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SECTION 01

RETENTION, &
EXPERIENCE gl

Engage new customers and
deepen relationships with
existing ones




DIGITAL EXPERIENCES
ARE LACKING IN
PERSONALIZATION

Confronted with economic uncertainty
and unexpected changes to basic
business practices (whoever thought
that in-person meetings and in-store
experiences would be off the table?),
brands across the board have had to
rethink two key activities: customer
retention and customer acquisition.

To retain customers, brands need to
provide a great customer experience,
one that is both convenient and
clearly tailored to the customer’s
specific needs. Customers expect
brands to remember them and
demonstrate that through meaningful
and relevant personalization.

To gain new customers, brands need
to be able to meet them where they
are, engaging them on their preferred
channels. That engagement must be
constantly evolving, becoming more
personalized and focused on creating
a long-term relationship.

Customer retention and customer
acquisition are hardly new. What

is new is the context in which they
have to happen today. The pandemic
has radically accelerated the move
to digital in customer behavior

that has been unfolding across
industries for years. Unfortunately,
too many companies have just now
discovered that their ability to deliver
a consistent, personalized digital
experience is lacking.

It doesn’t have to be that way. In

this e-book, we will describe how

a digital experience platform (DXP)
featuring the right capabilities makes
it possible to create and sustain
digital experiences that engage new
customers and deepen relationships
with existing ones. Along the way, we
will share stories from our customers
across industries — food companies,
clothing retailers, hotels, nonprofits

— who are leading the way, delivering
great digital experiences that impact
their bottom line.

®
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SECTION 02

DIGITAL
EXPERIENCE

The two key elements




Before diving into the must-have
capabilities of a digital experience
platform, it makes sense to take a
closer look at what we mean by
digital experience.

Digital experience refers to any
interaction that happens online.
This includes the experience of
visiting a website, running a search
via Alexa, interacting with a chat
bot, using a brand’s app on a mobile
device, following a brand on a social
media platform and everything

in between. Even though these
experiences take place across
countless digital touchpoints and
require multiple technologies, they
all have two key components at

the core: content and data.

CONTENT

Content is the lifeblood of a digital
experience — it is how we engage
with our digital audience. It informs
their experience. It answers customer
questions and guides customer
decisions. It explains, entertains and
influences. Regardless of the channels

a customer uses, content is what they
consume. As the entire buyer journey
continues to move online, the demand
for content that resonates and
engages customers will only increase
and the need for that content to be
available wherever a buyer might
engage the brand will be constant.

DATA

Ensuring that the content you

create not only speaks to customer
needs but is consistently relevant

to particular customers requires
data. Data — specifically customer
data — is how we understand our
digital audience. Without data, there
is no customer insight, either on the
personal level or in the aggregate.
With data, we can identify key
customer groups and segments. We
can refine buyer personas and map
out the customer journey. And as
we get to know individual customers
better, we can deliver the right content
to the right user on the right channel
to drive to the next desired action.

®
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CHALLENGES WITH
CONTENT AND DATA

While content and data are simple,
easily defined terms, harnessing
them to create digital experiences
that engage customers and grow
your business isn’t easy at all.
Indeed, the technological and
organizational challenges involved
are not only complex, they are
continually evolving.

The challenges associated with
creating, managing and deploying
content and data are threefold:

Challenge #1: The Quicksand
Brands need a lot of content. The
demand for it never stops and
the pressure to create different
types of content, including
“composable” content that can
be deployed in multiple variations
and formats, quickly becomes
overwhelming. It feels like you're
drowning in quicksand.

Challenge #2: The Labyrinth
Due to data silos (often a
reflection of organizational silos),
incomplete data, and the inability
to analyze data effectively and
efficiently, personalization efforts
stall out. Competing or irrelevant
messages end up confusing
customers who feel like they are
lost in a labyrinth.

Challenge #3: The Hydra

As if creating content and working
with data weren’t hard enough,
the number of channels and
digital properties brands rely on
to engage with customers grows
and grows. Trying to orchestrate
and govern digital experiences
across all these channels feels like
taming a many-headed hydra!

We’ve written about these
challenges here — The Quicksand,
The Labyrinth and the Hydra:
Overcoming Your Top 3 Digital
Transformation Challenges — and
encourage you to learn more about
them. The good news: an open DXP
provides the foundation you need to
overcome them all.
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https://martechtoday.com/mars-presents-a-spooktacular-digital-halloween-244893
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An effective DXP needs to
support the rapid creation of
content and digital properties.

Content is at the heart of digital
experience. And customers want
content that is informative (or
entertaining), timely and relevant. But
customers always consume this content
in a specific, digital context — which
may be a site or app you have created,
or could be one of the many digital
channels they use.

Companies must be able to quickly
create content-rich digital properties as
well as content that can be delivered
to any channel. There should be no
technical limitations to such creation

— no going through IT to spin up a
microsite or long delays waiting for a
new digital property to launch.

It’s also important that content be
created with an eye to reuse, and this
requires two things. First, the content
must be available to be deployed to
any channel where customers engage.
Second, some content should be

“composable” or “modular.” If you
want to dynamically personalize a
webpage or generate a customer-
specific newsletter, you need to be
able to create and manage content
components that can be assembled
as needed in real time.

There is a bit of a conundrum here.
Sometimes companies feel like they
need to choose between making
content and digital properties easy to
create, on the one hand, and investing
in a platform that offers the control,
oversight and security the business
demands on the other. You shouldn’t
have to compromise. The platform
you choose can and should offer ease
of use to content creators along with
enterprise-level controls.

Along those same lines, a DXP needs
to be able to scale without degrading
the digital experience for customers

or opening up the business to a range
of avoidable risks. Ideally, your DXP
should be built to scale so that you

can respond to sudden increases in
demand for content or spin up digital
properties for new products and new
markets as needed.

10
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MEETING RISING DEMAND FOR CONTENT



https://www.acquia.com/resources/case-studies/king-arthur-baking-company
https://www.acquia.com/resources/case-studies/king-arthur-baking-company

SECTION 04

DATA
MANAGEMENT

Collect, centralize,
cleanse, analyze

;ﬁddffffg."
e e L L L L

ﬂ%wmwwwww



An effective DXP needs to
support and optimize data
management at each stage
from collection to analysis
and personalization.

Data provides the customer insight

necessary for the development of
meaningful digital campaigns and the

personalization of digital experiences.

Companies collect customer data
from many sources, but that data
often dwells disconnected in

data silos. Without a centralized
repository of data, it is impossible to
fully understand a given customer
or to create valuable and meaningful
segments or customer clusters.

It also makes it impossible to
understand and act on the different
ways these segments or clusters
behave across channels.

Once data has been aggregated
from the different channels, tools,
departments and functions where
it resides, it needs to be cleansed,
unified and enriched with other

relevant sources. Only then can
a robust, comprehensive and
actionable customer profile emerge.

Data analysis capable of
leveraging machine learning and
other analytical approaches makes
these profiles actionable. One
way it does so is by empowering
companies to cluster customers
into groups that are more refined
and addressable than traditional
segments.

Data analysis also drives
personalization. Such
personalization can take many
forms, from localization of digital
experiences, to increasingly
relevant product and content
recommendations, to guiding
customer service representatives
through data-informed interactions
with specific individual customers.

13
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https://www.acquia.com/blog/difference-between-segmentation-and-clustering

GATHERING CUSTOMER DATA TO BOOST SALES



https://www.acquia.com/resources/case-studies/lids
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An effective DXP needs to support the
personalization of digital experiences.

Of course, customer expectations for digital
experience go beyond simply getting the

content they want on the channels they prefer.

As our research has shown, customers expect

to be known and remembered, with a consistent
experience across channels. Customers also
expect digital experiences to be convenient, which
means, among other things, that brands make
experiences easy by anticipating their needs.

In other words, brands need to combine data-
based insights with their content creation efforts

to personalize experiences across channels. A DXP
must support the coordination and orchestration
that this demand for personalization entails.

16



https://www.acquia.com/resources/ebooks/closing-cx-gap-customer-experience-trends-report

PUMPING UP DONATIONS WITH PERSONALIZED WEBSITE



https://www.acquia.com/resources/case-studies/wateraid

SECTION 06

GOVERNANCE
FRAMEWORK

Security and compliance
without sacrificing flexibility
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An effective DXP needs
a governance framework
that allows for flexibility
within constraints.

Digital experience management has
a lot of moving parts. The customer
base grows and changes. Digital
channels emerge and evolve. And
companies continually create new
products, services and campaigns.

As previously described, companies
need to be flexible, responding
quickly to the needs of both
customers and the business.

But this responsiveness can

lead to chaos unless you have a
governance framework that ensures
security and compliance. Just as
content and technical requirements
must be able to scale, so must this
framework. Without a scalable,
practical governance framework

in place, things will break, the
company will be exposed to
security and compliance risk, and
the customer experience will suffer.

Controls need to be built into the 19
platform to maintain enterprise-level
security protecting both customers
and the brand. These controls must
also ensure that content and digital
properties comply with both brand
standards and relevant regulations,
particularly around data privacy. On
a purely technical level, such controls
must also see to it that performance,
a critical part of digital experience,
won’t degrade due to an influx of
customers or an expansion of the
digital footprint.

>

Finally — and this is the tricky part —
these controls can’t get in the way
of how marketers use the platform.
Marketers need freedom to create
content, update sites and build
campaigns without a dependency
on IT. The governance framework
built into the DXP has to thread
that needle.
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BOOKING REVENUE IN THE FACE OF COVID-19



https://www.acquia.com/resources/case-studies/centara-hotels-resorts-covid-19-response

SECTION 07

A DXP
©  CHECKLIST

What’s needed to create
valuable, sustainable
digital experiences




Adding up all the factors that we’ve looked at
here, we get a clear picture of what it takes

to create consistent digital experiences that
customers appreciate. To bring that picture to life,
a DXP must feature:

An integrated approach to data and content
While content may be the heart of digital
experience, data is what makes that content
relevant to particular customers and determines
how and where it should be deployed. For

this reason, a DXP must bring together data
capabilities and content capabilities in an
integrated way.

An easy-to-use method for creating content
Forcing marketers to go through the IT
department will not work in an era that requires
quick introduction of new content to digital
outlets. Low-code solutions and methods that
allow the use of composable content help
lower these technical hurdles.

Easier methods for development
Developers also need to be able to move
quickly in standing up sites and apps.

Governance that scales

As its digital footprint grows and diversifies
into different channels, an organization needs
a governance framework that keeps pace. A
DXP should come with a built-in governance
framework, one that enables IT and security
teams to fulfill their mission of protecting
customers and the brand, without undercutting
the need for speed in digital experience
creation.

An open structure

Because customer behaviors change and the
digital toolkit evolves, a DXP needs an open
structure, one that allows for the easy adoption
and integration of new channels and tools.

The latest technology

While no one can say exactly what new
channels or solutions will matter most, there are
certain capabilities that serve as the foundation
for digital experience management. A DXP
should feature the latest when it comes to the
following:

« A customer data platform that unifies
customer data, cleanses it and uses machine
learning to derive actionable insights

22

« A personalization tool that allows
marketers to run multichannel campaigns,
customize digital experiences to different
audiences and orchestrate self-directed
customer journeys

- A governance feature that allows
CMOs to manage and govern global
marketing efforts while empowering
local teams to collaborate and contribute
to digital campaigns

Acquia offers a DXP meeting all of these
requirements in the form of Drupal Cloud

and Marketing Cloud. Together, they give
companies the power needed to quickly and
effectively gain deep knowledge of customers
and create engaging, content-rich experiences
across multiple channels, while supporting the
governance capabilities enterprises need for
scalability, security and compliance.

®
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WANT TO
LEARN MORE?

The world’s only open DXP can empower you to
deliver the best possible digital experiences.
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https://www.acquia.com/why-acquia/digital-experience-platform

o ACQUIO

ACQUIA.COM

Acquia is the open digital experience platform that
enables organizations to build, host, analyze and
communicate with their customers at scale through
websites and digital applications. As the trusted open
source leader, we use adaptive intelligence to produce
better business outcomes for CX leaders.

24
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