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Abhishek Rathi
in

Roles:

International Head of Wellness & Digital
Worksites, Chubb

GenAl Advisor, The Digital Insurer
Board member, HBR Advisory council, Mentor &

Speaker

' Customer Experiences/
Insurance experience (5 MNCs) Initiatives

Driving Digital Transformation AR B SRR R

Productivity solutions
Total Experience

Multi-country Digital D2C Initiatives (India,

Transformation across Asia,
LATAM, EMEA

Vietnam, China, Indonesia,

Brazil)

3
° No. of years “ Number of Initiatives/ Applications Confidential report by Abhishek Rathi
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= |nsurance industry’s
journey so far

= Value Streams

= Customer & Agent
Journey

= Technology & Digital
foundation for an
Insurer

Digital

Transformation

Customer

Immersion

Digital

Transformation

@ Mo

Content
Context

Customer

Data
strategy

s

y

Empathy Map

Jobs To Be Done
Willingness to Pay &
Willingness to Sell
Design Thinking
Agile framework
Exercise: JTBD

Learnings from Banking
C2: Power of Context
Data Strategy &
Architecture

Data Management
Data Security
challenges

C3: Power of Content

\

N N
Digital Digital
Transformation Transformation
A BODY W souL
vﬁm Culture
Convenience v
W &Cg:'::‘:l
Customise Collaboration
& Co-opetition
Engagement & Culture &
Embedded Ins. Innovation
Y,

&

@

C4: Power of Connect
Engagement Pillars

C5: Power of Customize
Cé: Power of Compare
C7: Power of
Convenience

Embedded Insurance
Hybrid Digital Agency

C8: Power of Culture
Types of Innovation
C9: Power of Co-
opetition &
Collaboration

C10: Power of Consent
& Control

Exercise: Innovation
challenge

N
Al & GenAl
ol
\
L
GenAl
Use cases
y
Al overview

GenAl overview

GenAl Market potential
Future is Augmented
Intelligence

Emerging use cases
Future Trends

Exercise: Skate where the
money is (Monetization)
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Digital

L foundation

Sources: Proprietary research

1 Understand changing consumer preferences and need for all industries to adapt

2 Understand Insurance industry’s evolution, from its traditional roots to the current digital era

3 Identify & analyze Sales & Recruitment Value Streams in Insurance

Understand Customer & Agent to identify differentiation opportunities leveraging Experience,

Capabilities and Data/ Al

Key technology & digital capabilities required to build a successful and agile insurance organization in

the digital age

Confidential report by Abhishek Rathi



Customer’s digital adoption has accelerated in the wake of YR
the global pandemic

TNSURANCE MANAGERS

of customers say a

seamless
(y omnichannel
0 experience is a
“High priority”

#Omnichannel

of customers are
more likely to make

a purchase when
(y they receive
0 messages from two

channels vs one
channel

#Know your customer

gMrces: Salesforce, Emplifi, Zendesk, TCS




i . 05 AYRY
This has brought about changes in customer preferences i

of customers with net

worth over S1M prefer
0 either digital or hybrid
O engagement (advisor &

digital platform)

#Hybrid Engagement

of customers expect
(y personalization while
0 making purchases

#Hyper-Personalization
bhishek Rathi 8




Insurance Industry: Transformation journey so far s

Digitization

Digitalization

Insurance is here!

Differentiatio Disruption

Banking is here!

Sources: Proprietary research

Confidential report by Abhishek Rathi



75“ AYBY
Va lue streams Epsbemmaions

Operational Value Streams

—  Contains the steps and the people who
deliver end-user value using the business
solutions created by the development value
streams

Development Value Streams

Contains the steps and the people
who develop the business solutions

@ it tiie used by operational value streams
5

80 US (Atania and Redmond)
230 India (Bangalore and Dalhi)

¥

Sources: SAFe Agile framework

150 US {Chicago)

) -

30 Estonia

off

© Scaled Agile, Inc.

Confidential report by Abhishek Rathi 10



# Opportunity to 7)-*{/

Business Value Stream: Sales | osendardize i

< Digital opportunity

Awareness Consideration
. Submit
. Build trust . . . .. .
Find customers . Explain solution Application & Service Build loyalty
(Story telling) lssuance
* Natural market « Introduce self + Recommend « Fill application + Collect renewal Maintain
+ Cold call « Introduce solution form premiums relatlonshlp/
* Referrals company + Explain benefits ¢ Submit documents « Answer queries engagement
* Existing customers « Establish + Show benefit « Conduct Medicals « Assist in service * Up-sell / Cross-sell
» Purchase leads importance of illustration (if any) requests, claims, » Secure referrals
 Intermittent Insurance + Objections « Collect payment etc.
company leads « Conduct financial handling - Underwriting &
need analysis « Seek customer decision
(Customer needs) commitment

* Policy issuance

Sources: Proprietary research
. Y Confidential report by Abhishek Rathi




unctional Al/ Data ffﬁ[ AYH\

F SEAN SCHOOL FOR YOUNG
.y . TNSURANCE MANAGERS
Capability (SW) Science

Customer Journey Q) e

Customer Acquisition | Recommendation | Servicing &
FNA | Nurturing Purchase Experience Engagement

Omni-channel Awareness &

Lead Scoring, Channel Probability, @ .
—
-_—

Affordability/Premium Prediction Companion / Customer App

Consideration journey

53 : Product Recommendation Engine = :
' Customer Cohort analysis T e e @ = eClaims
= & : o Agent Recommendation & —
- ' Campaign Management Matching = Referral Management
— . . w== Co-browsing, Smart Telephony, w== Engagement & Gamification
— Data Integration with Partners — Video call — (Wellness, Learn, Earn & Burn)
—— = Digital Sales Workbench
— — %R
= Sales CRM — et eiele) el ' Net Promoter Score (NPS)
Quick Need analysis & Quote E Purchase (lllustration, eApp, Retention/ Persistency,
(Simple products) W= eDoc, eSign, eKYC, ePayment) Cross-sell, Fraud prediction
= T : . ~— o —
= ’ FNA/ Holistic Financial Planning == Auto underwriting = Customer 360
= . 2o\ Speech recognition, Customer LifeTime Value
= ’ e WAL (b Bel) ' Optimal Call Routing prediction 12



# Opportunity to 7)-*{/

Business Value Stream: Recruitment standardize AR

7

< Digital opportunity

Awareness Consideration Certification

Define Agent Shortlist Provide Certification &
Attract . . . Paperwork &
Value . interested training & On-board
ore candidates . exam
proposition candidates support agent
» Create Agent * Advertisement * Fulfill regulatory * Regulatory training * Submit application + Certification &
profile . Recruitment requirement (Classroom / «  Submit documents License
* Align profile with seminars + Initial eligibility grid eLearning) « Pay exam fees + Assigning
GBM customer + Referral + Interview * Manager (Self / Company managers
segment campaigns « P200 list engagement funded) « Joint field visits
* Value proposition + Appear for * Role plays
incl. Comp! examination . On_boarding
Products/ trainin
Solutions, Digital 9
tools, work

spaces, etc..)

Confidential report by Abhishek Rathi

Sources: Proprietary research



ol Smwmoee

Agent Journey

Agent Value Proposition

Agent Cohort analysis

Digital Recruitment journey

Recruitment CRM

Virtual Recruitment Seminar,
Personalized Engagement

Intelligent Screening &
Skills Assessment

Exam, Certification & Licensing

Mentor & Supervisor Matching

wo e wmone o

@ Agent
Experience

Learning Management System
Digital Coach

Sales Activity Management

Co-browsing, Smart Telephony,
Video call

Digital Sales Workbench
(Agent guided sales)

Performance Management
Gamified Engagement

Real time earnings & simulator

L

s ol B0 B

(

©

e
Functional Al/ Data 7): AYH\

Capability (SW)

EAN SCHOOT, FOR YOUNG
TNSURANCE MANAGERS

Science

Find | Assess | Hire Onboard | Enable | Empower m

Agency Management System
(Agent Lifecycle)

Curated Personalized Learning

Assisted Customer Servicing

Dynamic Compensation Engine

Agent Referral Management

Total Wellness
(Incl. Holistic Financial Planning)

Compliance & Fraud Mgmt

Proactive Customer Engagement
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©

124

Digital

Transformation

Customer

Immersion

Empathy Map

Jobs To Be Done
Willingness to Pay &
Willingness to Sell
Design Thinking
Agile framework
Exercise: JTBD



Learning Outcomes

Digital

Transformation

Customer

Immersion

Sources: Proprietary research

th

SEAN SCHOOT, FOR YOUNG

Create and utilize Empathy maps to gain a deeper understanding of customer needs, thoughts, and
feelings, driving customer-centric solutions

Understand the Jobs to be Done framework, enabling you to identify and address the underlying
customer motivations behind insurance product/service choices

Understand the concepts of willingness to pay and willingness to sell, empowering you to optimize
pricing strategies and create value for both customers and the company

Learn the Design Thinking process, enabling you to approach problem-solving with a human-centered,
iterative approach to foster innovation

Understand Agile framework, allowing you to adapt to change, deliver value incrementally, and
improve collaboration in a fast-paced digital environment

Confidential report by Abhishek Rathi 16



10C’s of Digital Transformation

Sources: Proprietary research

Confidential report by Abhishek Rathi 17



10C’s of Digital Transformation ki

Sources: Proprietary research

Confidential report by Abhishek Rathi 18



10C’s of Digital Transformation Bt

G  MIND A | BODY W soul

L)

Content

v

Context

v

Customer

Sources: Proprietary research

Confidential report by Abhishek Rathi 19
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Understanding Customer: Empathy Map

7

th

SCHOOT, FOR YOUNG
TNSURANCE MANAGERS

Sources: LUMA design thinking

Hear?

Think & Feel?

Say & Do?

See?

Pain

Gain

Contidential report by Abhishek Rathi

21



Content 7 th

JObS TO Be Done PerImld \:..’/ RO

PURPOSE
BRAND

Creating a brand that
customers immediately think of
while hiring for a given job

INTEGRATION JTBD: Clayton Christenson

What & how to integrate in order to provide these
experiences while purchasing and using the product

EXPERIENCES

Experiences while purchasing and using the product to get the
Job done perfectly

JOB TO BE DONE

What Jobs customers need to do or what problems they are trying to solve

Sources: Harvard Business Review

Confidential report by Abhishek Rathi 22



Jobs To Be Done: Examples £ i

High end option: Apple MacBook Pro

Functional JBTD: Helps me complete my work with Reliable performance and is Fast & Easy to operate
Social JBTD: Help me improve my image socially

Emotional JBTD: Help me enhance my Pride

Low end option: Assembled laptop

Functional JBTD: Helps me complete my work with predictable performance and is economical
Social JBTD: Help me connect with my friends & family

Emotional JBTD: Help me with a mobile office (v/s desktop computer)

Life Insurance:

Emotional JTBD: Help me protect my financial dreams; Help me fulfill my responsibility as a parent, spouse,
son/daughter, etc..

Functional JTBD: Help me protect against the unforeseen situation of my death, critical illness or medical
emergency by providing financial relief

Social JTBD: Help me live a carefree life

Confidential report by Abhishek Rathi 23
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ASEAN SCHOOL FOR YOUNG
TNSURANCE MANAGERS

Willingness to Pay & Willingness to Sell

Willingness-to-pay

Customer delight

Firm margin

Employee satisfaction

Willingness-to-sell

Harvard Business Review
Confidential report by Abhishek Rathi 24

Sources: Harvard Business Review



Design Thinking Framework i bk

TRIGGER

Articulate the \\
problem or

‘design

challenge’

Discover

insight into the problem

Sources: Luma Design Thinking

Ask

Look

the area to focus on

DESIGN
BRIEF

Define the point-
of-view, a clear
opportunity to
generate ideas

Develop

Confidential report by Abhishek Rathi

potential solutions

Learn
Prototype
Measure

PROVEN
CONCEPT

Trial and error
with users to
refine solutions

Deliver

solutions that work




b 75 -

Design Innovation Process £ bl

TECHNO-
LOGY BUSINESS
Feasibility Viability
Design
Innovation

HUMAN VALUES
Usability, Desirability

Confidential report by Abhishek Rathi 26
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@ Inception Retro

- Retrospect the achievements and

- Review requirements status of the past iteration, come up
- Confirm the delivery goal, with actionable improvements
scope and priority
- Confirm the design concepts
Retro

Design confirmation ¢ my  Kick-off

o
Hi-fi Design €

Confirm iteration goal and scope
Evaluate iteration effort

Q Development

[) Desk-check

@ ssovcrss | () raonse

Periodically Release to

=== Design verification
==l
B e =
==
= =——=sj g
ks Prototyping ©

Function showcase,

Product Backlog Release Backlog Iteration Backlog : Production
Collecting feedbacks
Capture business Brainstorm, create design Phases in an Iteration 9
context, understand the draft, confirm within the

product panorama team

Sources: SAFe Agile framework

Confidential report by Abhishek Rathi 27



Case study on Perplexity: World’s fastest growing customer 757 AYRY
centric & context aware conversational GenAl search engine

TNSURANCE MANAGERS

Perplexity Al is primarily an Al-powered search engine focused on providing accurate, up-to-date information with citations. It is
designed for users who need precise answers & reliable information retrieval, making it suitable for research & in-depth queries.

What makes it different?

, Multi-modal capabilities
perplexity

Discover

&

OpenAl's Remaining
Founders

@ Curated by dailybitz

Toggle between different LLMs

User centric design

O penAl, founded in 2015 by a group of 11

prominent tech fi

Where knowledge begins

Also works as a Co-pilot

this influential Al research organization

OpenAl's Remaining
Founders

10MN Monthly Active Users

Only 4 of OpenAl Co-
OpenAls 11 Founders S.

Users growing @ 39% p.m.

OpenAl Founders Overview

Ask follow up... [

Conversational Search Content Generation Citations & Source driven

Sources: Proprietary research Confidential report by Abhishek Rathi 28

Ask anything...

Estimated market cap at $3BN (Jul'24)
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Y

Learnings from Banking
C2: Power of Context
Data Strategy &
Architecture

Data Management
Data Security
challenges

C3: Power of Content



Learning Outcomes

Digital

Transformation

@ mnD

Content

Context

Data
strategy

Sources: Proprietary research

th

ASEAN SCHOOT, FOR YOUNG
TNSURANCE MANAGERS

Recognize the significance of customer engagement in building strong relationships, enhancing loyalty,

and driving business growth in the insurance industry

Learn how to leverage contextual data and insights to create personalized experiences and
differentiate insurance offerings in a competitive market

Understand the importance of a robust data strategy and architecture to effectively collect, store,

manage, and utilize data for informed decision-making and innovation

Recognize the criticality of data management and security practices to protect sensitive customer
information, ensure compliance, and maintain trust

Learn how to create and deliver valuable, relevant content to establish thought leadership, build brand

awareness, and engage customers throughout their insurance journey

Confidential report by Abhishek Rathi 30
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Insurance industry continues to face a trust challenge & needs /i avn.
to act proactively to meet customers’ rising expectations

TNSURANCE MANAGERS

Customer Perceptions Customer Expectations

G Slow Response in matters of support and \

evolving customer needs

Faster omnichannel response with
digital enablement

Integrated approach to view that risk
involves physical, mental & financial
well-being — insurers should help to

Life is viewed as disconnected fragments
of events — insurance is part of the life to
mitigate risks only.

prevent & reward for right behaviors.

Reinvent the customer offerings —
Subscription-based, personalized,
advisory, partnerships

companies are still traditional

Limited support by insurers to assess and Increased engagement with customers to

manage risk

a The current offerings by insurance

become trusted advisors

/

Confidential report by Abhishek Rathi 32
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Banking industry has made a paradigm shift by investing in 77CAYRV
customer engagement initiatives by leveraging data

TNSURANCE MANAGERS

Current Status Future Status

Netflix Experience in

Extend Products &

Omnichannel Strategy

Banking

Services with Mobile App

* Mindset shift from Nice-to-have
to Need-to-have

* Self-service

* Enhanced customer experience
(24/7, omnichannel)

* Simple cancellation process

* Embedded advisory services

* Ease of subscription, access
and cancellation

* Seamless continuity across
devices and locations

* Greater choice for customers

* Data-driven recommendations

* Customer Intelligence
* Customer Personas

* Orchestrated Journeys
Al led Personalization

L]

@ Loyalty & retention benefits in Banking Industry

more annual revenue by incremental share of wallet, of customers willing to sign
3 7 % highly engaged compared to 2 3 0/0 profitability, revenue and 9 % up for new services in
disengaged customers relationship growth from addition to an existing

highly engaged customers account.

Sources: Financial Buzz, Moengage, PWC, Hitachi

Confidential report by Abhishek Rathi 33



Tech giants are leveraging data to engage customers and 07 AYRN
entering financial services segment |

TNSURANCE MANAGERS

Customer Engagement Approach in Tech Firms

Alibaba Tencent

Sources: Daily-Brief 34
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Data Strategy & Architecture St

Generate Business & Data
Insights for Use-cases
driving actior- (+Hypotheses)

Al/ML models Secured Data

N

Business Strategy

3 g (Comply with FEAT Vo ‘ Ingestion,
o S principles) ’ \ Integration &
= %) I -~ \\ Storage
A O
) < (4 il
2 o
O —

O
o (&)

4
\y

1
\¥

Enterprise Strategy

Data Transformation

&

Trends, Variances

[/

(Processing Cleaning,
& Reports Standardisation,
Normalizing,

Managing missing

O values)
Data Security, Privacy & Compliance Data Quality
(Consent, Encryption, Anonymization, Management
Sources: Proprietary research S MFA, Role Authorization, (Master & Meta .
Confidential repy NV T R IR At



Data Engineering Life Cycle

ASEAN SCHOOT, FOR YOUNG
TNSURANCE MANAGERS

@

Injection

9

Modelling

(PN
&
Quality
Assurance

Sources: NUS

Integration

9
e-0

Accessibility

@

Security

Confidential report by Abhishek Rathi

Storage

Continuous
Monitoring

36



Data Engineering: ETL process T i
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—
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(=
(=

R0 L (il

EXTRACT TRANSFORM LOAD

Sources: Google
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Data Management: Key challenges in Data Quality £5) i

Misleading headings,

Duplicate data in a formatting & spelling Multiple data Infra downtime
ML training model errors introduce sources can lead fo poses a risk to data
may skew results uncertainty inconsistency accessibility

= X
Duplicate Ambiguous Unavailable

B @ =

Inaccurate Hidden Overload

Human errors, data Unrecorded data Excess data consumes
drift & data decay introduces time in locating &
potential issues preparation

sources: NUS Confidential report by Abhishek Rathi 38



bones 7)«//

Data Management: Managing Data Quality A

ASEAN SCHOOT, FOR YOUNG
TNSURANCE MANAGERS

Emphasizes the inclusion of all relevant
data measurements & characteristics
with no missing information

Assess correctness & relevance of the COMPLETENESS

information in relation to time of

collection & use Ensures a high uniqueness score in a

TIMELINESS UNIQUENESS dataset minimizes duplicates or

overlaps

DATA QUALITY
DIMENSIONS

Verifies if the values in the dataset
adhere to predefined rules regarding

data format RN CONSISTENCY

Ensures that the same information
stored at multiple instances matches,
and it is often linked with accuracy

ACCURACY

Refers to the correct reflection of real-
world observations in the dataset

sources: NUS Confidential report by Abhishek Rathi 39



Data Management: Key challenges in Security & Privacy &

Content

th

ASEAN SCHOOT, FOR YOUNG
TNSURANCE MANAGERS

Data Silos

Data is scattered across the org,
making security & privacy
implementation challenging

Access Control
Managing data access for

authorized users or systems is
difficult

Complex Data Flow

Data moves through multiple stages,
which require securing data &
planning at each stage

Sources: NUS

Data Anonymization

Maintaining data anonymity with
utility for analysis is a challenging
risk

Confidential report by Abhishek Rathi

External Services

Organizations rely on 3" party
services, which makes data security
& privacy crucial

Cyber threats

Bad actors using sophisticated
technology to fake identity,
impersonate or indulge in cyber

crimes

40
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Data Visualization: Storytelling approach to data insights i MRS

NARRATIVE VISUALS

CHANGE

EXPLAIN ENLIGHTEN

S :NU
ources: NUS Confidential report by Abhishek Rathi 41
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° L -~ ME\'
Data, Analytics & CX solutions WS

i I ~
o . . . i 8 . BT 4= \ ./
Digital Media Activation 5 Digital Experience e Consumer Engagement <z
Programmatic Adv serving Ad Verification Digital Content Personalization & Commerce / D2C CRM / Loyalty Mgmt. Marketing Assisted Channels
P> Display & Video 360 @ Campaign Manager o 60&Ellishiggﬂmw Targeting amazon () shopify @ _ AT&T\?:;O\QM ——
Q search Ads 360 Ad-Lib? Jivox |AS gt ' I\ Adobe W ¥ [{)) Magento session(@ I\ Adobe @ sugarcrm
g ::: amazon “ Coontentl ‘lprmklr Cocii @ cynamic yiekd .

Cunapy ® sugarcrm Canopy HubSpit

Customer Experience
& Engagement

Enterprise Asset Management s== Ml Audience Management 2l Collaboration
Digital Asset Management Audience Integration & Selection Audience Activation & Orchestration & Resources
waMediaBeacor’  _ cupopyCreate VEEVA X4 (BrandMaker DMP (o) JY Adobe DMP 0 F.Y Adobe Management

aprimo ' s d
Mark Pl
” bynder CanopyDAM Opentext "‘ Adobe Google Marketing Platform Google Marketing Platform

L]

Projects, Workflows and resources
mgmt.

iy~ rg t o
: X ekt
Measurement, Insight & Analytics 2" o Jiaoftware

Measurement & Tracking Marketing/Media Performance Advanced Analytics & Attribution Reporting & visualization apn

Analytlc e ® Percolare v <‘!r and| “ ‘w
o: o I\ Adobe s datoram )wvel'ﬂv Ssas alteryx w¢+ableau - Qi) Power BI Gsas Ry Canopy'Vorl

aik@ IEF

Analytics

Google Anays 360Sute. Google Tag Manager CanopyAnalytics
Budgeting & Finance
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Data Management workfront - nopyPlan
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Enterprise Data Management Consumer profile and identity Data Integration & Governance capabilities Dara Security & Compliance aprimo g‘sas w
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Creating differentiation by enabling “Content”

b 7)4{/

v

Customer

ASEAN SCHOOT, FOR YOUNG
TNSURANCE MANAGERS

EDUCATIONAL

CONTENT

Empower customers to learn
and be better informed about
the product/ service category
overall to create demand.

“* WIKIPEDIA

¢ TED TALKS

THOUGHT LEADERSHIP
CONTENT

Demonstrate expertise in your
respective area of business to
establish competitive
differentiation.

% MCKINSEY

“* BAIN & CO.

CUSTOMER SUCCESS
STORIES

Enable customers to
empathize and be inspired by
stories of people like them.

+ ADOBE

¢ SALESFORCE

USER GENERATED

CONTENT (UGC)

Empower customers &
prospects to share their
respective content and build
communities.

% LEGO

“* YOUTUBE

The power of Content helps enterprises Earn Respect & Enhances their Relevance

Sources: Proprietary research

in customers’ lives

Confidential report by Abhishek Rathi
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Transformation

A BODY

Connect

Y
Convenience

\Cmy

Customise

Engagement &
Embedded Ins.
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ASEAN SCHOOT, FOR YOUNG
TNSURANCE MANAGERS

V.

C4: Power of Connect
Engagement Pillars

C5: Power of Customize

Cé: Power of Compare
C7: Power of
Convenience
Embedded Insurance
Hybrid Digital Agency



Learning Outcomes

Digital

Transformation

A BODY
Connect
—
Convenience
W

Customise

Engagement &
Embedded Ins.

Sources: Proprietary research

th

ASEAN SCHOOT, FOR YOUNG
TNSURANCE MANAGERS

Strategic importance of fostering meaningful & long-lasting connections and proactively engaging

customers to strengthen competitive advantage

Understand how personalizing insurance products and services to individual customer needs and
preferences can create a unique value proposition and enhance customer satisfaction

Understand the importance of enabling customers to easily compare insurance options, fostering
transparency and empowering them to make informed choices

Learn how omni-channel distribution and streamlining the insurance experience, from purchase to claims,
can create a significant competitive advantage

Learn about the emerging trend of embedded insurance and identify opportunities to integrate
insurance seamlessly into customer journeys, expanding market reach and enhancing customer value

Confidential report by Abhishek Rathi 46



10C’s of Digital Transformation Eim) <0

G MIND A BODY W soul

L)

Connect

v

Convenience

Customise

Confidential report by Abhishek Rathi 47






“Connect” to strengthen value proposition and build loyalty =

78

PERSONALIZED

EXPERIENCES

Deliver tailored interactions
that resonate with individual
needs and preferences,
enhancing customer
satisfaction and loyalty.

s AMAZON

¢ MARRIOTT

CUSTOMER
EMPOWERMENT

Grant customers a voice and
influence over product
development, service delivery,
and brand direction, fostering
trust and engagement.

s AIRBNB

¢ NIKE

EMOTIONAL
CONNECTION

Create deep, lasting bonds
with customers by
understanding their needs,
desires, and aspirations,
evoking loyalty and advocacy.

s DISNEY

* APPLE

BUILDING
COMMUNITIES

Foster a strong sense of
belonging among customers
through shared experiences,
values, and support,
cultivating loyal brand
advocates.

% HARLEY-DAVIDSON

% TAYLOR SWIFT

The power to Connect helps to position an enterprise as a

Sources: Proprietary research

Friend who cares
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Proactive Customer Engagement can help address the affinity /A
challenge and enhance customer lifetime value

ASEAN SCHOOT, FOR YOUNG
TNSURANCE MANAGERS
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Acquisition

Educate &
Convert
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Onboarding

Build Trust Educate

Interact

&

Proactive Engagement & Loyalty

Engage (Ongoing) & Retain (Pre-Emptive) Servicing &

Inspire Invite Involve Individualize Cross-sell
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o)) assurance updates together touch operations
2 * Product-led sales * Feel empowered & valued
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