.adobe.com/adobe-ai-forum-nyc/IL-SPA/webinar
https://event.adobe.com/adobe-ai-forum-nyc/IL-SPA/webinar
https://event.adobe.com/adobe-ai-forum-nyc/IL-SPA/webinar
https://event.adobe.com/adobe-ai-forum-nyc/IL-SPA/webinar
https://event.adobe.com/adobe-ai-forum-nyc/IL-SPA/webinar
https://www.feedbackprogram.adobe.com/h/s/5WsXo7aoc6V7oFMfV6fidA
https://www.feedbackprogram.adobe.com/h/s/5WsXo7aoc6V7oFMfV6fidA
https://www.feedbackprogram.adobe.com/h/s/5WsXo7aoc6V7oFMfV6fidA
https://engage.adobe.com/25AgenticAIWbrSeries-register.html
https://engage.adobe.com/25AgenticAIWbrSeries-register.html
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