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Economy in transformation ïdigital economy

Every aspect of business is being transformed by digital technologies; the very

products and services companies sell to how they create, store, 

market and distribute them.

C ïLevels attempt to balance innovation and cost reduction to achieve 
profitable growth whilst the economy is shifting beneath their feet
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ÅThe Industry is faced with the tough challenges of the present economic 
climate, competing on price and new channels such as the web and mobile

ÅConsumers lack of trust ïour financial crisis, pensions

ÅConsumers lack of knowledge ïthe need to educate (pension)

ÅUnderstanding how, where to engage with consumers especially the digital 
consumer

ÅHow to influence consumers

ÅLack of BI both historical and real - time data to inform decision making

ÅConsumers increasing influence over your brand

ÅDramatically changing consumer behaviour

ÅConsumer recommendations good and bad ( **90% trust friend recommendations)

ÅWeb

ÅMobile product search, purchases

Å Location sensitive promotions and recommendations

Some of the challenges

** Nielsen : 90% friends, 70% consumer posted recommendation 

(25K consumers 50 countries Apr 2009)
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Cross channel engagement ( consistent)

Å Social media

ÅMobile

ÅOnline ( brand sites)

Å Expert commentary

Å TV Radio

Å Instore /in person

ÅLeveraging social media to engage with consumers

ÅExisting and your own community - two way communication and C2C

ÅCRM

ÅProduct and service development

ÅBrand

ÅEducation programme (impartial)

ÅTo work towards restoring trust

ÅTo educate upon the importance of  personal wealth management

ÅTo educate consumers upon legislative changes

ÅThen...... leverage  - profiling and BI for product promotions
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What can help with these challenges

Footer appears here
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ñDecades of economic growth have 
raised societiesô expectations about 
living standards and, in todayôs climate, 
individuals must organise their own 
financial security. Personal planning and 
investment has become the main routeò

Å Source: Professor Mariana Mazzucato , co -author of 
Personal investment, professor of economics at The 
Open University.and Economics Director of the ESRC 
Centre for Social and Economic Research on 
Innovation in Genomics (INNOGEN).. 
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Most consumers donôt get this........

So many choices!
Itðs so complicated!



Who is the Digital Consumer

And their differing behaviour
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The need to engage with consumers  as they have control of brand:

Åthe most engaged brands on social media experienced revenue growth in 
2009 of 18%, whilst the least engaged brands experienced losses of 
negative 6% over the same period. 
source: BusinessWeek top 100 brands

The need to deliver a fully integrated strategy across all channels driving 
revenues and reducing costs.

The Fiskar community has significantly reduced Fiskars ô advertising 
expenses, generates 13 new product ideas a month, and increased sales 
300% ð all for a 360 year - old brand. http://www.fiskateers.com/

Drivers

http://www.fiskateers.com/
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Drivers technology - Web 2.0 and Web 3.0

Web 2.0 describes almost any site, service or technology 

that promotes sharing, collaboration and customization.  It 

includes social networking, blogs, wikis, tags, RSS feeds 

and content rating. The newly-introduced ability to 

contribute content and interact with other web users has 

dramatically changed the landscape of the web in a short 

time. Sites like Wikipedia, Facebook, YouTube and 

MySpace, are almost entirely comprised of user 

submissions. 

Web 3.0. - the Semantic Web, where machines 

can read, understand and process web pages; 

web content can be expressed not only in natural 

language, but also in a form that can be 

understood, interpreted and used by software 

agents, thus permitting them to find, share and 

integrate information more easily and 

automatically

This is an example of web 3.0 search 

string:

ñIôm looking for a warm place to holiday, with 

my 11year old son and I have a budget of 

£3,000. 
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Views Toward Boomers Gen Xers Gen Y 
(Millennial)

Gen Z
1-20
THEN
Gen A 
2010 onwards

Education Freedom of 
expression

Pragmatic Structure of 
accountability

Still being defined

Evaluation Once a year with 
documentation

ñSorry, but how 
am I doing?ò

Feedback 
whenever I want 
it

Still being defined

Political 
Orientation

Attack oppression Apathetic, 
individual

Crave community Still being defined

The big question What does it 
mean?

Does it work? How do we build 
it?

Still being defined

A key driver - generationsééé.
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Engaged 
(21%)

Pragmatists 
(30%)

Economisers 
(8%)

Hesitants 
(31%)

Resistors 
(10%)

The youngest 
segment; 58% are 
under 35

59% are aged 
between 35 and 
64

The second -
youngest 
segment; 52% are 
under 35

The second - oldest 
segment; 53% are 
35 - 64, and 29% 
are 65 or over

The oldest 
segment; 71% are 
65 or over

57% are male 57% are female 51% are male 54% are female 54% are female

66% are ABC1 69% are ABC1 60% are C2DE 57% are C2DE 67% are C2DE

73% are working 
full - or part - time 

70% are working 
full - or part - time 

54% are not 
working 

55% are not 
working 

84% are not 
working 

Drivers consumer behaviour (UK)

óUsefulô óUsabilityôóSmartphoneô óValueô
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Digital consumer  - itôs personal..... 

Personal Media - Band communication through different channels

Email

Mobile SMS/MMS

Instant 
Messenger

Social Networking Sites

Internet
Forums /

Blogs

MoSoSo

Online Photo Sharing Sites

Television

In Store Advertising

Newspapers & 
Magazines

Outdoor
Radio Advertising

"It feels very impersonal" "It feels very personal"
Direct Mail

Internet Dashboards

Online Newspapers/ 
Magazines

In Home Games

Mobile 
Internet

Mobile Apps / Games

Video sharing 
sites

Social reference sites

Business Networking sites

Social Bookmarking 
sites

Online Games

"I pay very little notice "

"I pay a lot of notice "


