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Facts & Figures

BBN: more than 

locations globally
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e m p l oy e e s

Founded

years ago
43
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What does Digital 
Transformation 
mean in 2017?



Customer Engagement
Sales, Service & Marketing 
Communications



Data is a
Strategic Asset





Customer Knowledge



Customer Experience



Customer Relevance



How do I get started?
Strategies for success



Don’t wait to be perfect



Data will not



Technology will not



Ideas will not



Don’t embrace change and 
your customers will







Harness your Data



Marketing Technology



CRM/SFA Marketing Automation Social CM Analytics/BI



Expertise





Audience Insights



ATTRIBUTES

Gender 75% Male

Role Global director

Business Type American multi-national corporation

Spend level 100mm+

Focus Full visibility for efficiency and 
transformation of network

BUYER ROLE

Decision-
maker

Leads selection with help of influencers 
(Procurement, leadership of each 
business segment, etc.); oversees 
relationship

Profile: Customer of the Future

Sources: Qualitative interviews with leaders and new/existing 
customers.

TOM

We’re not optimizing our global network. In fact, our system is underperforming and siloed. With new strategic 
growth goals, our company is charging forward to implement an Apple-esque global solution that will achieve 
continual cost and efficiency savings. I am constantly challenged, and I will challenge my partners. Either 
they’ll prove they fit our culture and global expectations, and can match our rapid business advancement, or 
we’ll look elsewhere. We need a leader, like us. I need a provider that can flex and scale based on my needs. I 
need a partner I can trust — one that advances my cause, and delivers.

I Need: I Want:

ROI: cost savings, improved efficiency

Real-time visibility across my supply 
chain; solutions tailored exactly to my 
needs – needs I know I have today

A partner aligned with my culture

Global solution, insights, consistency

Additional savings and efficiency. Continual evolution: What else 
can you do for me? How will you anticipate my next needs?

More data to be proactive, predictive, react faster, anticipate issues, 
and be surgical in response and planning; spontaneous exception 
management

Challenge: to push toward the next level

Top external talent/knowledge base; good systems/technology with 
above-average UX for ease

I Listen To: This Gets My Attention:

•Stories from other customers

•Marketplace/industry trends

•My customers (what they are 
demanding)

•Proof of positive change (see more; numbers)

•My next challenge, answered

•‘They get me’

Audience Profile



BUSINESS 

CASE DEVTRIGGER
SPECIFIC 

GOALS

SELECTION/ 

CONTRACT

MY UNICORN ISN’T 

WORKING

ALL 

SYSTEMS 

GO

MOVING FORWARD 

TOGETHER

CHALLENGED/ 

CHALLENGER

See the system 

come to life, 

capabilities

Exploring the 

system; how do I 

use this well?

+
COMFORT

ANGST
--

Personal recognition: gaps; 

my team can’t solve this

Customer of the Future Experience Map – OPPORTUNITIES
Following key moments in the Customer of the Future experience

Challenged by 

superior: Do this for 

X reduction in 

resources/cost

Activating the process: 

research, internal/ 

external involvement

RFI

RFP

Onsite visits

Choose partner

Who’s listening 

best to my needs?
Cultural fit?

Best defined 

business case

Trust

Selling 

internally

Kick-off

Finalize 

contract

Alignment discussions: 

specific plan, timeline, 

expectations, internal 

support required

First reports

Meshing: partner 

and internal teams

Recognizing the 

“80% solution”

Challenging partner 

on less than 

desirable results

I’m being challenged/ 

blamed internally

Threat: Can this 

partner achieve the 

results we need?

Assessing the 

severity of the 

gap/challenge

Contingency 

planning

We’re culpable, 

too

Challenged by new 

Champion: let’s do 

something new, 

better

Establishing new 

goals Success; building 

internal champions

Achieved goals; 

what’s next?
Pushing partner to 

build “next gen” 

strategy

Challenging 

internally and 

partner to get 

through the next 

wall

Still need to find 

another 5%

Broadening focus

Internal 

changes needed

Is my partner 

still best-in-

class?

Alignment

Mutual commitment 

to fix the gaps

PRIORITY #1: To achieve revenue growth, company must bring in XX new 
Customers of the Future, which will require delivering the desired experience 
to get the contract signed 

 When found, deliver the story/information that matters
 Tell the right story
 Adapt internal behavior to positively address the first “hot spot”
 Improve the sales process to become more customer-centric
 Align internally to ensure continuation of a desired experience

Company likely won’t lose customers here but the customer’s long-term 
experience MC hangs in the balance. This part is where you’ll gain testimonials 
– the proof required to secure future deals. 
 Company has multiple “trust-transitions” during this part in the 

customer experience and needs to improve the transition process to 
deliver a better, more desirable experience

 Middle team has great challenge: build confidence/trust; make 
company real in the customer’s eyes; capitalize on highs; manage 
change/customer expectations for the rest of the experience 

This part of the experience is critical now for customer 
retention – to keep the revenue base stable while growing 
through new customer acquisition. Many Customers of the 
Future are here.

 Requires identifying “what’s next” for the customer’s 
strategic direction and goals first, and then aligning 
to business growth goals.

STAGE 
OPPS

Comms: 
Empathy for 

COF 
challenges, 

with 
answers

• Be found; good web 
experience at CTA

• Story to CHR with tools, 
training

• Customer-centric sales process: 
experience, messaging, materials

• All aligned on blueprint
• Define transition plan
• A holistic customer narrative is 

developed: storytelling, story-
doing

• Well-trained systems 
talent

• Training, materials to 
communicate what 
customer will experience

• Share customer CX stories

• 100% of team’s time for 
transition

• Capture customer 
testimonials, stories 
during the high-point in 
CX

• Training and materials: account planning, 
customer interface skills, conflict 
management, change management, 
storytelling

• HR: hire qualifications, need bench 
strength, existing talent assessment – ‘live 
the brand’

• Training and materials: identifying 
and assessing opportunities

• Capture customer testimonials
• HR: assess talent – strong leadership 

of challenger client long-term

• Establish process for stage
• Training/education/experience: supply 

chain
• Modeling behavior/leaders, and tools: 

identifying next gen answers

Experience Map





Planning Model

BRAND STRATEGY
Set the strategic foundation

PLAN STRATEGY
Determine what communications will accomplish, with whom

CONTENT
Be relevant in what you deliver

CONTACT
Be relevant in how, when and where you 

deliver content

ACTIVATION
Document, execute, amplify, connect, respond…with agility

MEASURE | EVALUATE | OPTIMIZE
Listen, probe, analyze; then evolve

Strategy

Content 

Marketing

Planning

Activation & 

Optimization

CREATIVE
Bring the big idea to life

Idea

Insight DISCOVERY





Calls-to-Action



DIALOGUE TOPICS

It’s	about	time
[A	new-to-you	product	called	RebelEX	that’s	fighting	against	the	well-established	
norm	to	bring	you	something	even	better:	better	residual,	and	so	more	time	to	do	

what	you	need	to	away	from	your	field.	You’ve	waited	long	enough	and	tried	other	
products	that	require	more	of	your	time,	more	frequently,	for	applications.	Its’	

about	time	to	be	a	little	rebellious	and	give	this	a	try.

3	weeks	more,	just	for	you

INSERT	DESCRIPTION

Meet	the	Rebel

INSERT	DESCRIPTION

CONTENT	GUIDELINES
Content	should	provide	an	immediate	reason	to	consider	a	new	herbicide,	capitalizing	on	the	Grower/Evaluators	likely	year-over-year	search	for	
new	and	better,	and	their	concern	about	heightened	pressure	from	BYG	and	sprangletop.	It	should	make	data	accessible	when	the	
Grower/Evaluator	searches,	and	also	when	we	asks	any	of	his	trusted	partners.	It	should	highlight	a	singular	reason	to	pay	attention	first	(to	stand	
out	from	a	cluttered	space	with	high-parity	products.	Because	there	are	so	many	product	options,	easy	(but	data-based)	comparisons	may	prove	
beneficial.	Highlight	what’s	new,	and	what’s	important.	Help	the	Grower	understand	the	value	he’ll	get	making	this	decision	versus	one	he’s	more	
familiar	with.	To	the	extent	possible,	content	should	be	localized	to	the	audience’s	specific	situation.	It	should	not	be	“advertising	fluff,”	as	Growers	
have	indicated	this	is	a	turn-off.	Instead,	content	should	be	data-based,	factual	and	provide	proof.	Content	demonstrating	proof of	efficacy	should	
provide	facts	but	also	an	opportunity	to	experience	the	facts.	Both	incentives	and	print	ads	catch	their	attention.	Start	with	short;	add	links	to	find	
more	detail.	Drive	the	Grower/Evaluator	to	ask	his	“trusted	source”	(NOTE:	Evaluator	will	likely	go	to	Extension	Agent,	but	content	may	be	seen	by	
Grower/Followers,	who	would	turn	first	to	their	Consultant).

Page	27

Rice Grower/ 

Evaluator
“Carl”

AUDIENCE

“MP44”	and	More
[Sure	your	extension	agent	has	a	handbook.	But	that	doesn’t	always	tell	the	whole	
story.	If	you	really	want	to	evaluate	your	options	in	more	detail,	check	this	out.]

The	Value	of	This	vs.	That

Strong	comparisons	to	of	RebelEX	vs.	propanil	products	in	numerous	trial	and	

real	settings

Seeing	Is	Believing

Data	from	extension	and	user	test	plots/trials	shared	in	a	visual,	experiential	way

Proven,	dual-mode	RebelEX	

delivers	best-in-class	post-

emergence	residual	control	of	
sprangletop,	barnyardgrass and	

other	tough	grass	and	broadleaf	
weeds	in	rice.

BRAND:	RebelEX

Proven,	broad-spectrum	Grasp	

Xtra	delivers best-in-class	post-

emergence	residual	control	of	
tough	broadleaf	weeds,	

aquatics,	sedges	and	grasses,	
including	redstem,	

morningglory and	

barnyardgrass.

BRAND:	Grasp	Xtra

Our	value,	for	you
[INSERT	DESCRIPTION	ABOUT	DAS	BUT	TRANSLATING	IT	INTO	MEANINGFUL	
POINTS	FOR	EACH	GROWER.	ANALYTICAL	VALUE	FOR	THAT	MATTERS.]

Meaningful	value

More	than	the	features	and	benefits, you	get	us,	training,	[INSERT	OTHER],	and	

this	is	what	that	means	to	you	in	your	situation

Content Strategy



Channel Strategy



Customer Data

Account

Contact

Behavioral

Purchase

Attitudinal



Map



Measurement & Optimization



Merchandise



Get Started
How relevant do you want to be?







QUESTIONS?



About BR



TRANSFORMATIVE



MILWAUKEE



CHICAGO



LINCOLN








