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Value creation through Connecting
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+ revenues (+10%)
+ profitability (+26%)
+ market valuation (+13%)

Fashionistas

Technology enabled
initiatives:

- Mobile channel

- Location based marketing
- Social Media

- Real time analytics

- Connected products

- loT etc

Conservatives

Technological Intensity

Management Disruptions:
- Vision

Strategic Integration - Cross-silo coordination

- Evolving culture and governance
- Digital skills

Adapted from CapGemini/MIT 2012



Value Creation Through Digital is NOT about

Technology enabled
initiatives:

- Mobile channel

- Location based marketing
- Social Media

- Real time analytics

- Connected products

- loT etc

Technology

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

Fashionistas

Conservatives

Technological Intensity

Management Disruptions:
. . - Vision
St rateg|c I ntegratlon - Cross-silo coordination
- Evolving culture and governance
- Digital skills

Adapted from CapGemini/MIT 2012



COLLECTING CONNECTING



The Internet of ransomware things... 30 BUCKS IN
BITCOIN, OR NEXT
TIME I SMELL
SMOKE, I MIGHT

JUST LET YOU

ON STRIKE

HUNGRY? UNTIL YOU SLEEP
PAY UP AND SEND MONEY [~ o '
I1L UNLOCK [T] TOMY IN MY PAYPAL THE NEXT TIME
MY DOOR! ACCOUNT YOU LEAVE, IT’LL MY ALARM
ILL BE COST YOU 100 SYSTEMIS
; OR ILL ONLY | [BURNING THE BUCKS TO GET GOING TO GO
BREW TOAST IF YOU BACK INTO THE OFF RANDOMLY
DECAF! DON‘T GET HOUSE, UNLESS THROUGHOUT
ME SOME YOU GIVE ME THE NIGHT,
DOLBH.’ 75 NOW! UNLESS YOU
*DONATE®.

N

EXCUSE US

WHILE WE — 3
PARTICIPATE ’ RNIN
HACKER 4100 BUSY MINING INADDOS (/% OFF THE
OR I'LL REVERSE = BITCOINS. ATTACK. HEAT UNTLL
MY MOTOR AND =
BLOW DIRT ALL

OVER THIS
PLACE/

ILL START
YOUR CAR, BUT
ONLY TO TAKE
YOU TO YOUR
BANK TO MAKE
A TRANSFER.






mart Shirt

Monitors how your body behaves

over time, includes heart rate




Canary is a complete security
system packed into a single,

device. It adapts to your home

over time and sends intelligent
notifications with HD video

directly to your smartphone.




BigBelly alerts when it needs to Blefey
be emptied so smarter collection

decisions can be made.

O

smartbeliy/




The HAPIfork is an electronic
fork that helps you monitor
and track your eating habits.

It also alerts you with the help
of indicator lights and gentle
vibrations when you are eating

too fast.
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Glucose M

http: //wwwiteleare.com/

A cellular-powered glucose
meter transmits each test result
to a secure server and provides

instant feedback and coaching

to patients. This equips doctors,

nurses, diabetes educators with

real-time clinical data.

onitoring

TELCARE




loT as a springboard

BE Windows10 amazongo
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loT as a mirror

BR Windows10 amazongo







Digital Marketing “Value Loop”
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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

B \What devices”?

1 Shoe devices; Nike+ training (acceleration sensors);
Nike + basketball (height sensor)

I Nike bands: SportBand, FuelBand (movement and
calorie sensor)

B \What collection mechanisms?
J From user to computer
J From computer to Nike




The Nike+ ecosystem

B \What is the value of data for users?
] Stand alone value
J Social value

® \What is the connection between Nike+ and
Facebook/Twitter?
1 Sign-up through Facebook/platform
1 Post status updates about activity with Nike +
J Engage friends on activity






The Nike+ ecosystem

Sport
equipment
with
measurement
chips

Posts status Transmits
updates on data to

Facebook or Portable
Twitter Devices

Transmits
data to
NikePlus.com
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What benefit(s) for Nike?

Athletic Living

Sportive
Lifestyle

Cltnan

Healthy Eating

Local / Global

:  Nutrition Market
Diet Drinks and

Food

. Restaurants :
Designed
for Health

Nike Free

------------------

Ergonomic
: sport
:  products






loT is ... social

1. Social Contract 2. Community Life

* ldentify benefits in the value
chain «  Community jargon
* Lower costs
* Increased willingness-to-pay
«  Community goal(s)
- ldentify functions people will * Cooperation vs.
fulfill (=social input) Competition

* Identify how the strategy will . L
build or strengthen relationships .Corrlllrgtjur;gy ritual(s)

(SOCiaI OUtpUt) o Frequency
e Social failures = missed

opportunity to interact






Nike + jargon
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Nike + goal

Nike+ Coach

What ave ot mitarested n?

CHICAGO NYE26.2

MARATHON
TRAINING TRAINING

BY COACH JAY BY COACH JaY

[ evnt BEGINNER v ]

kov the runner whn has litte 10 no experioncs with racirg but
waould ik to compete 3 SK race. The Baginning program Wl 1ake
the munner through & phased! approach: establishing @ baseline,
bullding strength and transitioning 10 harcer workcuts which wid
relude an interval o Lreck werkoul, a ternpo or fartiek run, erd a
crger steady state run. The weak pragram will focus the first 7
weeks on continued mileage bulld up while beginnirg soma
ntarval work both on the track and the roads (fempos and frtiek)
n preparation for a SK cun

Seo training torminclogy »

| Stait Dete; O7/28/M 'J £l Dat= 1019710

Help customers train with coaches and sports stars for specific goals



Building community rituals

Nike Run Club - San Francisco
Al chalergers run 200m
USHAEAT (30U A5 - 012128352 AL

g 13 CHALLENGERS

DESCRIPTION »

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



Example 2: Value Creation in Hoteling
(Threatened incumbent’s perspective)

W tripadvisor
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MEASURE OF TRUST = REPUTATION

Sum of what individuals or a
community think of you



Digital Marketing “Value Loop”
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(CONSUMER, COMPETITOR, COLLABORATORS, COMPANY CONTEXT)




Online Content Monitoring through
Social Media Listening (SML)

TRUSTYOU"""

= Menu €« Reports £* Settings & Olivier Amoux
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Example 3: Value Creation in B2B
(Disruptor’s perspective)
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Digital Marketing “Value Loop”
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“PUSH”
ADVANTAGE 1

Digital Information about Flight through loT







Example 4: Value Creation in B2B
(Dlsruptor S perspectlve)







So what is
Agile Marketing
in the loT Age?



Rolls-Royce"
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“PUSH” /
- “PULL”

Digital Platforms / Data from 5 Cs

(CONSUMER, COMPETITOR, COLLABORATORS, COMPANY CONTEXT)




A focus on “Big Data” )
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Search is 10x-250x social media (US data)
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Search about 235X
bigger than Social
Media

Search about 20X
bigger than Social
Media

Search about 190X
bigger than Social
Media

Search about 175X

Search about 70X
bigger than Social
Media

EEPURINA
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Building Marketing Agility

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

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)

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?




Thanks!

| david.dubois@insead.edu

m http://fr.linkedin.com/pub/profdaviddubois

@d1dubois




