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+	revenues		(+10%)
+	profitability	(+26%)
+	market	valuation	(+13%)

Technology	enabled	
initiatives:
- Mobile	channel
- Location	based	marketing
- Social	Media
- Real	time	analytics
- Connected	products
- IoT etc

Management	Disruptions:
- Vision	
- Cross-silo	coordination
- Evolving	culture	and	governance	
- Digital	skills

Beginners

Digital	experts

Adapted	from	CapGemini/MIT	2012
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IoT as	a	springboard





IoT as	a	mirror





Digital	Marketing	“Value	Loop”

“PULL”

“PUSH”

Digital	Platforms	/	Data	from	5	Cs
(CONSUMER,	COMPETITOR,	COLLABORATORS,	COMPANY	CONTEXT)



Example	1:	The	Nike+	story

“Most runners were running with music already. 
We thought the real opportunity would be if we 

could combine music and data”
CEO Mark Parker



The	Nike+	ecosystem

nWhat devices?
qShoe devices; Nike+ training (acceleration sensors); 

Nike + basketball (height sensor)
qNike bands: SportBand, FuelBand (movement and 

calorie sensor)

nWhat collection mechanisms?
qFrom user to computer
qFrom computer to Nike



The	Nike+	ecosystem

nWhat is the value of data for users?
qStand alone value
qSocial value

nWhat is the connection between Nike+ and 
Facebook/Twitter?
qSign-up through Facebook/platform
qPost status updates about activity with Nike +
qEngage friends on activity





The	Nike+	ecosystem
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What	benefit(s)	for	Nike?

Social	
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Nike FreeNike Training 
Club App 
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IoT is	… social

• Identify benefits in the value 
chain
• Lower costs
• Increased willingness-to-pay

• Identify functions people will 
fulfill (=social input)

• Identify how the strategy will 
build or strengthen relationships 
(social output)
• Social failures = missed 

opportunity to interact

1. Social Contract 2. Community Life

• Community jargon

• Community goal(s)
• Cooperation vs. 

Competition

• Community ritual(s)
• Nature
• Frequency





Nike	+	jargon



Nike	+	goal

Help customers train with coaches and sports stars for specific goals



Building	community	rituals

Join local Nike Run clubs and participate in Nike-sponsored events



Example	2:	Value	Creation	in	Hoteling	
(Threatened	incumbent’s	perspective)
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This study is the result of a cooperative project between TrustYou, Accor & the LMU Munich, based on 407 hotels.
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MESURE OF TRUST = REPUTATION

Sum of what individuals or a 
community think of you

14

MEASURE	OF	TRUST	=	REPUTATION	



Digital	Marketing	“Value	Loop”

“PULL”

“PUSH”

Digital	Platforms	/	Data	from	5	Cs
(CONSUMER,	COMPETITOR,	COLLABORATORS,	COMPANY	CONTEXT)



Online	Content	Monitoring	through	
Social	Media	Listening	(SML)





Example	3:	Value	Creation	in	B2B	
(Disruptor’s	perspective)
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AIRCRAFT	MANUFACTURERS

AIRLINES

Digital	Marketing	“Value	Loop”

“PUSH”	
ADVANTAGE	2

Digital	Information	about	Flight	through	IoT

“PUSH”	
ADVANTAGE	1





Example	4:	Value	Creation	in	B2B	
(Disruptor’s	perspective)





So	what	is	
Agile	Marketing	
in	the	IoT Age?	



“PULL”

“PUSH”

Digital	Platforms	/	Data	from	5	Cs
(CONSUMER,	COMPETITOR,	COLLABORATORS,	COMPANY	CONTEXT)



A	focus	on	“Big	Data”

• Social	Media

• Search	/	
Geolocalization



Search	about	50X	
bigger	than	Social	

Media
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bigger	than	Social	
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Media
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bigger	than	Social	
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Search	about	235X	
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MediaSearch	about	20X	
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Search	is	10x-250x	social	media	(US	data)	



1.	Building	a	Digital	Memory
- How	to	create	a	digital	memory	(i.e.,	who	
does	what	in	digital?)	
- How	can	we	create	a	digital	lab?

2.	Building	Digital	Sensory	Capabilities	(Pull)	
– How	to	set	up	a	a	digital	intelligence	approach?	
(managerial)
– How	to	integrate	intelligence	insights?	
(organizational)
- How	to	integrate	insights	into	processes?	(strategic)

3.	Building	Digital	Strategy	(Push)
– What	is	the	brand’s	voice	on	digital	and	social	spaces?
– How	to	create	and	sustain	engagement?

Building	Marketing	Agility
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