He continues to be a
formidable inspiration.

"You've got to start with the customer
experience and work backwards... "
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...and plenty of hygiene to consider
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constraints

Time scale (Little to no influence)

Social and demographical Expectations Trends and patterns

organizations businesses
Economy Competition

people business model Markets

Geopolitics organization : operations

operating rhythm core competence T en

Trade wars ‘
Environmental

leadership  design frameworks strategy supply chain products ;
Technology managers culture processes financial manufacturing solutions Information & News
teams brand policies governance marketing & sales ~ services

talent purpose systems technology distribution value add
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Customers Vendors Govt. bodies Employees Regulators Media
Stakeholders (Moderate to little influence)




imbalance

( transparency ) (connectedness)

( compliance )(

( authenticity ) Hs )

trade wars

2,

~ tech. disruptions

(climate change) (energy transition)

(natural resources) ( demographics )




the strategic imperative...

are we future ready?




what is the new direction and how do we

how do we engage and sustain the

where and how do we

What are we creating for each stakeholder and audience?




we need a shift...

...in thinking and approach




the most important
guestion to ask

the focus was on the "why" (the
experience) rather than the "how" (the
technical specs)
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a dual approach

organizational business

\V/
discover new and hidden

\Y
integrated experience




This is a new approach to

introducing....

‘integrated experience’ led
communications program




‘integrated experience’ led

"y

connect the
dots

work across the breadth and
depth of the organization to
unravel gaps & opportunities

touchpoint
communications

consider direct, indirect and
adjacent channels to deliver a
consistent brand promise.

~
%

a sustained
program

establish programs through
effective change management
using the ADKAR model.




outcome-focused

‘integrated experience’ led enhanced

communications program
performance

\Y% JAN

organization  business
consistent

. stakeholders i audience




drive sustain

human experience executing a communications program that

addresses an organizations, it's businesses, stakeholders and audiences holistically...

boosts emotional fosters alignment encourages evolves and
resonance and to organizational relevant story- establishes a
resilience to purpose, brand telling in a ‘noisy’ distinct value for
Create a and goals to world to the brand and its

establish offerings to
and improve




experience needs to be part
of the core strategy

"As we have tried to come up with a
strategy and a vision for Apple, it
started with 'What incredible benefits

can we give to the customer? Where
can we take the customer?"

integrated experience




> future-proof now

~ charge up the organization
and it's business for high
performance




enhance organizational competence and
drive business performance

v
welcome to a new approach
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‘integrated experience’ led
communications program

\Y%

get in touch

\Y4

vkanth3112@gmail.com
www.linkedin.com/in/vikramkanth




