





We also helped NGS build a Member Center ...
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“Jane Goodall is a
B Jane Goodall world-renowned pioneer of
A__@a' the study of chimpanzee
behavior and prolific author
London, | Kingdam of books and articles.

Ghiiats il Born April 3, 1934, in London,
Goodall has had a lifelong

fascination with animals that
began at an early age.
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... and launch a real-time member database —

a platform with APIs to support all NGS services.

Consumer calls support center...
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Late this spring NGS launched “Your Shot™—
the first NGS service to take advantage of the new member platform.

nmunity —— National Geo

yourshot.nationalgeographic.com
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The changes at NGS

exemplify several connected trends,
applicable to many other
organizations and industries.
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1 People want meaning.

“Millennials don't just want to buy your brand,
they want to be part of it.
They're looking for ways to participate.”
— Barkley EVP Jeff Fromm
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1 People want meaning.

“l envision a 21st century form of business
where the everyday consumer is helping shape the social contract ...
It's a business world that is moving from value-based transactions

to values-based partnerships.”
— Unilver CEO Paul Polman
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1 People want meaning.

Traditional Emerging

Consumer / user Member / participant

Buy stuff Make meaning

Passively receive goods Actively co-create experiences
Atomized transaction On-going relationships

Mass broadcast Personal conversations
Interruption-driven Engagement-focused

Seller knows more Information balance
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2 All organizations have stories to tell, and products tell customer stories.
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3 An organization’s values matter more than ever.
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receives tailored response from

Repeated interaction builds understanding, trust, and loyalty
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4 All organizations are social networks.

Social Network Services enable key activities
that build traffic, loyalty, and affinity.

— Defining ourselves (curating identity)
— Collecting and sharing digital artifacts Collectin order to remember
— Remember to re-live
— Re-live by sharing
— Share in order to connect
— Connectto be seen and appreciated
— Be seen in order to participate
— Participate to create new possibilities

— Communicating with friends and staying in touch
— Finding others with shared interests

— Following what others are thinking and doing

— Planning events (meeting in the physical world)
— Making common cause (organizing for change)
— Creating shared projects (for fun or profit)
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5 CRM is now core—you have to know your customer.

New products + services
built on the MMDB.

Business

Business
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Marketing DB

CRM

Mar-com
Mar-com
4@ Marketing
Member
\EYS Clillgle
Database

Existing model of CRM Emerging model of CRM
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6 Businesses create value by enabling others to create value.

provides goods

>
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Producer Consumer Producer Consumer Platform Provider
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receives payment

Traditional producers Platform providers
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Presentation posted at
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