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It is not the strongest of the species that
survives, nor the most intelligent that
survives. It is the one that is most adaptable to
change.

Charles Darwin

70% of the Fortune 1,000 Companies will be
replaced in a few years. Not because they
didn’t get enough fans on Facebook, but
because they didn’t adapt to the new
networked society.

Brian Solis






Dear readers,

Digital Darwinism—Certainly a pithy term to describe the changes looming ahead.
But in the economy, it is about nothing else at the moment. Comparable to the first
industrial revolution due to the invention of the steam engine in the middle of the
eighteenth century and the second industrial revolution caused by the invention of
electricity and the electrification involved towards the end of the nineteenth century,
we are now in the middle of the third industrial revolution, driven by the omnipres-
ent digitalization. This time, too—as in the previous revolutions—it’s all about a
profound and permanent re-creation of economic and social conditions. Our entire life
circumstances and working conditions are changing massively.

For this reason, it is again all about a fight for survival, which companies
successful for centuries have already lost, and the outcome of which for
companies—previously—spoiled by success such as Sony, Nokia, and Blackberry
still remains questionable. It thus becomes apparent that it is no longer about size, it
is not necessarily about speed, and it is not only about the extent of conforming or
strength. Today, it is more about:

The survival of the smartest!

How can companies adapt to the rapidly and radically changing market
conditions? How are the companies and their employees coping with the rapidly
changing business models? For digitalization and social media are not primarily
about changing company communication—as frequently presumed on the manage-
ment level! Social media, big data, increasing digitalization, and much more are
triggering an outright tsunami, which will destroy large parts of today’s economy!
This tsunami represents an attack on business models, sales concepts, marketing,
communication, service, market research, as well as in general on the way we
interact with customers and on markets! After this storm, nothing will be the same
as it was before! We will have to say farewell to a lot of practical knowledge
acquired with great effort!

vii



viii Foreword

This book was written to give food for thought about what effects digitalization
and social media have on established business models and successfully
introduced brands. It is our intention to waken up and at the same time set creative
impulses so that new avenues can be explored, for the challenges lying ahead of us,
our companies, and thus also directly ahead of our employees in the years to come
are gigantic. The key challenge is to master the digital transformation.

So far, only a few managers were sanctioned for not being active in social
media—in comparison to those who were reprimanded for the mistakes they
made there. Yet that will change faster than many think. Then the inactiveness in
social media will be reprimanded.

Erik Qualman says: “We don’t have a choice whether we do social media, the
question is how well we do it.” The question about the ROI of social media is
sometimes answered as follows: “The ROI of social media is that your business will
still exist in 5 years!” This is why the term ROI in the context of social media is
filled with additional content: ROI is to be understood as the Risk of Ignorance. Or
as Brian Solis so aptly put it: “The End of Business as Usual” and “Engage or die!”

In any case, it is high time to first think and then act. And yet the core questions
are: What effects will digital Darwinism have on our companies? And how does our
strategy for managing the challenges lying ahead of us look?

e Ignore?

¢ Fight?

¢ Be overwhelmed?
¢ Or what else?

It is our aspiration to not only raise exciting issues but also to convey concrete
ideas to promote your creativity and stimulate solution processes in your
companies.

Once again, the saying goes: Technology changes. Economic laws don’t!

So let us avail ourselves of the new technological possibilities to build up a
future-oriented success strategy within the existing economic laws! The fact that
more and more contents—generated by yourself and by customers—are available
fully digitalized makes many technological restrictions become obsolete and
creates entirely new fields of design. It is necessary to recognize these as early as
possible to start the process of digital transformation.

One thing needs to be clearly defined at this point: tackling developments
“revolving around social media” merely because everybody is is not enough. The
main question for all companies even in this context is: Can we achieve higher
added value for our own company if we deal with this issue? Marketing should
make a decisive and value-adding contribution towards this—as should be adopted
by every marketing concept. The Olympic principle—“It’s the taking part that
counts!”—thus does not apply here!



Foreword ix

In the course of writing this book, we have realized the following five design
ideas:

* Fun: Having fun reading—as it is, many of you will be reading (having to read)
this book in your leisure time!

¢ Food for thought: Aspects to think about, to continuously stimulate your own
considerations!

« Think boxes: Concrete questions to stimulate the process from becoming aware
to acting!

* Remember boxes: Highlights worth remembering!

¢ Quick wins: Room for ideas that can be implemented straight away! This is
where spontaneous ideas and solutions can be noted down right away so that they
don’t get lost.

Yet, with this book, we would also like to even convey proposals for action and
solutions and inform you about best practices. And overall, we would like to
encourage you to start with your own finger exercises as long as the market is not
demanding ready-made concepts—and rather forgives the mistakes companies
make! Yet, the way Mark Zuckerberg, founder and CEO of Facebook put it, still
applies:

“Done is better than perfect!”

Hopefully you will be able to say at the end of this book: yes, we feel fit to be
able to survive the era of digital Darwinism or we now know ways of ensuring the
necessary process of a digital transformation!

We wish you every success doing so!

Bonn/Koénigwinter, Berlin Ralf T. Kreutzer
Cologne, NY Karl-Heinz Land
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Until recently, we were able to laugh our heads off at the following definition of
social media marketing as an important aspect of the digital revolution. Social
media marketing is like teenager sex: everybody is talking about it, nobody really
knows how it works, and when it happens, we ask: that was it?

Today, this explanation makes us choke on our laugh, because it no longer
suffices to be satisfied with such explanations in the complex world of social media
and make yourself s at home in the circle of the ignorant. For—according to the
key results of a study by McKinsey (2012) interviewing 200 companies—the
relevance of social media is considerable: After all, 70 % of the large- and
medium-sized companies place high strategic significance on social media. But
only 5 % are satisfied with their performance—in comparison to the potential social
media offer as a whole (cf. McKinsey, 2012, p. 11).

Based on this study, there is a group of social media pioneers, which has been
implementing a wide range of social media applications for an average of 2 years
and, in doing so, determined an above-average impact on their business model
(cf. Fig. 1.1). In contrast to that, there is the group of social media newcomers, who
hardly use social media and thus also only reveal a limited background of
experience.

In the acronym SOCIAL, McKinsey has clearly elaborated the differences
between these two groups (cf. McKinsey, 2012, p. 12):

Strategy: The existence of a cross-corporate social media strategy based on strate-
gic principles.

Organization: The engagement of full-time employees and provision of budgets for
social media activities.

Criteria-based platform selection: Social media platforms were selected according
to specific criteria—derived from the social media strategy.

Integration: The integration of social media activities in the entire value added
chain.

Awareness: High awareness for social media in the entire organization.

© Springer-Verlag Berlin Heidelberg 2015 1
R.T. Kreutzer, K.-H. Land, Digital Darwinism, DOI 10.1007/978-3-642-54401-9_1
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Impact of social
media activities

A

high

Social media
Pioneers (27%)

Social media
Newcomers (41%)

low

Breadth of social
media activities

low high

Fig. 1.1 Pioneers and newcomers to social media—McKinsey Social Media Excellence Survey
(n = 200) (Source Author illustration, data source: McKinsey, 2012, p. 11)

Leadership: Involvement in social media with top management priority—high
involvement of the senior executives.

Key question: Are the aspects mentioned already on the agenda of the CMOs
(Chief Marketing Officers)? What are in their opinion the central challenges in the
years to come? And how well prepared do the CMOs feel they are for these
challenges? The answers to these questions are both enlightening and shocking at
the same time! In the scope of the CMO study by /BM, 1,734 CMOs from 19 sectors
in 64 countries were questioned about this. The four greatest challenges named by
the CMOs were (cf. IBM, 2011a, p. 3):

¢ Data explosion.

¢ Social media.

¢ Growth of channel and device choices.
« Shifting consumer demographics.

These four central challenges alone underline the fact that existing business
models and established brands can be shaken to their very foundations by the
changes looming ahead. For this reason, it is important to ask how well prepared the
CMOs feel for these challenges. Or to put it the other way round: how many CMOs
do not feel sufficiently prepared? Figure 1.2 shows the figures. Based on our talks
with many CMOs all over the world, we know that the situation has not changed
significantly since the /BM study was published.
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Data explosion

Social media

Growth of channel and device choices
Shifting consumer demographics
Financial constraints

Decreasing brand loyalty

Growth market opportunities

ROI accountability

Customer collaboration and influence
Privacy considerations

Global outsourcing

Regulatory considerations

Corporate transparency

0% 10% 20% 30%  40% 50% 60% 70% 80%

Fig. 1.2 Percent of CMOs reporting underpreparedness (Source Author illustration, data source:
IBM, 2011a, p. 2)

In our view, the results show a dramatic call for action:

e 71 % of CMOs report underpreparedness according to data explosion

e For 68 % of interviewed CMOs, social media are a mystery

¢ The growth of channel and device choices is a challenge for 65 % and they
have found no way to manage it yet

e And 63 % feel not well prepared for the shifting consumer demographics

What consequences these changes have in the classic marketing field of com-
munication is shown here: according to research by Procter & Gamble, in 1965,
three TV spots sufficed to reach 80 % of American women aged between 18 and 49.
In 2012, as many as 97 spots were necessary to achieve this—and still counting
(cf. Einicke, 2012, p. 9). Here we can see what direct consequences the multipli-
cation of media offers as well as the fragmentation of media exploitation
stimulated by this have.

But how can the necessary change processes be initiated in the companies when
the top representatives of their kind—in this case the CMOs themselves—do not
feel up to this issue? For especially in the case of the abovementioned major
challenges, the CMOs themselves acknowledge having major deficits. In our
opinion, this is an honest but also daunting evaluation. It calls for solutions,
ideas, and information, in order to be able to stand on the winning side in the
forthcoming or prolonged battle of choice. This book makes a significant contribu-
tion to survival in the era of digital Darwinism.
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Increasing speed of communication 90%

Individualization of communication 75%

Frequent adaption of the content of

e 38%
communication

Establishment of new metrics for 339
) - %
evaluation of the efficiency of ...

Adaption to decision routines 24%

Bundling of digital marketing activities

. L . 24%
in an organizational entity

Fig. 1.3 Areas in marketing which are most affected by the Internet (» = 100 managers, multiple
replies possible) (Source Author illustration, data source: Camelot Management Consultants,
2012, p. 19)

The results presented can be substantiated even further. A survey conducted in
2012 interviewing 100 managers in various sectors shows the prevailing concern-
ment more impressively (cf. Fig. 1.3). For many respondents, the increased speed
of communication, the individualization of it, as well as the frequent adaption of
the contents are the most far-reaching changes. At the same time, it becomes
obvious that there is a lack of metrics, in order to be able to capture successes and
failures promptly. All of this, after all, imperatively leads to changes in the
operational and organizational structure of marketing itself (cf. Chap. 9 for
more detail concerning the digital transformation).

But how is the affinity to social media in our own company? How great is our
interest in the utilization of social media—privately and for the company—
differentiated according to company hierarchy? And what power regarding the
utilization of social media do these different groups have for the own company?
The interest-power matrix shows a distribution of the different key players typical
for many companies (cf. Fig. 1.4).

It thus becomes obvious: Those employees with the greatest affinity to social
media frequently (here, marketing employees) have the least power to promote the
utilization of it for their own company. And the key players with the greatest
plenitude of power (here, CMOs and CEOs) are usually the most reserved towards
social media—a typical dilemma. Yet if a company is not attentive now, a stairway
to hell is predestined.

Remember Box The journey into the new media should not be
started without the convincing commitment by the company
management!


http://dx.doi.org/10.1007/978-3-642-54401-9_9
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Marketing
employees

Marketing
manager

CMO

Concern

Fig. 1.4 Concern and power dimensions combined in a matrix—using the example of social
media (Source Author illustration)

Think Box

» How are the social media dealt with in my company?

* How do I place myself in this matrix—and for what reasons?

e Who is putting the brakes on and who is encouraging the possible utiliza-
tion of social media in my company?

» Which formal, substantial, and/or technical “defense arguments” are being
brought forward in my company—and how sustainable are they?

So how great is the pressure to act for the own company now? An eye-opener for
this purpose is the answer to the question How widespread is the use of the Internet
and social media in today’s households? Exciting results on this are:

e In 2012 about 274 M people in the USA use the Internet—in comparison to
ca. 245 M in 2011 (cf. Statista, 2013a). According to Forrester studies, the online
penetration rate of the US population is stagnating at 79 % in 2012 (as in 2011).
Daily Internet usage is risen by 5 % according to a study with close to 60,000
US online adults (in 2011 78 % and in 2012 85 %; cf. Lardinois, 2012).

¢ Another study shows that in August 2011 78 % of US-American adults were
online—in comparison to about 60 % in 2001 and 14 % in 1995. There are huge
growth rates in all age groups. The highest increases are in the age cohort of
the people older than 50 years. In June 2000 41 % of the 50- to 64-year-old
US-Americans use the Internet, while at the end of 2012, 77 % does so. At this
time also 54 % of the 65+ age group use the Internet—according to a study based
on more than 2,000 adults (cf. Zickuhr & Smith, 2012, p. 4 f.; Pew Internet and
American Life Project, 2013). The segment of the silver surfers is thus taking
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on greater significance—the Internet has long passed being a domain for young
people only.

» The mobile usage of the Internet increases as well. In 2011 more than 31 % of
the US population uses the Internet mobile—in comparison to about 25 % in
2010—and it is expected that in 2015 almost the half of the population will use it
in this way (cf. eMarketer, 2011). Another study—based on more than 2,000
interviewees—shows that already 55 % of all US cell phone owners—which are
88 % of the population—use the cell phone for going online (cf. Smith, 2012,
p. 2).

» It is important that, with all these developments, the increasing use of mobile
terminal devices such as tablet PCs and smart phones does not replace station-
ary access but facilitates new types of use. More than one third of US tablet
owners and almost one quarter of US smart phone users use the tablet/smart
phone as second screen while watching TV for looking up information
(cf. Winslow, 2012).

* Another study with 2,540 Internet users (8§—64), matched to the US Census with
regard to age and gender, shows that 85 % use their tablet and/or mobile phone as
second screen while watching TV. 66 % do so as third screen (cf. OPA, 2012,
p. 26).

e In 2012 about 44 % of US-Americans had a smart phone—in comparison to
31 % 1 year before—which is mostly common in the age group of the 25-34
years old (cf. Google, 2012, p. 2, 6). In 2012, tablet PCs are used by 19 % of the
US population—an increase by 100 % since 2011 based on a survey with more
than 60,000 interviewees (cf. Lardinois, 2012).

« Thereby the behavior of the usage of a smart phone and a tablet is quite different.
US-Americans use their smart phone most often for emailing (75 %) and
browse the Internet for entertaining aspects (73 %), while they use tablets
mostly for gaming (84 %) and searching for information (78 %; cf. Google,
2012, p. 16).

o The study by OPA (2012) shows that 94 % of tablet users weekly use it for
accessing content/information, 67 % to going online, and 66 % for checking
emails. In this study, gaming was named just on the fourth place with 61 %.
Which screen is the more dominating one in each case is determined by the
respective context.

This makes it clear that not only user behavior is changing, it also varies to an
increasing extent depending on the respective context—and change processes are
extending through all age groups. All in all, how can we recognize the associated
challenges?

In the beginning there was the word!

Which words challenge us today? New buzzwords are circulated every day—
almost faster than we can comprehend and process their content. Some are
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forgotten fast. Others can be construed as weak signals, which indicate strategic
changes at an early stage—and which we should pay particular attention to, because
if we succeed in recognizing their relevance faster than others do and act accord-
ingly, this can lead to a decisive competitive advantage. Yet which buzzwords
should we attach particular importance to? Disruptive society is one such key
buzzword. The fact behind it is that what applied for a long time won’t apply much
longer.

More of the same!

Discontinuities and structural interruptions determine the corporate land-
scape. That is why one thing is for sure: the digital revolution is not imminent
but is already unfolding the power of creative disruption in many sectors today.
New stars are appearing in the corporate skies such as Samsung, amazon, Google,
and Facebook, and stars that shone for a long time are disappearing. Who would
have thought merely 3 years ago that Nokia would be pushed from the pedestal of
the world’s leading mobile phone manufacturer—and, at that, by a company that
did not have any mobile phones whatsoever in its range until 2007, namely, by
Apple? And who had Apple cut the wings off a few years before that with a product
that previously hadn’t been part of the computer manufacturer’s service offering?
Sony—cut down by an ingenious iPod! And who with their operating system for
smart phones is driving Nokia and now even Windows in front of them? Google
with Android—a provider that was not even active in this market until 2008!

If we analyze the causes of the success of Apple, then it is not only the
convincing hardware that is the key to success. Apple in fact was successful thanks
to iTunes as well as the setup of an extensive app store, setting up a so-called
ecosystem. In this ecosystem, relevant offers are made to the customer in a closed
system, which—from Apple’s point of view—is to be left as seldom as possible.
This makes the following clear: by offering merely hardware, Apple wouldn’t have
temporarily become the world’s most valuable company. It was the consistent
thinking in user cycles—oriented towards added value for the customer that can
be experienced immediately. As a consequence, competition can arise from diverse
sectors both today and tomorrow—and frequently, only those who offer a (closed)
user system with persuasive customer benefits in addition to attractive hardware
have the lead. Google is creating an additional ecosystem—and it’s always hard for
us to go without!

Think Box

»  Which sectors or from which companies do the greatest risks threatening
my business model come from?

* Who has the potential—especially those who do not belong to my previous
competitors—to break into my fields of services?

(continued)
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* Where is my company vulnerable enough to alleviate an attack on my
business model and my customer relations?

* Who has been entrusted with monitoring these developments—or who
should be entrusted with this?

Figure 1.5 shows the speed at which technologies are accepted in general and
also especially that of social media when gaining users. Whereas radio and
television took 38 and 13 years, respectively, to gain over 50 million users, the
Internet succeeded in doing this in 4 years, and the iPod in three. Facebook
assembled a user community of 50 million after 1 year—and Twitter after as few
as 9 months. The acceptance of Google+ was even faster and was able to register
50 million users after only 3 months. And the driver behind this increasing speed of
accepting technology? A perceived relevance from the perspective of the users.

This makes it clear that new technologies have never been able to gain accep-
tance as fast as they have now! The reason for the increasing speed in accepting
innovations lies not only in the worldwide intercommunication which supports a
diffusion of innovations across cultures, countries, and languages. The key condi-
tion for innovations to be accepted by wide masses is “added convenience’!

Remember Box Convenience is the driver of changes. And conve-
nience is also the prerequisite for the acceptance of change. In
order to achieve this convenience for users, we can be guided by a
guideline by Steve Jobs for Apple: Simplify! Simplify! Simplify!

For companies, technologies likewise represent opportunities if they rely on
these technologies. However, technologies can also embody risks threatening
companies, if the companies do not recognize their relevance for the users and do

s [T e
== I -
=N -
A1E
Facebook 1

Twitter || 0,75

Google+ 0,25

Fig. 1.5 How long does it take to gain 50 million users?—in years (Source Author illustration)
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not rely on the corresponding technologies fast enough. Yet, which technologies
should attention be directed to now—and which are to be disregarded? The
annually updated Hype Cycle for New Technologies by Gartner (2013a) provides
an important guide for companies. It shows which phase of their life cycle relevant
cross-sector technologies are in. These technological life cycles are defined based
on the expectations placed on the various technologies. This makes it visible which
technologies are possibly overrated and which have already become an established
tool or are turning into one (cf. Gartner, 2013a). In terms of the expectations of the
technologies, Gartner defines five different phases which shed light on the status
of acceptance of new technologies on the market.

Technology triggers

 In this phase, the first reports of the success of new technologies are published
and readily taken up by the media. Whether these technologies will enjoy
sustainable application cannot yet be foreseen at this early stage.

Peak of inflated expectations

< In this phase, success stories are published to further encourage the expectations
of a new technology. At the same time, the first failures when using the
technology become visible, which causes the expectations to reach their limits.
The technological application still remains restricted to a few companies.

Trough of disillusionment

¢ This trough in the technological life cycle is based on the insight that many
expectations of new “miracle weapons” were not fulfilled. In this phase, only
those providers of technology survive who are able to convince the early
adopters of the advantages of their technology in the long run. The other
providers are ruled out of the competition.

Slope of enlightenment

« This is where it becomes increasingly visible how a technology can be utilized in
a useful way. Technological developments of the second or third generation of
the initial technology are offered and increasingly taken on by companies open
for innovations and integrated in the workflow.

Plateau of productivity

» The technology is now used on a wide scale because its advantages are not only
obvious but it also really pays off. The use as mainstream technology is
preprogrammed. The use in more and more companies is now only a question
of time.
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In the Hype Cycle, Gartner also presents a prognosis as to when the plateau of
productivity is likely to be reached. In the context of selecting the topics for this
book, attention should be directed towards selected technological developments.
The Hype Cycle shows that the topic of big data is on the brink of their peak of
expectations. In the case of big data, it is assumed that it will have reached its
plateau of productivity in approx. 5—10 years (cf. Chap. 3). The Internet of things
will not only take a bit longer to reach its peak of expectations; it is expected that
the plateau of productivity will not be reached until after 10 years.

Augmented reality and NFC (near field communication) are in the phase of
consolidation as they have already passed their peak of expectations. Virtual
reality, gesture control, and predictive analytics are already on their way to
becoming a firm part of many corporate concepts and to accommodate the
(reduced) demands made of them. In view of the dynamics prevailing here, every
company should check for themselves what significance these developments have
for their own company.

Think Box

»  Which of the developments named in the Hype Cycle represent an oppor-
tunity for my company?

» Where are risks to be expected, if any?

» What further information is necessary in order to determine the possible
effects of new technologies on my company?

» Who is responsible for such an impact assessment of technologies?

» With which measures can we react to particularly urgent challenges?

Gartner groups some technologies in so-called tipping point technologies, i.e., in
technology groups that are at a watershed. These can have a huge impact on the
business world or the entire society (cf. Gartner, 2012). This includes the so-called
smarter things that are connected with each other via the Internet of things. But
what exactly is meant by this “Internet of things”? This means clearly definable
objects that are connected to each other via the Internet. Newer types of communi-
cation such as via RFID (radio frequency identification) or now via NFC (near field
communication), i.e., wireless communication, alleviate the exchange of informa-
tion and, in the case of products, can replace the use of bar codes. If objects are
equipped with radio tags, then the data received in this case can, for example,
determine whether an offer in a store is running out—and where necessary, an order
can be automatically triggered. If in everyday life, people are equipped with these
radio tags (e.g., via their smart phone), they can easily be identified and localized
and thus highly individualized messages are sent to them—based on known
preferences.

Ashton (2009), the inventor of the term “Internet of things,” has summarized
the key contents precisely: “Today computers—and, therefore, the Internet—are
almost wholly dependent on human beings for information. Nearly all of the
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roughly 50 petabytes (a petabyte is 1,024 terabytes) of data available on the Internet
were first captured and created by human beings—by typing, pressing a record
button, taking a digital picture or scanning a bar code. Conventional diagrams of the
Internet include servers and routers and so on, but they leave out the most numerous
and important routers of all: people. The problem is, people have limited time,
attention and accuracy—all of which means they are not very good at capturing data
about things in the real world.

And that’s a big deal. We’re physical, and so is our environment. Our economy,
society and survival aren’t based on ideas or information—they 're based on things.
You can’t eat bits, burn them to stay warm or put them in your gas tank. Ideas and
information are important, but things matter much more. Yet today’s information
technology is so dependent on data originated by people that our computers know
more about ideas than things.

If we had computers that knew everything there was to know about things—
using data they gathered without any help from us—we would be able to track and
count everything, and greatly reduce waste, loss and cost. We would know when
things needed replacing, repairing or recalling, and whether they were fresh or past
their best. We need to empower computers with their own means of gathering
information, so they can see, hear and smell the world for themselves, in all its
random glory. RFID and sensor technology enable computers to observe, identify
and understand the world—without the limitations of human-entered data. ... The
Internet of Things has the potential to change the world, just as the Internet did.
Maybe even more so.”

The multitude of information that can be generated via the Internet of things will
continue to reinforce the trend towards big data. Data from various sources,
generated by mobile or fixed-line access, are being increasingly interlocked via
uniform protocols (in particular the Internet protocol IP). This makes data of a
previously unknown quantity and quality available for analyses. The combination
of such data streams with intelligent analysis tools—applied in real time—enables
highly personalized customer approaches. Essentially, it is about the presentation of
specific offers that not only match a user’s profile. A good CRM—i.e., a customer
relationship management—has been able to do that up till now. The opportunity
being offered here rather entails directly matching the contents to be communicated
with the respective context of the user—in time, space, and content (cf. Chap. 7).
How important timing and context can be is illustrated by the following example:
The information that there is a speed camera in Lombard Street in San Francisco is
not very useful if this information does not reach me until my speeding has already
been recorded on a police photo. Yet, if the information reaches me a few minutes
earlier because the analysis systems have recognized that I am on my way into
Lombard Street, the relevance of this information increases dramatically. However,
this only applies if I am not traveling by bus, taxi, or bicycle. On the other hand,
should I be traveling around New York, such information is of no relevance to me
whatsoever.
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Food for Thought The value of information changes with time and
space—and consequently with the respective context.

Many business models are still based on static information structures. To this
end, information is gathered, stored in databases, and updated—annually or never
(as experienced in major customer projects). Today, however, we have the oppor-
tunity that remains untaken to distinguish oneself in competition by accessing
dynamic information structures, because offers can be presented with an
unachievable one-to-one precision. For now, there is not only more and more
information available about potential customers and customers but also more and
more precise information. And this is happening at a speed that, until recently, was
deemed impossible, facilitating real-time marketing (informational). At this point,
may we refer to Facebook, the world’s largest and best (because daily) maintained
database of preferences (cf. Chap. 7 for more details).

The question we should be asking ourselves is: How can we make use of this
information to create added value for customers, so that the customer generates
greater added value for our company? In Japan, streams of passers-by are already
being screened in order to adapt the contents of the large screens depending on the
insights gained by this (cf. Chui, Loffler, & Roberts, 2010, p. 1). This, in turn, can
accomplish something: a greater relevance of the contents of the adverts
broadcasted.

Hence, what is the new challenge?

In Search of Relevance!

If the preferences of customers can be analyzed in real time combined with a
certain location where the person happens to be, dynamic triggers (e.g., place of
purchasing, price, and product availability) can be sent by mobile, in order to send
the all-deciding trigger to purchase—at exactly the right moment and at the right
place. The basis for this is, of course, that we have received permission from our
customers to contact them in this way. Check-in services such as Foursquare,
where you check in at certain locations (e.g., at Starbucks, at McDonald’ s, or at the
airport), actively make such information available to the users.

Remember Box Our customers and potential customers are perma-
nently leaving behind digital footprints on all channels: by mobile,
in stationary shops, when surfing on the Internet, and during
activities in social media.

Even if, in the course of neuro-marketing, the long sought-for buy button has
still not been found in the head of the customer, one thing does hold true: by
creating a proximity of promotional influence in time, space, and content, the
relevance of our message for the recipient increases dramatically—and with it,
the probability of purchasing. This correlation becomes clear in Fig. 1.6. The great
challenge consists in reading the single point of truth from our target person’s
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