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8 Consumer Roles for the Future

the brand

of least resistance

Give me the best value Make it easy and It’s all about the path | get my sense of self from
at the best price intuitive for me

. v
i ;
impulse followers brand lovers

e .
-
-
23

=

@H \_j\‘\

value chasers simplicity seekers

L

fear fixers experiential engagers

O
7] 4

meaning makers Expressive creatives

Protect me from the Life is about ‘doing’ | vote with my time Let me share myself in
uncertain world rather than ‘having’ and pocket book unigue ways




Deep Motivators (Value Propositions) for the Future
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Deep Motivators (Value Propositions) for the Future
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Business Implications & Opportunities

Here are 10 examples of trends that highlight how leading-edge
companies are tapping into some of the deep motivators to innovate their
way to future success. As you review these, consider:

1.How might these trends apply in my markets and for my customers?
2.Which trends, roles, and deep motivators are most relevant for what we
do today?

3.Which trends, roles, and deep motivators represent opportunities for
future innovation — to tap into.new customer segments or as the basis for
new products, services, processes, experiences, or business models?
4.What other trends in your own industry tap into the deep motivators,
and how can you use them as a source of innovation?
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Instapreneurship

Key Targets: Expressive Creatives, Value Chasers

The Internet makes it easier for brands and consumers
to connect and “co-create.” A number of platforms have
emerged that enable aspiring entrepreneurs to design,
create, develop, and sell their products, ideas, and or
services. These are the so-called “Instapreneurs” who
are able to create businesses and accomplish great
things

In (almost) an instant. It empowers consumers whom
may have never developed their ideas without these
programs.
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Instapreneurship

m T3 "w‘- user name/email J I ---------- J
l“ Mom lns : Remember me, please Register/ Forgot Your Password?

@ Kimber'y_ Clark

OF INVENTION! Kimberly-Clark gives $15,000 'Huggies
Mominspired Grants' to 'Mompreneurs' who
are creating their own businesses so that they
|\ B can build relationships with women who are

i D innovating children's products. The company

-vatio K. 4 | gives these women money to fund their

24 ARAANNRN business, and the only thing they ask in return
) ‘ . | is to have the rights to buy their business if
they decide to sell. The program received 50
millions web impressions when it went live
which created incredible brand awareness.
The company has received hundreds of new
ideas and product submissions from moms
around the world.

Is your little bundle of joy a bundle of inspiration?

The Huggies® Momlnspired™ Grant Program is awarding up to
$15,000 to further the development of innovative products
inspired by the joys of motherhood.

So whether you're a technical wizard or just a part-time
tinkerer, Huggies® is helping you tum your ideas into a reality.

Lahde: Website:
Video:
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Instapreneurship

Shop Create Sell Gifts 6 @ ¥E  sear p

Easter Eggstravaganza: 15% OFF ALL ORDERS! Ends Saturday Use Code: ZEASTEREGG4U  Details

Create Your Own Product

Electronics

&,
Clothing

Accessories

Women's Apparel Bags Invitations iPhane Cases
Men's Apparel Hats Zazzle Custom Stamps Device Cases
Kid's Apparel Watches Greeting Cards Laptop Sleeves
Baby Apparel Necklaces Postcards Skins

View all » View all » Viewall » View all »

Lahde: Website:
Video:
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Zazzle

The online community enables consumers to
become co-designers by making custom-
made bags and other merchandises, this co-
designer can then check out, vote on, and
buy from other users and/or branded
partners, and set licensing fees for their own
designs. These consumers are able to
express themselves by creating something of
their own while belonging to a specific
community as well as having the sense of
accomplishment and recognition.

FINLAND




Social Currency Marketing

Key Targets: Brand Lovers, Experiential Engagers, Value Chasers

LpY

Future Watch Report

Marketing messages bombard consumers every
day. To cut through the noise, many companies
now provide merchandise or discounts in return
for consumers’ social sharing and promotion to
their friends. Consumers who are passionate
about certain products, brands, or experiences
share with their networks — and receive financial
iIncentives in return for promoting the company.
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Social Currency Marketing

MARC JACOBS

MARC JACOBS MARC BY MARC JACOBS WATCHES LITTLE MARC JACOBS

4BACKTO LISTINGS PAGE  Marc Jacobs / Fragrance / Daisy Eau de Tollette 1.7 oz

+

Lahde: Website:
Video:
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SPECIAL ITEMS LOOKBOOKS WORLDOF MARC JACOBS

PREVIOUS | NEXT

CLSC

Daisy Eau de Toilette 1.7 0z
$75.00
(R 3Conversations | Add a Comment

Fresh and feminine, Daisy is a playful bright and alluring
scent. Daisy captivates with the luscious freshness of wild
strawberry, then blooms with the modem vintage edge of
velvety violet petals and finishes with a luminous biend of
gardenia and jasmine. The white accords of birch and
cedarwood add intensity.

The bottle design features a luxurious block of weighted, clear
glass topped with a playful scattering of daisies that appear to
bloom from the rounded gold cap. Winner of the Fragrance
Foundation's FiFi Awards for Women's Luxe Fragrance of the
Year and Women's Prestige Best Packaging, 2008.

DAISY

MARC JACOBS

Marc Jacobs opened up a pop-up shop in the
middle of Manhattan for its perfume brand
Daisy. This shop is not ordinary because
clients pay through the tweet they send out
and/or share. The more they tweet, the more
free products they will receive. The designer
strategically found a way to go beyond
advertising and engage his clients through
social media, and for them to become
ambassadors of the brand. This initiative went
viral, and was communicated in a vast variety
of media outlets, which became a P.R.
success.
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Social Currency Marketing

rertx  Share 1t Upt Deats - = e

The campaign gave the opportunity to
consumers to share promotion Hertz had to
offer with their friends on Social Media. The
more they shared, the higher the discount
becomes. This is another example of how
companies could create brand loyalty by
involving their consumers in their campaigns.
As participants, consumers have a sense of
belonging and gain recognition from their
peers through social media.

Lahde: Website:

Future Watch Report - P 4 : Tekes W



Affinity Networking

Key Targets: Meaning Makers, Expressive Creatives, Brand Lovers

Gl B Affinity Networks are communities where
/1 % people come together around a shared
purpose or focus. Companies create
networks where people connect, share, and
A7 interact with each other based on specific
P common interests.
.

3 UNTAPPD

* DRINK SOCIALLY *

DRINK RESPONSIBLY
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Affinity Networking

UNTAPPD

* DRINK SOCIALLY %

DRINK RESPONSIBLY

Beer fans can socially connect with one
another on this mobile app by sharing their
favorite beers and breweries. Members can
also gain points for the different kind and
brands, and amount of beer they post and
share on their account. This mobile app is
developed specifically for people who have a
specific subject in common — in this case,
beer — that brings them all together and
creates a sense of exclusive community for
beer enthusiasts all over the world. By
specifically developing an app for beer
enthusiasts, Untapped Beer App serves as a
facilitator for different relationships and
connections.

UNTAPPD

* DRINK SOCIALLY *

DRINK RESPONSIBLY

Lahde: Website:
Video:
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Affinity Networking
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Lahde: Website:
Video:
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RunkKeeper

Like the first example, Runkeeper is also a
mobile app where people with a common
interest — athletic activities — are able to track
their outdoor fitness activities and connect
with fellow athletes. Their personal records,
and time tracking could also be shared with
fellow members, which makes Runkeeper
part app and part social network. Again, this
app brings people who have the same
passion, or interest together in one virtual
community, which encourages people to stay
active and share their personal stories of
progress and success. Furthermore, the
interactions between the community
members also contribute to personal
achievements as well as encourage feelings
of satisfaction.

FINLAND




Rent-a-Anything

Key Targets: Fear Fixers, Simplicity Seekers, Meaning Makers

3 H Many consumers increasingly recognize the
o value in approaches that share, rent, swap, or
8 N loan products, services, and experiences.

Concern for the environment, a desire for
greater simplicity, freedom from accumulating
“stuff”, and a sense of community are triggers
for participation in such marketplaces.

g eep..
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Rent-a-Anything

hed

Share to access what you need and help ’ ' Its value proposition speaks for itself: “Why
your nElghbeke buy, when you can share”. This online

Taols, camping gear, electronics and mrvﬂllng‘
Hedge Trimmer “Find L!St
- B

WM@MMMM" Q Search listings ~ Listmyitem  Post a wanted

platform connects people with different
practical objects and or tools who would like
“'_-’w to share and lend them. It is about ‘neighbors
2 T helping neighbors’ and brings a sense of
! S | close-knit community. When looking for
LAY hardware tools, consumers no longer have to
buy them for a one-time use, but are able to
make their lives easier by borrowing what
they need for when they need it.

Website:
Video:

Lahde: Website:
Video:




Rent-a-Anything

Lahde:

g ry]

From To

A cheaper &
= smarter way to
e move stuff

Get moving and see how
you can save up to 60% MeeMeep connects people who need
stuff moved with people on the move

Website:
Video:
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comm

A way of simplifying the hassle of moving.
Usually, moving means costs, especially
when renting out a moving van or service.
Meemeep allows registered users to post the
items they want to move and to where, and
other users with a moving van from that area
are able to pick up and help out these movers
to get from point A to point B at a lower cost.
These two parties make agreements on the
price while Meemeep keeps the money until
the items are successfully delivered.
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Peer Support for Motivation & Change

Key Targets: Fear Fixers, Simplicity Seekers

Most people want to change something about
l » themselves. But change is tough! A new breed of
[ h company now brokers connections with peers and

experts to promote greater compliance with goals and
the motivation to achieve personal objectives.
Whether financial planning, weight loss, or just

{F\ sticking to a New Year’s resolution, social support is

[\ one of the most powerful drivers of personal change.

ulf mynteity CRAIG
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Peer Support for Motivation & Change

myntcity

Lahde:

MYNTCITY IS AN ONLINE SOCIAL
MARKETPLACE WHERE FRIENDS HELP

AND INCENTIVIZE EACH OTHER TO
COMPLETE TASKS.

get more. get mynt.

Website:
Video:

Ty nELCITY

This platform enables people to incentivize
their social networks friends by requesting for
help with tasks. These tasks include; resume
writing, babysitting, plumbing, and
accounting. The friends who help out, receive
Mynt points that are redeemable for products
online. Users are able to have tasks done
much easier and it leaves time for other ones
at hand.




Peer Support for Motivation & Change

d [ call us 1-800-597-5366 Log in
THIS IS REAL LIFE. THIS IS REAL CHANGE. find a centre
CRAIG
Our Program  Consuling ~ Cuisine  Results ~ Tools ~ Community  Shop
Search This forum n &
o o | e [ | o o ior s 16
Jonny Graig Weight Loss Forums | Jenny Craig Community — Support Buddy Groups
Support Buddy Groups
Subforums
«5‘:5:- 1 F Help, dont know what
| ‘@\’jﬁ: Jenny Direct Buddies 4,;21;':;: By FillsFun
Y 24 Jul 2013
£ Any OTHER GUYS out
1~ i 206 opics n there an
L\@f‘:@ Men on the Jenny Craig Program 1,480 replios ByNC0223
s 01 Nov2013
o Is Hip Hop Abs and Jenny
W é}‘j | Teen Connection 31 topics cr.
\'S?az'j Teens connect here! Find buddies Just like you. 128 replies By Alyzza
02 Aug 2013
T ) n "
[ ¢ [ U = el

Lahde: Website:
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CRAIG

An online community dedicated to weight loss
and peer support for encouragement. Jenny
Craig has created an online platform where
members can have discussion about
trainings, diets, weight loss, etc. Member who
need some boost while going through
changes are able to share their stories and
find inspiration. The journey of losing weight
could be hard on some people; therefore,
Jenny Craig creates a safe environment
where people can be open and honest with
each other in order to reach their goal for the
future.

FINLAND




Interactive (Virtual) Shopping

Key Targets: Experiential Engagers, Impulse Followers, Simplicity Seekers

The line between physical and virtual shopping is
rapidly becoming blurred, and shopping, itself, will
likely become a blended virtual and retalil
experience. While wiz-bang technology may feel
novel initially, interactive shopping can save time,
R reveal options for customization and

F_T ° personalization not available in physical stores,

n and deliver engaging experiences as part of the

purchase process.
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Interactive (Virtual) Shopping

We use cookies to give you the best possible experience on our site. By continuing to use the site you agree to our use of cookies. Find out more. X
TESCO Evry Little halps Signin = | Store locator ~ | Contact us | Help  Website feecback [ [ gfy @ 3§
Se——— Searchin [ Groceries ] for  Keywords [ Search |

i
. 2 '
Freshfood Tesco -] F&F Clubcard iw Tesco

.

The supermarket chain came up with a fresh
new idea for South Korea, where people work
long hours and therefore have little to no time
to shop. They created a virtual billboard in
subway stations that looked like supermarket
shelves. Commuters are then able to scan
QR codes placed on the billboard and the
items selected will be delivered to their
homes. Tesco/Home Plus came up with a
solution that would simplify the Korean'’s lives
by pairing technology with reality.

Let us do the hard work for
you. Save time and meney
when you shop online.

Real Food recipes >

Real Price Wine by
Food e 3 Promise » the case»
(8 2

Lahde: Website:
Video:
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Interactive (Virtual) Shopping

( intel' Menu ~ Find Content €

<More on InteLcom Tagged As  Entertainment, Browse/Discover, Home Users

Intel and Adidas*: Adiverse

adiVerse*: A Virtual Footwear Wall

4 adiVerse, a virtual footwear wi
shoppers access to expanded
i

lly. It taps
ibilities of the digital

physical world

:::::

products, shoppers can select products on a virtual shelf, pull products, look onto the product from any ang

Newsroom  Chip Shot: Intel® iris™ Graphics Family Achieves Adobe GPU Support Milestone [w] [l usa@Engtsh) -

Lahde: Website:
Video:
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ntel.

The shoe brand designed an interactive in-
store digital wall that provides its customers
with extended online merchandise. The wall
features shoes that are not physically
available in stores and helps them to still
provide more options without having to have
them in stock (space saving). The customers
are also satisfied because they have more
options to look at, customize the sneakers,
and have them ordered by one click. It
engages the customers by giving them a
different store experience, while simplifying
their options by having the shoes visually
displayed.

f FINLAND




Fun-and-Games-Agement (Engagement for Fun &
Games) Key Targets: Experiential Engagers, Impulse Followers

With the struggle to gain consumer mindshare,
Hw many brands are looking to interact with

[f consumers by creating experiences that rely on
fun, games, and humor. Often these strategies
and programs take consumers by surprise,

-~ ’:' a2 tapping_into the impulse to explore, try
n something new, or just have fun.

Gty
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Fun-and-Games-Agement (Engagement for Fun &
Games)

O TREET

This crosswalk traffic light in downtown
Germany engages pedestrians from the
opposite side with a game of pong. Each side
has a controller where they can play against
each other. Strangers become game
opponents while waiting for the light to green,
and are able to express their win or loss as
they cross. This has created a so-called
‘urban interactions.’ Although it is an art
installation, this could be of inspiration for
businesses and governments to find ways for
strangers to connect in urban places.

Lahde: Website:
Video:
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Fun-and-Games-Agement (Engagement for Fun &

Games)

Ceggly Journey

U_nbottl

Empowering Women ¢ Water for Africa + Go Behindthe Bottle « DiscoverNewMusic + Recipes

ed Our Blog
USIC

FRONT PAGE >UNBOTTLED > THE BIG STORY BEHIND COKE'S SMALL WORLD MACHINES

THE BIG STORY BEHIND COKE'S SMALL WORLD o 0in e
MACHINES aRss

8 Print

By: Gabe Aldridge | Jun, 2013

Tags & Topics:  INNOVATION

Happiness Without Borders
JayMoye

My Own Special #smallworldmachines

B Story (Twitter Chat Recap)
Jackie Jantos Tulloch

| Small World Machines: Where to Next?
/ Jay Moye

Lahde:

Website:
Video:
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ety
Two countries with high tensions and living in
conflict with one another, came together for
just one day to share happiness through the
power of technology. Coca-Cola placed two
vending machines in two malls; one in India
and the other in Pakistan. The vending
machines had live communications portal with
touchscreens along with a live streaming
video feed. These strangers from both
countries were encourage to complete tasks
together such as, dance, peace sign drawing,
or even a wave before receiving a Coca-Cola.
The brand managed to bring these two
conflicting countries together to share a

happy moment by engaging them through
experiences and self-expression.

FINLAND
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Upgrade-ability

Key Targets: Meaning Makers, Brand Lovers, Value Chasers

Upgrade-ability isn’t about consumers making

2] new purchases every time they want something

% new. It’s about constantly upgrading or improving
existing products. Tapping into consumers’ desire
for instant access to the “next version,” the whole

v concept of “upgrades” are now being applied to

ﬁ physical objects. Preserving the environment,

obtaining a sense of community, and saving

money are all triggers for engaging in upgrade-

ability.

3¢

(

PHONEBLOKS

A PHOME WORTH HEES
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Upgrade-ability

PHONEBLOKS

& PHOME wWORTH KEEFIMNG

PHONEBLOKS OURGOALS ABOUT  BLOG  GETINVOLVED FAQ  DONATE

A PHONE WORTH KEEPING

| ] It is a smartphone concept by a Dutch
designer, which aims at reducing electronic
waste. The phone is split in different blocks
and is customizable, so the consumer can
decide how large his/her battery would be or
the size of the camera lens. When parts of
the phone don’t work they are able to replace
PHONEBLOKS STARTED IN 2013 that specific part with another one instead of
buying a new phone. The consumer has then
creative input in what he/she uses and the
smartphone converts into something more
meaningful for them.

Lahde: Website:
Video:
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Upgrade-ability

WHEREVER YOU WANT PRODUCTS WHERE TO BUY (ES) EXPERIENCIAS CONTACT

OVICUO

Car manufacturer Renault partnered up with
Ovicuo to design a multi-purpose car. The car
Is versatile, which means it can go from an
ordinary family car to a camper in just a few
minutes. This new design gives a fresh look
at camping, and makes it more accessible for
people to travel without having to rent out a
caravan. two conflicting countries together to
share a happy moment by engaging them

« TRAVELBOY . . .
B through experiences and self-expression.

Lahde: Website:
Video:
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Social Entreprise Business Models

Key Targets: Meaning Makers, Experiential Engagers

y Social enterprises are businesses that bring social

| % value to society while at the same generating
revenue. Their goal is to provide a win-win that

allows consumers to “give back” to society by doing

business with them.

=" MyBnk

=7

e 3
7
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Social Enterprise Business Models

Two young Dutch designers came up with an
idea after they would always ask their
grandmas to knit out their designs. They
decided to create a social enterprise that
brings their fresh new designs to life through
the knitting of volunteer knitting
grandmothers. The grandmothers do this for
free as they are more than happy to be
outside of their homes socializing, however,
they receive incentives, such as, group day
out etc. This duo have creatively solved a
social problem in The Netherlands and gave
the grandmothers new meaning in life. All
while still selling high-end and fashionable
knitwear.

Lahde: Website:
Video:
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Social Enterprise Business Models

MyBnk

oS s - o | T A London-based financial program, MyBnk
i - e g give financial and enterprise education to
75,000 youngpecple [ J schools and youth groups. Financial experts
i iness, 8 w = and teachers teach these youngsters how to
' i ‘ manage their own money, and financing. It is
not only about education but also practice.
The young people are able to receive loans
without any interests when they set-up their
own enterprises in their local community.
They feel empowered and have a sense of
responsibility for their actions with money, but
also it is a source of inspiration for their own
future.

Lahde: Website:
Video:




Grassroots Experiential Marketing Campaigns
(GEMCS) Key Targets: Experiential Engagers, Meaning Makers

GEMCs are interactive consumer activation
campaigns by which consumers are directly
involved in as they are the driving force behind
the marketing strategy. These movements -
depending on the purpose communicator’s
message - can trigger a sense of responsibility,
pleasure, enlightenment, or even wonder.
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Grassroots Experiential Marketing Campaigns
(GEMCs)

FAST LANE

DRIVEN BY FUN
" R R et LA R

WHAT IS FAST LANE?

This guerilla marketing campaign called ‘Fast
lane’ was implemented in order to promote
VW Polo GT’s two core elements: have fun
while driving and speed. The campaign
enabled mall-goers to choose between a
normal escalator and a bright red slide to
descend. Many chose to slide down while a
hidden camera recorded their experience and
facial expressions — the campaign went viral.

COMING SOON: WIN A NEW POLO GTI

CLICK THE | LIKE | BUTTON

TO STAY INFORMED

Lahde: Website:
Video:
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Grassroots Experiential Marketing Campaigns
(GEMCs)

WATCHTNT FULL EPISODES R —— WE KNOW DRAMA

The American television network TNT created
a dramatic surprise for their launch in
Belgium. It created a guerilla campaign on a
quiet square in Belguim and put a pole with a
WATCHTHEWD=SEASON SINALEONLINE NOW! ) red button where people could pUSh' As soon
WATCH NOW Y as people pushed the red button, a theatrical
Raaial . i L f 2 e drama would occur that would leave people’s
EEH&:?E?SF-‘! - I : faces in awe. The network managed to
DALAS MURD HELASTSHP  LEGENDS : engage spectators with the element of
B I surprise by keeping them on their toes as to
what would happen next.

Lahde: Website:
Video:
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Deep Motivators as Drivers of Future Opportunities

Consumer Roles : Motivators Opportunities
*What can you deliver that’s the best value (benefits versus
Value Value & Rewards ¢ost) compared to the competition?
Chasers «What incentives, rewards, or other perks can you give in
return for loyalty, early-bird purchases, or bulk orders?

* How can you simplify the life of your customer while

Simplicity | Simple & Intuitive making your offerlng extraordinarily easy to understand,
Seekers use, and experience?

* What can you eliminate all instructions, manuals, or
user guides so that no additional effort is required to get
the full value from the product or experience?

* How can you make your offering the easiest to find,

_ fastest to purchase, and quickest to get?
Impulse Convenience . oy can you save the customer the most time
Followers & Time throughout their entire experience with your product or
service?

* What status symbols can be used to highlight and

reinforce social status related to owning or using your
. ice?
Brand Recognition & s&ﬂduct Ior se(;wce. ; H ith h oth
Lovers Community . atva ues do your customers share with each other,
your organization, and society — and how can you
explicitly promote these?

Future Watch Report 5 | W



Deep Motivators as Drivers of Future Opportunities

Consumer Roles Motivators Opportunities

_ *What can you do to eliminate concerns or worry in
Security & customers’ lives?

Fear _
Fixers Avoidance *How can you help customers avoid potential problems in
the future to give them greater peace of mind?
~y Fun & Learning * What can you do that delivers pure enjoyment or
Experiential r entertainment?

Engagers A ﬂ * How can you help customers gain new knowledge,
h - personal insight, and inspiration in their lives?

* What can you do that helps advance a social cause, the

environment, or just simply “do the right thing?”
Responsibility & J ply g g

Meaning ) _ How you can foster connections between customers or
Makers Relationship with your organization tied to shared life experiences,
personal stories, or community?
* What can you do that gives customers an opportunity to

_ express their creativity?

Creative Self-Expression « How can you provide opportunities to give customers a

Expressives _ & sense of accomplishment around achieving specific

Accomplishment personal goals?

Future Watch Report =3 W



Consumer Roles, Motivators, Opportunities & Trends

Consumer Roles Motivators Opportunities Business Trends
' *What can you deliver that’s the best value
Value Value & Rewards  (benefits versus cost) compared to the Instapreneursship
competition? Social Curency Marketing
Chasers *What incentives, rewards, or other perks can you Upgrade-ability
give in return for loyalty, early-bird purchases, or
bulk orders?
*  How can you simplify the life of your
Simplicity Simple & Intuitive customer while making your offering Rent-a-Anything
Seekers extraordinarily easy to understand, use, and Peer support for Motivation
experience? & Change
»  What can you eliminate all instructions, Interactive (Virtual
manuals, or user guides so that no additional Shopping)
effort is required to get the full value from
_ the product or experience?
=y : e How can you make your offering the easiest
Impulse C 'Vﬂ Convenience & Time to find, fastest to purchase, and quickest to Fun-and-Games-Agement
Followers " get? (Engagement for Fun &
e How can you save the customer the most Games)
time throughout their entire experience with
your product or service?
»  What status symbols can be used to highlight
and reinforce social status related to owning or
Brand w Recognition & using your product or service? Social Currency Marketing
Lovers Community «  What values do your customers share with Affinity Networking
' L . Upgrade-ability
each other, your organization, and society —
and how can you explicitly promote these?

Future Watch Report . 4 '(E&LVI/L



Consumer Roles, Motivators, Opportunities & Trends

Consumer Roles Motivators Opportunities Business Trends
Fear _ *What can you do to eliminate concerns or worry Rent-a-Anything
Fixers SeC_U”ty & in customers’ lives? Peer support for Motivation &
Avoidance *How can you help customers avoid potential Change
problems in the future to give them greater peace
of mind?
{ w Fun & Learnlng enjoyment or entertainment? Interactive (Virtual) Shopping
Engagers . Fun-and-Games-Agement
° HOW Can yOU help CUStomerS galn neW (Engagementfor Fun &Games)
knowledge, personal insight, and inspiration Social Enterprise Business Models
. - Grassroots Experiential Marketing
*  What can you do that helps advance a social
cause, the environment, or just simply “do
; - i ing?”
Meaning Responsibility & Lhe right th'n%' . tions bet Fun-and-Games-Agement
Makers Relationship ow you can foster connections between (Engagement for Fun &
customers or with your organization tied to Games)
shared life experiences, personal stories, or
community?
*  What can you do that gives customers an
_ _ ) : s
Creat“-/e Se'f_Expr-eSSK)n & Opportur"ty to eXpreSS their Cre_thVIty. - Social CurrencyMarketing
Expressives Accomplishment ¢ How canyou provide opportunities to give Affinity Networking
customers a sense of accomplishment Upgrade-ability
around achieving specific personal goals?
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