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Market strength

Fig. 1. European Adobe-Related Services PAC INNOVATION RADAR for Retail Capability

Based on the scores in competence and market strength, the overall score is calculated (calculation: compe-
tence score plus market strength score, divided by two). From the resulting overall score, each provider re-
ceives their characteristic positioning within the PAC RADAR.

Here, the following applies: The closer a company is to the upper right corner, the closer they are to meeting
customers' requirements.

The classification of providers is based on the overall score:

“‘Best in Class” 1.0-19
‘Leading Edge” 20-29
“Emerging capability” 3.0-39
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OVERVIEW

The importance of software ecosystems in Eu-
rope

As certain software companies become more
dominant in a technology segment, their ongoing
success creates a “wake" of opportunity for service
provider companies to deliver consulting services
that span strategy development to implementa-

tion and ongoing management services.

This leads to what is commonly referred to as a
software and solutions service provider ecosystem
forming around the dominant software company.
PAC has seen this occur for many years across a
range of technology segments and assessed sev-
eral such ecosystems in RADAR reports. However,
PAC has also witnessed said ecosystems typically
being evaluated only at a global level, which does
not provide enough insight and clarity for organi-
sations operating in one or more European coun-

tries.

Given the complex and varied economic and cul-
tural dynamics across Europe, this preference for
assessing at a global level is understandable. For
example, given the nature of many thriving eco-
systems originating from American software com-
panies, the typical pattern that PAC has observed
over many years is for high-growth ecosystems to
be led by success in the large American market
first, and then subsequent regional growth occurs
across Europe and Asia. So, from a global perspec-
tive, success in the American market can over-
shadow the opportunities and complexities of op-
erating in Europe, with many service provider or-
ganisations driving success in Europe in part due to

their relationships with large multinationals.

From PAC's experience for companies primarily
based or operating a subsidiary within Europe, a
global report is useful to a degree. However, a
global report does not provide a specific under-

standing of a range of service providers that
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operate effectively in the highly diverse European
market, given the economic, operating, and cul-
tural differences across countries. This is why,
when PAC assesses a software ecosystem, it is fo-
cused on the European market to support the de-
mand for insight from European CxOs regarding
which service providers within an ecosystem are

best to engage within the region.

Despite a multitude of service providers operating
across Europe for many years, PAC still frequently
sees an unconscious bias towards a “one size fits
all" global approach to market engagement in the
region. European CxO's value reports that help
with initial discovery and comparison analysis to
understand which service providers within an eco-
system are more engaged with industry dynamics

across the region.

The Adobe Ecosystem in Europe

PAC recently performed a CxO survey to uncover
how European companies adopt and update digi-
tal customer engagement (DCE) solutions and ser-
vices; 46% of CxO respondents said they would in-
crease their DCE budgets by up to 24% over the
coming year, with 32% maintaining their DCE solu-
tions budget over the same period. This is because
the demands of DCE-style services delivered
through B2C, B2B, B2B2C, G2C, and D2C channels
continue to be in demand across Europe despite
the economic and operating challenges faced

across the region in recent years.

From PAC's perspective, the most vibrant software
and services ecosystem at the heart of digital cus-
tomer engagement (DCE) within Europe is Adobe.
Solutions and services from Adobe are critical to a
range of DCE workflows and provide essential ad-
jacent integrations into areas like contact centre
engagement. From PAC's market forecast analysis,
EMEA accounts for 26% of Adobe's overall revenue

and saw growth of 8% in FY21/22.
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PAC considers that the ongoing growth of Adobe
in the region can be attributed to how DCE can vary
in maturity, sophistication, demand, and prefer-
ence between industries and countries that oper-
ate within and across Europe. Across the region,
the company has 591 partners that range from
large multi-capability service providers, digital
agencies, and system integrators to business con-
sultancies. Of these, 44 provide Adobe-certified
accredited and/or rapid deployment solutions

across Europe.

Why is PAC assessing the European Adobe-rela-

ted services ecosystem through a vertical lens?

From an ecosystem perspective, there continue to
be significant European opportunities for Adobe
and its partners. However, as Europe does not have
a cultural landscape akin to the US there are often
considerable variations in digital customer en-
gagement (DCE) maturity and needs across the
different countries. Demographic and cultural
preferences can vary considerably per country,
and the demands of industries can vary, too. PAC
believes that the levels of variability and maturity
across the DCE segment provide Adobe and its
partners with ongoing growth opportunities across
Europe. However, to continue expanding in the re-
gion, a thriving ecosystem of partners who,
through depth and breadth of in-region capabili-
ties, can navigate and support specific industry

needs is essential.

A regionally capable partner ecosystem supports
companies through a combination of Adobe ex-
pertise and in-depth industry, regional, and coun-
try-specific expertise. European companies are
pressured to deliver DCE services at greater detail,
sophistication, integration, and pace across all
channels. PAC is assessing the European Adobe
partner ecosystem vertically because domain-
specific demands in recent years are the differen-

tiator for significant deals in this space.

Despite having a significant number of partners in
the region, PAC often gets asked who the most rel-

evant partners are in the European Adobe
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ecosystem overall and by industry verticals. Busi-
nesses want partners who can provide co-creation
and co-innovation capabilities, help grow their
brand, enhance their relationship with customers
and clients, and transform their DCE workflows to
operate more seamlessly and cost-effectively
across their internal business functions and exter-

nal business partners.

This study aims to provide enterprise buyers
across Europe with the insights they need to
shortlist the right partners for their Adobe invest-
ments, with an analysis focusing on the overall ca-
pabilities of significant providers in the European
market. PAC performed a granular analysis of the
differentiators and specific capabilities of leading
firms in the market, in line with shifting enterprise

priorities and the evolution of new buyer groups.

In particular, the research has examined a pro-
vider's ability to deliver services catering to the
unique demands of specific industry sectors. Buy-
ers seek a clearer understanding of the business
vision, execution roadmap, and strategic innova-
tion of service providers in the Adobe ecosystem
to better understand their market strength and

competence before committing to an investment.
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THE TRENDS IN DETAIL

European Adobe-Related Services: An ever-
growing hyper-competitive market anticipating

strong growth

The European Adobe-related services market is a
dynamic and growing landscape. A range of com-
mon trends emerged when assessing the compa-
nies for this report. Each firm navigates these
trends, which have directly and indirectly indicated
the competence and market strength amongst

various assessment factors.

Demand for talent drives investment

The market for Adobe-certified talent, adjacent
digital capabilities, and industry-specific expertise
continues to intensify among European service
providers. The widening gap between demand
and available specialised supply has increased at-
trition rates despite attractive compensation pack-
ages extended by retention-focused companies.
Resource churn has emerged as a risk firms fore-
see needing contingency buffers within budgeting
plans and delivery approaches on long-term im-
plementation engagements, particularly those in-
volving complex industry-specific enterprise plat-
form integrations or multi-country rollout consid-

erations.

Practice sizes and expanding capabilities

Average European team sizes dedicated to the
range of Adobe solutions have risen drastically
from previous years across global system integra-
tors and mid-sized niche players. Leading partners
now have between 100 to 250 consultants sup-
porting Adobe implementation initiatives region-
ally. Smaller boutique firms have similarly ex-
panded the depth of certified teams, averaging 25
to 50 experts catering to very specific solution ar-
eas or country deployments. The growth extends
beyond purely technical configuration roles to en-
compass customer-facing solution architects

aligned to industry verticals for discovery,
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expansion into strategy, and ongoing marketing

and engagement operations.

Near and offshoring delivery mix

While sustaining growth in the European-based
practitioner count has proven challenging, most
medium to large consultancies have focused on
scaling near and offshore development skills for
Adobe technology deployments. Eastern Europe
and India have maintained growth as global deliv-
ery hubs for several partners who maintain a con-
sistent onshore presence of customer-facing solu-
tion managers, architects and analysts while carry-
ing out development, testing and instance config-
uration by leveraging lower-cost resources. As
prospects and clients probe delivery models bal-
anced across onshore proximity, industry align-
ment and competitive price points, leading players
aim for a hybrid consulting plus near and offshore

execution approach.

The start of a maturing partner ecosystem

The regional partner ecosystem around Adobe So-
lutions has progressed in recent years from a more
historic fragmented tool-specific expertise to more
holistic providers equipped to serve entire experi-
ence management lifecycles. Large digital agen-
cies with integrated strategy, technology and de-
sign capabilities offer end-to-end support from
planning through activation and ongoing optimisa-
tion per brand needs. Mid-size system integrators
provide specialised integration fluent in connect-
ing front-end experience touchpoints with actual
business processes across functions served by en-
terprise platforms like ERP, CRM and marketing
automation systems. Niche boutique firms have
similarly expanded beyond channel expertise to
provide full lifecycle services - some bringing dif-
ferentiated value in analytics, personalisation, and

testing.
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Co-selling and joint value propositions

The firms assessed have also focused on expand-
ing the scope from reseller or implementation re-
lationships to collaborative co-selling and joint
value propositions harnessing Adobe's technology
innovations and their industry specialisation or re-
gional access advantages. Such joint go-to-market
initiatives have been delivered through a trusted
advisor lens, simplifying complex buying journeys
for enterprises besieged with technology choices
to progress their data-driven marketing. Such part-
nerships have also been fueled by closer align-
ment and embedding of partner teams within

Adobe's customer success functions.

Vertical use cases and country-specific assets

The demand for industry-specific solutions contin-
ues to gain precedence as buyers look for relevant
templates that provide headstarts, reduce risk, and
customise Adobe capabilities to niche operational
requirements. For instance, assets focused on
dealer portal solutions, daily banking suite capabil-
ities, or manufacturing shop floor analytics that
blend loT data flows are in high demand. Similarly,
service providers are building accelerators catered
towards industry, and country-specific compliance
needs like consent management, access govern-
ance and data protection requirements across EU
markets, which enterprises grapple with. Market-
ing asset development has also focused exten-
sively on better-conveying business transfor-
mation outcomes enabled by Adobe technology
versus a pure platform features approach. Such
vertical and regional assets anchored around pri-

ority digital customer engagement (DCE)
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challenges shorten sales cycles and improve win

rates according to those assessed.

A high-potential market

Multiple trends within European industries con-
tinue influencing enterprise priorities and budget
allocations for Adobe-driven modernisation initia-

tives. Key examples of these are:

e An ongoing mandate around delivering con-
sistent omnichannel customer experiences
that unify real-time data across systems vs
channel-siloed views drives demand for cus-
tomer intelligence, journey orchestration, and
attribution analysis capabilities from Adobe
suites.

e Continued focus on privacy regulation compli-
ance and data transparency enhancing gov-
ernance needs as part of broader experience
management initiatives.

e A relentless push towards better ROl meas-
urement and achieving quicker time-to-value
from complex marketing technology transfor-
mation programs.

e Expansion of buying groups to include
broader digital organisation leaders paired
with IT decision makers looking holistically
across business priorities spanning marketing,

analytics and operations.

Overall, the European Adobe-related services
market continues to be an area of high potential
and growth, if not one where providers still have

significant challenges to overcome.
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Merkle

PAC INNOVATION RADAR - Adobe Services in Europe 2024

Retail Best in Class

Company Overview

Merkle was founded in 1971 and is a leading data-driven customer experience management com-
pany headquartered in Columbia, Maryland, United States, with over 14,000 employees across the
globe. As part of Dentsu Inc., Merkle enables unique personalised customer experiences across
platforms through technology, consulting, creative and, commerce services offerings.

Over the last decade, Merkle has steadily built up a commanding presence across numerous Euro-
pean industries as an elite digital consultancy guiding prominent brands in executing innovative and
disruptive data-driven marketing technology strategies. Since debuting regional operations in 2012
from its London office, Merkle has moved decisively to scale its on-ground footprint spanning 13 stra-
tegic hubs from Stockholm to Madrid today.

Such expansive coverage and enduring investments into cultivating top-tier local talent have fast-
tracked Merkle's rise into one of Europe's most prominent Adobe solutions implementation partners.
With over Q00+ accredited experts spread throughout the region carrying coveted Platinum or Spe-
cialist Adobe certifications in the latest capabilities, Merkle boasts enviable delivery muscle, qualify-
ing the firm to spearhead intricate, mission-critical customer experience (CX) transformations for mar-
quee retail, financial services and automotive players.

At its core, Merkle's European backbone remains its outstanding talent base. Cross-disciplinary teams
blending analytics rigour with intuitive creativity are instrumental in manifesting solutions personal-
ised to customers' most pressing industry-specific pain points. An ongoing prioritisation of expanding
regional Digital Experience Centers, allowing clients to actively co-develop pioneering use cases har-
nessing Adobe's future-facing capabilities, has solidified their trusted advisor status at executive ta-
bles.

Yet, for all of Merkle's strengths in delivering European Adobe deployments today, there remain
pockets of opportunity to reinforce the foundations underlying its formidable market position to sus-
tain engagements for years. While Merkle boasts expertise in integration across marquee platforms
like Salesforce, SAP, or Microsoft Dynamics, the scope exists to deepen critical competencies around
priority segments like order/inventory/fulfilment management systems prevailing in retail and spe-
cialised finance platforms common in banking.

Similarly, demonstrable success spearheading CX innovation programs for household brands creates
viable adjacencies to expand their purview as an orchestrator managing intricate technology integra-
tions to enable back-end transformations around supply chain or cross-border data harmonisation
underlying unified commerce strategies growing in priority across the C-suite. Leaning harder on ex-
isting regional industry connections to broaden value impact beyond marketing realms alone is the
key to Merkle's increasing influence to be seen as one of Europe’s definitive guides around experi-
ence management practices.

© PAC 2024
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Retail Industry-specific Strengths

= Customer intelligence mastery: Merkle leverages Adobe Experience Cloud and its proprietary
data assets to uncover deep customer insights and personalise every touchpoint, from targeted

promotions to product recommendations, to boost conversion rates and brand loyalty.

=  Omnichannel orchestration: Merkle orchestrates seamless customer journeys across physical
stores, online channels, and mobile apps, utilising Adobe solutions like Commerce Cloud and

Experience Manager to create a unified brand experience and drive consistent engagement.

= Marketing agility at scale: Merkle's expertise in Adobe Marketing Cloud, coupled with its agile
marketing methodologies, empowers retailers to adapt campaigns quickly and personalise of-
ferings based on real-time customer data, optimising ROI, and maximising marketing effective-

ness.

© PAC 2024
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OBJECTIVE OF THE PAC
RADAR

What is the PAC RADAR?

The PAC RADAR is an effective tool for the ho-
listic evaluation and visual positioning of soft-
ware and ICT service providers on local markets.
Numerous ICT and business decision-makers in
user companies of all industries and company
sizes rely on the PAC RADAR when selecting
their partners and developing their sourcing
strategies. With the help of predefined criteria,
PAC evaluates and compares providers' strate-
gies, development, and market position, in addi-
tion to their performance and competencies
within specific market segments.

Each PAC RADAR focuses on a specific IT mar-
ket segment. Up to 30 leading providers are
evaluated per segment. Participation in the PAC
RADAR is free of charge. All providers are eval-
uated using PAC's proven methodology, which
is based on personal face-to-face interviews
and a detailed self-disclosure from each pro-
vider.

PAC reserves to also evaluate and position rele-
vant providers in the PAC RADAR that do not
participate in the self-disclosure process. After
the evaluation of the predefined criteria, each
supplier's position is plotted in the PAC RADAR.
The criteria are classified by clusters and can all
be attributed to the “Competence” and “Market
Strength” clusters. The provider evaluation, in-
cluding a market description, is published as a
report.

PAC RADAR graph

The PAC RADAR graph is a visual presentation
of the results of the provider evaluation with re-
gard to their market strength (horizontal axis)
and competence (vertical axis) in the respective
analyzed market segment.

The closer a company is to the center, the closer
they are to meeting customers' requirements.

© PAC 2024

Fig. 1. PAC RADAR graph
(exemplary presentation)

What is the PAC INNOVATION RADAR?

Concept and methodology of the PAC INNOVA-
TION RADAR are similar to those of the traditional
PAC RADAR.

While the traditional PAC RADAR focuses on ma-
ture market segments, the PAC INNOVATION RA-
DAR, on the other hand, positions providers in new
and innovative market segments, or in specific
niche markets.

Thus, the focus of the evaluation is on the portfolio,
vision, strategy, and early client engagements ra-
ther than on existing revenue numbers and re-
sources

PAC INNOVATION RADAR graph

The PAC INNOVATION RADAR graph is a visual
presentation of the results of the provider evalua-
tion.

The closer a company is to the top right corner, the
closer they are to meeting customers' require-
ments.

Fig.2:  PAC INNOVATION RADAR graph
(exemplary presentation)
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PAC RADAR EVALUATION
METHOD

Provider selection & participation

Which providers are positioned in the PAC RA-
DAR?

Providers are selected and invited according to the
following criteria:

e Size of revenues in the segment to be ana-
lyzed in the specified region.

e ‘Relevance” Even providers that do not be-
long to the top-selling providers in the seg-
ment to be analyzed are considered if PAC
classifies them as relevant for potential cus-
tomers, for instance due to an innovative offer-
ing, strong growth, or a focus on a specific cus-
tomer group (e.g., SMBs).

There is no differentiation as to whether the pro-
viders are customers of PAC - neither in the selec-
tion of the providers to be positioned, nor in the ac-
tual evaluation.

What do providers have to do in order to be con-
sidered in a PAC RADAR analysis?

The decision as to which providers are considered
in the PAC RADAR analysis is entirely up to PAC.
Providers do not have any direct influence on this
decision.

However, in the run-up to a PAC RADAR analysis,
providers can make sure in an indirect way that

© PAC 2024

PAC can adequately evaluate their offerings and
positioning - and thus their relevance - e.g., by
means of regular analyst briefings, etc.

Why should providers accept the invitation to
actively participate?

Whether or not a provider participates in the RA-
DAR process does not actually affect their inclu-
sion and positioning in the PAC RADAR, nor their
assessment. However, there are a whole host of
benefits associated with active participation:

e Participation ensures that PAC has access to
the largest possible range of specific and up-
to-date data as a basis for the assessment.

e Participating providers can set out their spe-
cific competencies, strengths, and weak-
nesses as well as their strategies and visions.

e The review process guarantees the accuracy
of the assessed factors.

e  Submitting customer assessments can have a
positive impact on the overall score.

e The provider gets a neutral, comprehensive,
and detailed view of their strengths and weak-
nesses as compared to the direct competition
- related to a specific service in a local market.

e Apositioning in the PAC RADAR gives the pro-
vider prominence amongst a broad readership
as one of the leading players in the segment
under consideration.
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Considered providers by segment

Adobe-related Adobe-related Ser- Adobe-related Adobe-related Ser- Adobe-related
Services vices Services vices Services
-Overall- -Retail- -Financial Services- -Telco- -Manufacturing-

* Accenture ¢ Accenture * Accenture ¢ Accenture * Accenture

+ Capgemini « Capgemini « Capgemini « Capgemini « Capgemini

» Cognizant Netcen- « Cognizant Netcen- < Cognizant « Cognizant Netcen-  + Cognizant
tric tric Netcentric tric Netcentric

+ IBM - IBM - IBM * Merkle - IBM

* Merkle * Merkle * Merkle * NTT Data * Merkle

* NTT Data * NTT Data * NTT Data * Publicis Sapient * NTT Data

 Publicis Sapient * Publicis Sapient * Publicis Sapient * Publicis Sapient

* Reply * Reply * Reply * Reply

« TCS * TCS « TCS « TCS

» Valtech « Valtech » Valtech
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The concept

Evaluation of criteria at cluster level

Fig. 3: PAC RADAR - evaluation method

PAC uses predefined criteria to assess and com-
pare the providers within given service segments.
The assessment is based on the report-card score
within the peer group of the positioned providers.

This is based on:

e The provider's detailed self-disclosure
about resources, distribution, delivery,
portfolio, contract design, pricing, cus-
tomer structure, customer references, in-
vestments, partnerships, certifications,
etc,

e An assessment of the provider by refer-
ence customers (to be obtained by the
provider);

e If applicable, a poll among customers by
PAC;

e The analysis of existing PAC databases;

e Secondary research;

e Dedicated face-to-face interviews as rel-
evant.

The provider data is verified by PAC and any omis-
sions are rectified based on estimates.

If the provider does not participate, the assess-
ment is performed using the proven PAC method-
ology, mainly based on:

e Information obtained from face-to-face
interviews with the provider's representa-
tives, analyst briefings, etc.;

e An assessment of company presenta-
tions, company reports, etc.;

e Anassessment of PAC databases;

e An assessment of earlier PAC RADARs in
which the provider participated;

e Apollamong the provider's customers (as
required) on their experiences and satis-
faction

© PAC 2024

What if no customer assessments, or fewer than
required, are submitted?

The overall assessment has to include the number
of customer assessments requested in the invita-
tion. Any missing customer assessments are
scored as “satisfied," i.e,, they do not negatively af-
fect the score. This produces an average score for
criteria based on customer assessments

Reissue of published RADARs

The scores in the PAC RADAR represent an assess-
ment of the providers within the given peer group
in the year in which the respective PAC RADAR was
published.

The evaluations may not be directly comparable
with those of any previous version due to subse-
quent content modifications. In particular, they do
not depict a development of individual providers
over time.

Methodological and/or organizational modifica-
tions may be made due to changing market condi-
tions and trends, and may include:

o Adifferent peer group in the focus of the
analysis;

e Modification of individual criteria within
clusters and sub-clusters;

e Increased or altered expectations by user
companies;

e Adjustment of the weighting of individual
criteria.
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General PAC research method

The following overview describes PAC's research method for market analysis and key differentiation features.

SUPPLY DEMAND

Vendor database

Situations and Situations and
frends IT user database frends o

and phone

Qualitative
approach

Face -to-face

and phone
interviews

Quantitative
approach

Market forecasts

Bottom -up top -down
methodology

PAC references
40+ years of data tracking

Bottom -up top -down
methodology

Qualitative
approach

interviews
Quantitative Market VOIumeS Quantitative Quantitative
results data approach

Macro -economic data/statistics, market modeling, key vendors, key market segments, key success factors, key trends

Fig. 1: Description of the PAC methodology

Local research and face-to-face communication are two core elements of PAC's methodology. In our market

studies, we can draw on more than 40 years of experience in Europe.

Positioning within the PAC INNOVATION RADAR

Based on the scores in competence and market strength, the overall score is calculated (calculation: compe-
tence score plus market strength score, divided by two). From the resulting overall score, each provider re-
ceives their characteristic positioning within the PAC INNOVATION RADAR. Here, the following applies: The
closer a provider is to the upper right corner, the closer they are to meeting customers' requirements for that

segment.
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As part of the report license, content from the PAC RADAR report may only be reproduced either in whole or in
part (e.g. the PAC RADAR graphic) for internal purposes (e.g. internal presentations). All content used - even in
part - must clearly indicate “PAC" as the source. However, content must not be modified or used out of context
of the overall document.

It is not permitted to use the content of the PAC RADAR report for external communication materials (including
communication with clients, partners, and the media).

Moreover, copyright conditions for the PAC RADAR apply (see pac-radar.com)



The PAC RADAR is protected by Pierre Audoin Consultants (PAC) copyright.

The PAC RADAR is a graphical representation and written analysis of the positioning of various IT providers within
a defined market segment at a specific point in time. The positioning and characterization of selected companies
within the PAC RADAR is conducted on the basis of an analytical assessment of criteria which PAC previously
defined for this analysis.

The selection, positioning, and characterization of companies within the PAC RADAR is not subject to any vested
interests whatsoever. PAC does not support any providers that are represented in the PAC RADAR, and does not
give any recommendations to technology users. The PAC RADAR represents a result from market research only
and must not be taken as a recommendation for action.

The contents of the PAC RADAR have been created with utmost diligence and care. However, PAC cannot be
held responsible for any errors or omissions.

PAC excludes all express or implied claims, also if derived from warranties with respect to the PAC RADAR report,
including any implied warranties of merchantability or fitness for a particular purpose.

The PAC RADAR may only be used for a license fee and with the consent of PAC. Moreover, the use and publi-
cation of the contents and the results of the PAC RADAR are subject to the “Terms & Conditions for the Usage of
Pierre Audoin Consultants' SITSI® License.”

Copyright Pierre Audoin Consultants (PAC) 2024. All rights reserved.

WW\W.pac-radar.com

We are a content-based company with a consulting DNA. PAC is the leading European consulting and analyst
firm supporting software & IT service vendors worldwide. Since 1976, we have helped our clients to understand
market dynamics, grow their revenue and raise their profile. Our unrivalled understanding of European markets,
and deep research coverage help key market players to define their strategy, optimize their go-to-market and
increase market share. PAC is an analyst-led consultancy with a team of over 100 experts across Europe. We
provide market research and analysis on more than 30 countries worldwide, delivered through our portfolio pil-
lars, Guidance, Insights, and Visibility, and our renowned SITSI® research platform.

More on www.pacanalyst.com.
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