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E X P E R I E N C E  M A K E R S  L I V E





– Edward de Bono

"Creativity involves breaking out of 
established patterns in order to 

look at things in a different way."



An Internet Minute 
in 2020…

Source: Visual Capitalist

764,000 of hours 
watched on Netflix

694,000 users
scrolled Instagram 

2.5 million snaps
created on snapchat

190 million
emails sent

208,000 people
on Zoom calls
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https://www.visualcapitalist.com/what-happens-in-an-internet-minute-in-2019/


The Non-Linear Buyer Journey

Source: Medium

©2020 Adobe. All Rights Reserved. 

https://medium.com/@josungjoon/new-adventure-at-d20-capital-culmination-of-a-nonlinear-path-95675a79b373


The Marketer’s Job is More Complex 
Than Ever Before

Customer Expectations:

• Personalization

• Data privacy & 
Security

• New Content

• Relevant 
Communication

• Continuous 
Innovation

• Excellent Experience

• High Quality

• Reasonable Price

Internal Expectations:

 Marketing Driving 
Growth

 Seat at the Revenue 
Table

 Business Impact 

 Innovative Teams

 Analytics & 
Measurement 

 Internal Alignment 

 Cost Savings
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“Leaders have to encourage and elevate creative 
thinking… Every meeting is an opportunity to reject 
the status quo — and we have to endorse creative 

problem solving and require it from our teams.”

Sarah Kennedy Ellis
Former VP of Global Marketing, Adobe



Research Study: The Future of Marketing
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Embrace the Shift 
(EQ + AI)

1. Human connection becomes 
more important than ever 
before.

2. Every business will have to 
become a digital experience 
business.

3. It’s an “everything” initiative 
but Marketing can take the 
lead.
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Skillset Needed To Be Successful In 
The Next 5 Years
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Creativity
Teamwork

Social media management
Customer experience (e.g., CX/UX/UI)

Analytics
Customer knowledge
Project management

Research
Design skills

Storytelling/writing
SEO/SEM

Finance (e.g., ROI)
AI/machine learning

Quantitative analysis

Rated first Second Third
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The Five Phases to 
Leading the Change 

E X P E R I E N C E  M A K E R S  L I V E
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From In-Person Event 
to Virtual  Experience 
in 25 Days

E X P E R I E N C E  M A K E R S  L I V E
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Offline strategy does not directly translate to 
online behavior

The companion experience has now become the 
only experience

From a moment in time, to long-term value

D I G I T A L  I S  T H E  M A I N  E V E N T

R E - I M A G I N E

C O N T I N U I O U S  E N G A G E M E N T

Setting Our Ground Rules 
for Innovation 
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CREATE
Breed Loyalty With Content

PLAN
Use Data to Unlock Customer Insights

ENGAGE
Forge Deep Connections On- and Offline

CONVERT
Make Conversion as Easy and Intuitive as Possible

OPTIMIZE
Never Stop Improving the Customer Experience
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Planning for the 
Best Experience

Understanding 
customers’ pain 

points

Selection of 
sessions

Content creation Reevaluating 
event goals and 

benchmarks

Leveraging 
analytics and AI
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Marquee Content 

New Video Format

Authenticity is Key

Ease of Consumption

Going Digital

1

2

3

4

Creating an Online Event 
Experience in 25 days 

Lead With Your Customers5
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Engage Your 
Customers 

• Online design elements 
that encourage attendee 
participation

• Chapterize your content
• Personalized chatbot 

experience
• Speak to attendee pain 

points
• Engage your advocates
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 Put the customer at the center of everything you do
 Pull together cross-functional team 

 Creative, Web, Content, Demand Gen, Events, Customer Advocacy, etc.

 Collaboration across entire company is key
 Over 400,000 Summit online visits in week 1

Engage Your Team
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Experience Needs to Match 
Demand Strategy

1

5

4

2

3

What content is most 
relevant?

How can you entice 
attendees to go behind the 
gate?

What is your pre-, during, 
and post-event strategy?

How can you align content 
to your attendee journey? 

Do you want a live 
experience and 
interactivity? 

Answering 
questions like:

You must work 
closely with 
demand to ensure 
right gating and 
promotion 
strategy 
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Attendee 
Journey 

Understand the experience 
of every attendee

Content Formats
Ensure you are having your 
content delivered the best 

way

Consumption
Expand features that helped 

ease of consumption

Rollout
Plan the frequency of 

releasing content

Analyze & Optimize



Key Takeaways 

Put Customer Experience 
First

Embrace The Shift

Lead Transformation

Foster Creativity 

Plan, Create, Engage, 
Convert, And Optimize
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Questions?
E X P E R I E N C E  M A K E R S  L I V E
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