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WHY YOU
SHOULD CARE!

CX covers any interactions customers
have with your brand, for example
viewing your social media content,
visiting your website or taking a trip
into one of your physical stores.

.




“IT'S NOT THE CUSTOMERS
JOB TO KNOW WHAT
THEY WANT"

STEVE JOBS

CX...

Is your opportunity to build a picture of
what your customers think, feel and do
across the lifespan of their relationship
with your brand.



Your customers have high
expectations for digital experiences,
driven by their day-to-day

interactions with innovative brands,
products and services.

DAILY
INTERACTIONS

CUSTOMERS

EXPERIENCE For example: Fast checkout options

have been driven by the likes of
Amazon and PayPal

Restaurant food delivery to your
doorstep has been driven by

IMMEDIATE Just Eat and Deliveroo
CHALLENGES
\s, Pre-owned fashion buying
\\;c_lnd selling has been driven
by.Ebay and Vinted.
CUSTOMER

EXPERIENCE




of consumers feel that brands
are failing to deliver a
“hybrid” blend of physical and

digital experience

60%

of marketing leaders say the

digital customer journey has

dramatically changed their
CX strategy

marketing leaders aren’t ery
confident in their CX strategy’s
ability to win and retain customers in
this new environment‘

Source: CMO C

ouncil Report, 2022 '
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HOW CUSTOMERS THINK
AND FEEL ABOUT BRANDS
DURING THE CUSTOMER
JOURNEY IMPACTS THEIR
PURCHASE DECISIONS

CX gives you the opportunity to:

r Prime consumers to actively
look for your brand

r Drive growth and revenues through
excellent brand experiences

r Take control of this for your brand,
by designing the experience




THE POWER
OF CX:

AN AUDIENCE-LED APPROACH
TO YOUR BUSINESS

CHALLENGES THAT UNLOCKS
YOUR BRAND'’S POTENTIAL

UNDERSTAND
MINDSETS

OPTIMISE
EXPERIENCES

YOUR
CUSTOMERS

By taking the time to
deeply understand our
audiences, we can better
design and optimise
experiences to meet their
wants and needs.

DESIGN
EXPERIENCES P



THOUGHTS l
6

FEELINGS

THE CUSTOMER
JOURNEY

Maps out the journey of the
customer’s real world experience
and behaviours.

S

DRIVERS

Includes both digital and physical
brand touchpoints.

INFLUENCERS




UX:

THE USER
JOURNEY

Maps out the process a user takes
when interacting with a specific
digital touchpoint.

This could be within a website,
mobile phone app or interactive
screen.

\

CONFIRM



CX:

IS AGROWTH
LEVER FOR MANY
OF THE MOST
SUCCESSFUL
HEALTH AND
BEAUTY BRANDS

The top brands consider every touchpoint
where their customers come into contact, for
example asking questions on social channels,
searching for other customer reviews or
visiting pop-up stores, and strive to create a
consistent brand impression designed to
match their customer’s needs.
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CX:

UNIFIES YOUR
INTERNAL
TEAMS TO
RALLY AROUND
WHAT'S BEST
FOR YOUR
CUSTOMERS




uuuuuuuuuuuuu

o Mk Signs of Price tags ‘Nawgaton Eacn Promotons
L“’":m Organc writien and flow of secton of
D Products i e store products
m ——
Knowledge

AFTER PURCHASE
Exta products.
Powors. home
Gecoratons. etc

ocept

INSIGHTS & MAPPING
PROVIDES YOU WITH
AN ACTIONABLE PLAN
(WHICH DOESN'T
NEED TO BE COMPLEX)
AND ACHIEVES
BUSINESS GOALS



AGILE, ACTIONABL
& DIGITALLY
EXCEPTIONAL

is the key to unlocking the revenue
capability within your brand's
existing or new digital channels.




IT STARTS BY
DEFINING A

AUDIENCE COMMERCIAL OPERATIONAL
OBJECTIVES OBJECTIVES OBJECTIVES

AUDIENCE COMMERCIAL OPERATIONAL
KEY RESULTS KEY RESULTS KEY RESULTS

then based on objective
pillars, key results and a
robust measurement
framework, proves the impact
of CX on your audiences,

commercials and operations. SUCCESS MEASUREMENT FRAMEWORK




| | |
INVESTMENT IN CX:
DOES'IT REALLY WORK?

84%

of companies that work to Customer-centric companies Customers who have a positive
improve their customer are 60% more profitable than xperience are 140% more likely
experience report an increase companies who don't focus to spend than those who have a
in revenue. on customers. ‘ : : poor experience.
PR NEWSWIRE : SUPEROFFICE . i - DELOITTE
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- PROBLE
DOES C
"~ SOLVE:

FOR HEALTH &H)
BEAUTY BRANDS?

MS




LACK OF
CUSTOMER
ENGAGEMENT

Health and beauty products make up
the second largest product category

for engagement across Instagram,
Twitter and Facebook (32%)

r Customers have more choices than
ever, so getting their engagement is

increasingly competitive

r CX empowers your brand to
surprise and delight your
customers in fresh and
exciting ways

Other

o/, BIGBOX
3.5% 1.5%

CONSUMER ELECTRONIC

5%

GLOBAL
SHARE OF

SOCIAL MEDIA E%QI,ZTSTY
ACTIONS BY 32

PRODUCT
CATEGORY

APPAREL &
ACCESSORIES

587%

Actions include all content and post-level reactions,
comments, shares, retweets, likes and dislikes across '
Facebook, Instagram and Twitter



Source: Statista 2019

°
BARRIERS TO
CUSTOMERS

PURCHASING

With so many options, customers can
afford to be selective with their
purchase criteria

Deal of the product(s)
Media/omline reviews

Recommendations
Habit

Brand

r The best performing brands ensure
it's easy for customers to find the
information they need to make

their purchase decision

Sustainability
Low price

Value for money
CX empowers your brand to know

the right types of messages to
place in the right channels,
at the right time of the

customer journey

Quality
Advertisement
Contents e.g. fragrances, allergens
Organic

Scent

18-29 Yrs  30-59 Yrs 60 Yrs +

LEADING MAKE-UP PURCHASE CRITERIA IN THE US
PREFERENCES OF WOMEN BY AGE GROUP

0% 20% 40% 60% 80% 100% 120% 140% 160% 180% 200%



Source: Statista 2018

LIMITED
CUSTOMER
RETENTION

Health and beauty product purchase
is still dominated by physical and
digital marketplaces

Drug store or pharmacy
Mass merchandiser

Online

« Consumers are constantly faced
with the decision to switch brands
and products to try something new

Department store

+ CX empowers your brand to Mono-brand store

consider alternative retention
models based on your customer's
preferences, for example
subscription services or
enhanced loyalty offerings

Beauty speciality store

Supermarket

Other

MOST POPULAR SHOPPING DEST
FOR BUYING COSMETICS

Survey of women in the United States

I 587%

I 5%

I 2%

I 1%

L JPA

Ml 3%

B 2%

0%
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FOR YOUR
BUSINES'S

CX can power your

business to get ahead
of the competition, and
stay ahead?




CX:

PLACES PEOPLE
AT THE HEART OF YOUR
BRAND EXPERIENCE

Understand your So you can
customers’ challenges address them

Leverage audience Define strategic business cha
and data insights from customers’ perspective

Create and optimize Connect and
digital and physical > convert yo
brand experiences audiences’



THE CUSTOMER JOURNEY DESCRIBES
THE MARKETING FUNNEL FROM YOUR
CUSTOMER’S POINT OF VIEW

AWARENESS ENGAGEMENT CONSIDERATION PURCHASE RETENTION ADVOCACY

) 4

DISCOVER EXPLORE COMPARE DECIDE - ENJOY




CUSTOMER JOURNEY This framework is at the heart of designing a successful CX.

Once this framework is populated and agreed within your
F RA M E W o R K . business, you will have a solid, research driven document to

help you make marketing, sales, product, customer services

F RO M I N S IG H T TO ACTIO N and other customer related decisions from.

TYPICAL CUSTOMER JOURNEY FOR A HEALTH AND BEAUTY BRAND

DISCOVER EXPLORE COMPARE DECIDE - ENJOY

WHAT IS THE CUSTOMER DOING, AND WHICH TOUCHPOINTS MIGHT THEY INTERACT WITH?

WHAT IS THE CUSTOMER THINKING AND FEELING, BOTH POSITIVELY AND NEGATIVELY?

WHAT ARE THE CUSTOMER’S DRIVERS AND BARRIERS TO PURCHASE?

WHAT DATA DO WE HAVE TO PROVE THIS? (MARKET RESEARCH, SURVEYS, SEARCH INSIGHTS, SOCIAL SENTIMENT, RATINGS AND REVIEWS)

WHAT COULD WE DO IN EACH OF OUR CHANNELS TO IMPROVE THE EXPERIENCE?

HOW DO WE MEASURE THE SUCCESS OF OUR ACTIONS? (METRICS / KPls)



THE CUSTOMER EXPERIENCE: car also hlp you 10 amplty what's oy workig el
HEALTH & BEAUTY BRANDS

Unaware, annoyed
at missing out

Unsure where
to purchase

Worried about Uncertain how
making the right best to use T
Unimpressed decision the product Considering if

it's the right
product for me

Unconvinced if
its good value
for money

by the product
offering

Not feeling
positive enough
to share

Focused on other brands Lack of interest or affinity Other options more appealing Losing interest quickly Forgetting and moving on
Barriers



. By understanding what your customers love, you can give them more
THE C U S TO MER EXPERIEN c = * of it, whether that's as simple as more creator product tutorial videos

HEALTH & =] EAU IR'A:1F:\\'I» s on social, through to full brand executions such as pop-up experiences

which physically manifest the most loved things about your brand.

DISCOVER EXPLORE COMPARE DECIDE B ENJOY SHARE

Drivers

>

Unaware, annoyed
at missing out

Unsure where
__________ 3§ IR IS SR IO ot couhcinon L SRR NN W
Worried about - Uncertain how
making the right °o o best to use Considering if
Unimpressed decision = the product it's the right
by the product e o Unconvinced if product for me
offering — its good value > < -
B for money - - Not feeling
-~ z positive enough
(Y% - to share
S

Focused on other brands Lack of interest or affinity Other options more appealing Losing interest quickly Forgetting and moving on
Barriers



AUDIENCES &
PERSONAS

CONTENT
PLANNING

TURNING STRATEGIC INSIGHTS INTO
OPERATIONAL ROADMAPS

CUSTOMER DATA
& ANALYTICS

SOCIAL & PR
ENGAGEMENT

SEARCH & PAID
CHANNEL
PERFORMANCE

VOICE OF THE
CUSTOMER

ECOMMERCE
CONVERSION

CUSTOMER
JOURNEY
MAPPING

WEBSITE
OPTIMISATION

CHANNEL &
CAMPAIGN
STRATEGY

CUSTOMER
SATISFACTION
PERFORMANCE

LOYALTY &
CRM
OPTIMISATION

MEASUREMENT
FRAMEWORK
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ACCELERATED

CX:

DESIGNING AGILE,
ACTIONABLE &
DIGITALLY EXCEPTIONAL
BRAND EXPERIENCES




ACCELERATED CX:

A PROVEN FRAMEWORK FOR SUCCESS

. DEFINE YOUR VISION,
o OBJECTIVES & KEY RESULTS

UNDERSTAND AUDIENCES,
CHANNELS & MARKET LANDSCAPE

ACCELERATED

CX:

_ SURFACE WHY, WHERE & HOW
- AUDIENCES ENGAGE WITH YOUR BRAND

. GENERATE & SELECT

- THE BEST DIGITAL IDEAS
. OKR DRIVEN ROADMAP TO
o DRIVE MARKETING GROWTH




ACCELERATED CX:

PUTTING YOUR EXPERIENCE
ROADMAP INTO ACTION

Achieve your strategic
vision by planning,
defining, designing and
delivering the projects
on your
Experience Roadmap

ACCELERATED

CX:

PROBLEMS TO BE SOLVED

JOBS TO BE DONE




ACCELERATED CX:

WHAT COULD A TIMELINE LOOK LIKE?

FIRST QUARTER:
From strategy to roadmap
Quick wins along the way

ONGOING:
Review of operational activity
from previous quarter
Planning for next quarter

ACCELERATED

or 1 quarter to go through the process from
strategy to Experience roadmap




HOW TO ACCELERATE THE CX PROCESS

Get buy in from Review CS Leverage existing Focus short term Collate insights Ensure you have
your senior transcripts and audience and on existing from your the right blend of
management customer reviews persona insights channels, long existing data skillsets on the CX
team for pain-points term on new (e.g. analytics or project team
to identify CX touchpoints surveys)

opportunities




THE |
ACCELERATION

192,

PLANNING

Strategy & brand
Audience & data

SKILLSET

Planning unlocks insight:

We use research & data in all its
forms to provide the strategic insight
that informs our experience briefs.

Creativity delights audiences:
The best creative ideas flow throughout the
customer journey. From creative ideation, emotive

messaging & content, smart UX and inspiring design - g RE A-g% \t/ =
- ; ; - reative ideation
these skills combine to design amazing customer & UX & interactive design

digital experiences. |
Technology creates experiences:

Tech provides inspiration for creative development
and delivers on the strategic promise. From bespoke
tech solutions to leveraging enterprise platforms to
deliver the planned and designed digital experience.

ACCELERATED

Digital & platform expertise
Innovation & emerging tech

TE{CHNOLOGY




vy

‘ ‘ Sounds
expensive, we
COMMON don’t have
CHALLENGES Yy “Takestoolon |
WHEN MAKING Ly needtoinvestgi'n
THE CASE 4 ideas that give me
FOR TIME & immediate return ’ ’

INVESTMENT IN
“We'v
done t

_______________ looked grea

ACTIVITIES wasn’'t actiona

It's just a fad
and not worth
he spend, we
don’t need it , ’



CHALLENGE

“Sounds expensive, we don't
have the budget”

“Takes too long, | need to invest in ideas
that give me immediate return”

“We've already done this, it looked
great but wasn't actionable”

“It’s just a fad and not worth the spend,
we don't need it”

RESPONSE







THE POWER
OF POP-UP

miy miy

Beauty pop-ups can elevate the whole
customer experience, providing a deep and
proper overview of hero products, then
taking it a step further with activations and
residencies that offer something a little extra.

WL

P

N

They can give brands that only exist
online the chance to connect with
customers in IRL and give customers the
chance to gain expert advice, better
insight into which products to pick &
how to get the best out of them.




Benefit hosted a car-wash inspired pop-up
store stationed in Covent Garden, London, the
fully immersive experience allows customers
to consult, shop and play, all in one.

The stores playful design captuteg elements
from the Porefessional Range and included
interactive displays, free sampling and stations
for IRL content creation.




MIRROR
TECHNOLOGY



A CUSTOMER
EXPERIENCE
WHICH

TRANSCE

DIGITAL
& PHYSICAL

SEPHORA

o O l
VirtuaiARTIST -

= F "'%ST

Sephora united their physical and digital store
operations into a single unit to deliver a 360-
degree experience in-store and online

r In-store, make-up artists log each pr
they use in the Sephora app, so custo

can use it as a shopping list later online o
the counter

r Sephora's Virtual Artist AR tool allows

customers to purchase the products they've “If a customer browsed online then bought in store,
"tried on” virtually in the app, or find out . | ’ we can see that. We're more aligned, and we can

where thev're located in-store move faster across in-store, online and mobile
Y | strategies. It's a win for both channels.”

Mary Beth Laughton, SVP of Digital



THE
UNTAPPED
OPPORTUNITY
OF

LIVE
STREAMING

According to research conducted
on behalf of the popular social video
platform TikTok, over 52 percent of
global users would be interested in
consuming live branded content
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Chat

... CLARINS:

Live video content is no |onger
a novelty!

Cleansing Micellar Water

I
-
Carole Jo: is best neck cre or "slight” s ng? LOL I'm 60 L , Clarins
4 /

4 Love it: | use V shaping facial lift next

- Christy CLARINS: Hi, Love it! Did you know you can mix Shaping
{=v= Facial Lift and Double Serum together? It creates a great sensorial g \ b
~texture while still providing the anti-aging, de-puffing benefits. r ! < e Clarins

In the entertainment industry, the
popularity of live streaming as a
format has been linked to the
gaming world, with the leading
platforms in the sector amassing
around 7.2 billion hours of content

Double Serum Eye

Hello from Dallas: What does the V shaping Facial Lift do for you?

4 Hello from Dallas: What does the V shaping Facial Lift do for you?

Total Eye Lift

’.';.\..; Christy CLARINS: Lauren is explaining as we type!

watched during the third quarter of
352 Aoty soors ppomed

to have become more Conﬁdent Wlth “ (s:'::a(r:nus\::;(s): Yes, you can use this or the Super Restorative Day | 4 I Double Serum
this format even in professional

Setti ngS, With a fo recasted 40% Of Love it: No | did not know that. Thank you for the tip.
marketi ng man age rs aﬂd d irectors Michelle: | use super restorative spf 20 should I switch to this?
reporting to expect 40% of the
marketing events they attended in
2022 to be in completely virtual.

Extra-Firming Day - All Skin Types

Hello from Dallas: Would love to watch you apply eyeshadow some day.

(., Queenie CLARINS: Carole Jo - Hil You can use the Super Restorative
. Neck Cream

Everlasting Foundation
ARINS: | would continue using the Super Restorative if you are \ Clarins

ank you!

> 19:53/37:05 Everlasting Youth Fluid

Get Ready With Me:
Morning Essentials
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- your brand

hannah.c@

THAN@

Need help activating & amplifying*

A "kk‘ MASTERCLASS

story? Get in touch: -

thepullagency.com




