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The Strategy Triangle- Core Purpose
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Core Purpose

Our ultimate purpose is to inspire
and develop children to think
creatively, reason systematically
and release their potential to
shape their own future -
experiencing the endless human
possibility



Core Purpose

Our mission: to inspire and
nurture the human spirit — one
person, one cup and one
neighborhood at a time



Core Purpose

Inspire the World, Create the
Future.



Core Purpose

Our vision is to be earth's most
customer-centric company; to
build a place where people can
come to find and discover
anything they might want to buy
online.



The Strategy Triangle- The External Environment
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The External Environment

Fragmentation of media

Emergence of virtual communities
and networks

Transparency of data and information

Redress of power imbalance

Ubiquitous technologies



The Strategy Triangle- Understanding
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The External Environment and Customer
Behaviours

Fragmentation of media

Emergence of virtual communities and
networks
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The External Environment and Customer
Behaviours

Transparency of data and information Redress of power imbalance
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The External Environment and Customer
Behaviours

Ubiquitous technologies Push-to-Talk




Understanding Customers

Digital Natives Digital Immigrants

anﬁ.l ,
<e¥ Thinking singie \

Prensky, Marc: "On the Honzon', 'Digital Natives, Digital Immigrants, Part [I° MCB University Press, 2001
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Understanding Customers

Typologies of Users (e.g. SNS)
(Brandtzaeg, 2011)

» Sporadics
e Lurkers
* Socialisers

e Debators
e Actives



Sporadics

* Visit the community only from
time to time, but not on a
frequent basis. These users have |
a low level of participation




Lurkers

* Low in participation and
participate in activities that are
more related to recreation. l“nKEns
Involved in several activities, but N
only passively or to a small =/
degree.
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Socialisers

* Characterised by recreational in
terms of ‘small talk” with others,
but the users’ participation level
is high. They score high on
‘writing messages’, ‘posting
photos’ ‘contacting others’, and
‘looking for a new friend’




Debators

* Highly involved in discussions,
reading, and writing
contributions in general




Activists
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MUT — a user typology approach

An initial unified Media-User Typology — MUT and the four criteria defining type by media behaviour

Content preferences (core Media Platform
activity)

(1) Non-users Mo Mo Mo All

(2) Sporadics Loves Lo Mo particular activity, irregular Al

(3) Lurkers Medium Low Passive consum ption, lurking, S5MSs and new
time-killing media in

general

(4) Entertainment users Mediurm Mediurm Gaming, watching videos All

I5) Socializers hedium Medium Socializing with friends, family SM5s
and acquaintances

(6) Instrumental users Mediurm MAediurm Utility oriented, work related, Al
egov services

(7) Debaters Medium Medium Discussion and information Blogs and SMN5s
exchange

(8) Advanced users High High All fgaming, shopping, All
programming, socializing, egov
services)

Source: Brandtzaeg, F. B, (JU10), lowards a unitied Media-User [ypology (MU A meta-analysis and review of the research

literature on media-user typologies

-

Computers in Human Behawvior, 2605), 340-956



The Strategy Triangle- Resources and Capabilities
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McKinsy’s Seven Ss




Skills, Staff and Style

Brook Lowry

* Influencing skills and
stakeholder engagement

* Marketing strategy
* Project/product management

* Customer-centered design/UX
design

* Digital marketing/knowledge of
technologies

* You’re always thinking about the
future

* You're passionate about growth,
innovation and development

* You think things can be done
better

* You want to design better
processes for people

* You like efficiency and
productivity



Resources and Capabilities

Competitive
Web Strategy

Social
Legal SEO Media
Directories

6hEK 584




Basic
Litilising digital/social as an
extension of existing activity

Organisations see the benefits
of utilising digital/social to
improve existing
communications activities.

Basic usage like media
relations or influencer
marketing via Twitter,
extending intelligence
gathering to online channels,
some online content
marketing.

Strategy is pre-defined and
digital/social is utilised as an
extension when quick and
easy.

Intermediate

Integrated campaigns &
programmes

Appreciation that digital/social
changes things (speed,
number & type of
stakeholders, more risk &
scrutiny) & communications
should adapt.

integrated, proactive
communications initiatives e.g.
ambitious online/offline
content programmes;
integrated reactive
issues/crisis management.

Strategy defined with
dedicated digital/social
expertise represented and fully
integrated/interchangealble.

Advanced

Digital/social beyond
communications

Communications is fully
integrated. Digital/social
dissected beyond
communications: what are the
risks & opportunities for the
wider business?

Digital/social to improve
corporate culture, source of
intelligence to drive strategy,
means to improve operations,
means 1o develop new
business models.

Fully ingrained in all aspects of
business strategy: best
digital/social communicators
valued as wider business
counsellors.



The Marketing Strategy Process
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Digital Strategy and Organisational Strategy

INTEGRATED THE PROMOTION MIX:

TRADITIONAL MARKETING MARKET

MARKETING MARKETING COMMUNICATION METHODS

PROMOTION

= ADVERTISING
PROMOTIONS ' 1
= PLUBLIC
RELATIONS
GUERRILLA FERSOMAL
HMARKETING ‘SELLING
CHRECT

SALES
WL PROMOTION

DIGITAL
HARKETING

WERB/

SOCIAL MEDIA




Digital Strategy

USER
EXPERIENCE

DIGITAL
STRATEGY

CONTENT
STRATEGY

MOBILE



Level of Digital Customer Engagement

What do we mean by
engagement?

* Learning

* Sharing

* Advocating

* Socialising

* Co-Producing




Learning

Hama = Skintare = Shop By Skin Concern =

SHOP BY SKINCARE CONCERN

Tour tkin may be decided by nature, but it's defined by how you nurture it YWhether you are after skincare for blesmish
prene skin, mature skin or want something to soothe and care. you're in the right place. Simply identily your sking needs
e discover your perfect skincare range.

HYDRATE & PROTECT CONTROL OIL & SHINE SOOTHE & CARE

DECOVER, #

PLUMP & FIRM

laiasld

FIRST SIGNS OF AGEING ~ BOOST RADIANCE

Home > Shop By Range > VeaminE >

VITAMIN E

Leved sinca | 977, our Yitamin E range |5 enriched with
wheatgarm oll, cne of namura’s richest sources of Vitamin E
It hydratas and protects all skin typos plus it can halp o
protect against pollution and UNVA/LIVE rays.

DRY SKIN?

Baoauss hydrated skin is always in, our iconie vitamin B range helps to
improve natural mojsture levels,

SORT BY MAME  FRICE

| 1 | Mext leems | =12 of i3 dispiayed



Sharing

l'ips & Tricks Videos

FILTER BY Tutarials Loocks * Eoca Hair Eves Lips Fioiks. SORT BY

MAKEUP
MISTAKES!

GUICK EYERROW TIP . THIS CAN CHANGE NEVER SHAVE AGAINE Basy. ol notural DI kalr & Worst Mokeup Mistakes!
YOUR ENTIRE FACE! ramoveril PhillyGiril124 on YouTubsl Jardan'L, wlssT @ 26
Wiayne &, wilcay 31 B efissa G L A ]

Hew To Get Flawless FULL Coverdgs Foundation HOW TO: MAKE EYE BAGS VANISH IN Pink Rese Gold Bridal Makeup Tutarial (Na
Kondee Johnson T, L iy SECOMNDS! FULL DEMO) Foundatian)
Woyne G w751 W I 10



Advocating

f SHARE



Socialising
SAMSUNG NATION

Samsung Nation SETTINGS Activities
Leaderboard nisey s unlocked the Player badge. 9
Daily v
nisey s leveled up to Novice. I.
james hufford m -
1
R s Janardhan reddy leveled up
to Novice. l'

james duvendack

2 325 pts Janardhan reddy unlocked
the Player badge.

Welcome to the exciting new community where you Jennifer lchmann
are rewarded by simply exploring Samsung.com and 2 325 pts Janardhan reddy unlocked

: . s : the Night Owl badge. @
discovering everything it has to offer. You're now free asr

el jim marable
= 325pfs James Iyons unlocked the Player
badge.

to earn points, unlock and collect badges, boost your
ranking, see who's leading, and watch Samsung Nation
evolve over time.

regina callender

5 325 pts yanet garcia uniocked the Merit @
=

Look to the right to check out real-time activity, then badge.
dive into the site to see what you can uncowver. .
michael santabarbara margaret monk unlocked
& 325 pts the Cruise badge.
monique vieira deb white unlocked the Merit
T 325pts badge. ®

[ S T S S

How do | earn points?

Pauss How do | sarn points?



Co-producing




Bringing it Together (Brandtzaeg, 2011)

High participation

r High participation
Socialisers
- > — . . >
Info tional mode Recestional mode Informational mode Recreational mode
. Lurkers
Sporadics
L J
v Low participation

Low



FR DA BTN EREWSE THE STORIES

Digital Considerations

‘ HEHIE THE FATEER

Objectives
Communal and social engagement

versus -

BLOK

WHIEL WIMN COME FIRST

-

Instrumental (information sharing)




Digital Considerations
The nature of the ‘scapes’
Rich, vivid sensory platforms
versus

Text heavy information bases
platforms




Digital Considerations

Extent of Overt
Commerciality

Facebook

versus
Online brand communities

versus
e-commerce sites




Digital Considerations
Extent of C2C Engagement

Low C2C Engagement
Versus

High C2C Engagement

DORITOS™ Mix Cheese Exploshon Flavored Tortilka
Snatks



PINTEREST

SOCIALSITE
THAT IS ALL ABOUT

DISCOVERY
LARGEST

OPPORTUNITIES

o i
5% 0
- 70

- LY

TWITTER

MICRO BLOGBING
SOCIALSITE

THAT LIMITS EACH

rosTio |4 )

CHARACTERS

LARGEST
PENETRATION

v

BUT SPREADING

SLOWLY AND STEADILY

5.700 TWEETS
HAPPEN

EVERY o
SECOND

u

l 560

MILLION
ACTIVE USERS

FACEBOOK

SOCIAL SHARING
SITE THAT HAS

1BILLION

USERS WORLDWIDE

LARGEST

OPPORTUNITIES

-

COMMUNICATING WITH

CONSUMERS
N A MOM-DETRUSIVE WAY

2.5 BILLION

PELCES OF CONTENT EACH QY

f

=
F
L
=
=

INSTAGRAM

SOCIAL SHARING
SITE ALL ARODUND

PICTURES

AND NOW 15 SECOND

VIDEOS

MANY BRANDS
ARE PARTICIPATING
THROUGH THE USE OF

f HASHTAGS
AND POSTING

PICTURES %

CONSUMERS

CAN RELATE TD

MOST FOLLOWED
BRAND IS

1]

a 19
LN

GOOGLE~

SOCIAL NETWORK
BUILT BY GODGLE
THAT ALLOWS FOR

BRANDS
ano USERS

TO BUILD CIRCLES

NOT AS MANY
BRANDS

ACTIVE,
BUT THE ONES THAT ARE

TEND TO BE A
GOOD FIT wmia
GREAT FOLLOWING

GROWING RAPIDLY
witH 925,000

M
= 400
o

MILLION
ACTIVE USERS

Cwrengned by Lorvmmge

QO O 00 0 6 o

LINKEDIN

BUSINESS
ORIENTED

SDCIAL NETWORKING SATE

BRANDS THAT ARE
PARTICIPATING
ARE CORPORATE

mBRANDS

GIVING POTENTIAL AND

79% oF UseRs
i ARE 35

OR OLDER

in 240

MILLION
ACTIVE USERS
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And Finally.......

Any W
Questions?




