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(NCCN, National Comprehensive Cancer Network)
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http://video.naver.com/2009011803321205718

Average levels of consumers’ trust in advertising: a 47 country comparison

Filipinos are the world’ most trusting, Danes the most sceptical, Latin Americans and Asians more likely to believe
advertising than Europeans
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Base: All respondents

Nielsen, [ Trust in Advertising , a global Nielsen consumer report , October 2007]




In general, consumers trust other consumers!

phone Ads aren't to be trusted

Recommendations from consumers
Mewspapers

Consumer options posted online
Brand websites

Email | signed up for

Brand sponsorships

Ads before movies

Search engine ads

Online banner ads

Text ads on mobile phones

Base: All respondents

Traditional Media fare reasonably well, but online and mobile

Are South Koreans the world's most avid bloggers?

Consumer opinions posted online —
Top 10 Trust completely/somewhat
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Nielsen, [ Trust in Advertising, a global Nielsen consumer report , October 2007]




Consumer Evolution

P33,




Characteristics of the New 3D Consumer

Personalization

Consumers expect brands to cater to their
lifestyle and want products to be personal
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http://nikeid.nike.com/nikeid/index.jhtml;nisessionid=AAKJMIR3W4MHSCQFTBECF3Y?_requestid=6041194

Characteristics of the New 3D Consumer

Culture of Sharing

Consumers want to belong, share and be heard
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Characteristics of the New 3D Consumer

Self Improvement

Increased self awareness and desire for self improvement

nips tuck

/ a disturbingly perfect drama



http://www.youtube.com/watch?v=vBhT26NsiDc
http://www.youtube.com/watch?v=vBhT26NsiDc

Characteristics of the New 3D Consumer

Co-creation

Consumers are helping shape brands and
products and how they communicate
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Public Life-style

Media Media

'One-Source Multi-Use' 'Multi-Source Personalized-Use'

Media: ZHEI=X, &, A S, &0




“ The Baby Monitor Principle “

Wolfgang Luenenbureger

Steve Rubel, SVP, Director of insights Edelman Digital, ‘Five Digital Trends to Watch for 2009,
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Call Center vs Social Media

Customer
Relations

Public
Relations




Readers

Steve Rubel, SVP, Director of insights Edelman Digital, ‘Five Digital Trends to Watch for 2009/,



Rest of world

Self awareness

no value
match

Segment Size=N
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Stages of Engagement in Customer Relationships

Customers are having conversations about companies, with or
without the company’s involvement with those discussions.

‘Customer Service: The Art of Listening and Engagement Through social Media*, Brian Solis of PR 2.0



Key of Customer Relationship

Conversation

‘Customer Service: The Art of Listening and Engagement Through social Media*, Brian Solis of PR 2.0



The Role of Marketing

Marketing’s role in an organization is changing. It is no
longer enough to push a product or service at a customer,
thinking it will meet that customer’s need because they fit

into a certain demographic.

Most importantly, make sure that you integrate customer
success stories into your PR and marketing initiatives.

‘Customer Service: The Art of Listening and Engagement Through social Media*, Brian Solis of PR 2.0



Experts Needed

Marketers can no longer solely rely on their previous
methods to understand customer needs. For
example, focus groups will give us an idea of

customer direction or a general understanding of
behaviors, but we may not really understand what
each customer segment needs without asking them.

‘Customer Service: The Art of Listening and Engagement Through social Media*, Brian Solis of PR 2.0



It’s your move...
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Marketing & PR

Traditional mass media advertising Corporate advertising
rpor vertisi

Advertising
Marketing Public Relations
communications PP N

Investor Relations,
Community Relations,
Employee
Communications,
Public Affairs, Media
Relations, Crisis
communications

Distribution, Logistics,
Location analysis, Pricing. Product publicity, Brochures,

Marketing Part of media relations,

Sponsorship
Sales force and marketing channel communications, trade

shows, packaging, sales promotion

SN ==

(Jmaes.G.Hutton, 'Integrated marketing communication and the Evolution of marketing Thought’)




Public Engagement Model

Sphere of Cross - Influence in World of Expression

Media
online
and offline ST e
Employees NGOs
Government Investors
Influencers Retailers



Corporate Media : Media 2.0 : Conversation Media

“ All media is social and All social is media “

popularity

3

Paid or Earned

Sponsored content

Video contests with third parties
Pilot Programs
Research Influencer Search mktg
/ Roundtable

community Cafe Podcasts  Social nets
Corp. Blog Corp Contents  pyjcasts Ideastorms
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Changes...in Here?

We need to be able to deliver on
dialogue and conversation,
Co-creation and personalization,
social networking and original
content....can we?
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Starbucks
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SHARE

STAXUCKS IDEA  Bigtss.

About This Site

Share Your Idea View All Ideas Ideas In Action

Welcome, Guest
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see
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share vote discuss
Post yvour Starbucks Check out other Talk about ideas with This is the proof. See
Idea—from ways we people’s ideas and other custamers and wehich of yvour ideas
could improve to wote on the ones you our starbucks ldea weere the most
like best. The Fartners and help popular and watch as
rmake them even wie take action.

things we've never
even thought of. community votes. The
community decides, better.
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718 HASELIAHO[M 2.0 Roadmap

Customer Manager

Product Manager « Controlled Collaboration

« Open Collaboration
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(Company Stories => Narrative )



Change managemen
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