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Von Digital zum Dialog  

WarumwirnichtzuAnonymen

Appaholikernwerdendürfen
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MOBILE 
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Laptop 

Feature Phone 

Desktop 
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2.5 
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Laptop 

Feature Phone 

Desktop 

Smartphone 

Smartwatch 

eBook Reader 

Tablet 

STB 
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love - hate 
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Mobile Phone 
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53% 
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Engagement ring? 

Mobile phone? 

Passport? 

Facebook profile? 
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Engagement ring? 

Mobile phone 
Passport? 

Facebook profile? 
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18% 
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APPS 
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1,200,000 
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26,000 
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30% 
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42% 
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relevance 
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SOCIAL 
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facebook = 

unhappiness? 
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510 
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��…t��h������ is driving the 

�����t���…��t ������ are driving 

the revolution. 
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PEOPLE FIRST 
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https://www.youtube.com/watch?v=sHe0vNVLm20 
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Wehavetorecognizethat

customerscareaboutexperience,

notchannels,andallourefforts

mustevolveaccordingly. 

 
Fatemeh Khatibloo, Senior Analyst, Forrester 
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Your consumers now build affinity and 

preference for brands through the entirety  

of their brand experience ...  
 

... across channels, devices, pre-store and 

post-store experiences, word of mouth etc. — 

the entirety of the brand persona. 
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Make the complex simple and make 

the simple compelling 
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We have to create  

experiences that matter 

 

To move towards becoming 

A customer experience 

provider 
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F��� “hanabi” t� “hanami”  
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Being part of the people revolution 

   Consumers 

Advertising  

Digital  

Fragmented 

Multichannel  

Real Time 

 

  

People 

Experience 

Smart 

Seamless 

Omni-Channel 

Predictive 

 
 

 From:  To: 
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Bringing together what matters 

 

Mindset 

 

Brand 

Experience  

 

Dataset 



Hashtag: #dms 

• By putting People First Putting people first 
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Understanding the Mindset 
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Understanding the Mindset 

Deriving qualitative insights that can help direct our clients 

strategy.  
 

Insight has been described as the art of removing the 
obvious to reveal the meaningful. 
 

We have to do this by constantly going beyond 

assumptions of what consumers think.  
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Understanding the Mindset 

Three important principles to keep in mind:  

 

Immersion    Get close to people, understand how they  

   live by being present in their world  
 

Attunement   Understand what matters to them and why 
 

Clarity     Simplify the moments that matter.   

   Determine touch  points that offer an  

   opportunity for our brand to add   

   value to the customer experience 
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PROFILE 

• Age 40-50, Married, Affluent 

• FATHER of two young children 

• SUPER CONNECTED via smartphone, tablet 

 

GOALS 

• Send children to SPORTS CAMP 

• Purchase them the best equipment 

 

 

 

Phil Smith 

MOTIVATORS 

O�NING �HE “BE��” B�AND ����� 

IMPRESSIVE LIFESTYLE [145] 

NEW TECHNOLOGY [137] 

FAMILY TIME [126] 

 

 

 

 

RESEARCH METHOD 

RESEARCH SPORTING GOODS VIA 

1. SPEAKING TO FAMILY/FRIENDS 

2. PRINT CATALOG 

3. TRADITIONAL STORE 

4. INTERNET 

SOCIAL MEDIA 

DAILY 

Regularly check brand social network pages 

• For deals, coupons, share product reviews 

• More likely to purchase from brand  

 

 

 

RESEARCH MINDSET 

RESEARCH PRODUCTS TO 

1. COMPARE PRODUCT SPECS 

2. COMPARE PRICES 

3. GET RECOMMENDATIONS 

4. FIND DEALS 

PURCHASE PHASE 

• BUY SPORTING GOODS ONLINE & IN-STORE 

• REGULARLY SHOP ONLINE  

• 11% MOBILE APP TO PAY FOR SPORT GOODS 

• RECENTLY SPENT $100 - $150 ON SPORT GOODS 

 

SHOPPING ONLINE 

�O�� ‘�’ �� ����� 

CANADIAN TIRE [364] 

LAND’� END ����� 

SPORTCHEK [271] 

 

SHOPPING IN-STORE 

LAND’� END ����� 

�O�� ‘�’ �� ����� 

SPORTCHEK [178] 

WINNERS [120] 

 

“ I ���� ��� ���� ��� �� ������ ��� ���� ��� ���� �� ��� ��� ���� �������”  

buyer journey 
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Understanding the Dataset 
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Understanding the Dataset 

The dataset seeks to define and refine insights by 

leveraging data based on consumer engagement with 

our clients brand.   

 

This dataset is a powerful diagnostic in determining 

what matters to people and in shaping the customer 

experience strategy.  
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 Looking at historical and current behavior.   

 How have people 

acted?  

How are people 

acting? 

How are people 

likely to act? 

What happened? 

(Reporting) 

 

What is happening? 

(Alerts) 

What will happen? 

(Modeling) 

How and why did it 

happen? 

 

What is the next 

best action? 

What is the 

best/worst that can 

happen? 

Information 

Insight 

Questions 

 to ask? 

Understanding the Dataset 
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Creating the Brand Experience 
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Creating the Brand Experience 

Experience Level 

Enablers 

Customer Tasks 

Touchpoints 

Customer Journey  

DISCOVER EVALUATE BUY USE ADVOCATE 
Customer 

Lifecycle 

Moments of Truth 
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Omni-Channel 

Brand Experience 
Mindset Dataset 

Evaluate 

Buy 

Access 

Use 

Discover 

Advocate 

Creating the Omni Channel Brand Experience 
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Example of a Customer Journey 
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The approach in action 
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THANK YOU 

Contact  

Name:  Marco Koeder 

Email:  marco.koeder@mrm-mccann.com 

Phone:  +1-3-3746-8795 

 

 


