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Aljan de Boer
Strategy

@aljandeboer



WHAT WE DO

STAY RELEVANT IN
OUR CHANGING
GLOBAL SOCIETY.
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HOW WE DO IT

As strategic partner we

help you the
heeds, values and behavior
of your consumers.

As creative partner we
tomorrows

brands, products and
communication.
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UNDERSTAND SOCIOCULTURAL TRENDS
. ![
Qn

GENERATION TRENDS

GENDER TRENDS - SOCIETAL TRENDS

’ )
s L 1T

MILLENNIALS

Aged 20-35

: |

BABYBOOMERS UNCERTAIN TIMES § VISUAL CULTURE

Aged 55-70

WOMEN

multiple identities / in charge /

h - : semiotics / increase of screens /
information / misunderstood

proud / third phase /
hidden communication / play

concerned / quality

focus inwards / distrust /
confusion / small & authentic

me-centric / conscious positive
realists / smart / visual

female society / metrosexual /
eternal adolescence / male brain

GENERATION X

Aged 35-55

cynical / project parents /
stressed / pragmatism

DIGITAL NATIVES
& KIDS

Aged 12-20 & 0-12

born digital / parents / cradle to grave /

learn by doing

dudbed || [1111ENRRRND
N —

CONNECTED
SOCIETY

human need / interactive / privacy /
addicted / abundance

HEALTH TO
HAPPINESS

Maslow pyramid / stress society / DIY
technology / middle class
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DESIGN: MARKETING, PRODUCTS & SERVICES

mijndoel.nl

MASTER
YOUR
FUTURE
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OUR SWEET SPOT
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OUR CLIENTS
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1. ADDICTION TO

INTERACTIVITY
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INTERACTIVE
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"I think there ié a world market
for maybe five computers

o
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INTERACTIVE
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INTERACTIVE
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INTERACTIVE
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INTERACTIVE
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INTERACTIVE
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INTERACTIVE

Z=-15mm Z=-12 mm

CIONE D D T T
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INTERACTIVE

People are addicted to
Interactivity
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INTERACTIVE

We expect to reply within:

Question osos |
KLV
Ol— l—eq UeSt? Royal Dutch Alrlines 1 5 ml n -

Updated every 5 minutes

TWEETS VOLGEND VOLGERS FAVORIETEN

977K 94 5K 1,76 min. 139
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INTERACTIVE

trlpadVISOI‘ Plan en boek de perfecte reis INSCHRIUVEN  INLOGGEN [f§ EUR v

1
Hotels v  Viuchten Vakantiehuizen Restaurants Beste van 2015  Vrienden § Meer v  Schrijf een beoordeling vl,.tl

Zoeken wereldwijd naar hotels, restaurants, etc.
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O O 0O O O Becordeling door pingbal
Alle 46.054 becordelingen van Zakynthos bekijen >
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E- " Plan en boek de perfecte reis

o) Hotels () Viuchten (  Vakantiewoningen (  Restaurants (  Bestemmingen

Stad of hotelnaam dd/mml/jjjj |- dd/mm/jjjj Hotels zoeken l
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INTERACTIVE

7N k
@ - Drink Me &
) —4

>,

Play M
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Fix Me
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INTERACTIVE
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INTERACTIVE
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INTERACTIVE
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INTERACTIVE
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INTERACTIVE
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INTERACTIVE

) 57 4 Yl
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Z=-3 mm
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4
= Facilitate interactive behavior by \/
~  offering a phenomenal customer

experience. /\
(Re-)humanize UX en UI. .,
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2. PERSONALIZATION &

THE PRIVACY PARADOX
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PERSONALIZATION & THE PRIVACY PARADOX
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PERSONALIZATION & THE PRIVACY PARADOX
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PERSONALIZATION & THE PRIVACY PARADOX

Facebook’s
Mark
Zuckerberg

THE CONNECTOR
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PERSONALIZATION & THE PRIVACY PARADOX

Immigration’s Dealmaker / The Rise of Cremation

pject:

S \WHY A NEW GENERATION OF HACKTIVISTS IS
| =HPDRIVEN TO SPIL MENT'S SECRas
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PERSONALIZATION & THE PRIVACY PARADOX
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Health Checkup: | The Deficit:

Do You
Want to
Knowa
Secret?

Why WikiLeaks’
Julian Assange has
so many of them

And why it hasn't
hurt America

« oo I
L+ E—
-

Basketball: Movies:
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PERSONALIZATION & THE PRIVACY PARADOX
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PERSONALIZATION & THE PRIVACY PARADOX

Forbes-

Kashmir Hill, Forbes Staff

— How Target Figured Out A Teen

= Girl Was Pregnant Before Her
— Father Did

Q) submit 210 s I 207 commens, 167 caec-cue |+ comment Now  + Follow Commants
3.5k Every time you go shopping, you share intimate

details about your consumption patterns with
retailers. And many of those retailers are
studying those details to figure out what you
like, what you need, and which coupons are

G reddin most likely to make you happy. Target, for
example, has figured out how to data-mine its
way into your womb, to figure out whether you
have a baby on the way long before you need to
start buying diapers.

TADMNAET
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PERSONALIZATION & THE PRIVACY PARADOX

08:00

ING geeft adverteerder
inzicht in klantgedrag

Bank wil

klanten aan
zich binden als
verdediging
tegen Google

o Bakkerink en Pieter Lalkens
\vrsterdam

ING wil bedrijven als Albert Heign inzichit
gaan geven in het betalingsgedrag van
Klanten om hun op maat gesneden ad-
vertenties te kunnen aanbieden. De bank
heeft daarvoor eon speciaal 'big data’-team
geformecerd, dat de gegevens uit het beta-
lingsverkeer kan analyseren.

Dat zegt directeur Particulieren Hans
Hagenaars van ING in cen gesprek met
deze krant, Hij verwacht dit jaar nog van
start te kunnen gaan met een proef met
enkele dulzenden ING-Klanten, Als deze
succesvol is, kan de dienst worden ustge
rold naar de circa 4,2 min kKlanten die bij
ING bankicren

ING springt met deze nicowe dienst in
op de mogelijkheden die digitalisering van
de bankprocessen biedt, "Digitaal bankie-
ren grocit massicf, vooral via de mobicle

app. ING doet het meeste betalingsverkeer
in Nederland, We weten nict alleen waar
aan mensen hun geld ultgeven, maar ook
waar z¢ dat doen’, aldus Hagenaars

ING mengt zich met dit model in een
lucratieve markt die nu nog vooral worde
gedomineerd door giganten als Goog-
le. Volgens Hagenaars is deze vorm van
dienstverlening ook cen manier om de
dominante positic van de bank in het be-
talingsverkeer te verdedigen tegen hetop-
rukken van nicuwe concurrenten.

‘Als het extra foes gaat opleveren zullen
we dat niet nalaten. Maar alks het nodig is
voor acceptatic in de samenleving kan het
ook zijn dat we er goen stulver aan gaan ver
dienen, Dic afweging moeten we maken,'
Bedripven mocten INGwaarschijnlyk gaan
betalen om de klanten van de bank te kun-
nen benaderen, maar zeker is dat nog nict,

ING kan bipvoorbeeld nu al zien of een
Klant die aan de balie kot twee keer kin:

l

derbijslag ontvany
spaarrckening bijd
modewerker ziet dd
de klantyragen ofd
ndg cen spaarprod

Volgens Hagen
de generatie datag
gelijkheden. INGA
verhouding tot ang
betaalt voor enery
ccn aanbieding vi
cierdoen. ‘Een tull
ten dat je elk jaar]
aan tinspullen. §

plaatije

ment een s herp asmboamoTmmmyTTTTTE—"

ders staan volgens bem al opgelijnd om
mee te doen,

Het plan van ING is unick in de Europe
s¢ bankensector. In de VS experimenteren
bedrijven als Bank of Amyerica en retailer
Macy’s al wel met het gebruik van zogehe-
ten ‘customer intelligence’.

De bank is er zich van bewust dat het
plan tot privacydiscussies kan gaan keiden,
“Daar zal lawaal over worden gemaakt, da
wetenwe, De privacygevocligheid Bgtin de
VS lager dan in Nederland en Duitsland. We
moeten dan ook ruim binnen de grenzen
bligven van wat de mastschapplj accepteen.
Ook al is er technisch meer mogeliji.

PRIVACY 9
Pagina2en 3
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PERSONALIZATION & THE PRIVACY PARADOX

English Games -':.Air Sharing .
(' - e - v -

’. g _ TRk S, yr .
e A SEER T IV
ra - =
,' 4™ \ -~ g A . - -‘|
iTunes Terms & Conditions ;
Have Changed

Before you can proceed you must
read & accept the new Terms &
Conditions

| —————E
Cancel

CTERE

Phone Mail Safari iPod
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PERSONALIZATION & THE PRIVACY PARADOX

12:12 PM

Meet new people nearby!

149,235,886 girls and guys are already her

Sign in with Badoo

Create an account
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PERSONALIZATION & THE PRIVACY PARADOX

AL

Do they trust you with their data?

-

! Customer Data: Designing for Transparency and Trust ’

ol hom
- —
Ralancing Privacy
and Pdits
e

MAKE BETTER
DECISIONS

How to outsmart

mbroadonyow
thinking Pace 51

: ‘
Y -

Percentages of consumers who said that each category of organization was “trustworthy™ or
“completely trustworthy™ when it came to making sure that personal data was never misused.

~~-<

j Do They Trust You with Their Data?

87°/o 8 5°/o 80°/o 77°/o 76°/o 76°/o

Primary care Payment E-commerce Consumer Insurance
doctors or credit card firms electronics companies

companies firms

73 70* 68" 66 61" 56"

Telecom Technology  Internetgiants  Governments Media and Social media ’
carriers firms (such as Google entertainment firms
and Yahoo) companies
SOURCE TIMOTHY MOREY, THEODORE "THEQ™ FORBATH, AND ALLISON SCHOOP
FROM "CUSTOMER DATA: DESIGNING FOR TRANSPARENCY ANDT T.” MAY 20 HER.ORG
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PERSONALIZATION & THE PRIVACY PARADOX
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PERSONALIZATION & THE PRIVACY PARADOX
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PERSONALIZATION & THE PRIVACY PARADOX
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We are living In a
privacy paradox.

TRENDSACTIVE



PERSONALIZATION & THE PRIVACY PARADOX
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PERSONALIZATION & THE PRIVACY PARADOX

Youl D" =-

f  Wat je kunt bekijken

MET BESTE VAN YOUTUBE

[Z] Poputair op YouTube
'R] Muziek

Films All Things Hair - UK O Abormeren [REE
Home Video's Afspeellijsten Kanalen Discussie Over All Things Hair

@ 360-graden video's

meake my hair” G

my hair is

© Browse door kanalen

| Log nu in om je kanalen en

‘ aanbevelingen te bekijken.

: m FLa it BUID-ZUILEN 13°C

YouTube, een bedrijf van Google
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PERSONALIZATION & THE PRIVACY PARADOX
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PERSONALIZATION & THE PRIVACY PARADOX
1T SO it
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PERSONALIZATION & THE PRIVACY PARADOX
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PERSONALIZATION & THE PRIVACY PARADOX

“ﬁ faizekering

LOCATIES RITTEN RAPPORTAGES HELP ~ WISKNOP

FAIRZEKERING ~

Rijders score v |G | = Huidige locatie A + Ritten

y
LY, »

Auto van Hans rereniand y, @
"
Maasdamge o,

PR o van ans 3 :
‘s-Gravel o
25
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bong STRIJEN B Afstand - Tijd
Al alibiaal.
N + Snelheidsovertreding v | & L& Verzekerings alerts N

Brandstof verbruik

Brandstof verbruik ‘
Auto van Hans m Hoe < .

W v
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B8 Journey Count @~ Overspeed Count
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PERSONALIZATION & THE PRIVACY PARADOX

Spending Over Time
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PERSONALIZATION & THE PRIVACY PARADOX

'\\2]~ “f)
D A ’ls
. A\ i
SRR\
1 i N pe !

TRENDSACTIVE




PERSONALIZATION & THE PRIVACY PARADOX

AR
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Consider data as a currency.
Trade data for personalized
offerings.

- Be transparant to win trust.
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