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center of excellence functions

CX + Loyalty, Data +
Insight Engagements

an adaptive, innovative
practice that inspires

radical customer
centricity.

agency



A [-lisonly asgood as
the outcomes it
evokes.

Unlocking critical mindsets, motives & needs of customers
is as much art as it is science. Our passionate and skillful
use of analytics and research help us home in on the need
states that matter most.

Divergent + Convergent methods inform our work and
ensure innovative ideas are brought to life in a functional
way. We're a SWAT team for problem solving, but also
identify new opportunities and unchartered territory.

Integration is our bread and butter. We're practitioners
who take pride in connecting subject matter experts to
bring feasible, impactful solutions to life. We take that
same approach with our clients as we set and negotiate

goals, build consensus across groups, and inspire teams
towards a shared vision.



[-] COE Objectives

Illuminate opportunities
for client success.

Through expert knowledge
of the customer, and
identification of emerging
trends and disruption in our
clients’ industries, expand
the problems our clients
are trying to solve for their
customers.

Enable clients’ innovation
and transformation.
Expand and enhance our
capabilities to design
effective solutions to our
client’s problems,
fostering a customer-first
innovation mindset and
build consensus across
their organizations.

Fuel customer centricity
in integrated delivery.
Inject and inspire
customer centricity into
the way we operate
across delivery teams
through critical
deliverables and work
methods.



when to call your strategist

[spoiler alert: early and often]

* You know there is a bigger problem to be solved than what the client is describing
* The client can't answer basic questions about their audience, what they care about, and how their brand is relevant
* You have no experience plans or consumer journeys for your account

* The internal team or clients are spiraling on multiple ways to tackle a problem - or see too many problems and
don't know which one is most important to address

* The client can't describe their goals in measurable ways that connect to broader business challenges
* You know you need more information before you can scope a project

« The client says they need “a plan”

* We need to deliver a point of view

« |t feels like we're lacking an overarching vision for where to take the client's program

« Program performance is declining, and you don’'t know why



capability domains

Unlock actionable truths that L Create solution frameworks that
illuminate opportunities for disruption, Research Channel incorporate multi-tier stakeholders,
innovation or optimization. | /i touchpoints and budgets,

Build unique, disruptive brand Develop multi-year roadmaps and guide
propositions that compel Brand s change management that transforms business

engagement and loyalty. - functions and CX.

|dentify critical gaps and opportunities CX + Integrated Plan communications and offers that help
and develop plans to improve CX, Digital Marketing drive acquisition and retention efforts.
knowing that customers want seamless, >trategy lNisele
valuable experiences with the brands
they engage with.



deliverables/artifacts

Stakeholder Interview Findings Competitive Analysis SWOT Persona Development and
Audience Definition

Need State Framework Current State Assessment

agency



deliverables/artifacts

Performance Optimization Roadmap
Content and Value Prop Recommendation

agency

Future State Journey Planning



-] COE toolkit

MINTEL

Juices, smoothies and shakes have
functional appeal

Smoothies, shakes and juices saw continued declines on menus
throughout the pandemic. This was likely, in part, due to how difficult
juices, smoothies and shakes are to deliver as many restaurants
switched to delivery and pick up only. The juices, smoothies and shakes
that remained on menus and gamered consumer interest were
particularly indulgent or particularly healthy and all were difficult to make
at home.

Functional and fresh ingredients are an opportunity for growth in all three
categories as consumers continue to look for ways to induige that seem
healthy.

This report highlights what is happening within juices, smoothies
and shakes as beverages, including trend observations, menu data
analysis, consumer insights and menu examples. It explores
ingredients, flavors, beverage types and more

Source: Mintel Menu Insights Q1 2017-Q1 2020

Juices, smoothies and shakes: Menu Insights dashboa

JUICE
4%

Menu incidence Q4
2017-Q4 2020 (# menu
mentions)

SMOOTHIES
9%

Menu incidence Q4 Menu incidence Q4
2017-Q4 2020 (# menu 2017-Q4 2020 (# menu
mentions) mentions)

Source: Mintel Menu Insights Q4 2017-20

resonate

Independenc 96)) Dependability

96) caring

102
Stimulation @ < Y
\ b §08) Humility
preasure ({16 ]
\ ;

109) conformity

&£
g
&
2z
I
a
o

pm—
5
nanory @ o
%
Traditior
Influence D e © {8
L
<
S
&

Energy Drink Consumers
BASELINE: Online Adult Population |  CONTAINS: Survey Data

DEMOGRAPHIC HIGHLIGHTS

)

|
(o]
~
&

i

% COMPOSITION for highest indexing

60% are Male

31% are 25-34 Years of Age

26% with Household
Income of $25-50k

2% with Less Than High
School Degree

35% are Single

51% have Children Under
A

MOTIVATIONS & LIFESTYLE HIGHLIGHTS

Top Personal Values

8Y INDEX

Life Full of Excitement,
Novelties, & Challenges

Being in Charge and
Directing People

Acquiring Wealth and
Influence

Top Hobbies

ON: | ADDRES!

JECTED ADULT POPULAT) B
231% | 51.4M 55.0M

Top Psychological Drivers >

B INDEX with minimum compositon: 10%

155
I 45
— 52

BY INDEX with minimum compositon: 15%

Attended Professional
nt

Status 2

Recognition From Peers I 137
Romantic Love I 133

oniine Acuit Popuiaion

Daily Routine >

BY INDEX with minimum compositon: 25%

Value Athletic

High

s m
62 s
Necessity 126
Watched roSports e 16,

(Online)

Physically Active Family IS 121
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-] COE toolkit

M miro
0 dscout

Create a board Hide templates X
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New board +Mind Map +Kanban Framework  + Quick Retrospective + Customer Touchp... + Brainwriting + Flowchart Show all templates

Use dscout to surface context-rich data that
reveals your users and resonates with your
stakeholders.

Capabilities:

* Diary: a robust, flexible tool for unmoderated
research and ethnographies

* Live: Live, remote 1:1s that allow you to see
what the user is doing live on their device

* Recruit: 100,000+ participants

* Express testing: Gather in-context feedback
on test-ready concepts. Gut-check a new
feature idea, capture reviews of a beta
release, or benchmark your solution against
a competitor’s.
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-] COE toolkit

INSIDER

INTELLIGENCE eMarketer

Mission: unlock digital opportunities with the
world’s most trusted forecasts, analysis, and
benchmarks.

They provide clients with the confidence to know
they are getting more than just a high-level
overview of what’s going on in their industry —
they’ll be equipped with vetted data, actionable
takeaways, and a clear view of the best
strategies for success.

Excellent for B2B audience insights, and
anything financial services, technology and
consumer goods-related.

Browse The Latest Research
from Insider Intelligence

Our research products help you operate your business in a digital world by
offering transparently sourced and vetted data from thousands of sources

distilled into charts, forecasts, and robust reports.

Daily News

Ecommerce shoppers are
moving to mobile

How brands can leverage QR
codes to connect with

customers

Reimagining Retail:
pandemic consequei
retailers and brands
in 2022

Will Google ever slow down, the
TV measurement wars, and CTV
viewability challenges

Coronavirus Impact: Where US Adults Expect to
Purchase Their Alcohol for the Remainder of 2020,
June 2020

% of respondents

Alcohol delivery apps

81.0%

From a big liquor store chain
59.8%

From a liquor store in my area
59.8%

Grocery delivery apps

I 2

Local restaurants

Directly from the producer

Big-box retail
12.0%

shipping service
9.0%
convenience store apps

B s.5%

subscription services
s 5

Note: ages 21+, represents activity from Drizly's platform, broader industry

metrics may vary
Source: Drizly, "Consumer Survey Report 2020," June 25, 2020
256807 www.eMarketer.com
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