BRANDS vs TECHNOLOGIES
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ADVERTISERS ARE
THE KINGS




BRANDS IS A
DELIVERED PROMISE



BRAND PROMISE BRAND EXPERIENCE




JOY IS IMPATIENT.

BMW EfficientDynamics —
's. :Aora d-hYng plea:ure.
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BRAND IS THE
VALUE



TANGIBLES

BRAND

OTHER INTANGIBLES

Pharmaceutical 10% 59, 85%
Industrial 70% 15% 15%
Utilities 60% 25% 15%
Financial Services 35% 25% 40%

Info Tech 20% 25% 95%
Automotive 50% 35% 15%
Retail 25% 50% 25%
Food and Drink 15% 60% 15%
Luxury Goods 25% 70% 5%

Interbrand




DIGITAL AGE.




DIGITAL
MAKES US
DISORIENTED










THE WAY PEOPLE CONSUME CONTENT,
SERVICES AND PRODUCTS IS CHANGING.
50 COMPANIES SHOULD CHANGE THE WAY
THEY PRODUCE, DELIVER, COMMUNICATE.



OLD CUSTOMER JOURNEY
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MORE TOUCH-POINTS
LESS TIME FOR CONTACTS
DISTRACTED ATTENTION

ALWAYS CHANGING



CUSTOMERS NOW ARE LOYAL T0
EXPERIENCES, NOT TO COMPANIES.
PRODUCTS OR BRANDS



FROM 10

HOW TO DEVELOP HOW TO BUILD AND

UNIAOE BRAND MAINTAIN UNIQUE CUSTOMER
EXPERIENCE



HOW TO BUILD AND
MAINTAIN UNIQUE CUSTOMER
EXPERIENCE ?

o Caution: this profile does not match the profile
currently in use
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DIGITAL
TRANSFORMATION




DIGITAL TRANSFORMATION

THE SIX STAGES OF

BUSINESS AS USUAL:

Organ zations operate
with a familiar legacy
perspective of customers,
processes, metrics,
business mocels, and
rechrology, believing
That it remains the
solution to digital
relevance.

PRESENT AND ACTIVE:

Pockets of
experimentaticn

are driving digital literacy
and creativity, albeit
disparately, throughout
the organization while
aiming tc improve anc
amplify specific touch-
poirts and processes.

FORMALIZED:

Experimentatior
becemes intentional
while executing at more
promising and capable
levels. Initiatives become
bolder and, as a result,
change agents seek
executive suppert for
New rescurces

and tcchnology.

STRATEGIC:

Indlividlual groups
recognize the strength

in colleboration as their
research, work, and
sharad insights contribute
to new strategic
rcadmaps that plan for
cigital transformation
cwnership, efforts,

and investments.

CONVERGED:

A dedicated digital
transformation team
forms to guide strategy
and operations based
on business and
customer-centric goazls.
The new infrastructure
of the crganization takes
shape as roles, expertise,
modcls, processes, and
systems to support
transformation

INNOVATIVE AND
ADAPTIVE:

Digital transformation
becomes a way of
business as executives
and strategists recognize
that change is constant.
A new ecosystem is
established to identify
and act upon technology

and market trends in pilot
and, eventually, at scale.




CHIEF DIGITAL OFFICER
1S AKING




IN TODAY'S FAST-PACED, MULTICHANNEL WORLD,
MARKETERS NO LONGER HAVE THE LUXURY TO SPEND
MONTHS AND CRAFTING LARGE PROJECTS

THEY MUST INNOVATE AND PRODUCE ON THE FLY AND
RESPOND IMMEDIATELY TO MARKET DISRUPTIONS
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1. Direct contact with customers

2. Big data

J. New opportunities
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HOW T0 BUILD BRANDS IN THE
WORLD WHERE CHANGES 15
THE ONLY ONE CONSTANT ?




