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16 Years of Scaling Digital Marketing For Brands...

...By Integrating Open-Source Solutions for Complex MarTech
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“Websites For Use Cases,
Not Features...”
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| Want To Talk
To You From
The Brands POV
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Our #1most asked question:

“How Do We Move From

Pushing Content

to Delivering a

True Omni Channel

Experience?”

Favorite

What Are the Differencesin
MarTech Stacks, SaaS Apps, &

Digital Experience Platforms?

How Do We Look at the
Actual Total Cost of Ownership?

What are the Factorsin Reducing
Wasted Cycles in Digital Workflows?

What First Steps Should We
Think About When Lookingata
MarTech Stack?
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The 360° Customer Focused
Omni Channel Concept

Every interaction with your Brand should
be part of asingular experience, inaword:
Personalized.

A genuinely seamless interaction
centered on the customer &their
perspective.

Focus on the Customer Journey:
Leveraging your Brand & content across
many mediums.
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Verizon is NOT Starting With “AEM”, or Any Other “Stack”
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We build the networks that move the world forward.

A Smarter, Faster, Personalized B2B MarTech Stack.
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by data and Al, driving seamless experiences for customers across all channels.
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Rabobank is Asking About Integration & Support BEFORE Features
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Autodesk Mapped Out Workflow BEFORE Choosing MarTech
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The Assumption Was All-in-One DXP’s

CHALLENGERS

LEADERS

Create

Crowd
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Manage

7
(& Optimizely
Acauia
() sITECORE
B Liferay

o
crownpeak
NICHE PLAYERS VISIONARIES

COMPLETENESS OF VISION

= Full Experiential Control

= No-Code/Low-Code Content Creation

= Advanced Page Building

= Atomic-Designed Template Architecture

= Omnichannel Publishing-ContentasaService
= Marketing Automation

= Advanced Campaign Tools

= Style Systems

= eCommerce

= Deep3rdParty Integrations

Optimize

= Multi-Site Management

* Multilingual Module

= Publishing/Editorial Workflows

= Collaborative Team/Task Orchestration
= ComplexUser Profiles

= AdManagement

= SEO & Campaign Management

» Cross-Channel Campaign Management

» Personal Data Management

Develop / Innovate

= Personalization/Conditional Content

* Marketing Automation Tools & Integrations
= Native & Extendable Analytics

= Advanced Campaign Tools

= Customer Insight Conversion Optimization
= Artificial Intelligence Bl Integrations

= Real-Time Customer Profiles

= | ead Management

= APIFirst Architecture

* |nnovate with Faster Time to Market Dev
» Headless Framework Available

= Artificial Intelligence Bl Integrations

= DataPrivacy/Ownership

= Application/Module Marketplace

= Version Control

= Rapid Development/Deployment

* Enterprise Sandbox Environments

= StrongDeveloper Community
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So If <All-In-One” DXPs,
With SaaS Integrations,
Was the Answer...
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So If <All-In-One” DXPs,
With SaaS Integrations,
Was the Answer...

What Became
The Problem?
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Marketing Editorial Workflow Level of Effort
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Marketing Editorial Workflow Level of Effort

0 1

Isolated System Single Pipeline
Architecture Architecture

* Out-of-the-box * CMSwithSaaS
Marketing site &inbound feeds

* BrochurewareCMSsites « Simple Marketingsites
with no connections with one direction of
or datasharing data
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Marketing Editorial Workflow Level of Effort

0 1

Isolated System Single Pipeline Multiple Data
Architecture Architecture Stream Architecture

* Out-of-the-box * CMSwithSaaS * Ability to pass
Marketingsite &inboundfeeds information from
CRM etc. back &forth

Brochureware CMSsites  « Simple Marketing sites
with no connections with one direction of e Complexdata
or datasharing data administration
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The Perceived Choices

All-in-One DXP’s Choose Your Own Adventure SaaS

And/Or
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Crowd
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The Promise of Mixed Workflows
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The Reality of Mixed Workflows

37 Separate Administrative Interfaces
with 22 Workflows
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Current State of
“All-in-One”’ DXP
Workflows
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Not ALL Composable MarTech Stacks are Equal

Black Box - Software Lock Out

= Proprietary Software with Customization and
External Integration Limits.

SaaS Style Platform Lock-In

= Expensive Closed Environment with
Workflow Lock-in, High Cost of Customization
& Slow External Integration.

Micro Open Source Project

=  (Gateway Sale, Small Specialized Software
Evolved from a Product or Agency’s Bespoke
Solution not compatible with or supported by
alarger community.

Disguised Vendor Lock-in Within OSS

= Customized Framework, originally built on top
of Open Source, but added code and SaaS
Features create Lock-in.
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Meanwhile, Back at the Ranch
SaaS was Growing
Faster than Anyone
Could....
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Building Complex MarTech Solutions in SaaS
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The Rush to Add
Multi/Omni Channel

Most Brands & Enterprises settled
for far less than the promise

15% were functionally broken

70% got by with slow &
painful manual processes

ONLY 15% were delivering
well & meeting business goals
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Marketing Editorial Workflow Level of Effort

0 1 2

Isolated System Single Pipeline Multiple Data
Architecture Architecture Stream Architecture

* Out-of-the-box * CMSwithSaaS * Ability to pass
Marketingsite &inboundfeeds information from
CRM etc. back &forth

Brochureware CMSsites  « Simple Marketing sites
with no connections with one direction of e Complexdata
or datasharing data administration
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Marketing Editorial Workflow Level of Effort

0 1 2 3

Isolated System Single Pipeline Multiple Data Digital Experience
Architecture Architecture Stream Architecture Platform

* Out-of-the-box * CMSwithSaaS * Ability to pass * Startofintegrated
Marketingsite &inboundfeeds information from editorial workflows
CRM etc. back &forth

Brochureware CMSsites  « Simple Marketing sites Complexdata
with no connections with one direction of * Complexdata integrations for CX
or datasharing data administration
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What Did Brands
Learn From This?

What Other Choices
Are Available For
Marketing Teams?

How Could Brands

Lower The Marketing
Workload?
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Brands Had a
Wish List After
Experimenting

with “All-in-
One” DXPs &
SaaS

Favorite

THE
FUTURE
No Licensing ISOPEN

No Vendor Lock-in

Innovate Faster

Customize Without Massive Regression Risks
Advantages of a Vast Modular Ecosystem
Take Advantage of a Massive Install Base

Finite Control Over Data Ownership

Total Cost of Ownership Savings
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If We Break Down Brand
Needs To Their Core
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Breaking Down The MarTech Feature Architecture

Content & Channel Management

SaaS & Product
Integrations

Data & Legacy
Enterprise Integrations

Create

Crowd

Favorite

Manage

= Full Experiential Control

= No-Code/Low-Code Content Creation

= Advanced Page Building

= Atomic-Designed Template Architecture

= Omnichannel Publishing-ContentasaService
= Marketing Automation

= Advanced Campaign Tools

= Style Systems

= eCommerce

= Deep3rdParty Integrations

Optimize

Multi-Site Management

Multilingual Module
Publishing/Editorial Workflows
Collaborative Team/Task Orchestration
Complex User Profiles

Ad Management

SEO & Campaign Management
Cross-Channel Campaign Management

Personal Data Management

Develop / Innovate

= Personalization/Conditional Content

* Marketing Automation Tools & Integrations
= Native & Extendable Analytics

= Advanced Campaign Tools

= Customer Insight Conversion Optimization
= Artificial Intelligence Bl Integrations

= Real-Time Customer Profiles

= | ead Management

APIFirst Architecture

Innovate with Faster Time to Market Dev
Headless Framework Available

Artificial Intelligence Bl Integrations
Data Privacy/Ownership
Application/Module Marketplace
Version Control

Rapid Development/Deployment
Enterprise Sandbox Environments

Strong Developer Community
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Looking How We Built These
In a Conceptional Way...
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Example of a Composable OSS DXP Framework Architecture

“OSS Hub” - Foundation Layer

= OpenSource CMS onan Extendable WebOps
Platform for Content & Channel Management.

OSS and Customized Modules & Plugins

= Open Source Community Enterprise Grade
Modules that Extend Core Features While
reducing the Cost of Ownership.

Custom Modules & Plugins

= Custom Made Open Sourced Based Modules

Enterprise & Omni-Channel Integrations

= Off-Site SaaS, Product & Legacy Enterprise
Integrations

Customized Workflow UX Layer

=  Custom Editorial Workflow with Unified Admin
Created & Maintained within the TCO
Savings on Using “All-in-One” DXP or
“Chose your Own Adventure” SaaS Solutions
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Example of a Composable OSS DXP Framework Architecture

“OSS Hub” - Foundation Layer

= OpenSource CMS onan Extendable WebOps
Platform for Content & Channel Management.

OSS and Customized Modules & Plugins

= Open Source Community Enterprise Grade
Modules that Extend Core Features While
reducing the Cost of Ownership.

Custom Modules & Plugins

= Custom Made Open Sourced Based Modules

Enterprise & Omni-Channel Integrations

= Off-Site SaaS, Product & Legacy Enterprise
Integrations

Customized Workflow UX Layer

=  Custom Editorial Workflow with Unified Admin
Created & Maintained within the TCO
Savings on Using “All-in-One” DXP or
“Chose your Own Adventure” SaaS Solutions
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Example of a Composable OSS DXP Framework Architecture

Create

Crowd

Favorite

Manage

= Full Experiential Control

= No-Code/Low-Code Content Creation

= Advanced Page Building

= Atomic-Designed Template Architecture

= Omnichannel Publishing-ContentasaService
= Marketing Automation

= Advanced Campaign Tools

= Style Systems

= eCommerce

= Deep3rdParty Integrations

Optimize

= Multi-Site Management

* Multilingual Module

= Publishing/Editorial Workflows

= Collaborative Team/Task Orchestration
= ComplexUser Profiles

= AdManagement

= SEO & Campaign Management

» Cross-Channel Campaign Management

» Personal Data Management

Develop / Innovate

= Personalization/Conditional Content

* Marketing Automation Tools & Integrations
= Native & Extendable Analytics

= Advanced Campaign Tools

= Customer Insight Conversion Optimization
= Artificial Intelligence Bl Integrations

= Real-Time Customer Profiles

= | ead Management

= APIFirst Architecture

* |nnovate with Faster Time to Market Dev
» Headless Framework Available

= Artificial Intelligence Bl Integrations

= DataPrivacy/Ownership

= Application/Module Marketplace

= Version Control

= Rapid Development/Deployment

* Enterprise Sandbox Environments

= StrongDeveloper Community
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Marketing Editorial Workflow Level of Effort

Ease of Use “Tipping Point” for Brand Teams
Technical Workflow Starts to Ease Complexity

0 1 2 3

Isolated System Single Pipeline Multiple Data Digital Experience
Architecture Architecture Stream Architecture Platform

* Out-of-the-box * CMSwithSaaS * Ability to pass * Startofintegrated
Marketingsite &inboundfeeds information from editorial workflows
CRM etc. back &forth

Brochureware CMSsites  « Simple Marketing sites Complexdata
with no connections with one direction of * Complexdata integrations for CX
or datasharing data administration
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By Creating Unified
Custom Workflows,
With Open Source
Based DPXs, Brands
are Starting To
Solve Workflow
Complexity



Crowd
Favorite

Strategic Workflow & UX Design

Academic Partnerships
Academic Partnerships
Admin User Flows: Creating a Page Builder Template

UGN Admin User Flows: Creating and Publishing Conditional Content

e Trigger

[YOTI Academic partnersh
G Admin User Flows: Creating a Page Split Test
Crowd [ P
[ creatingand Editinga Page

User Roles: Conten

Select Master Page
Acadenmic Partnerships

/Admin User Flows: Reviewing, Editingand Scheduling an Article

[V Acagemic partnerships
LU Admin User Flows: Creating a Page with aForm

v

Publish Page

ACADEMIC

PARTNERSHIP




Crowd
Favorite Customized Editorial Workflow

Maecenas egestas arcu quis ligula

@ osoxp

Programs Overview
© sresmanome

siTe LoGo

<oLoR seHEME

Apply Now for Next Class.

1®) osbxp

Featured Programs.
—

The Online |

i

FUNCTIONALITY CATEGORY

Accreditations & Accolades

2ACEN
TACEN Tuition
rooTer

FUNCTIONALITY CATEGORY

e

Transfer Search Tool

Request nformaton

Admissions

Request Information

Undergraduate Programs

Courses
roortn

ACADEMIC

PARTNERSHIP
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Here Are Some Real-Life

Examples That Achieved
The Wish List and are

Innovating the Future B o

No Vendor Lock-in

Innovate Faster

Customize Without Massive Regression Risks
Advantages of a Vast Modular Ecosystem
Take Advantage of a Massive Install Base

Finite Control Over Data Ownership



Disney
ABC
Press

(@ Read Synopsis

AIR DATE: 02/24/15
“VALEDICTION”

A Press Targeted

Digital Experience For

Multiple Business Units
Handling Over 14 Million

Media Assets Over 10 Brands

with Unique Country Based Rights.

MAYLEY ATWELL

LEEEUT AR DATE
]04 “THE BLITZKRIEG BUTTON"
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MARVEL'S AGENT CARTER

Primetime, Tuesdays, 9:00 - 10:00 p.m.

SHOW HOME | EPISODES | PHOTOS | VIDEOS | RELEASES | BIOS CONTACTS | SOCIAL

NEWEST EPISODRS

AIR DATE: 02/24/15
“VALEDICTION"

AIR DATE: 02/17/15

@ “SNAFU*

105

LLLELLEE AIR DATE: 02/17/16

07 "SNAFU”

i o5 fis
b= |pg==s= Eg===-

CHRIS DINGESS JAMES D'ARCY LOUIS D'ESPOSITO

MARVEL'S AGENT CARTER

Primetime, Tuesdays, 9:00 - 10:00 p.m.

SHOW PHOTOS

GALLERY

Crowd
Favorite
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Academic Partnerships - e e S—

6.6.6 Creating and Publishing Conditional Content

You have successfully beaten
Adobe at their own game...

Karmela Gaffney

6.6.3 Creating a Page Split Test

CMO - Academic Partnerships

[THE
JFUTURE
/1S OPEN

Academic Partnerships
CMS/DXP RFP Request
Fully Customized Digital
Experience Platform With Unified AND Platform Support with all The
nefi penSource

Customer Relationship Management &
Customer Service Workflow Integration
For Sales & Marketing

True Enterprise Level Applications

nnnnnnn

Open Source CMS/DXP
Strategic Technology Plan

Academic Partnerships
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/ United States Olympic

/ & Paralympic Museume®

PLAN YOUR VISIT SPOTLIGHT LATEST NEWS HALL OF FAME SHOP @ Q
1 nr“ « B "
PLAN YOUR VISIT :;‘ T
P s

1y Take a virtual tour of the U.S. Olympic &
i Paralympic Museum

- T T I T

PLAN YOUR VISIT SPOTLIGHT LATEST NEWS HALL OF FAME sHoP Al
- 3N —

New operating hours take effect Feb. 2

.........
N Coloradosprings...

Black History Virtual Exhibit

PLAN YOUR VISIT

m -

Accassibilty a

H20PM.OT8 Orchestrating The Ultimate Individualized User Experience From Before, During, and After The Visit.


https://usopm.org/

Crowd
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Map  Satellite

LKQ Corporation Overview | B

NASDAQ: LKQ

$37 46 Texas

LKQ Corporation is a leading provider of alternative +0.54 (146%) oisTANCE LoCATION TYPE
and specialty parts to repair and accessorize No Limit All Locations SEARCH Q@
automobiles and other vehicles. LKQ has
operations in North America, Europe and Taiwan. 1700 matches found
LKQ offers its customers a broad range of
replacement systems, components, equipment and Keystone Automotive ﬂ PGW Auto Glass - Odessa

SEARCH & PURCHASE PARTS LOCATION FINDER CONTACT US  SEARCH Industries - Abilene (34.02mi) (139.05mi)
parts to repair and accessorize automobiles, trucks,

d | and perf hicl 933§ Treadaway Boulevard, 14000 West Highway 80 East, Suite
B2 LK About Us Our Culture Investors Careers Newsroom andirecregtionallandiperormance;vehicles, \ Abilene, TX 78602-2749 A, Odessa, TX 79765-9404

— <corporation Brands & Operations  What Makes LKQ Special  Latest Financial Reports  Life and Work at LK Insights, News & Media (432) 563-2918

AL DIRECTIONS DIRECTIONS excy

. > Keystone Automotive B k@ Auto parts of west dunml

Industries - Lubbock (156.30mi) Texas - Lubbock (156.30mi) Hondurss.

1411 South Loop 289, Lubbock, TX h Loop 289, Lubbock, TX N
79423 9423 e
Back in 1998, the world saw a fragmented recycled parts (806) 745-7002

industry. Our founders, however, saw an opportunity — To

provide quality, high-val ives for the

replacement parts marketplace. . A Latest News & Events
Since then, LKQ has not stopped driving forward, with a

DIRECTIONS DIRECTIONS

tto p , finding creative 9
SATtIGRS. 5l SUAEIRG 16 the SverEhEnaing Competiive : / ANUARY 12, 2021 OCTOBER 29, 2020 FEBRUARY 18, 2021 07:0 T OCTOBER 29, 2020 07:00 AM CDT Explore LKQ s Global Presence
Jandscape. | LKQ Corporation to Release  LKQ Corporation Announces  Fourth Quarter and Full Year LKQ Corporations Third

. Fourth Quarter and Full Year Results for Third Quarter 2020 Earnings Conference  Quarter 2020 Earnings Call
2020 Results on Thursday, 2020 Call
February 18, 2021

READ MORE —

READ MORE —» ADD T CALENDAR - WEBCAST —

VIEW ALL NEWS - VIEW ALL EVENTS

A Vision for the Future

LKQ Corporation is the leading provider of alternative and specialty
parts to repair and accessorize automobiles and other vehicles. LKQ
has operations in North America, Europe and Taiwan. LKQ offers its
customers a broad range of replacement systems, components,
equipment and parts to repair and accessorize automobiles, trucks,
and recreational and performance vehicles.

Featured Report

Filter our Brands by: North America (15) Choose Specialty

OURMISSION IS TO BE THE LEADING GLOBAL VALUE-ADDED x Our Brands Worldwide
2019 Annual Report

DISTRIBUTOR OF VEHICLE PARTS AND ACCESSORIES BY OFFERING OUR

CUSTOMERS THE MOST COMPREHENSIVE, AVAILABLE AND COST

EFFECTIVE SELECTION OF PART SOLUTIONS WHILE BUILDING STRONG

PARTNERSHIPS WITH OUR EMPLOYEES AND THE COMMUNITIES IN WHICH 4+ 2020 Proxy Statement
WE OPERATE.

g‘:::UAL REPORT m L K

AnLKQ Company

LKQ Corporation Global LKQ North America Keystone Automotive LKQ Pick Your Part
Coliision, Mechanical, PBE (USA) Industries Colision, Mechanical (Canada,
Colision, Mechanical, PBE usa)
(Canada, USA)

Managing The Digital Transformation of 30 Brands, Over 25 Countries in 1,600 Locations.



https://www.lkqcorp.com/
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Insperity
Same features with lower Total Cost of Ownership than AEM or Sitecore

R . X\ *
W2 Inspel‘lty Eull-Service HR Individual Solutions W Insperlty Full-Service HR Individual Solutions Contact Us

Employer (PEOs)

What's Included
Name
HR Outsourcing: A Step-by-Step Guide to
' Professional Employer Organizations Download your
Comprehensive bene (PEOSs) free e-book Field ID: 1

Are you ready to offload your HR to-do . i J Label

Insperity’s robust benefits pal
list? HR outsourcing

| only group health, dental and
also other important welfare
savings options. As the plan
assumes all plan sponsor reg

Name

Free up significant time and energy by
enlisting a professional employer .
v organization (PEO). These organizations < L A\ Label Position

‘ obligations from start to fini handle your day-to-day HR tasks so you Above Element
can focus on more strategic and
profitable projects

Through Insperity's unique rg
@ Subscribe to our blog
national medical insurance ¢

UnitedHealthcare, your emplq A good PEO will help you simplify and improve employee Download ¢ book
benefit options, while handling your payroll processing and

seffective, comprehensiv other vital HR tasks. PEOs can also guide you on regulaton

’ ’ Restriction Settings
Paer].]. & ) ’ Calculation Settings
:

Placeholder

Advanced Settings

Human Capital
Management

Powered by

Solved

Progressive Settings

Progressive Group (0 or empty for not progressive)

Deepening Customer Personalization & Progressive Profiling By Migrating From a Closed CMS
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SHOW LOBBY  WINNERS  GALLERIES  INSIDER  HOME

y @ B
*MM\/ SHOW LOBBY  WINNERS ~ GALLERIES  INSIDER  HOME
= Lok
. T B o . .
A .
B
o

AWARE&: L
v

The 46th Annual Daytime Call for En*gries Ndw Open
)

® *
. ENTER NOW

L ARTS & SCIENC]
Q o
7, INATIO! s
o ¥ D

(o

Building A Unified
Digital Experience That Manages The ¢
Entire Event, from Awards Submission " Creaive Ars

#DaytimeEmmys Red Carpet Ceremony Backstage

To Walking The Red Carpet For Both
The Emmys Team & Award Nominees.
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Now Let’s Look At

What We Are Delivering
Once We Look at:

Marrying Open Source & MarTech Stacks
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eCommerce & Channel
Management

DAM, Data
Warehousing &

Marketing Automation g

& Campaign

Personalization,
Optimization &
Al

CRM &
Customer

Experience

Operations
& ERP

Analytics Data
Integration Platforms

Real-World
Applications & Integrations
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eCommerce & Channel
Management

DAM, Data
Warehousing &
PIM

Marketing Automation
& Campaign

Personalization,
Optimization &
Al

CRM &
Customer

@ Experience

Operations
& ERP

Analytics Data
Integration Platforms

Real-World
Applications & Integrations
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So What Will This Achieve

For Brands In the Enterprise?
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Marketing Editorial Workflow Level of Effort

Ease of Use “Tipping Point” for Brand Teams
Technical Workflow Starts to Ease Complexity

0 1 2 3 4

Isolated System Single Pipeline Multiple Data Digital Experience Fully Modular DXP
Architecture Architecture Stream Architecture Platform w/ Custom Workflow

* Out-of-the-box * CMSwithSaaS * Ability to pass * Startofintegrated » Completelyintegrated
Marketingsite &inboundfeeds information from editorial workflows custom workflows
CRM etc. back &forth

Brochureware CMSsites  « Simple Marketing sites ¢ Complexdata * Datacentralization
with no connections with one direction of ¢ Complexdata integrations for CX &Edge Processing
or datasharing data administration
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What Are The Challenges

We Are Solving Now,

As Brands See The Potential?
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Data Architecture At A Glance

250+ Data Sources

...........................................................

M G )
Al VWO

© ON
D= )

g%V ORACLE

Smart Intelligent
Connectors Data Warehouse

............................................................
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Data Journey

250+ Data Sources

...........................................................

N @ )
M rdes VWO
© O
D= )

g%V ORACLE

............................................................

Smart
Connectors

Intelligent
Data Warehouse

Crowd

Favorite

Ad-hoc Data
Explorations

aays

Live Dashboards
and Alerts

) (€]

) ()

() (&)

App Development
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This Is Leading To

A New Opportunity
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Data Mart Infrastructure

SaaS or Legacy Data Sources

eCommerce Optimization Analytics Operations

\/
Data Lake
o o | J [
o () o (] o () o (] o (—
o [ o [ o [ . — .
-— s o« s T s T
Sales Marketing Product Financial Operations &
Logistics

Business Unit Based Data Marts



Key Insights into How Top Brands Exploit What’s Next in Composable MarTech Emulgi[
avorite

eCommerce & Channel
Management

DAM, Data
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Analytics Data
Integration Platforms

Real-World
Applications & Integrations
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eCommerce & Channel
Management

DAM, Data
Warehousing &

Marketing Automation g

& Campaign

Personalization,
Optimization &
Al

CRM &
Customer

Experience

Operations
& ERP

Analytics Data
Integration Platforms

Real-World
Applications & Integrations
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eCommerce & Channel
Management

DAM, Data
Warehousing &

Marketing Automation g

& Campaign
Management

salesforce

Personalization,
Optimization &
Al

CRM &
Customer

Experience

Operations
& ERP

Analytics Data
Integration Platforms

Real-World
Applications & Integrations
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eCommerce & Channel
Management

DAM, Data
Warehousing &
PIM

Marketing Automation
& Campaign
Management

salesforce

Personalization,
Optimization &
Al

CRM &
Customer

@ Experience

Operations
& ERP

Analytics Data
Integration Platforms

Real-World
Applications & Integrations



Key Insights into How Top Brands Exploit What’s Next in Composable MarTech [F:alsg]r'lite

Marketing Editorial Workflow Level of Effort

Ease of Use “Tipping Point” for Brand Teams
Technical Workflow Starts to Ease Complexity

Mid to
Distant Future

1 2 3 4 9

Single Pipeline Multiple Data Digital Experience Fully Modular DXP Phygital CX Platform
Architecture Stream Architecture Platform w/ Custom Workflow w/Data Ownership

* CMSwithSaaS * Ability to pass * Startof integrated e Completelyintegrated * Instantlyinteractive,
&inboundfeeds information from editorial workflows custom workflows customized, editorial
CRM etc. back &forth workflow

* Simple Marketing sites ¢ Complexdata * Datacentralization Fully integrated Al
with one direction of * Complexdata integrations for CX &Edge Processing Full data ownership
data administration
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Thank you

Want More Details?

Download the Presentation

Karim Marucchi

C[Ulﬂd . /in/KarimMarucchi
Fa\m"te CrowdFavorite.com

Get More Information About Digital Experience
Solutions Built With Open-Source & WebOps

Getin Touch
James Rutherford

/infJamesRutherford

CrowdFavorite.com/DigitalSummitPhoenix .
Pantheon.io

j)l\&..

DX Architecture & Implementation m Digital Strategy m Digital Marketing Acceleration & Digital Business Ecosystems




