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From Fragmented To Unified
Unifying Creative And Media In Conversational Commerce

POWER CONVERSATIONAL COMMERCE WITH A UNIFIED TOOL

Positive business impacts from adopting a centralized
approach for conversational commerce include:
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The majority of survey respondents believe
this integration is critical or important: 23% Nice to have —

Base: 822 digital advertising and conversational commerce decision makers at enterprises in NA, EMEA, and APAC.
Source: Forrester’s Q4 2024 Conversational Commerce Survey E-61033
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Marketing decision-makers are
planning big investments in
conversational commerce over
the next two years:
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