LE\/ERAG—//\/G LEADING EDGE TRENDS |\ CRYSTAL |

( j
CONNECTED GLOBAL GENERATION EXPLORINGS
SHARING TRENDS THAT RAPIDLY IMPACT MA/NSTREAM

OPPORTUNITY TO DRIVE ADOPTION BY

A

e

"IN CASE THINGS
GET MESSY
TONIGHT.



Goine DEEPER: Emparic ReEsEARCH

BEeyonD COMVENTIONAL ETHNOGCRAPHIC RESEARCH

( /

Octenvy Discovery USES PSYCHOLOGISTS TO
INTERPRET CONSUMER BEHMHAVIOR AND BRING
ANVXIETIES ! MOTINATIONS ALINVE

PROXIMITY TO STRATEGY/CREATIVE DEVELOPMENT

PROCESS MEANS DIRECT /IMPACT ON THINKING




Piay IBM Ao




STRATEG‘/ DEVELOPMENT RESEARCH

FUNDAMENT AL PROBLEM IS NOT LACK OF INSIGHTS
= ITS KNOWING WHICH, IF ANY, IS THE ONE THAT
CANV UNLOCK BRAND POTENTIAL

DEVELOPED DISTINCT APPROACH TO QUALITATINVE
RESEARCH TO DISTILL INSIGHTS AND STRATEGIES ~
"Concerr Deverormenr \Workstors




Concerr Devecorrens \WorksHors

E\/OLUT'/O/\/ OF TRAD/IT/IONAL FOLUS GROUPS
AC?"/\/EL‘/ ENGAGE CONSUMERS

STRATEGIC PROCESS THROUGH WHEICH MODERATOR/
CLIENTS/ CONSUMERS COLLABORATE TO SOLVE

PRO| LEM

Focus NOT ON EINDING OUT WHAT CONSUMERS
THINK — ON CHANGING THE WAY THAT WE THINK OTMJ




KE/ LEARNING D
No7 EvoucH 70 TRANSFORM ADNVERTISING,

HAVE TO TRANSFORM BRAND EXPERIENCE




[ RANSEORMING THE BRAND EXPERIENCE

DES/IGN AND EXECUTION OF BRAND EXPERIENCE MUST
BE TREATED WITH SAME STRATEGC RIGOR AS
DEVELOPMENT OF THE BRAND /DEA

G‘OAL = STRATEGIC NOT JUST EXECLUTIONAL
INTEGRATION — EVERY ELEMENT MUST WORK
TOGETHER TO DEEPEN RELAT/IONSH/P

DE\/ELOPED TWO 7TOOLS TO GU/IDE THIS




Exrerience rPeampine TooL 2
Momevrs oF [rurt

BRAND EXPERIENCE SHAPED AT EVERY TOUCHPOINT

H OWEVER NOT ALL TOUCHPOINTS ARE EQUAL —
SOME MORE CRITICAL TO BRAND CHO/ICE THAN
OTHERS

Neeo 70 10enTIFY

HicHs avd cows

PA/ N POINTS




DRINGING T ALL TOGETHER:

Arericay Express
Srace Busivess Services




Pray Oren abs




RESULT’S

SPENDING ON CARDS HAS INCREASED SIGNIEICANTLY

AwarReness ofF American Express AS PrROVIDER OF
FINANCIAL SERVICES TO SMALL BUSINESS urleO?,

SIGNIEICANT IMAGERY SHIFTS
OFFERS A RANGE OF SOLUTIONS BEYOND CARDS +3|2
ACCOMMODATES NEEDS AND PREFERENCES *72FY

RECOGNIZES NEEDS OF SMALL BUSINESSES +|0 4

L
Source: American Exeress, ace oara 2002 vs. 200! uneess ivorcareo a ]




Iy copcrusion. ..




[BRAND TRANSEFORMATION IS DRINEN BY B/¢

TRANSFORMAT/IONAL BRAND /DEAS




10 GET 7O BIG TRANSEORMATIONAL IDEAS

YOU WEED B/G TRANSFORMAT/ONAL
INS/IGCHTS




No7 eEnvoucH TO TRANSFORM ADVERTISING,
HAVE TO TRANSFORM BRAND EXPERIENCE







