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We also helped NGS build a Member Center …
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… and launch a real-time member database–
a platform with APIs to support all NGS services.

Member Input

ConsumerPhone Call

Support

Manual (Explicit)

Member Actions
Automatic (Implicit)

Personalized to user

Personalized to user

Links member interests
to content topics

Links member ‘states’
to appropriate offers

Member Data Personalization Engine

Member’s Own View Support View Marketing View ESPPublic View Offers

Content + Services

Consumer calls support center...

... response enhanced by operator access to member data.

- Identifying info
- Account info
- Preferences
- Interests
- History
- Social Info
- UGC  (Content)
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Late this spring NGS launched “Your Shot” –
the first NGS service to take advantage of the new member platform.
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The changes at NGS  
exemplify several connected trends,
applicable to many other  
organizations and industries.
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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

1
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People want meaning.

“ I 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

1
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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

1
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All organizations have stories to tell, and products tell customer stories.2

Merchant Customer Sampling Techniques

customer support call
survey
usability study
focus group
ethnographic study

-
-
-
-
-

Product

Merchant Customer Website Logs
+ Analytic Tools

Sampling Techniques

Website
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Every product has a story

With traditional products, merchants have limited knowledge of how customers use products.

With web-based services, merchants can have almost complete knowledge of customer behavior.

makes next version of

makes first version of

is used by may provide feedback through may suggest insights to

may suggest insights to

provide hard data for decisions

makes next version of

makes first version of

is used by actions recorded in

may provide feedback through

Merchant Customer Sampling Techniques

customer support call
survey
usability study
focus group
ethnographic study

-
-
-
-
-

Product

Merchant Customer Website Logs
+ Analytic Tools

Sampling Techniques

Website

5Dubberly Design Office  /  Version 1.0  /  May 14, 2013

Every product has a story

With traditional products, merchants have limited knowledge of how customers use products.

With web-based services, merchants can have almost complete knowledge of customer behavior.

makes next version of

makes first version of

is used by may provide feedback through may suggest insights to

may suggest insights to

provide hard data for decisions

makes next version of

makes first version of

is used by actions recorded in

may provide feedback throughWeb-based  
services

Traditional  
products



36Dubberly Design Office  ·  Engaging members to re-imagine National Geographic  ·  10 October 2013

An organization’s values matter more than ever.3

In small communities, where people
shop locally and don’t often move away,
you might know your baker, or barber, 
or doctor for years; and they might 
get to know you:
recognize you
remember
understand
trust
like
consider you a community member
personalize interactions with you

That’s what it means to be a “regular.”

Regulars may also know one another.

Merchants connect with regulars,
and regulars connect with each other,
because they belong to the same community
and share experiences and values.

-
-
-
-
-
-
-

* What you buy and where, 
how much and how often, 
has to do with personal values.

These decisions are affected 
by perceptions about 
the seller’s values.

Values
+ 

Goals

Customer 1 Craftsman

Values
+ 

Goals

recognized by

receives tailored response from

Values
+ 

Goals

Values
+ 

Goals

2

An organization’s values matter more than ever
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Repeated interaction builds understanding, trust, and loyalty
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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  Collect in order to remember
 – Remember to re-live
 – Re-live by sharing 
 – Share in order to connect
 – Connect to 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)

4
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CRM is now core– you have to know your customer.5

6Dubberly Design Office  /  Version 1.0  /  May 14, 2013

Existing Model of CRM

Traditionally CRM has been on the periphery
of a business: not the product itself,
but part of marketing the product, 
a specialty within mar-com,
often outsourced to third-parties, like Responsys,
with data-management handled by specialized
fourth-parties, like Epsilon.

Isolated services

Mar-com function

External or peripheral

Ad hoc development

Emerging Model of CRM

In the last few years, businesses have
begun to know their customers in “real-time.”
CRM has moved to the heart of business,
and member marketing databases have
become essential. However, CRM suppliers 
would like to maintain the old model as long
as possible, resulting in odd internal-
external hybrids.

Integrated whole

Core part of product offering

Central to the business

Defined plans; shared standards 
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Businesses create value by enabling others to create value.6

Traditional producers sell goods and services
and in return receive compensation.

Platform providers open spaces for others to 
create value—often by defining rules for 
connecting hardware and software. Third-party 

“add-ons” increase the popularity of the platform. 
Popular platforms attract “developers.”

Producer Consumer

provides goods

receives payment

$

Producer

“Apps” Platform

Consumer

$

Platform Provider

$
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Businesses create value by enabling others to create value

Traditional producers Platform providers
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