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Dr. Phil Hendrix is the founder and Managing Directomoiir, a leading consutg and
advisory firm, where he helps companies and startups capitalize on digital and mobile
technologies. Focusing on markets for disruptive new products and services, Dr. Hendrix
helps clients develop compelling value propositions, validate prechaotet fit, and
accelerate growth. Within the digital landscape, Phil focuses on innovation enabled by
mobile, location, context, and data &nalytics.

As head of immbr. Hendrixcombines the perspectives of an industry analyst with the disciplines of a
reseach-based consultancy, briefing and advising both enterprises and stadspsn analyst Phil

tracks, writes about and briefs clients on the implications of emerging technologies for customer
engagement. Author of more than 20 reports on mobile, locatiigital and related topics, his

research is supported by global leaders (including AT&T, SAP and others) and disruptive startups (e.g.,
GeolQ, acquired by ESRI; TheFind, acquired by Google; among others). Recent repori§haclude
Engagement Sta@ndThe 6 Disciplines of Innovatigsee following pages for additional reports).

As a consultant and advisor, Phil has led sitanitiengagements witnvestors startups, andFortune

100 clients in mobile, consumer electroniasd retail as well as insurandeancial services,
transportation,and other categoriesHe works closely withlients to craft digital and mobile stragees,
accelerate innovation, forge symbiotic relationships and vet startups as part of due diligence efforts.
Over the course of his careehiPhas helped clients conceive, validate audcessfully launch dozens
of new products, services and businessBhil has advised numerous startups, most recently in
beacons, location, content discovery, customer engagement, and mobile security.

Before founding immr, Phil was a partner witimmondCluste(strategyand technology consultancy

now part of Pw{; founder and head of IMS (Integrated Measurement Systems), and a principal with
Mercer Management Consulting (ndliver Wymaih He has held faculty positions at Epntniversity

and the University of Michigan, where he taught courses in marketing, research, and buyer behavior for
MBAs and executives. At Michig@n Hendrix also held a joint appointment as a research scientist in

the renownedSurvey Research Centérstitute for Social Research.

Additional information on immr perspectives and reports prepared by Dr. Hendrix is availdii@at
and Slideshargwith additional information available &igaom Research

More at:
Reports www.immr.org/reports.html

Website www.immr.org
Sliceshare Presentations on Slideshare

Social media Twitter Archive Tweets organized by topic

LinkedIn LinkedIn Profile
Twitter @phil_hendrixarchive of Twitter postssgéarchablg
Contact phil.hendrix@immr.org O:+1.770.612.1488M: +1.678.294.8017
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Immr Research an&eports * = New/Updated
Overview *Characteristics thaDistinguishMasters of Enggement(slides;pdf)
Customer *The Engagement StaglHow Leading Companles Are Leveraging Data and
Engagement Technobgy to Engage Customers on their Te(paf)™

Restaurants Reimagined_everaging Digital, Social and Mobile to Transform
DdzSa i aQ 9ELISNXSH @St Zﬁuzz LI NI &SNRS:

Engaging Connected ConsumeifStrategies for Local Businesses, Retailers anc
Brands jpdf)*

Raising the Bag How Leading Companles areveeaging Mobile and PEER
Strategies to Boost Customer Loyafgf)®

Innovation *Valdating Market Opportunities foinnovative New Products and Servigegf)
Perspectives on Biuptive Innovation$lideshargpdf)
The 6 Disciplines of Innovatig¢pdf)®

Proximity/ *Where Beacons Are Making a Differenpéf{ forthcoming chapter ifbook)

Beacons How Mobile and Beacons Are Enhancing the Valuaubb®Home Media for
Advertisers and Mobile App Partnegsif; alsoforthcoming chapter irbook)*®

Beam Me Up, Scotty! (MarketingeWs column, with Dr. Larry Crosipgf)

8 Layers of LocationOverview pdf; included inThe Everything Guide to Mobile
Apps Peggy Anne Salz and Jennifer Moranz, 2013)

Marketing The Shift to Datalriven, Customecentric Advertisinggdf)*

Partnering Smarte¢ How Savvy Retallers and Brands Can Win with Digital Off
and Pointof-sale Attribution pdf)*

Mobile + Location- the Epicenter of Molbe Innovation ¢verview report; 63 pp.}

Location How SolLoMo is Empowering Consumers Transforming Shopping and Disrug
Advertising and Retailingeniew; report)*

Social + Location + Mobile: SoLoMo Analytics and the Transformation of Sho
chapter inGlobal Mobile: Foundations and Futur@®say 2013)

How Consumers Are Using Local Se&rdh?
The Promise of Hyplercal pverview report)*

Context/Data Tuning into Consunme' Digital Signal®yerview report)®

Social/Local Drive Revenue and Loyalty by Engaging Mabité Social Consumefsdf)*
Shopping/ Democratizing the Shoppable Wédilf)°

M-Commerce Why theDigital Shelf is Vital for Retailers and Braftt)’

If Shopping is Broken, Can Mobile Fixt#)"
Which MobileShopping Apps Do Consumers Value M@st?"

Mobile Mobilizing the Enterprise with Custom Mobile Solutit(pslf)
Development Building Custom Mobile Solutions for Enterprisgsif)

'Published by GigaoiResearch; Sponsored byP;>GeolQ m-ize;’AT&T, IHG and Key RifigheFind;
7Retailigencef,’THINKf’SAP,‘”)Sparkfly;uMSL/Puincis Grouﬁ,zTaptica;lsGimbal 14Brandify
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Beam Me Up, Scotty!

BY LAWRENCE A. CROSBY AND PHIL HENDRIX
‘/E larry.crosbyi@cgu.edu “‘"Ejl phil.hendrix@immr.org

technology embedded in products and services

has the potential to greatly improve customer
experience ("Technology Personified,” February 2014).
We proposed that technology-enabled personalization
can increase customer engagement, improve the fit
between customer needs and product attributes, and
foster stronger bonds between brands and customers.
Remember Tom Cruise in the movie Minority Report
being greeted at Gap by digital display advertising?
Well, it looks like that day is upon us.

I n a previous column, we discussed how sensor

SourceBeam Me Up, Scotty! (Marketing We column, with Dr. Larry Croslpdf)
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Out-of-Home, Mobile and Beacons —
5 Stages of Integration

OOH Platform

Beacon
Enabled

TApplies to both static and Digital OOH

MOHBE' +
Programmatic
MOHBE
(Mobile&OOH’f
+ Beacon
Platform)
OOH! + sMms/
QR Codes/
NFC
Adaptive
Digital
OOH (DOOH)
OOH' + G
eo-
3rd Party
Location Data | MELECL
GPS/
Wi-Fi

Note: BLE = Device with Bluetooth Low Energy

SMS/Camera +
Scanning App/NFC

Mobile Platform

Source: Dr. Phil Hendrix, immr

BLE +
Paired App

BLE +
Apps

Source: Watch this SpacegHow Mobile and Beacons Are Enhancing the Value ofo®Hbme
Media (forthcomngwhitepaper, August2015 sponsored by Gimbgl
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Technology Creating New Opportunities
in Location-based Services

Emerging Battleground for

store | (Package |{[ Product
Brick & Mortar Merchants Brands

4 . .
Macro-location ::Im Micro-Location
Mass Geo- ‘ ‘ In-d ‘ ‘ In-store/ " Context/
Marketing fencing n-door | Point-of-sale ) Embedded

Source: 8 Layers of Location, Dr. Phil Hendrix, immr

Source8 Layers of LocationOverview pdf; included inThe Everything Guide to Mobile
Apps Peggy Ann8alz and Jennifer Moranz, 2013)
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Examples of Location-based Strategies

Newspapers Think : MWW
Mcgmﬂlld's

Local Situational :
T\Hr_adio Targeting mﬂbﬁeerﬂ;: Track
stations o MyMaccas

N irea W vicinity I Certer I store [ isie ) Package I Product)

placemeter| '?_-)f’wp

Dynamic Measure MyMagic+
DOOH traffic, dwell Shelftalker RFID
Placel@ time, etc. bracelets

Source: 8 Layers of Location, Dr. Phil Hendrix, immr

Source8 Layers of LocationOverview pdf; includedin The Everything Guide to Mobile
Apps Peggy Ann8alz and Jennifer Moranz, 2013)
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The Elements of SoLoMo —
Connecting Consumers, Content, Places and Things

Mobile Location m

Close
il % Contacts
—_—
Broadband o))) m A Networks ﬁ
—_—
S AKX
Vicinity Q4Q Platforms
29 e @ )
e EDOe -\
Cloud C:b Sharing
—_—
S
m e Sentiment .
0 a\ .

Source: Dr. Phil Hendrix, immr E

SourceHow SoLoMo is Empowering Consumers, Taamsng Shopping and Disrupting
Advertising and Retailingyerview report; published by Gigaomesearch)

—
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4 Geo-Location and Positioning Use Cases
AT

Listed below are key use cases for Geo-Location, with an illustrative app/provider shown for each.

Shows user current location and “nearby” POlston a map, m.

buﬂdlng floor plan, airport, venue (theme park, stadium), etc.

re0! indoors

Auto detects current location
Provides turn-by-turn/step-by-step directions to destination

Signals to establishment that user has (re)entered premises

Shows in-store location of items on shopping list »iois\ezm

hnsiteol

Detects when a consumer has entered/exited a predefined area (((?ﬂCIpOﬂiCSB
. i i i ivi irecti ALOHAR
Detects velocity (stationary, walking, driving) and direction

Presents ads, offers, alerts and rewards to consumers based on 3 PLACECAST
location (e.g., geo-fence, proximity, and other geo-specific criteria) Kﬂfy | shopick.|

= Allows customer to request in-place assistance using NFC tag @n

Profiles visitors/guests in an establishment, using their location ALOHAR
history (first-time/repeat; frequency; dwell time; etc.)

= Filters, presents social media streams for nearby places on map CITYSZL MAPS

Profile audiences x small areas (e.g., city block) and time of day

View location, share social media/activities with nearby friends

TPOI = Points-of-interest Source: Dr. Phil Hendrix, immr

10 @ Permission granted to cite, post excerpts with attribution [ I

Sourceimmr Consulting Engagemefdr CPG client
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Time and Location - the Pivotal Links

Context

[ Weather |

Size

Digital | Rotnton ]

(=)

| Order Size

S i g n a I S Referrals

Companies’ Efforts to Engage Consumers

Marketing Advertising Promotion | Customer Service PR SEM SEO SMot

SourceTuning into Consumers' Digital Signalsfview report; sponsored by GeolQ, now
part of ESRI)
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What are Digital Signals?

Digital Channels

Websites = Search

Microsites + Ads Traces produced

m * Publish * Discuss as consumers

- sh * Revi - - .

_— interact with Digital
= Apps = 2D codes

m * Location * NFC Channels

so Important?

In real-time, on a massive scale, at no cost, Digital Signals reveal:
+ Attitudes <« Motivations * Experiences + Plans/Intentions
* |nterests <« Values * Questions * Responses
* Opinions < Activities * Connections + (Dis)satisfaction

Location Connections

SourceTuning into Cosumers' Digital SignalsWerview report; sponsored by GeolQ, now
part of ESRI)
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SourceDrive Revenue and Loyalty by Engaging Mobile and Social Congpdipsponsored
by mize)
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