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‘ Redefining Engagement to Focus on Customer Success

Customer Customer Outcomes & Experience

Success Customer Effort + Cost
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Masters of Engagement Integrate 6 Key Capabilities

Masters of Engagement
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Source: The Engagement Stack; Masters of Engagement
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10 Characteristics Distinguish Masters of Engagement

Focus relentlessly on “customer success” and experience
Fulfill vital roles in customers’ lives/businesses

Earn trusted and intimate access to customers’ data
Build innovative solutions to vexing customer problems
Engage customers across journeys from start to finish
Personalize and individualize customer experiences
Engage customers on their terms via preferred channels
Embed technology in processes, products and apps

Optimize engagement with algorithms and experiments

=
o
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Enjoy unmatched customer loyalty and advocacy

Source: The Engagement Stack; Masters of Engagement; The Six Disciplines of Innovation
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Focus Relentlessly on Customer Success and Experience

engage Build mutually beneficial, enduring relationships by:

< Helping customers succeed

len 'gﬁjf

< Removing frictions along customer journeys

JEE) L < Adding value and enhancing customers’

experience in new and unexpected ways

“Our promise is so different.. it's not just about our products. It'’s also about
education and serving as a resource to customers. If we haven't taught her,

we've failed her. We want to empower clients to be in control..."”
Bridget Dolan, Sephora VP and Head of Sephora's Innovation Lab

Sephora Innovations

=E| | > b

FAF1r—i EI=]

Source: The Engagement Stack
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Fulfill Vital Roles in Customers’ Lives and Businesses

Does Your Brand Fulfill a
Vital Role in Customers’ Lives?T

g a8 ”Companies that score highly on
| Companion_| multiple elements of value have

% P ) higher NPS (Net Promoter Scores)
e » Source: Bain and Company analysis
5[~

Y ¢
HY . t
Bain’s Elements of Value Hierarchy

SOCIAL IMPACT ELEMENTS

What value to society?

LIFE CHANGING ELEMENTS

How does it change my life?

[}
How does it feel? 2

Wellness
L
FUNCTIONAL ELEMENTS Savestime | Simplifies

.
e
What does it do? " BN

-u Y = ¢

Common Threads Initiative Patagonia Worn Wear Truck " INWARDLY-FOCUSED VALUE OUTWARDLY-FOCUSED VALUE

Patagoma Promotes Sustamablllty

EMOTIONAL ELEMENTS

Source: TThe Engagement Stack; *Elements of Value (Bain & Company)
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Earn Trusted and Intimate Access to Customers’ Data

mﬁ By earning customers’ trust & delivering value, Masters...

Know Customers Intimately

What I’'m m
Interested in ’

What |
respond to
What I've What’s
bought | going on
Where | Where
I'vebeen | I’'m going

| need

Source: Tuning into Consumers’ Digital Signals; The Six Disciplines of Innovation
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Build Innovative Solutions to Vexing Customer Problems

Game-changing Innovations'
Masters of Engagement

F o d
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o 4 Focus : ¢ d ene

Solution New, untried Advantage “Blue Ocean”

=
n @ Risk of Failure Extremely high 4 Growth Rapid

Sephora Nerdstrom TARGET

patagon]a' Skepticism Abundant Payoff Enormous

TAlso referred to as Disruptive and Radical Innovation Source: Dr. Phil Hendrix, immr

Are Customers Passionate A 2 | Value Proposition*

about Your Value Proposition? Irreplaceable

% Jackpot

Irresistible FI e et [ ng Indispensable (if you can deliver)

Passionate
Indispensable Valuable

AamEly

‘ Desirable
Desirable
Unbothered Annoyed Dissatisfied Costly Unbearable r
Useful

Useful

lllusory Precarious

Interesting

Indifferent Not Interesting

Useful Back to the

Drawing Board

Useless

Source: The 6 Disciplines of Innovation, Dr. Phil Hendrix, immr '

Source: The Six Disciplines of Innovation
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Engage Customers across Journeys from Start to Finish

Intersections on the Customer’s Journey — Where Brands Engage Customers

Customer Journey Intersections
UNDERSTANDING KEY CUSTOMER TOUCHPOINTS
CUSTOMERS cev: [T

|_ Promote Learning ence Lho
EARN | ~ OBSERVE Ml ; BROWSE | BRANDS... AS CONSUMERS... B AsC

|
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|- SIGNAGE/BILLBOARDS * SOCIAL MEDIA  * BRAND/RETAILER WEBSITES |
: Posmon 4@ Browse Drecr 4 Locare

= Inorm €M Searcy Incenr 4@ Seuecr
CHOOSE " ConFEr_
BRANDS... As CONSUMERS... BRANDS... As CONSUMERS...

| 2 Frus/an
"' l * NETWORK
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: i l O : Ennance €M Exeerience Enaeie 4P Oroer
[ recow [0 [ Ea
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* DISCOUNTS J * RECOGNITION

HOW BRANDS ENGAGE WITH CUSTOMERS AT KEY TOUCHPOINTS

BRANDS... As CONSUMERS...
* WORD OF MOUTH
|+ socia meoia Creare 4@  Consume
Curare 4@ Pususk

Awveury 4P Sware
TNote: Steps and order vary by product, occasion, and consumer. e

Source: Dr. Phil Hendrix, immr

Source: Dr. Phil Hendrix, immr

Amazon Engages Shoppers, Buyers and Users
Personalized Shopping ‘ Frictionless Buying ‘ User Support & Experience

ama; echo
— ¥ User Feedback mazon
8 Personalize on Amazon's Home Page: ; T You can "-’]”k’“ doout
© Get Yourself a Little Something [ty ft ot Sl P,' even if
: bl P || youdidn't purchase it on
© More Items to Consider a3 1 Amazon.com. Locate the
© Related to Items You've Viewed item on Amazon.com,
@ Inspired by Your Shopping Trends then write a review and
© More Top Picks for You [;& add a rating.
© Recommendations for You in Amazon Video < E Souce: Amazon Help
© Recommendations for You
© Pick up where you left off

Source: The Engagement Stack
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Personalize & Individualize Customers’ Experiences

The Personalization Prizm

Segmentation® Localization® Contextu
= Demographics Macro—locatlon

= Spend = Sll

= Loyalty Time

= |nterests Hyper Iocatlon

App Usage

IHistory/Patterns tReal-time Source: Dr. Phil Hendrix, immr

How Personalization Boosts the Effectiveness of Channels

EFFECTIVENESS BY TYPE OF PERSONALIZATION =
CHANNELS SEGMENTATION LOCATION CONTEXT | INDIVIDUALIZED IRALITE

SEARCH (SEO & SEM) ) - D ) . O

PusH AnD IN-aAPP

L
MESSAGING e

LY
o

MogiLE Apps

[ )]

EmaiL/SMS/MMS

¢
» & ©

Kiosks/DispLays

[ )]

SociaL Mepia

WEBSITE(S)

—

» & 0O

» & @

ADVERTISING

Mote—theratings above are based on personalization thatis typical within a channel, given the types of data generally available
within thatchannel. Therefore, the ratings should be viewed as directional.

Source: Dr. Phil Hendrix, immr

Source: The Engagement Stack
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Engage Customers on their Terms via Preferred Channels

Channels
How Customers ()f Engag ement

Define Engagement

=l
Recognize Me ==

Remember Me
Adapt to Me

Assist Me :
Value me

Reward Me -
E-mail Messaging Video Som_al
Media

Search Internet Website

Anticipate Me
Delight Me

Protect Me
am
Respect Me e N
' 4

Stores Directories Phone Kiosk Signage

v
v
v
v
v
v
v
v
v
v

Source: Dr. Phil Hendrix, immr
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Embed Technology in Processes, Products and Apps

|IIIWE!EHII'
Wave 3 Intelligent
Wave 2 Contextual

SoLoMo

Digital
Signals3"

BIG DATA

e
))NFC»)

Source: Bridging the Digital and Physical Divide (webinar with Gimbal)
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9 | Optimize Engagement with Algorithms & Experiments

Algorithms/Experiments

Big Data 1

e Transactions

Enhance

s

Personalize

e  History

Data,
§>' CO Nntext Digital Signals

and Algorithms

NETFLIX

‘ Source: Reimagining Marketing - from the 4 P's to PEER and Beyond
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Enjoy Extraordinary Loyalty and Advocacy

House of Loyalty
amazon NPS is 2x amazon captured
that of brick &
mortar retailers Persistence

b Advocacy

43% of online
sales Q4 2015

Transparent Considerate Compatible

Competent Reliable Rewarding

Quct and Service Qualities

Source: Raising the Bar — How Leading Companies are Leveraging Mobile and PEER Strategies to Boost
Customer Loyalty
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How Does Your EQ (Engagement Quotient) Stack Up?

Rate Your Company on ltems Below

Mission Focus relentlessly on “customer success”

Vision Fulfill wvital roles in customers’ lives/ibusinesses

Intimacy Earn trusted and intfimate access to customers’ data

Innovation Build innovative solutions to vexing customer problems

Customer

Journey Engage customers across journeys from start to finish

oS R Personalize and individualize customer experiences

Channels Engage customers on their terms via preferred channels

Technology Embed technology in processes, products and apps

Optimization/

Analytics Optimize engagement with algorithms and experiments

Enjoy unmatched customer lovalty and advocacy

Failing Weakness Parity Advantaged Master
1 2 3 4 5

Source: immr
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Masters Excel at The 6 Disciplines of Innovation

The 6 Disciplines of Innovation

BUILD

‘Davalop
Tast

DISCOVER VALIDATE PILOT
Uncovar Neads ‘Rosearch sLaunch

-banarata Solutlons ‘Optimiza
Substantiate

DESIGN o
iDoslgn »

‘Prototypa
Atorate

Source: The Six Disciplines of Innovation
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Masters Integrate The Engagement Stack

Marketing Technology Landscape

MARKETING EXPERIENCES.

The Engagement Stack

Measurement &
Attribution

Customer Response

Engagement
Engine

! -~ Personalization —
Customer Profile Data ( )

Optimization
Needs and Interests Digital Customer

Content Signals Intent
Data

: and
Readiness Flrsat;];:jarty Value Digital Signa Is

to Third-party to

Data
Strategy Technologies

Respond Business

I R ..
" Source: Dr. Phil Hendrix, immr

Opt-in

Addressability

Source: Partnering Smarter - Digital Offers and Attribution Dr. Phil Hendrix, immr

Source: The Engagement Stack
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Customer Location and Proximity

8 Layers of Location

|
Brands and Brick &

Macro-location Micro-Location

Mass Geo- In-door W In-store/ Context/
Marketing fencing ) Point-of-sale Embedded
Source: 8 Layers of Location, Dr. Phil Hendrix, immr

www.immr.org/8-layers-of-location.pdf

Instances of Location

12-pack
of Coke

Town Soft
Brookhaven Drink aisle

Atlanta Publix

Brookhaven

immr I

Source: 8 Layers of Location

Examples of Location-based Strategies

thPhic Newai Naseus

S;;t:;:::;' NM Service Track
Mobile App MyMaccas

[ rea I Vicinity I wial [ “Store [ s | Package J Product]

placemeter| .@ D awy

D[);geg:c Measure MyMagic+
traffic, dwell Shelftalker RFID

PIape !G time, etc. bracelets

mmr I
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Customers’ Digital Signals (social, mobile, web)

So Important?

Digital Channels In real-time, Digital Signals reveal consumers’...
—— Websites * Search Traces

:ﬂ'cms'tes " Ads - produced as + Attitudes + Motivations * Experiences  *+ Plans/Intentions
* Post * Rate

* Interests * Values ¢ Questions * Responses
* Share * Comment consumers * Opinions * Activities * Connections * (Dis)satisfaction
* Apps * Sensors

* Location + Beacons inte raCt WIth
- |

- e gital Channels

Source: Tuning into Consumers’Digital Signals, Dr. Phil Hendrix, immr

Facebook users like Twitter users send Instagram users like YouTube users upload

466,667 | 347,222 1,736,111 §300 hours

posts every minute tweets every minute photos every minute of new video every minute
of the day of the day of the day of the day

Source: Tuning into Consumers’ Digital Signals
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Dr. Phil Hendrix, Managing Director, immr
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others. While ad Overview
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