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Youtube.com/Pewdiepie

YouTube guy.

" Felix Kjellberg
>/ @Russ_Money Oh damn, Im dumb. Ok.
Bye now. ;_;
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BUSINESS MODELS DISSAPEAR

GET EATEN BY SHARKS













ROBERT CAILLIAU

In 1993, in collaboration with the Fraunhofer Gesellschaft Cailliau
started the European Commission's first web-based project for
information dissemination in Europe (WISE). As a result of his work
with CERN's Legal Service, CERN released the web technology into
the public domain on 30 April 1993,

In December 1993 Cailliau called for the first International WWW
Conference which was held at CERN in May 1994.[6)(10]{11] The
oversubscribed conference brought together 380 web pioneers and
was a milestone in the development of the web. The conference led
to the forming of the International World Wide Web Conferences
Steering Committee which has organized an annual conference
since then. Cailliau was a member of the Committee from 1994 until
2002.

In 1994 Cailliau started the *Web for Schools" project with the
European Commission, introducing the web as a resource for
education. After helping to transfer the web development from
CERN to the World Wide Web Consortium (W3C), he devoted his
time to public communication, He went on early retirement from
CERN in January 2007.
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Good Not Good Enough

3

BROKEN YOU DON'T EVEN POOR IMPERSONAL
CONVERSATION KNOW ME EXPERIENCES & IRRELEVANT

92%

ABANDON FEEL SWITCH POOR

PURCHASING NEGATIVE PROVIDER PERCEPTION

when treated with
a one-size-fits-all
approach

when asked to provide
information multiple
times

after two separate
interactions

after three negative
experiences

Source: Engagement 3.0 US research report, Thunderhead.com, March 2014



The Engagement Opportunity

83% ¥ 89%

LIKE TIMELY FEEL LIKE

OFFERS POSITIVE BUSINESSES

when communicated when their information that remember
by a business IS put to good use previous interactions

Source: Engagement 3.0; A new Framework for Customer
Engagement, March 2014, (research conducted by populus)



CUSTOMER EXPECTATIONS

KNOW ME

ONE CONVERSATION
-l
UNDERSTAND

‘ 'l MY JOURNEY
FOCUS ON VALUE

BE RELEVANT



How businesses are approaching this
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Extreme
customer
centricity

Selling

Technology without

as a selling
facilitator













The new customer relationship

Product Leadership
+ Technologische innovatie

- el ontwikkelng tme-to-market s i The digital The human
relationship adds relationship adds

Product

Leadership
best product

Operational Operational Customer Emotional

Excellence
best performance

Operational Excellence

» Hoge Betrouwbaarheid

« Beperk! assortiment

* Lage kosten (Total cost of ownership)

Excellence intimacy connections

Automation + data Empathy + Creativity + Passion

WHEN DIGITAL BECOMES HUMAN

www.stevervanbelleghemcom | i @stevenVBe
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The Progression of Value

Differentiated #

Competitive
Position

Is Your Organization Selling Experiences, Or Is
It Still Thinking in Terms of Products?

Undifferentiated /‘

Market

>
Premium The experience economy

) —

' 4

Commodity Goods Experience
1¢ to 2¢ a cup 5¢ to 25¢ a cup $2to $5a cup

Gartner













SERV\CE

TAOUTSTANDING
TlExcellent
Tvery Good
)\ Average
) Below Rverage



















Zappos Family Core Values

S we grow as a company, it has become more and more important to
explicitly define the core values from which we develop our culture,
our brand, and our business strategies. These are the ten core values

) =3
]

that we live by:

1. Deliver WOW Through Service

4. Be Adventurous, Creative, and Open-Minded

S. Pursue Growth and Learning

6. Builld Open and Honest Relationships With Communication
7. Build a Positive Team and Family Spirit

8. Do More With Less

9. Be Passionate and Determined

10. Be Humble

DELIVERING
Happiness
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