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Long-term Automobility Trends
Digital Retailing

60% of potential car buyers under 45 and 45% over 65 prefer to purchase their next vehicle online

IT Consolidation

Streamlining of digital technologies with greater in-housing of operations to reduce TCO, OPEX and TTM

Connected Car & IOT
100% of new cars on-road projected to be connected by 2030, up from 50% today, positioning the vehicle at the
center of the customer’s life

& .
'Shared Mobility
32% of miles driven projected to be in shared vehicles by 2030, requiring seamless integration between owned

and shared experiences

Digital Products & Services
$250-S400B incremental value by 2030 from on-demand / subscription services and vehicle data monetization with

realization of a circular economy
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Direct to Consumer

73% of consumers prefer fixed prices with direct sales and more transparency over existing complex purchasing process
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Source: Accenture, McKinsey & Company
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Digital Products & Services
$250-S400B incremental value by 2030 from on-demand / subscription services and vehicle data monetization with
realization of a circular economy
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Enabling the switch from Vehicle Manufacturer to Mobility Provider

Adobe and LG could be key partners across the automotive value chain - driving traditional and new business segments

Ownership

Vehicle
Sales

Sell more cars
D2C

—

Financial
Services

Digitization and
enabling services

I

[ Aftersales ]

Grow CLTV with
with value-add
products & services

I

Carasa
Platform

Data-as-a-Service
and in-car
software products

I

Mobility as
a Service

Vehicle platform
adaptable to
mobility use case

I

Mobility Provider

Usership
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Illustrative

Adobe’s Customer Experience Management platform for Automotive

Content & Commerce

Content Creation & Ideation

3D Product Rendering
AR/VR Experiences
360° Video Production
HMI Design

I
Digital Asset & Content Engine

1:1 Content @ Scale e

Al-Driven Distribution m o
Metadata Management - =
Forms and Document “ S

Lifecyle Management — mE—

Connected eCommerce Engine

Cloud-Enabled Platform

Unified eComm Experience
One Shop, One Cart,
One Payment

Across B2C, B2B2C and B2B
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Customer Journeys

Customer Data & Identity

Data & Insights

Real-Time Insights, Democratized Datg,
Performance insights, Behavioral Insights

Unified Customer Profile Dealer

In-app

Brand, LOB, Commerce & Partner Data, Vehicle
Data, Customer Care Data, Behavioral Data,

Al/ML-Driven Segmentation, Activation . . .. .
7 Personalization & Optimization

1:1 Omni-Channel Conversations, Journey Orchestration,

> Advanced Test & Learn + Al Intelligence,
Recommendations, Real-Time Messaging

Workflow Management



The World’s Leading Automakers Partner
With Adobe To Turn Customer
Experience Into Profit
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Relationship Overview

10+ years in partnership since 2012.

Started with web Analytics and evolved into building
MarTech platform on Adobe across data, content
management and marketing automation.

Ongoing standardization on Adobe to drive complete
CX transformation across the entire customer
lifecycle for all brands and business divisions
globally.

Part of Adobe’s Strategic Partnership Program
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Transformation Pillars

* Abstract vehicle software from hardware to make it cloud-connected, services
oriented to drive new digital revenue opportunities, with higher margins.

* Innovate new capabilities for in-vehicle personalization & measurement.

* Enable a holistic view of customers merging online and offline data in one common

profile to deliver 1:1 experiences in real-time.

Blog Post; GM CMO at Adobe Summit
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* Enable “commerce-everywhere” for products & services to accelerate customer

lifetime value growth.

« Streamline and connect data & operations to drive efficiency & greater content

velocity.
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https://blog.adobe.com/en/publish/2021/04/28/general-motors-embraces-adobe-experience-cloud-as-it-shapes-the-future-of-personalized-mobility
https://business.adobe.com/summit/2021/sessions/europe-middle-east-africa-opening-keynote-gs2.html

Relationship Overview

10+ years in partnership since 2011.

Started solution based with Analytical and digital
Campaign solutions and connected everything over
time to increase data driven marketing
communication.

Global partnership, spanning from North America to
China with Head Quarter and CoE in Germany.

Adobe is the given standard in BMWs Agency Setup
“The Engine”.
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Transforming the Car Expetiet
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Transformation Pillars

» Define Luxury Customer Experiences across the whole journey, starting with attention
with increasing focus on usage phase, and make everything digital.

» Sell a quarter of all vehicles online within the next three years across BMW Group.

« Add digital and physical value to their customers and better monetize aftersales
relationship.
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* Leverage the Adobe platform to deliver seamless online and offline experiences with
zero friction.

* Redefine the dealer and agents of the future centered on omni-channel retail models.

» Centralize marketing and sales platform to unite teams and markets globally.
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https://news.adobe.com/news/news-details/2022/BMW-Group-and-Adobe-Expand-Partnership-for-a-Seamless-Customer-Journey/default.aspx
https://business.adobe.com/customer-success-stories/bmw-group-case-study.html
https://business.adobe.com/summit/2022/sessions/digitalfirst-economy-strategies-inspiration-for-su-mb7.html
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