EXPERIENCES

2022

METARETAIL

Exploring how the most successful companies offer
compelling experiences for customers, resulting in a more
profitable bottom line. From now on, leading-edge
companies—whether they sell to consumers or
businesses—uwill find that the next competitive battleground
lies in staging experiences.
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With 18 years dedicated to innovation and
marketing, | have helped brands think and
operate outside their category by harnessing the
power of culture.

Having worked for some of the most recognizable
brands in the world, | facilitate their post-digital
transformation, allowing their product or service
to be part of daily conversations.

My work operates at the intersection of art,
entertainment and technology — directing
multidisciplinary teams who deliver distinctive
brand experiences which integrate and operate at
scale.
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Presenter
Presentation Notes
The entire history of economic progress can be recapitulated in the four-stage evolution of the birthday cake. 
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Presentation Notes
As a vestige of the agrarian economy, mothers made birthday cakes from scratch, mixing farm commodities (flour, sugar, butter, and eggs) that together cost mere dimes.
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Presenter
Presentation Notes
As the goods-based industrial economy advanced, moms paid a dollar or two to FMCG companies for premixed ingredients. Oh and you had the feeling that you where still doing something by adding the egg, sounds familiar?
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Presenter
Presentation Notes
Today, parents spend $200 or more to “outsource” the entire event to the Discovery Zone, the Mining Company, or some other business that stages a memorable event for the kids—and often throws in the cake for free. Welcome to the emerging experience economy.
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Presenter
Presentation Notes
ONLY THEN CAN YOU UNDERSTAND THAT EXPERIENCES ARE A DISTINCT ECONOMICAL OFFERING. NOT JUST A NEW TOOL IN YOUR MARKETING PALETTE
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STAGING EXPERIENCES MEANS THAT YOU

COMPETING FOR COMPETING FOR COMPETING FOR
THEIR TIME THEIR ATTENTION THEIR MONEY
TIME IS ATTENTION IS C’(\)AI(\I)S'\IUEIJ\EIZB
LIMITED SCARCE

LE


Presenter
Presentation Notes
WE ONLY HAVE 24H A DAY. IF IM SPENDING TIME WITH ANOTHER BUSINESS; GUESS WHO AM I’M NOT SPENDING TIME WITH? 
I’M NOT PAYING ATTENTION TO YOU.
GETTING PEOPLES ATTENTION IS HARD. TRADITIONAL ADVERTISING, SOCIAL MEDIA …WHAT HAPPENS WHEN I’M LISTENING TO SOMEONE ELSE?                                                                                                                                                  
I’M NOT PAYING ATTENTION TO YOU.
MONEY IS NOT UNLIMITED. IF I SPEND A $$$ WITH SOMEONE ELSE, WHAT AM I NOT DOING?                                          
I’M NOT SPENDING IT ON YOU. IT’S GONE.
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THE MARKETING
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In this new frontier of growth
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THE FOLLOWING 


IMAGINE A WORLD
WHERE YOU

WOULD CHARGE ALL YOUR
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FOR THE RIGHT TO INTERACT

WITH YOUR BRAND.




PURPOSE
FIRST

THE TEN LAWS OF EXPERIENCES




#1

Veuve Cliequot ove LOCCITANE TAGHeuer
’ dAa
NET-A-PORTER i
LACOSTE ‘ evian
POLO AMERICAN - ST Dunont
RAL I LAUREN EXPRESS V S S SION—



Presenter
Presentation Notes
At a glance these brands have nothing in common
Different business models
Different categories
Different pricing segments

What they do have is a very clear understanding of what their purpose is.
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Presentation Notes
In marketing… PURPOSE DRIVES
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Presenter
Presentation Notes
Microsoft, Samsung, and Google can’t clone this experience. 
Would you go to a Photo Walk at a Microsoft store? Do you trust a Google retail employee to teach you how to draw? Is there a group of passionate musicians dedicated to Samsung platforms?
Today at Apple is only possible through the combination of well-designed retail spaces and a vibrant creative community.

https://www.cultofmac.com/201031/apple-stores-make-twice-as-much-revenue-per-square-foot-than-any-other-store-in-the-u-s/

http://cultofmac.com
http://9to5mac.com
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Presentation Notes
Microsoft, Samsung, and Google can’t clone this experience. 
Would you go to a Photo Walk at a Microsoft store? Do you trust a Google retail employee to teach you how to draw? Is there a group of passionate musicians dedicated to Samsung platforms?
Today at Apple is only possible through the combination of well-designed retail spaces and a vibrant creative community.

https://www.cultofmac.com/201031/apple-stores-make-twice-as-much-revenue-per-square-foot-than-any-other-store-in-the-u-s/

http://cultofmac.com
http://9to5mac.com
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Presentation Notes
TODAY AT APPLE IS SO MUCH MORE THAN AN ACTIVITY.
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Presentation Notes
VALUE OF PARTNERSHIPS EXPLAIN , it’s about new audience where you where not strong in yet and broading it up. Brand intrestic sharing. You help to evolve your brand with the new values of different companies













Presenter
Presentation Notes
Puma an active street-wear and lifestyle brand went after what is arguably the laziest segment in the world: The gamer. 
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SHARES OF PUMA ARE UP 30% OVER THE
PAST YEAR, COMPARED WITH 7% FOR
ADIDAS AND 8% FOR NIKE,

DUE TO STRATEGIC PARTNERSHIPS
GARNERING BRAND LOVE AND LOYALTY.

SOURCE:


Presenter
Presentation Notes
SOURCE: The Forbes Fab 40: Puma Debuts on 2019 List Of The World’s Most Valuable Sports Brands, 2019

http://forbes.com
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Presenter
Presentation Notes
An amazing example is Louis Vuitton, a brand we all know and with a rich history. This brand is reinventing itself over and over again with a clear strategy, ALL IN, it’s off course a bit more complex then I state it here. But look at their latest annoucement. 


Tha announce ment of the hata! comes fter 3 sarles of haspitality 3nd experiential spaces projects fram the beand. L

TRAVEL

The First Louis Vuitton Hotel Is Coming to
Paris—And the Views Will Be Stunning

e plans to debut the

fashion powerha

spitality project within five years

By Katherine McLaughiin

A Louis Vuitton hotel just makes sense, For some time now, the company, known for
crafting iiber-luxurious goods with impeccable design, has been slowly extending its

stotied brand from physical products to physical spaces. In early November, the company

by Gsnpilis.com

announced plans for LV Dream, a one-year and pop-up-like experiential space, which
would include an exhibition highlighting various collaborations with artists, a café, a gift
shop, and a chocolate shop. Even before LV Dream, the iconic brand had already begun
dabbling in the hospitality world with pop-up restaurants in Seoul, South Korea, and
Saint-Tropez, France., So r

the next level, a hotel was a perfect fit

turally, when Louis Vuitton wanted to take these endeavors to

WATCH






Presenter
Presentation Notes
Louis the game, excist of 10 different key cities for Louis Vuitton Paris, London, Munich, … In there you play with the brand equity of LV, by playing the game you learn about the brand history and when you finish the 4 levels (each level is roughly 30 min of play time) so that means after 2 hours you can enter the Raffle for the Louis Vuiton NFT. So by doing this you create a whole new generation of brand ambassadors, the hard to get GEN Z.  The young, tech-savvy people So use the tools that exist and don’t limit yourself to your brick and mortor. People are waiting in the airport. Engage with them, let them experience your brand. 
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Presentation Notes
The case you all know and experiences, it looks not well thought off. 
One of the most complex consumer journey in any category. 
38 Touchpoints.  40 years of tried and tested methods. 
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Presenter
Presentation Notes
But I give this case as a self promotion off course ;) but I wanna talk about culture because Starbucks as a brand has integrated culture as best as possible and in digital Culture is so important. It’s not because you’re an innovative company that you will succeed in the Metaverse.
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CULTURE EATS

STRATEGY
FOR BREAKFAST

OOOOOOOOOOOOOOOOOOOO
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Presenter
Presentation Notes
You have to understand your , you can tell your an innovative brand but you have to investigate the culture of the Metaverse, you have to understand the culture of the young generation. If you mimic the current company culture inside the metaverse you will fail. Not taken the time to get to know the Metaverse distinct digital culture will make you fail. Overlooking the gaming communicty,brands like Balenciage and Louis Vuitton have launched succesfull metaverse experiences that incorparate a gaming element or partner with games like fortnite. 




Presenter
Presentation Notes
With Starbucks entering the web3 technology we have a mass FMCG brand that is experimenting with the Metaverse. They are giving their customers the opportunity to earn and purchase digital collectible assets that will unlock access to new benefits and immersive coffee experiences. This is gonna be build on their own custom platform as we always do for our clients as well. Because something you can’t forget. With the excisiting decentralized platforms, you don’t own any data. So you have no clue how much it’s being used or if it’s even been used. They are connecting the whole experience to their reward programm. What’s a major added value for the customers that can become real brand ambassadors.




Presenter
Presentation Notes
Ask yourself Is your company dead by tomorrow if you don’t connect with GEN Z, yes… So what are you waiting for, Experiment! Test new tech, Learn from it, see what’s failing, see what’s gaining traction and don’t stop testing and measuring. But do it properly. Don’t copy real world inefficiency into the digital world for no reason, it’s not progress, it’s more a bug. So work with the right partner, dive into the search for the right message, look for the right cultural approach




Presenter
Presentation Notes
Who in the room wants to be on the forefront of technology with their brand, rats your hands? 10 years ago it was all about omnichannel and how retail couldn’t miss the boat. Connecting all different channels in a proper marketing strategy. Now the same consultants are shooting about the Metaverse and how you as a brand can’t miss out. Well my personal opinion is, don’t stress. It’s only the beginning. But start tapping your toes in the water, start experimenting with small things but don’t forget, it has to start from a brand experience, sale will follow.  
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Presenter
Presentation Notes
Just as goods and services result from research, design, and development, experiences derive from a process of exploration, scripting, and staging.
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® Cocktail
* Fabulous booth
* Chocolade deserts

* Discovery Room
* Brand ambassadors

EDUCATIONA

PASSIVE

ENVOLVMENT
(éu - ACTIVE

Sl ENVOLVMENT

* Sensorial Immersion Room
* Immersive virtual reality
®* Scent machine

® Cacao trace Design
* Staff & Personnel

IMMERSION
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Presentation Notes
I give you the example for Puratos, a leading chocolate B2B brand who launched their suistanable Cacao trace programm. Where you could see where the cacao comes from and how suistanaible they are approaching it. We brought the audience to the plantations. Creating brand experience, creating engagement. 




Presenter
Presentation Notes
Since there are a lot of travel people here as well I don’t want you to miss out on our case for KLM from a couple of years ago. To promote Holland in Asia we custom designed these binoclars you see on big buildings and showing the people the beauty of Holland, triggering them through an experience to visit Holland. 
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IF YOU CANT MEASURE IT,
DON'T DO IT.
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THE GREATEST STORY COMMANDMENT

MAKE ME CARE.

PLEASE, EMOTIONALLY, INTELLECTUALLY, A

JUST MAKE ME CAR

BUREAU BEATRICE



Presenter
Presentation Notes
You have to create emotions, we’re talking about experiences, experiences should generate emotions. If you don’t it’s not well crafted or not well thought of and it’s not money well spent. 
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Presenter
Presentation Notes
When it’s all said and done, I hope you realized that the experience economy is perhaps just a fancy title for
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PURPOSE FIRST
BELIEVE IN THE X
GOALLIN

GO BEYOND
ENGAGE THE SENSES
MAKE COOL MATTER
TELL ASTORY


Presenter
Presentation Notes
When you recap the presentation. The main message is there are so many things you can do on all different digital channels  and those who really wanna be on the fore front find your voice in the Metaverse. 


THING



IN THIS SPACE, LET US NOT FORGET

THAT ALL MARKETING IS UNWANTED.

SO IF WE ARE TO CRASH THE PARTY ANYHOW,
LET US AT LEAST BRING WITH US CHAMPAGNE.

-YOU
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