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Omni-Channel 
Transformation
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It Has Always Been Important to Reach Consumers Where 
and How They Spend Their Time

% of Time Spent in Media vs. % of Advertising Spending (2017)
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What Does Omni-Channel Really Mean?

VS
Integrated 
Experience

Channel 
Investment

Omni-Channel Multi-Channel
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Fragmentation Doesn’t Make This Easy

Channels Devices Mediums Inventory
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So What Are The Omni-Channel Trends?

Transformation 
of legacy systems

Transformation of 
consumption habits

$
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The systems 
of legacy 
channels 
are finally 
moving into 
the digital 
age
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long cycles
INCONSISTENCIES

slow measurement

reliance on specialists

PHONES, FAXES 

& 

EXCEL SHEETS

fear of the inventory being de-valued

What’s Held These Channels Back?

NO abil ity to optimize
real-time 
capabilities



© 2018 Adobe Systems Incorpo rated.  All Rights Res erved.  Adobe Confident ial . 10

Radio Out of HomeTV

Technology Is Creating Change
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Consumption Habits
are transforming 
inventory 

1975 1980 1985 1990 1995 2000 2005 2010 2018 2020
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HD DVD 
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Satellite 
Radio

Time-shifted 
Viewing

7th Gen Game 
Console

Smart 
TV

Tablet

Streaming 
Radio 8th Gen Game 

Console

WHAT’S 
NEXT?
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“If you haven’t optimized your 
website for voice search, 
you’re already behind.”

“

”

- Neil Patel
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The Rise of Voice Search

13

More than 70 
million US 

households  
(~55%)

will have at least 
one smart speaker 

by 2022

35.6 Million 
Americans 

used a voice-activated 
assistant device at 

least once a month in 
2017—a year-over-

year increase of 128.9 
percent.

22% of U.S. 
Smart 

Speaker 
Owners 

have purchased 
something using 

their devices

About 30% of 
Searches 
will be done 

without a screen 
by 2020

The Rise of Voice Search
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How People Use Voice Search

14
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28%

45%
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Check
weather/new

Play music Search for
something that

I'd normally type
into a search

engine

Send a text or
email

Ask a quick
question

Set a timer or
reminder

Check
traffic/navigation

Control other
smart devices

Add items to
shopping list

Buy/order
something

Daily Monthly
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When People Use Voice Search The Most?

15

53%

21%

8%

7%

6%

3% 2%

Driving

Doing Another Activity

Watching TV

Working

Cooking

Exercising/Walking

Showering/InBathroom

With Family/Friends

In Bed
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Patrón Tequila 
offers both an Alexa 

skill and a Google action 
that provide cocktail 

and food recipes, 
serving suggestions, 

tips and trivia.

Procter & 
Gamble’s Tide brand 

developed an Alexa skill 
that gives 

step-by-step voice 
instructions for removing 
more than 200 different 

kinds of stains.

Philips Hue 
Alexa skill and Google 

action enables users to 
control compatible Philips 

Hue lights within their 
smart home, including 

setting various colors and 
scenes.
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Omni-Channel Transformation Requires A Shift in Planning 

17

Experience Planning

Focus on the buyer 
journey

Validate channels against 
experience driven KPIs

Sequence 
creative

Make it an iterative 
process
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Remove silos within your 
organization and across your 

partners 
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Personalization
At Scale
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Achieving This Isn’t Easy

Source: Sailthru, “Decoding Personalization,” Oct 16, 2017

Leading Barriers to Achieving Their Company’s Personalization Goals According to UK and US Marketers, April 
2017 

% of respondents

27%

10%

10%

14%

17%

23%

42%

Other

Challenges with cross-team/internal cooperation/silos

Lack of buy-in from the organization/exec team

Technology challenges—don't have right tech/difficulty using 
tech

Strategy/internal knowledge of how to accomplish

Challenges around data (don't collect enough, structure usage)

Lack of resources (e.g., time, people, money)
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91% of senior decision makers 
acknowledge that their company needs 

to improve upon personalization 
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Effective Personalization Requires

Real-Time DeliveryContent Data
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Evolution of Commerce Drivers

Utility

E-Commerce –
Transactional

Massive product
selection + 24x7 

shopping 
moments

1990s – 2010s1940s – 1990s

Brand

Department 
Stores/Malls

Rising product
selection + 
shopping 
moments

1890s – 1940s

Demographic

Catalogs

Limited product
selection + 
shopping 
moments

2010s – …

Data

E-Commerce –
Personalized

Curated product 
discovery + 24x7 

recommendations
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Turning Consumers into Customers

Creating Lifelong Repeat Customers
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Brands Need to Understand Their Full Tech Stack

Audience 
Management

Data 
Management 

Platform (DMP)

CRM 
Retargeting

Media Buying/Bid 
Management

Demand Side 
Platform (DSP)

Search

Measurement & 
Attribution

Verification & 
Viewability

Audience 
Validation

Digital 
Attribution

Brand Studies

Online and 
In-Store Purchase

Reporting & Analytics

Ad Servers

Tag 
Management

Creative 
Management

Site Analytics

ROI / Econometric 
Analysis

Creative

Production / 
Development

Deployment / 
Optimization
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Advanced Prediction, 
Attribution & Segmentation

Collect Web, 
Mobile & App Data

Paid Media Personalization, 
Targeting & Testing

Channel Comm.
& Orchestration

Content Creation Tools

Digital Asset Management (DAM) 
& Content Management System (CMS)

Data Management 
Platform (DMP)

Internal 
1st Party Data

Data

Data & 
Segments

Traits & 
Segments

Segments

Data, Traits & 
Segments

CONSUMER DATA & IDENTITY

Web Mobile App

CONSUMER EXPERIENCES

Attract Convert Retain

Data

Assets

2nd & 3rd Party Data

Traits

Converging All Data With Your Tech Stack
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Adobe Analytics Adobe Analytics Adobe Advertising 
Cloud

Adobe Target Adobe Campaign

Adobe Creative Cloud & 
Document Cloud

Adobe Experience Manager (Assets + Sites)Adobe Audience 
Manager

Internal 
1st Party Data

Data

Data & 
Segments

Traits & 
Segments

Segments

Data, Traits & 
Segments

CONSUMER DATA & IDENTITY

Web Mobile App

CONSUMER EXPERIENCES

Attract Convert Retain

Data

Assets

2nd & 3rd Party Data

Traits

Converging All Data With Your Tech Stack
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Unified Tech Provides 
A Single Foundation for Data Activation and Journey Management

28

Advertising
Investment

Marketing
Investment

CRM
Investment
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Join your data, and make 
smart decisions with it 
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AI
In Advertising
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The Ultimate Goal of a Brand Marketer

31

to drive sales through positive brand experiences – but 
with massive amounts of content and millions of places to 

show it, it’s important to quickly determine the optimal 
place, for each piece of content, for the right audience 
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Adobe CEO Hints at Artificial 
Intelligence on Photoshop

June 10, 2017

“ The influence of Sensei AI was
prominent  in nearly all product 

announcements at  MAX, suggesting 
that Adobe feels its AI capabilities 

serve as a key differentiator.”

October 19, 2017

Nividia CEO: Software 
is Eating the World, 
but AI is Going to Eat 
Software

May 12, 2017

By 2020 AI technologies will be 
virtually pervasive in almost every 
new software product and service.

—Gartner, June 2017

July 25, 2017

July 11, 2017

July 12, 2017

July 27, 2017

July 31, 2017

August 2, 2017

“

”
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67%

53%

42%

30%
23%

16%

Customer 
service

Fraud 
detection

Marketing/ 
sales

Product 
expansion

Optimizing lending 
decision-making

Smart wallet 
function

In what areas is your organization using or 
prioritizing artificial intelligence?
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AI, The Rise of Machines

34

Artificial 
Intelligence (AI) is…

…the development of computer 
systems able to perform tasks that 
normally require human 
intelligence, such as decision-
making…

“

”

Machine 
Learning is…

a type of artificial intelligence (AI) 
that provides computers with the 
ability to learn without being 
explicitly programmed…computer 
programs 
that can change when exposed to 
new data.

“

”
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What is                              in Paid Advertising?
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AI Will Continue to Impact Advertising

37

Predictive
Analytics

Recommendation 
Engines

Creative

Media 
Buying & 

Forecasting

Targeting
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Understand where AI can provide value, today
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Privacy



© 2018 Adobe Systems Incorpo rated.  All Rights Res erved.  Adobe Confident ial .

We’ve Hit the Perfect Storm 

• Technology disruption is increasing

• Consumer adoption is rising 

• Companies are quickly transforming



© 2018 Adobe Systems Incorpo rated.  All Rights Res erved.  Adobe Confident ial .

Companies are 
more data-driven

Customers are 
responding to seamless 
customized experiences

Time spent 
and engagement 

increases

Providing access 
to more data for 

the company
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“Scrutiny is rising on all sides—users, businesses, 
regulators…Technology-driven trends are changing so 

rapidly that it's rare when one side fully understands the 
other, setting the stage for reactions that can have 

unintended consequences.”

“

”
- Mary Meeker

The Privacy Paradox
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79% of consumers 
are willing to share 
customer data for 

“clear personal 
benefit”, 

but will protect their 
data when the 

benefits are not clear
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Large Data 
Scandals 
Have 
Emerged
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Regulatory Scrutiny Is Rising 

Data / Privacy Competition

Safety / Content Taxes
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If you’re asking for it, treat it 
wisely
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Control
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Brands 
Are 

Exploring 
In-House 
Models
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Buying Practices are Evolving

18%

47%

13%

22%
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We have completely moved our
programmatic buying functions in-house,

and plan to continue the path.

We have partially moved our programmatic
buying functions in-house, and plan to

continue the path.

We tried or actually did bring our
programmatic buying in-house, but decided

to outsource this function to partners

We have no plans to bring programmatic
buying in-house, rather rely on agencies and

DSPs for our programmatic functions

Source: Advertiser Perceptions Omnibus April 2018  Base: 83 U.S. brands that are involved in programmatic ad buy

Which of the following best describes your programmatic buying practices when it comes to bringing programmatic buying in-
house? (Among programmatic advertisers only)
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Brands Moving In-House Really Means 
Brands are Gaining 

Control and Ownership 
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Brands are Changing How They Operate

Increased our spending 
on channels that can 

prove they are brand safe

57.7%
Reviewed our agency 

relationships

54.8%
Reviewed our supplier 

relationships

48.1%

Demanded more transparency 
from the agencies and 
suppliers we work with

44.2%
Increased our third-party 

measurement

39.4%
Now have a more direct 

involvement in the way our 
digital strategy is executed

39.4%
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Agencies 
Are 

Looking 
Towards a 

New Future
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“Do I believe there is a place in the supply chain in the 
industry for media agencies still today? Absolutely, 
because we will be all about recruiting, identifying, 
nurturing, training those talents that actually need 

inspiration working across different client industries.”

“

”
- Florian Adamski,     

OMD Global CEO

The New Agency Model
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Agency Evolution is Allowing
Agencies to Get Paid for Their

Consultancy and Centers of Excellence 
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Where to Build vs. Buy 

When to Manage
vs. Outsource

How to Stay Innovative
and Well-Informed 

Strategy

Campaign 
Planning

Campaign 
Buying

Operations

Analytics & 
Reporting
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Relationships Are Evolving To Have The Advertiser At The Center

Source: Ad Exchanger, April 30, 2018, Tom Triscari, Programmatic: A Series of Cascading, Interconnected 
Contracts

Agency HOK Managed 
Service

DSP

Other 
Tech

DataSSP

Publisher

Consumer

Future State

Advertiser

Current State

Advertiser

Agency

DSP + Other Tech + Data

SSP

Publisher

Consumer
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Guiding Principles For Brands Having Control

Full 
ownership 

of data 

Transparency 
into costs along 
the value chain

Data-driven 
business results 

at the core 

Responsibility 
for the definitions 

of success

Privacy 
and security 

by design 

Clear external 
roles and 

responsibilities

Full ownership 
of technology 

contracts

Continued use 
of specialists 

partners
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It’s not about in-house, it’s all 
about control
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