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New tools
Marketers are adopting AI-
powered platforms that can 
generate content variations, detect 
micro-segments, and optimize 
journeys in real time.

New behaviors
Customers are using AI assistants 
for research and even vendor 
comparisons —customer journey 
starts earlier, looks different, and 
skips many traditional touchpoints.

THE SHIFT





of clicks are disappearing

of customers expect 

personalization

of companies have 

scaled AI 

50%

71%

20%

Expectations are rising.
Attention is shrinking.

CTRs dropped nearly 50% —

fewer chances to capture attention

Most teams aren’t scaling AI —

missing speed, insight, and impact

and 76% get frustrated when it’s missing 

—hurting conversion and loyalty









Change is the only constant in life. Ones

ability to adapt to those changes will 

determine the success in life.

Benjamin Franklin

American scientist, politician, inventor and philantropist



The world leader in marketing 

and digital experience

10,000+
global 

customers

1,500+
employees across 

21 locations

1,000+
implementation and 

technology partners

370% 
return on investment

11
‘Leader’ recognitions by 

Gartner, Forrester, and IDC

2M+
experiments run 

on Optimizely

Source: The Total Economic Impact

of Optimizely Digital Experience Platform

40k
websites powered by 

Optimizely





Intake

Field requests and collectively 

manage work

Align the team around a 

shared strategy

Ideate and collaborate as 

a single team

Manage and maintain 

assets for reuse

Translate and localize for 

different regions

Assemble experiences 

and prepare to launch

Track performance and 

optimize for what works

Launch tests and target 

with precision

Tailor experiences for 

various segments

Publish and distribute to 

any channel

The 
marketing 
lifecycle

Deliver

Layout

Analyze Plan

Optimize Create

Personalize Store

Globalize



More Tools





The Forrester Wave: Digital Experience Platforms, Q4 2023, Forrester Research, 

Inc., December 4, 2023.

Gartner, Magic Quadrant for Digital Experience Platforms, Irina Guseva, John Field, 

Mike Lowndes, and Jim Murphy, February 2024. This graphic was published by 

Gartner, Inc. as part of a larger research document and should be evaluated in the 

context of the entire document. The Gartner document is available upon request 

from Optimizely. 
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Monolith

Few
vendors

Dependency
on one vendor

Stable
product suite

Fewer
positive disruptions

Simple
to implement

Best-of-Suite
solutions

Common
UI & Login

Lack
advanced features

Integrated
as standard

Limited
functionality

Multiple
UI’s & logins

Fully Composable

Flexibility
in picking vendors

Manage
many vendors

Evolving
marketplace

Acquisitions
Likely

Tailored                 
solutions

Complex
maintenance

Specialized
interfaces

Integrate
as needed

Cost
intensive



Monolith

Dependency
on one vendor

Fewer
positive disruptions

Best-of-Suite
solutions

Lack
advanced features

Limited
functionality

Hybrid Composable

Rationalize
while delivering needed functionality

Tailored Core                                         
with flexibility for additions to suite

Balance
tailored solutions with best of need

Reduced
number of UIs to learn and manage 

Integrated Core
with ability to add non-suite components

Manage
many vendors

Acquisitions
Likely

Complex
maintenance

Multiple
UI’s & logins

Cost
intensive

Fully Comp.



The world’s first

operating system

For marketing

Analyze

Experiment

Personalize

Deliver

Layout

Globalize

Store

Create

Plan

Intake

Products Under the hood

Credit

This deck was made by Rob Stoves for the UK Sales Team.  If you have any suggestions on how it could be more awesome, please let me know.  It’s 

designed to be a conversation framework to discuss the component parts of Optimizely One.  In the UK we’ve found going through a deck like this 

helps customers understand what products they’re buying, preventing confusion throughout the deal cycle and ultimately reducing churn.

Thanks to Mark Wakelin who helped with the Value Stats and feedback

Content Management

System

Personalization

Web

Experimentation

Feature

Experimentation

Warehouse-Native

Analytics

Graph

Product

Recommendations

Data Platform

Digital Asset

Management

Content

Recommendations

Commerce

Content Marketing

Platform



MORE TOOLS, LESS CLARITY

Tech stack overload

THE MODERN MARKETING STACK
UTILIZATION RATE

INTEGRATION FAILURES

33%
Of martech stack capabilities are actively used. 

Teams keep buying tools faster than they can adopt them

65.7%
Of organizations report data integration difficulties across their stack –

producing conflicting insights and no single source of truth. 

THE RESULT

Knowledge of how tools connect lives with 

individuals, not the organization. When people 

leave, the stack become a black box. 





Code was never the moat –
Software is becoming the infrastructure

Security and 
compliance
Anyone can build software 
not everyone can secure it.

1

Tokenomics

Building becomes cheaper, 
operating can become 
more expensive.

4

Data and 
integration
The real product is often 
the data.

2

Operations & 
maintenance
Software is about learned 
behavior.

3



HypertailTail is growing

More custom Apps/Agents

In-House Apps



AI enters the stack

Inside-out

Outside-in

Agentic AI



Orchestration Governance



AI must be treated as a 
platform capability



• Content
• Experimentation

• Personalization
• Analytics

Digital Experience 
Platform

AI Marketing 
Platform

Foundational
Large Language Models

Customer 
Experience Channels

• Workflows 
• Context

• Governance
• User Experience

1

2

3

4 Web SocialEmailCommerceApps

A new AI stack for marketing is emerging



Experience Optimization

+ Experimentation & Personalization

+ Feature Management

+ Warehouse-Native

Experience Creation

+ Content Management

+ Content Operations

+ Asset Management

Powered by Opal

Agent 
Orchestration

+ Pre-built Agents

+ Specialized Tools
+ Workflows

Unified UI/UX Customer Data Segmentation RecommendationsApp Marketplace Enterprise Reliability

Optimizely One
The AI platform to create & optimize digital experiences



AI transformation perceived as too slow
REALITY

Only 17%
of companies believe AI is a foundational 
capability across their marketing operations

AI

AI initiatives stuck in Pilot Purgatory

Embrace AI and cut budget
MANDATE

9%
AI now represents

of overall marketing 
budgets 3

?



Why AI pilots fail?

No clear business objective

1

Poor integration and data

2

No change to the operating model

3



Opal Benefit Statement                                               
Optimizely Opal drives measurable improvements across different outcomes

Outcome Agents Value Add Proof Points

Content Creation & Optimization
Drafts in minutes, consistent tone, and 

50 -90% faster turnaround

Blog Series Content Cluster Agent

Case Study Generator & Refresh Agent

Webinar Creation Agent

Insights & Analytics
50 -80% faster reporting,              

and improved campaign ROI

Website Performance Reporting Agent (GA4)

Content Quality & Branding Checks Agent

Campaign Performance Dashboards Agent

Brand Compliance & Accessibility
Lower compliance risk, 

50 -80% reduction in manual QA

Brand Compliance Agent

Website Accessibility Compliance Agent

Content Tone & Quality Review Agent

50 -90% 
faster 

turnaround

50 -80% 
reduction in 
manual QA

50 -80% 
faster 

reporting

…and these are just the top 3 use cases….



20x Your Marketing

EfficiencyEffectiveness



*Source:McKinsey & Company. https://www.mckinsey.com/capabilities/risk-and-resilience/our-insights/how-agentic-ai-can-change-the-way-banks-fight-financial-crime

Practitioner with 
Gen AI

1.2x

Practitioner with
individual agents

2.0x 20x
Practitioners leveraging 

a team of AI agents

Agentic AI is changing the game



The hybrid customer

The new workforce  

The orchestration layer

Capabilities to 20x Your Marketing

1.2x

2.0x

20x



The hybrid customer

Capabilities to 20x Your Marketing

1.2x



Marketer 

Experience
How content and 

experiences get created

Two sides of opportunity

Customer 

Experience
Where your content 

engages and drives growth



Marketing has always been 
broken

What your team can prioritize

Content 
strategy

Campaign 
strategy

SEO
strategy

Work that your team should be doing

Testing GEO Personalization

Update
assets

Compliance 
checks



Has anyone ever watched session replays?





A B



Workflow

The workflow combines two 
agents with a trigger for weekly 
automation.

Agents

The workflow uses two agents; 
one to conduct ticket analysis 
and one to format and share the 
results to their internal Slack.

Elite Hotels: Powerful workflows with Opal
Example – Automated analysis of ticketing system to identify productivity improvements

Tool: Post to Slack

Elite Hotels has created a tool 
that connects Opal to Slack, 
allowing to post updates to a 
designated channel. 

Tool: Search RAG

Elite Hotels has set up a RAG: a 
search index in Azure that gathers 
all ticket updates, allowing Opal 
to access them in real time for 
analysis.

⇌

⇌





Traffic is getting smaller, 
but changes in behavior is 

getting bigger.



October 2024

1.20%
Organic Search CTRs

TRAFFIC NO LONGER A RELIABLE GROWH LEVER

Every digital experience matters 
exponentially more

October 2024

14.92%

< 1 year later

0.61%

< 1 year later

6.34%
Paid Media CTRs

The funnel has changed

If traffic can’t be relied on, experience becomes the 
differentiator



The vicious cycle

Cutting brand to chase 
short-term ROI triggers 

long-term demand 
decline – forcing more
spend to compensate

BUDGET ALLOCATION

The Brand vs. Demand

BRAND DEMAND

Long -term investment. Hard to measure. Short - term investment. Easy to justify.

OFTEN UNDERWEIGHTED TYPICALLY OVERWEIGHTED

60% 

40% 

Recommended brand investment share

Per Binet & Fields analysis of 600+ companies

Average actual brand budget share among CMOs 

– and shrinking as budgets tighten

95% 

31% 

Of B2B buyers are not in - market today –

performance spend reaches only the 5% who are, 

ignoring future demand entirely

Of marketing budgets now going to paid media –

up 11% YoY, yet CMOs report getting less for 

every dollar spent



• Human attention

• Visual hierarchy

• Emotional persuasion

• Click -through journeys

• Structured content

• Clear hierarchy

• Explicit answers

• External validation

For years we optimized for: Agents value:



SEO vs GEO strategies WHATS DIFFERENT & HOW TO SHOW UP

SEO GEO

Keywords & rankings
Optimize for exact phrases to appear on SERPs

Concepts & authority 
LLMs surface sources that own the topic, not just the 
keywords

Backlink volume
More links = higher rank 

Trusted mentions 
Weight goes to authoritative sources

Long tail pages
Many variations of similar content captured traffic 

Topic hubs/pillar pages
Consolidated, comprehensive content that covered the 
concept fully 

Content length 
Longer posts often outranked shorter ones 

Content clarity 
Concise, structured, fact-rich chunks get lifted by LLMs

Success = being found Success = being trusted 

SEO was a game of visibility – can people find you? 

GEO is a game of credibility – do LLMs trust you? 



GEO Assessment
Discoverability



Contextual Bandits

Language

City

Country

Purchase

Log-in

Keyword

Persona

Campaign

Landing page

Visits

Operative system

IP-adress

Time

Unit

?

33%

33%

33%

Personalization on the first click



Contextual Bandits

Language

City

Country

Industry

Log-in

Keyword

Persona

Campaign

Landing page

Visits

Operative system

IP-adress

Time

Unit

Tech

savvy

Repeat

Repeat

US

Personalization on the first click



Contextual Bandits

Language

City

Country

Industry

Log-in

Keyword

Persona

Campaign

Landing page

Visits

Operative system

IP-adress

Time

Unit

Desktop

Healthcare

Paid 

Search

Personalization on the first click



Contextual Bandits

Language

City

Country

Industry

Log-in

Keyword

Persona

Campaign

Landing page

Visits

Operative system

IP-adress

Time

Unit

First time

Retail

Ecommerce

Personalization on the first click



The hybrid customer

The new workforce  

Capabilities to 20x Your Marketing

1.2x

2.0x



“Yeah, I think I can have that headline 

copy sent to you by next week.”



“Next week? Ha, try next month buddy. 

I´ll add it to the backlog”





Integrated in 
your workflows

Fully-unified AI across 
your existing tech

Enriched with
your data

References all customer data 
such as guidelines, assets, 

tests, and campaigns

Autonomous

AI agents that use logic and reasoning 
to act on your behalf while maintaining 

human-in-the-loop

Purpose-built

With agents, tools and integrations 
for use cases specific to marketing, 

digital, experimentation

The Agentic Workforce



Create 18% (more) 

impactful tests

+ Run website analysis and
never run out of test ideas

+ Get experiments up and
running in clicks

+ Show the right content to 
the right persona

Pre-built Agents can…
Optimizely Opal

Scale high-quality 

content by 77%

+ Get fresh content and
campaign ideas rooted 
in data

+ Create on-brand content 
for any channel

+ Translate into any language
automatically – Ja!

Increase data-

powered decisions 

by 34%

+ Optimize webpages for 
better conversions

+ Get at-a-glance 
performance summaries

+ Ask and you shall 
receive… data insights

…and so much more. The possibilities are, well, infinite.





Software That Make Up the Content Supply Chain

Notice          in every step? 
That’s our content ops tool: 
Optimizely; it helps manage 
the full content lifecycle.

Plan

Store

Optimize

Analyze

Create

Globalize Launch & Merchandize

Determine content strategy,  KPIs, and 
distribution plans  that  align with 
business goals

Produce new content and/or 
repurpose content + put plans on 
the editorial calendar

Log files for inventory, localization,  
and reuse

Kick off localization and regional 
adaptations.

Publish and syndicate content 
to designated channels

Monitor performance and adjust 
strategy and promotion tactics to 

drive results

Track content & operational 
performance, and tie insights & 

data back to business goals

Personalize

Surface this content to the relevant 
audiences using content tags



Software That Make Up the Content Supply Chain

Notice          in every step? 
That’s our content ops tool: 
Optimizely; it helps manage 
the full content lifecycle.

Optimize

Monitor performance and adjust 
strategy and promotion tactics to 

drive results















The hybrid customer

The new workforce  

The orchestration layer

Capabilities to 20x Your Marketing

1.2x

2.0x

20x



Digital Coordinator

Distributes created content 

to the correct channels

Distribution

Email Team

Maintains email and SMS 

channels

Paid/Social Team

Maintains Media and social 

channels

Marketing Manager

Creates campaigns and 

coordinates marketing activities

Marketing Leader 

Oversees marketing organization;

values visibility, coordination

Review

Legal / Compliance

Oversees marketing organization;

values visibility, coordination

Campaign Manager

Runs individual campaigns and 

coordinates marketing activities

Campaign Planning

Product Marketing

Defines product positioning &                        

GTM strategy

Field Marketing

Manages customer & marketing 

events

Content Creator

Authors, reviews, and 

approves content to be published

Content Specialist

Adapts & optimizes content for 

different channels

Creation

Design Specialist

Reviews and enhances design & 

copy updates

The First 85%

Content Production

The Final 15%
Content Delivery

Marketing Leader

Oversees marketing organization;

values visibility, coordination

Digital Leader

Oversees digital properties 

including website, SEO, social

Marketing Manager

Creates campaigns and 

coordinates marketing activities

Strategic Planning

Web Team

Maintains the website, mobile 

App, owns UX and the overall 

digital experience.

Publishing

Developers

Manges the front & back end 

of websites & web 

applications

Digital Marketer

Working with internal & 

external resources to get 

content published.



OPERATIONAL INEFFICIENCY

Work-About-Work
20+ years of tooling, yet workflows are still broken

1990 2000 2010

Content (DAMs)

Websites (CMSes)

Social Media

Email & Campaigns

HIGH COST

~31%
of marketing budgets 

are spent on the pursuit 

of operational 

excellence.

AUTOMATION GAPS

10 hrs
The amount of time a 

marketer spends per 

week on manual tasks.

PRODUCTIVITY WANES

~75%
of teams don't reach 

operational excellence.



58.74% of all agent usage is experimentation











We are not immune to the same 

challenges our customers face



CMO

Brand & Digital Demand gen
Product Marketing 

& Customer 
marketing

Comms SDR

Revenue Operations

Brand & creative

Web team

Performance 
content & 
Analytics

Content 
Marketing

Global campaigns

Paid Media

Product 
Marketing

Customer 
Marketing

PR and Social

Analyst relations

Competitive 
Intelligence

Internal comms

Corporate events

Global SDR team

SDR enablement

SDR operations

Campaign 
operations

Our structure defines our reporting lines, 
but not how we operate

Field Marketing

Field Marketing 
team

TEAM STRUCTURE

Marketing org chart

Marketing 
Operations

Dotted line



Prospect/customer lands on

Optimizely CMS

Personalization 

enables targeted, 

personalized experiences

Capture user behavior 

and attributes

Automated performance 

dashboards

Lead created 

in Marketo

Events

Tradeshows

Syndication

Scoring and nurturing

Nurture streams

Newsletters

Event invites
Seamless handoff 

and lead follow up
Conversion

Visitor fills out form

Consolidated in

Optimizely Data Platform

Opal + Experimentation 

enable rapid testing to improve 

performance, conversions & 

learnings

BOFU conversions

Fast -track high 

intent leads for 

follow up

Not ready

Nurture

Outbound 

email
                 
                     

Optimizely 
Marchitecture

Attract audiences through 

multi-channel campaigns

                       
                 

                        
                     

Content Marketing 

Platform

Enables unified planning, 

workflows and collaboration 

across teams

Opal

fuels campaign ideas

From rapid research, synthesized data 

and company priorities

+

Learnings feedback into new ideas Opal embedded into 

ideation, workflows 

and execution

Opal 

Suggests segments for 

personalization and 

generate content for 

audiences

.com 

behavior

+

+

Content optimizations

                
                     

                
                     

Opal generates recommendations 

for content improvements based on 

analytics data

+

6QA – automated alerts 

enriched with recommended 

actions and next steps  

ensure timely follow up on 

6QA



Intake

Field requests and collectively 

manage work

Align the team around a 

shared strategy

Ideate and collaborate as 

a single team

Manage and maintain 

assets for reuse

Translate and localize for 

different regions

Assemble experiences 

and prepare to launch

Publish and distribute to 

any channel

The 
marketing 
lifecycle

Deliver

Layout

Plan

Create

Store

Globalize



ACTIVITIES

Full visibility in Content Marketing Platform

WORKFLOWS DAM

• Full visibility at any time – lists, 

Gantt, Calendar and KanBan

• Every task ties back to a shared 

objective

One shared home for reusable, 

brand approved assets

Orchestration

All activities laddering up to shared 

goals 

Templatized, AI-enabled workflows

• Templatized workflows to 

streamline repeatable processes 

• Opal embedded for truly AI-

enabled workflows

• One shared home for reusable, 

brand-approved assets – all 

searchable with Opal



AI as a coworker  
Democratized Expertise



AI integrated throughout the stack  
The new composability



Human in the loop
Governance

Human

Human

Agent



Automated agent quality checks
Orchestration



Intake

Field requests and collectively 

manage work

Track performance and 

optimize for what works

Launch tests and target 

with precision

Tailor experiences for 

various segments

The 
marketing 
lifecycle

Analyze

Optimize

Personalize



Developer Agent
Democratized Expertise







Limitless 1:1 ABM landing pages

Volvo Cars

Swiss RE

Quaker Houghton

Barclays







Automatic reporting
Orchestration

Scheduled daily or triggered manually

Pulls content published 30 days ago (no 

more, no less)

Reviews conversions and traffic against 

our custom benchmarks

Processes recommended next steps

Loops based on how many webpages it finds

Assigns a work request to a human in 

the loop to take action



Treat martechas the infrastructure and AI as a platform1

Hybrid customer – Balance brand with demand2

New workforce – Specialized and deployed where needed 3

4

How to 20x Your Marketing

Orchestration layer – Human in the loop



Mårten Bokedal
Senior Manager Marketing

Optimizely
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