HOW DO WE
COMMUNICATE?
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https://www.youtube.com/watch?v=BQovQUgaOVE



Boys & Girls
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He says

If he says...’
I'm tired.
You nead to shave and you Sweat a lot! I've got nothing to say.  I've got nothing to say.
g:eeutocamlan ldon't know. | don't know.
course I'm upset! Nothing...  Nothing...
Something is bothering me. | hope I'm hungry.  I'm hungry.

yOu are sensitive enough to figurs it out.
[Too &ts, you're dead.]

Tell me I'm beautiful.

I need to know that you love me
enough to have taken notice of

what | like without me telling you.

| feel insecure and | need you to know
that you value me.

The corract decision should be
Obvious Dy Now.

1 don't want you to.

Just agree with me.

http://ionsg.blogspot.com/2014/10/lost-in-translation-differences-between.html




Mediums have
exploded
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Favorite Channel or
Multi-channel or
Omni-channel?
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® s

Store Web Mobile Social Phone
Mobile
All channels available to the consumer... VS All channels available to the consumer...
.. but not themselves integrated. ... and are connected.

p md &'CO https://multichannelmerchant.com/blog/omnichannel-vs-multichannel-different/



Customer
Journeys have
changed
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WHAT HAPPENS WHEN YOU
CAN NOT COMMUNICATE?
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VWhat Tools do we
use today?
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Takeaways

Humans are social creatures. Membership is part of who we are. Enable
membership.
Brands that win, enable Experience
» |n Retail Experience Per Sq. ft (ePerSqf)
» Retall has become entertainment. Buying has become a secondary desire.
* In Digital Experience Per pixel (exPerPix)
* Devices
When you are losing at a Game, change the Game. Business Model Innovation is
how you win.
Companies must anticipate convergence. Integration is happening.

Tech is an enabling factor. Not a Disruptor. Companies must build capabilities.
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