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CUSTOMER CE
BRAND STRATEG
ACTIVATES CUST




Diveinto branhgreatest successes

26h MAY @ failures. Customer centricity, |
building & content marketing

Understand what to do, and what n«

Become a pioneer in crafting ex
vision for your brand and de
orchestrated interactions along toL
and influenef momentisat custome
have with your organization acrc
lifecycle

2T"MAY

o)

Smart activation. You know who
h what they want, what their intere
28 MAY n motivations are, and you are evel

predict what they might want next.



http://ogieurope.com/Customer-Activation/Moscow.html
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BRAND SURGE

bbbbbWITHhbbbbb

GINA WESSEI

Gina Wessels a strategic digital marketing and
Cp i alOnpe” CURiI Ani aceaeC’ i
a range of industries including luxury hospitalitidime
restaurant and catering, green coffee, wine,
pharmaceuticals and telecoms

Gina has been a partner of the Google Digital Academ
where she delivers Brand, Mobile, Programmatic and |
Executive Leadership Transformation program on beh
their most prestigious clients. Gina is also a subject mi
facilitator for the awarhing Squared Online Digital |
Certificate.

Google A MetlLife ESTEE LAUDER

© ) Hsec _. syngenta
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BRAND SURGER¥ bbbbbbbbbbb
A

HANDGOGN, COLLABORATIVE WOI

OVERVIE'

Explore the role of brand and how it has changed and needs to continu
nO Cn A& GNa E

the ever increagingd EAC” CUR i a

pE A G aC’ pCa EUCZG °~ p-p 1 A& | Ci

Cia/E GNa OpE’  CE a Gundepstaridifg wha tA doFaadwhai
"1 £ EEOUI E

You will establish pourib £ ¢ ~ ¢ Ea -
Gné a”" GN "I A AEeéeni aCp” " CE E@G AcC:E
how to build powerful brands that deliver meaning, value and purpose.

DEFINE abrand that matters to customers

ENGAGE the right audience, in the right place, in n
MAKE your budget work effectively and efficien
ASSESS  brand creative to better manage your ag:

evolve your brand fautthve

HOW TO
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OBJECTIVESIAY

WHO IS IT FOR:

1 Brand manager / H&ahdf
1 Communicatibinsctor Kanager
1 Marketing direch@mager

WHAT YOU WILLANVRKE:

-p 1 £ 1 epOEPG 3/ANa “i1 £ 3ni CNa

Defined Brand Values and action steps to activate different values in the Age of Dis
Brand Activation Strategy

Customdirst Audience Personas

Content Strategy in a completed template

Content Publishing Rlaommpleted template

An entb-end process

= =4 =4 4 -4 -4 -

WHAT YOU WILL LEARN:

How to define a brand that matters to customers in the age of disruption

How to engage the right target audiences in a meaningful way to make your budget
How to assesscaeative to better manage your agencies and drive them to excel
EARE Ci ApE " CE i p &«®E  Ga Ai N GpEaEi AE
How to create content to meet your customers in the right place in all their moments
How to evolve your brand for the future

=A =4 =4 4 A -4
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FLOW OF THEDANT

DEFINE

DESIGN

BUILD

b bbb 28MAY-2020, MOSCO!

CUSTOMERNTRICITY DEEP DIVE

You will learn the best ways of implementing customer ¢
business and what are teetk@gues to define audiences tha
"00e&eG CiA ~@ee GAep A &0  UODI

successful businesses drive customer centricity and how yc
these beptactise techniques in your business anaevgh cust

BRAND ACTIVATION AND CONTENT STRATEGY

cfi¢ EUesese aEE @RE GAé A i
p.Aai CEiI¢C V paECUI 6 Vv CpUgN
meet your customers expectations in the right pittedevidé,
all their moments that matt@ss the full customer journey.

YOUR CONTENT PUBLISHING PLAN
You will finish by building your Content Marketing -Bioatth

Content Publishing Plan that you can take away anelgdp
engage the right audiences in the right way.



b b b b 28BMAY 2020, MOSCC

AGEND®A [AY

SETTING THE SCENE

a. Welcome amloductions _
b.pPE i fieE AO -p i &£ Onp CAAE GNa |
c. Workshop journey and introdustem pootess

FUTURE PROOF YOUR BRAND

9 Define brand success
1 Identify new branding techniques
1 Assess your brand to customer fit

KNOW YOUR CUSTOMER

9 Customer Centricitydieep

1 Redefine your audiences beyond demographics using data and intent
1 Define multiple target personas relevant for your brand

TV 0 Giéep C pOEC AcacCneEpNa ancépi

BUILD YOUR BRAND

T . pUCUYEE Gicp ApstomeE e =t Ea Ui e
1 Craft and hone your brand voice

ACTIVATE YOUR BRAND
1 Define your brand activation content

1 Design your content calendar
1 Write yourri@nth publishing plan

CLOSURE

9 Satisfaction survey
1 Conclusion and-aakaeys

|
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CUSTOMER EXPERI

bbbbbWITHHhbbbbb

MARINA SVER

Marina Sverdedligital executitie more than 15 years of expieneecag a Custc
Experience entity in METRONOM, the techHartodpiedRElishments are:

GLOBAL ROLLjdamsched digital platforms and marketing technologies in
delivered 15 times engagement growth since launch.

TRANSFORMATI@Mged processes, tools, technologies, communication ofte
new revenue streams such as global digital agency network and partne
centralized media buying or first global analytics framework and measul
impact of budget savings by 20%

INTERCULTURAL INTELUeERdHdeep understanding of multinational team
needs building up a pool of digital ahdwrimvilding services and training pr
boost execution efficiency ansdlsross Cp UEaA N a Gi Ep OUEa

METRT NCM

SETTING THE PACE IN FOOD AND TECHNOLOGY
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ACHIEVE ONE VOICE TO C
IN A MULCTIHANNEL WOR

OVERVIE'

We live in a digital world where every brand experience is at the finger
Brands today face a constant growing power of conreqitusicssecs aed d
tools.

Explore how you can create connected customer experiences for you
overarching brand strategy and collective organization expertise.

You will establish solid understanding of the customemexpmkeriee
methodologies to achieve one voice to customer and have impact on
You will be able to position yourself as knowledge owner and pioneer r
COE AACChné a=Ui EG AcaChiéEp pECE]I (

REACH customer engagement and retention in a multichannel
ACT upon the principles of consistent journeys
CONVERT disconnected interactions towards seamless experienc

ENGAGE your organization around the businesswaalbarofel




OBJECTIVESIAY

WHO IS IT FOR:

, b b bbb 2ZIMAY:2020, MOSC

Marketing and Brand Managers: For all who want to grow their customer centricity ¢
performens the digital world

Leaders and Execuforesll who want to understand how to retain and grow digital tale
digital progress

Communication Dire¢torsall who want to move and succeed in the rapidly cHadging
world.

WHAT YOU WILL TAKE AWAY:

=A =4 =4 4 A -4

Determine omnichannel maturity of your organization

Practices and case studies towards omnichannel excellence

Tactics to resolve common customer pain poutiammel tanliiscape
Guidelines for creating seapérgnces

Readtp use journey map and service blueprint templates

Personal roadmap and experience vision that is tailored for your business

WHAT YOU WILL LEARN:

=A =4 =4 4 -4 -4 -4

How customers engage with brands across touch points and devices

How to determine omni&haaturity of your organization

How to identify customer pain points

How to understand customer interactions over time

How to use mapping techniques to create processes that deliver meaningful interac
How to measure and communicate thetoalee etpeisence

How to drive organizational change and adopt omnichannel strategies
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FLOW OF THEDAX'

FRAMING CUSTOMER EXPERIENCE

We will provide data driven insights on how users inte
and physical touch points, choose devices and channe

UNDERSTA usehem in parallel. You will gain deep understanding on
focus on exceptional omnichannel experience and how
of customer experience impact bottom line, customer e
employee satisfaction.

MASTERING KEY TECHNIQUES

You will adopt state aftthheethodologies of delivering ex
customer experience, apply needed vocabulary and as:
DEVELO of your own organization. You will practice 5 dimensi
P " OinaCUA AcacCneEpaN EJUOEEL
. You Wicraft experience vision for your brand and develt

will deliver towards the vision.

BUILDING YOUR PLAN

We will equip you with key metrics how to measure a
EXECUT success of your CX Strategy. You will iz thblétsibass ¢
of customer experience with relevant KPIls and metric:
your own roadmap and learn how to engage internal s
communicate customer and business value.
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AGENDA MAY

ONBOARDING

1 Introduction and expectations
1 Your understanding of customer experience

FRAMEWORK

1 Understanding digitally enedtteder

1 Building up vocabulary

1 Learning 3 levels of experiences

1 Differentiating between journeys, touchpoints, channels, devices
1 Omnichannel maturityjroaddmer and organization

DIMENSIONS

Consistency across channels

Optimization for urtgoiext of channels
Seamless transitions between devices
Orchestration via automation & personalization
Collaboration between channels

= =) =) = =)

METHODOLOGIES

1 Experience bpilding generic experience
1 Journey magtorytelling and visuaistgmer pain points
1 Service blue priftradiaborative tool

MEASUREMENTS
1 Building experience vision

1 Defining objectives, KPIs and metrics
1 Crafting loteym strategy and roadmap

MOVING FORWARD

1 Reinforce learned principles and guidelines
1 Give aneceive feedback
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HACKS FOR PRODUCINC
IN THE DIGITAL AGE
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PILAR BARRI
Mg

Pilar Barriworks with Google as a lead facilitator for
Academy, where she trains their tap ofiebie strate
programmatic advertising andnisemarketing. Her com

style is straightforward, energising, stimulating of di
regularly inspires listeners into action.

In her key areas of expertise; video, social omtelid
marketing, Pilar has advised hundreds of brands lookir
the noise of the digital space. Having worked over 1C
groups such as Aegis or Havas Media, Pilar combines
the top agencies and the expertgaivar&imd the globe
some of the best brands.




