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Dear Readers
I hope 2017 has been a great year for everyone. While it certainly has been full 

of ups and downs, there is no denying that all of us are better for the experiences 
gained. The year-end festivities were also a chance for us to take a break from 
work and spend much needed personal time with our loved ones. With our 
batteries fully recharged, it is time to take on 2018!

Have you heard about Content Marketing? Content Marketing is a marketing 
approach that aims to create and distribute consistent, engaging, relevant and 
valuable content so as to attract and retain a clearly defined and specific target 
audience.  The objective is to pursue profitable customer action. Traditional 
or conventional marketing has become less and less effective by the minute.  
Forward-thinking marketers are constantly exploring new marketing approaches 
and techniques.

Instead of simply pitching your products or services, you are feeding your 
customers, be it potential and existing, with meaningful, relevant and useful 
content that can help meet their unfulfilled needs and desires.  Many researches 
have indicated that the vast majority of marketers are indeed using content 
marketing. It has been used extensively and successfully by many global 
organisations such as Marriott, Expedia, Coca Cola, P&G, and Microsoft. However, 
Content Marketing is not confined to multinationals, but micro, small and 
medium-sized enterprises (MSMEs) have caught on with it too.  Why? Because it 
has proven to work!

Read on to learn more about the secrets of how Content Marketing can open 
the floodgates to stunning marketing success!  With content marketing being one 
of the most hotly discussed topics these days, this issue will surely excite you 
with much food for thought over the coming months.

There are also other very insightful and enriching topics presented in this issue.  
Dr Ken Hudson shared about Thinking Switches, on how you can switch from 
one mode of thinking to another and back again.  Professor Sonja Prokopec 
expounded on Experiential Marketing in the luxury retail sector and 
talks about the three ways to engaging luxury consumers.

Happy reading and May all your Marketing efforts pay off in 
this brand New Year!
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Cover Story

Storytelling
Is The Key To Consumers’ Hearts; But 
Most Brands Suck At It. Here’s Why.

It’s common knowledge to every 
marketer that we should always 
focus on accentuating the features 
and benefits of products and 
services that we promote, yet when 
we as consumers see an ad that 
focuses on these very factors, we 
skip the ads. 

We install ad blockers. We do 
everything in our power to stop 
seeing the very things that we were 
taught to do.

Coming into my 9th year as a 
content writer, and a marketer, I’ve 
always found it intriguing that this 
double standard exists; on one hand 
we apply these so-called golden 
rules of marketing to our work, 
talking about features and benefits 
to every pixel, every square inch, 
yet we as the end consumers don’t 
seem to appreciate features and 
benefits very much. 

Intriguing? Yes. Problem? Soon 
to be.

If you’re speaking to one single 
end customer in a closed room about 
features and benefits, listening to 

you talk could be a sign of a polite 
gesture (or even a forced focus 
study).

But in this fast paced world where 
over 2 million blog posts are posted 
every single day, according to 
MarketingProf, talking about features 
and benefits just doesn’t quite cut 
you through the clutter.

Let’s take a moment to reflect 
on the numbers (because we’re 
marketers): $72.09 billion 
Advertisers will have spent $72.09 
billion on U.S. digital advertising by 
the end of 2016, but only about 22% 
of businesses are satisfied with their 
conversion rates. (Econsultancy, 
2016). 

If you ask me, that’s a lot of dollars 
wasted on unnecessary messaging 
that don’t convert.

Brands Are Still Stuck In Features 
And Benefits

When it comes to content, the 
reasons that it doesn’t convert into 
leads and enquiries is often times 
aplenty:

» John Chen

• There just was too much clutter

• People just didn’t feel it…

• It wasn’t posted at the right time…

I’m not saying that these reasons 
are not valid - they are - but I would 
also say that the main reason why 
content doesn’t convert is because it 
is not original.

Content that is highly focused 
on features and benefits is highly 
cluttered around the web, and it’s 
highly likely that your audiences 
get switched off to seeing them 
everywhere.

If you can imagine the types of 
ads that are floating around the web, 
you’ll know what I mean:

“30 Ways Why Product X is better 
Than Product Y”

“We Love Product X, And Here’s 
Why You Should Love It Too”

Simply put, content that is 
everywhere tends to turn off your 
audience, even if you put in the effort 
to rewrite or repurpose it.
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Marketers are not to be blamed 
here. We were always taught to 
craft content that revolves around 
what we would want to see or read 
as consumers, and so it becomes 
second nature to everyone that 
listicles, ultimate guides and short 
blog posts is the norm.

The fact that most consultants out 
there are fast promoting these forms 
of content to every last marketer out 
there doesn’t help too.

People Today Don’t Need Products. 
They Need Experiences

What do you think of when you 
see Red Bull’s energy drink? You 
probably see high flying motorbikes, 
people doing space jumps, and high 
energy sports.

What do you think of when you 
see a cup of Starbucks? Probably 
sustainable farming, and giving back 
to nature.

Marketers know this as building 
a solid brand equity; the collective 
experiences that define the higher 
price that customers pay.

But customers don’t know this. 
Customers know it as feelings and 
emotions.

In short, they’re looking for brands 
that can offer experiences, not 
products. They could care less about 
what your product is about. 

If they like you as a person, or a 
brand, often times, it doesn’t really 
matter what you sell, or how good 
your features and benefits are over 
the competition (although they do 
make up a part of the purchase 
decision, of course).

Stories Are Our Best Way of Bringing 
Those Experiences To Customers

There’s a saying that I often like to 
use when I’m consulting my clients. 
“If you’re hiring a content writer who 
knows his stuff, he/she never has 
to brainstorm for you. He just has to 
push you to spit out your story within 
you”

The same can be said for brands, 
especially smaller businesses. Many 
brands and entrepreneurs often 
forget entirely that their own stories 
matter in helping the customer 
understand why they are making a 
purchase decision, and they end up 
going down the features and benefits 
path again.

They throw the entire equation of 
“why” out of the picture, for the sake 
of “oh, the prospect probably isn’t 
interested in my story.”

But the truth is; they are.

We as human beings are all born 
to connect with one another. We 
desire to learn why someone does 
something, and why we are buying 
into something.

Storytelling has always been our 
way of learning the world, be it about 
things, people, or brands. 

We’ve done it with paint, sticks, 
rocks, so why not content?

Why tell stories?
Before you think that stories are 

this mushy, cliche thing that needs 
to be eradicated, I’ve listed down 
3 reasons why stories are worth 
weaving into your content:

Storytelling gives you an 
opportunity to be original

Just as there is only one you in 
this world, there is only one story in 
this world that truly belongs to you. 
Writing that story out and weaving it 
into your content is the best service 
that you can do for your prospects 
and customers, because it raises 
your level of authenticity. Oh, the 
fact that no listicle, article or ultimate 
guides can outrank you there is a 
bonus too.

Storytelling is contagious
A good story told can be 

extremely contagious. Some simple 
stories that I’ve told on my own 
LinkedIn profile everyday take me 
about 10 minutes to write, yet they 
reach millions of people through 
sharing, and commenting.

Granted, good storytelling is a 
must.

Storytelling speaks to the limbic 
brain, the part of the brain where 
decisions are actually made

Many marketers still think that 
features and benefits are responsible 
for helping the customer make a 
logical purchase, but studies show 
that it’s actually the limbic brain, the 
part of our brain in charge of feelings 
and emotions, that take care of our 
purchasing decisions.

Speaking tales of stories that 
evoke feelings and incite emotions 
are your best bet to trigger this part of 
your audience’s minds; features and 
benefits just won’t get you there.

So how can we tell a story that 
works?
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Conflict:
Stories would not be complete if 

there wasn’t any challenge for the 
main characters to surpass. The 
audience feels compelled to read 
through with the characters, to see if 
they manage to solve the challenge, 
or they’re defeated by the villain. The 
lack of conflict serves to make the 
story bland and uninteresting (think 
listicles)

Goal:
Now that there is conflict, what 

is the main character really fighting 
for? If your brand has a problem, or 
faces hiccups, what is it really trying 
to solve, that makes it worthwhile 
to go head first with the conflict? 
Ultimately, people want experiences; 
they want to know that the brands 
they buy from faced these exact 
conflicts before them, but they found 
the goal so compelling that the 
conflict was worth fighting against.

Events:
If you’re writing a story, you can’t 

forget about your sense of time. 
Having a lack of time in content 
makes your story bland, and it 
serves to remove any element of 

progression. In short, your story 
becomes very one-dimensional, and 
lacks any depth.

Be sure to include how your brand 
transitioned from one position to the 
next better equipped to solve the 
problem.

Conclusion
Our team at StoryTribes serve to 

do exactly this. 

We help people express their 
authentic selves digitally, so that in 
turn they feel empowered to build 
their own like-minded communities.

Try sharing your story, it works 
every time. You’ll be surprised how 
natural it feels, and how much you 
can save in advertising costs - yet 
get the same; if not better results.

We smile everytime clients come 
to us lamenting that they don’t have 
any ideas of how to write content, 
but they grin every time we tell them 
the same thing: 

The story is within you; you just 
have to tell it, and digital marketing 
will do the best. 

ABOUT THE WRITER 
John Chen is an award winning content marketer, winning the coveted 

LinkedIn Power Profile of 2017 (awarded to the top 20 LinkedIn Profiles in 
Singapore) and was the only solo marketer on the list. Ranking alongside 
giants like Google and Netflix, John Chen helps businesses understand and 
master brand stories.

Now that we’ve seen how 
important storytelling is in the 
content mix, the next question then 
becomes: 

• How do we go about telling 
stories?

• How can we start telling stories?

• Is it too late to start telling stories?

To tell a convincing story, you 
need five elements.

A time indicator: 
Rarely do we make sense of 

a story that does not have any 
indication of time in it. Having time 
indicators like “Back in 2017,” or “2 
years ago…” help the reader to get 
into the mood of reading your story.

A main character:
For any story to make sense, there 

usually has to be one character or 
more. This character can either be 
your target customer, or your own 
brand. Founders or co-founders 
usually serve well to put themselves 
into the picture here.
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Unleash 
Content 
Effectiveness
to Win Talents As 
Customers

» By Mike Tang
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The competitive business 
landscape has been marked by 
disruption, technologies, new 
business models and innovation 
across all services, products and 
delivery.

With emerging economies, 
industries and shift in workforce 
profiles, the demand of talent to 
drive market, industry and functional 
leadership has outpaced the 
availability of talents, leading to 
talent wars at the local, regional and 
global levels. 

Mindset change is key to future-
focus and build organization 
capabilities

Hiring right has been a key 
human resources (HR) strategy. 
It’s important to engage the internal 
stakeholders via business partnering 
on workforce planning, reviewing 
internal capabilities and finding the 
right fit. With market and business 
changes, the workforce requirements 
change accordingly. Organizations 
that only have short term workforce 
planning will eventually lose their 
competitive edge, not because they 
don’t have the business strategy, 
but because they don’t have the 
right talents to take on leadership, 
management and executional roles 
to the next level.

Even with short term planning, 
roles need to be filled or replaced, 
especially at the operational level. 
With the lack of talents at niche 
hybrid or highly demanding roles, it’s 
imperative to make informed hiring 
decisions using timely HR analytics 
to ensure a strong fit into the current 
teams, while balancing succession 
planning and talent bench pipelines.

Long term planning requires 
management to future focus, but 
often the new requirements are more 
operational rather than strategic 
and transformational. The senior 
management themselves are 
apprehensive about the disruptive 
VUCA (Volatile, Uncertain, Complex 
and Ambiguous) landscape and 
hence fall back on the tried-and-
tested approaches that worked 
well for them so far. It’s a risk-
adverse mindset, coupled with 
short term vested interest and 
limited understanding of future 
implications. Often HR practitioners 
face challenges in influencing senior 
leaders on advancing effective talent 
management practices, sourcing 
strategically to address future 
talent gaps and implementing new 
programs in full scale. Many end up 
with more conservative approaches 
and driving higher performance 
targets in lieu of improved 
productivity and being more results-
driven.
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New ways of thinking and 
doing are needed to solve future 
challenges. It may not be the same 
as past practices or best practices 
that have worked, but it requires 
open minds and courage, with a 
perceptive approach to help others 
make sense of it. And rightfully it 
should start at the top. 

Building a talent ecosystem to 
synergise Talent Management and 
Strategic Sourcing 

In addressing recruitment 
challenges, besides proactive hiring 
new talents and retaining existing 
ones, we should also look into 
managing and developing current 
talents and potentials. Review the 
processes of onboarding, deploying, 
engaging, performance coaching, 
rewards and career management 
periodically on a three- to six-month 
cycle. Understand the current and 
expected levels of deployment to 
manage accordingly. The key would 
be on creating a differentiated talent 
management experience for each 
of the targeted employee to ensure 
their contribution, progression, 
recognition and development on a 
flexible, responsive and adaptive 
time continuum. 

Synergising Strategic Sourcing 
requires HR to continuously align 
with line management on what’s 
happening at the operational level, 
understand and pre-empt in first 
instance new issues that should be 
address in a timely manner. This 
also provides a real-time feedback 
loop to Talent Acquisition on the new 
hires’ technical performance, tactical 
deployment and team socialization 
matters. 

Strategic Sourcing also includes 
putting in place an effective 
approach towards quality hires, 
screening potential candidates 
thoroughly as part of due diligence. 
Past practices include profile filtering, 
phone/video interviews, technical 
assessment and fit analysis. 
Present day advancements cover AI 
(Artificial Intelligence) qualification of 
resumes, robotics/avatar interviews 
and algorithm machine learning on 
candidate preferences, motivation 
and potential to scale up the process 
over time.

Pursue talents like customers to 
ensure business delivery and results

Clarifying the specifics of talent 
need is a good start. Attracting them 
is the next hurdle. 

The urgency is real, with each 
day of delay in bringing the right 
talent onboard. Business delivery 
and results can be compromised as 
the burden of covering for additional 
workload on existing teams weighs 
heavier and heavier, especially in 
fast-paced organizations. With new 
business deals, new customers on 
hand and not enough support to 
follow through, the outcome can be 
an awful backlash on the company’s 
reputation and branding, not to 
mention team dynamics and morale.

Online platforms such as LinkedIn 
are already fundamentally changing 
the way individuals go about 
searching for job opportunities and 
the way companies approach talent 
search.

Key aspects to consider leveraging 
on:

• Email automation: Integrating with 
organization’s applicant tracking 
system (candidate management), 
this tool enables HR to create and 
schedule emails, segment email 
listings, tracking of response rates 
(and conversions) and streamline 
updates of marketing-related 
activities. More time can be spent 
on quality content, rather than 
administration and reporting. 
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New ways of thinking and doing are 
needed to solve future challenges.“

• Mobile-compatible websites: 
All direct and indirect 
communications should be 
mobile friendly, given the 
pervasive adoption of mobile 
gadgets across the world.

• Images and videos: A picture 
speaks a thousand words, much 
less motion pictures which 
have already demonstrated 
their marketing power in the 
commercial world.  

It is important to provide 
critical information and insights 
to candidates as they go about 
shortlisting opportunities of interest. 
These content should be aligned 
across all official platforms such as 
website, career portals and company 
career pages, as well as the relevant 
social media platforms (Facebook, 
Instagram, Twitter, etc). Candidates 
are progressively savvier in doing 
research and enquiring through their 
networks, hence the right content 
should serve to inform and educate 
them about “what’s in for them”.

Content marketing must be a 
priority for HR to integrate, as part 
of each organization’s employer 
branding strategy. HR should 
support the management to clarify 
on their Employer Value Proposition 
(EVP), relate to the needs and wants 
of the target candidate pool, as well 
as communicate across the above 
mentioned available channels in a 
compelling and engaging way.

Content types can include: 
infographics, articles, videos, 
podcasts, webinars on recruitment-
related aspects such as key 
statistics, Frequently Asked 
Questions (FAQs) and case studies 
about the organization and its EVP. 
Advanced levels of planning can 
include paid search and social 
campaigns, which require further 
endorsement and planning on 
budget and scheduling. 
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ABOUT THE WRITER 
Showcased in LinkedIn Power Profiles 2017, Mike Tang drives tangible 

outcomes for talent acquisition, branding, workplace readiness, and HR 
transformation. He is certified in Global Career Development Facilitation 
and personality motivation dynamics, as well as shares his expertise 
in strategic networking, digital and LinkedIn marketing, performance 
coaching and people relations.  

• Podcast to showcase FAQs and 
address any myths that might 
distract potential candidates to 
consider open and future roles.

• Reference guide on what type 
of performers the organization is 
looking for to grow the business.

This strategy not only drives 
awareness to the active job seekers, 
but can also serve to identify suitable 
leads and convert them in due time. 
It is important to identify and shortlist 
targets, to connect and explore new 
opportunities for talent pipelines, to 
jumpstart such conversations and 
help them better understand what 
they should know to consider your 
organization favourably.

Just before you get too 
overwhelmed by these activities, 
remember to consider the following 
to streamline your focus:

• Identify the target candidate pool

• How your EVP can be in sync 
with them (X/Y generation, 
Millenniums) 

• How it can be unique (versus 
generic approaches already used 
by others)

• The formats and channels to 
focus on 

• The tactical deployment 
schedule, evaluation and analysis 
for follow up actions

With the accelerated evolution of 
social media and technology, whether 
you’re just starting to integrate 
content marketing or you’ve been 
deploying your strategy for a while, 
you should review and evaluate 
to make relevant adjustments and 
ensure talent attraction for the long 
term. 

Some examples for illustration:

• Testimonial of new hires who 
have found their place in the 
organization.

• Career story of employees who 
overcome difficult challenges at 
work and grow their professional 
careers. 

• Sharing of how individual and 
team work have contributed 
directly to business results that 
benefit customers.
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How Marketers Can
Switch 
Their Thinking

» By Dr Ken Hudson 

What if, you could switch on your 
creative thinking – on demand.

What if, you could switch on the 
creativity of your marketing group or 
team when you most need it.

And further, 

What if, you could switch on 
the creativity of everyone in your 
organisation.

It sounds to good to be true.

But perhaps being able to switch 
on your creativity is possible.

Let’s step back.

There are many different ways of 
thinking.

For example, critical, creative, 
lateral, design, divergent, convergent, 
systems and exponential thinking to 
name a few.

All are important and yet all of 
these different modes of thinking 
have their own strengths and 
weaknesses.

What has been lacking is a way 
to switch between these different 
ways of thinking depending on the 
situation, time and problem at hand.

To overcome this gap, in my 
workshops I started playing around 
with the idea of switching.

My insight on the potential power 
of this approach emerged in my 
courses on Speed Thinking.

I saw first-hand the difference in 
creativity, energy and momentum 
that resulted when participants 
started accelerating the pace at 
which they generated new ideas.

They had switched the pace of 
their thinking and moved to a higher 
gear.

Or to use an analogy, imagine a 
gym workout where you alternate 
between using a bench press 
machine then say move on to a 2 
minute boxing workout. To gain a 
more effective workout you switch to 
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a more intense way of training for a 
short while.

Now consider the idea of switching 
not just the pace of thinking but the 
type of thinking you, your group or 
team might use.

Here is an example:

Imagine you are part of a group 
or team who are trying to enhance 
the consumer face-to-face banking 
experience.

Each group member starts and 
working by themselves adopting the 
perspective of a bank customer – 
what do you think, see and do? How 
might you enhance this experience?

Then you switch.

Become a bank staff member.

What are they thinking, feeling or 
doing? How might you enhance their 
experience?

Hopefully you have developed a 
long list of potential enhancements.

Now Switch.

Work with a partner and try to 
enhance each other’s ideas.

...being able to switch between different 
perspectives for example is something that 

most marketing people do automatically. 
“

This interval is about 
communicating your ideas crisply 
and active listening.

Switch.

Now adopt the perspective of the 
finance rather than the marketing 
director.

What consumer experience ideas 
make the most financial sense?

Prioritise your top 3.

Switch.

Now become the operations 
director.

How can you quickly and easily 
test these 3 ideas in the next 90 
days? Lets’ start making this happen 
right now.

And so on …

As you can see, being able 
to switch between different 
perspectives for example is 
something that most marketing 
people do automatically. 

But if my experience is any guide, 
there is something valuable about 
making this switching process 
explicit.
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Being told to switch seems to 
open up new pathways in the brain.

It gives you permission to explore 
new territories.

Thinking Switches
Being able to switch from one 

way of thinking to another and back 
again relies on what I call thinking 
switches.

Just like you might switch on your 
Wi-Fi for a short time on your iPad 
then switch it off.

You do something similar with 
your mind.

Some of the thinking switches 
used in the banking example are:

• Switch of perspective (e.g. 
marketing to finance director, 
consumer to staff member)

• Switch from creative to critical 
thinking (e.g. what are the 3 best 
ideas)

ABOUT THE WRITER 
Dr Ken Hudson has a PhD in Organisational Creativity and was a former 

Marketing Director at American Express.

He has written 3 internationally released books on Speed Thinking and 
Idea Generation.

• Switch from individual to group 
work and 

• Switch from thinking to doing (e.g. 
what can we do in the next 90 
days)

In summary:

There is no right or wrong way to 
use switch thinking.

The important point is that it is 
a skill that with practice becomes 
automatic.

The key benefit of this approach 
is that you can call on a range of 
different ways of thinking. Much like 
a golfer can use a driver off the tee, 
switch to a 6 iron on the fairway 
and use a putter on the green. Each 
club is used for a specific purpose. 
The good golfers are skilled at each 
club and know when and how to use 
them.

In a fast-changing, disruptive 
world, being able to switch your 
thinking will help you and your team 
become more creative, productive 
and agile. 
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» By Alan Ho

How to Become an 

Intelligence 
Influencer

Organisations struggling with 
new technology isn’t a new 
problem, and not all hope is 
lost. There are quick ways to get 
your foot through the door using 
data intelligence and influencing 
process-driven innovation.

Context, context, context
When was the last time you’ve 

seen a design failure when 
taken out of context? It’s easy to 
laugh it off when the contextual 
error is purely aesthetics, but if a 
misinterpretation of data results 
in your sales teams engaging 
prospects with an ineffective sales 
pitch and the wrong product, 
coupled with an irrelevant 
marketing program, the impact can 
be far worse.

Forrester listed three 
prerequisites that drive predictive 
marketing success in a 2016 

white paper. The first is to refresh 
capabilities to boost insights-
driven engagement, and second 
is to ensure sales and marketing 
alignment through lead processes. 
Last is to gather useful data to 
inform predictive algorithms.

What these points summarise 
is the state of needing different 
pieces in the bigger picture to get 
the customer view right. With shiny 
new toys like data automation 
and predictive analytics in place, 
we need first to ensure that the 
people using these data know 
what to do with it, how it is used—
in short, to improve on business 
intelligence, starting from within 
the organisation. It is also akin to 
applying an internal marketing 
funnel to bring perspective to a 
process.

There are many ways for 
businesses to improve their 
intelligence, and they probably 
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The idea of a strongly aligned team refers 
to having a set of shared objectives, 

priorities, strategic and tactical operational 
processes, goals, and resources.

“
have some areas of the 
organisation that has developed 
such skills and processes. The 
challenge is to combine a very 
broad view of context within a 
specific time frame—let’s say a 
market segment and the products 
and campaigns targeted toward 
it—with a multitude of sharply 
focused views of context, often in 
real time (such as the interactions 
and experience provided to a 
customer).

How can your business 
reconcile those broad and focused 
views to define the best decisions 
and actions? Your stakeholders, 
be it salespeople, marketing, or 
customer experience, needs to 
apply the same lenses as you 
would an external customer, 
to comprehend how data is 
accessed and more importantly, 
in what context. Then you need 
to combine all of their intelligence 
and related capabilities so you can 
connect their intelligence.

People first, always
We have already identified 

sales and marketing as the most 
active users of data within an 
organisation, but this is based on 
the functional needs of their roles. 
Similar to how marketers use 
personas to help us find our best 
customers look-alikes, a lens can 
be applied to help us understand 
what a salesperson or a marketer 
needs then apply that to a defined 
lead generation workflow and 
map that to success indicators 
to identify what works and what 
doesn’t.

As Aberdeen Group pointed out, 
“strongly aligned marketing and 
sales teams are 53% more likely to 
ensure relevant value propositions 
aligned to buyers’ business 
challenges”. The idea of a strongly 
aligned team refers to having a 
set of shared objectives, priorities, 
strategic and tactical operational 
processes, goals, and resources.

Understanding what a 
salesperson versus a marketer 
needs, then putting them together 
into a shared program not only 
accelerates the alignment process 
between these two functions but 
also helps the analytics team build 
dashboards efficiently. We can 
also apply a particular set of goals 
tied to these different roles, and 
further customised the data output 
according to the actual user needs 
at any given time.

Linear or cyclical?
Once you have initiated an 

alignment between internal 
stakeholders and begin to design 
shared objectives within functions 
and cross-functionally, a process 
of continuous realignment and 
refinement needs to be set in 
place. How do you decide then 
if the process should be linear or 
cyclical?
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• The potential worth or 
contribution your customer can 
bring

• How to move your most desired 
(i.e. more valuable) customers 
through each stage of the 
buyer’s journey

• linWhich prospects to focus on 
with your limited resources

This is where your data-driven 
intelligence comes into play. Using 
dashboards set up with combined 
data sources, mapped to your 
operational perspectives acquired 
with your “People First” approach, 
you are now ready to layer this 
information against a broader 
framework of calculating your 
customer lifetime value.

The business can then learn to 
identify threats or opportunities 
throughout a customer’s 
mapped lifetime while refining 
its predictions of outcomes of 
the context, and finally, make 
recommendations on the best 
action for the business to take. 
It is also important to note that 
when you have billions of people, 
systems, and devices interacting 
simultaneously, data is arriving 
in real time from hundreds and 
thousands of resources—it has a 
shelf life; its value diminishing over 
time, so you need to be able to 
decide and act instantly too.

And because a customer’s 
behavior isn’t always linear, your 
business intelligence shouldn’t be 
either. 

ABOUT THE WRITER 
Alan Ho is the Director of marketing for Asia Pacific and Japan at 

TIBCO. He oversees TIBCO’s overall brand development and messaging 
within Asia. His mandate also includes product positioning and customer 
retention strategies in the region.

One needs to only look at 
the shared priority of your 
stakeholder—the customer. 
While not all organisations 
have successfully applied 
measurements of Customer 
Lifetime Value (CLV), it is essential 
to a business focusing on 
becoming customer-centric. Why 
is CLV important? It tells us many 
things that can help maximise 
sales and marketing efforts, such 
as:
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» By Jerald Oon

Entrepreneurship;
The Wildest Rollercoaster Ride  
You can Imagine

Could you share with us more about 
your current role as Co-Founder of 
Dragonst.one? 

I’m Jerald; the co-founder of 
Dragonst.one, a digital marketing 
company based in sometimes 
sunny, sometimes rainy, always 
confusing Singapore! On a day-
to-day basis I handle the liaising 
with clients, content marketing 
plus creation while my partner and 
team members bring their tech 
savvy skillsets to the table. My role 
is essentially just meeting people, 
writing, editing, managing and 
planning both client campaigns plus 
our own in-house projects. 

The day generally revolves around 
me waking up, cleaning up, heading 
to work and checking all my points of 
contact for notifications from anyone 
before getting started on work.

After checking everything from 
WhatsApp to LinkedIn, I’ll then 
move on to checking emails for 
anyone trying to reach out to my 
team and reply to them on the spot. 

Once that’s done I’ll usually plan 
out my to-do list for the day and the 
remainder of the week, so I have 
a structure to achieve my weekly 
milestones. 

That being said, my task list is 
really broad when it comes to the 
types of things I need to do. 

Sometimes my entire week is 
packed to the brim with meetings 
with friends and business partners, 
leaving me with barely any time to 
aid with content marketing activities. 
And other times the opposite is the 
case, where the team must pump 
out a campaign or project on a 
tight deadline. In such cases, we’ll 
be working as much as possible 
anytime and anywhere. 

It’s normal to see the team 
grinding the last bits of work 
out together in a coffee place 
somewhere at 9pm. That’s just what 
we all enjoy about being part of a 
growing business, the atmosphere 
and aura of the “Hustle”.

In other words, it’s also known 
as the “Do what needs to be done” 
spirit; and that makes me absolutely 
love my job.

What inspired you to start Dragonst.
one?

If I had to pinpoint where it all 
started, I’d say that it was my 
experience with buying and selling 
trading cards while I was studying in 
secondary school.

I’m not kidding, I seriously think 
this is what started me down the 
path of doing business.

There was this this huge trading 
card game in my time known as 
Vanguard. My friends and I were 
hooked on this game. So much so 
that we’d save up as much money 
as we could from our daily allowance 
so that we could all go to the card 
shop to purchase new cards at the 
end of each week. 

Ever since I started playing the 
game I’ve been lucky throughout. 
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The first of my purchases resulted 
in me getting one of the rarest cards 
in the game, and that earned the 
immediate jealousy of most of my 
friends who had been playing for 
much longer than I had. 

After doing some research and 
finding information about the card 
I’d obtained, I realised there were 
Facebook groups and Instagram 
accounts that dedicated themselves 
to the trading card market. 

And the card I got from my 
first pack was worth an obscene 
$50; equivalent to 2 weeks of my 
secondary school allowance. 

Realising that single card 
pack worth 5$ provided me with 
something that was valued at ten 
times its price, I immediately sold 
it as soon as I could. Seeing the 
potential for myself to earn extra 
pocket money, I started buying and 
selling more cards packs plus rare 
cards respectively. 

And before I knew it, I was hooked. 

Not to the game, but to the buying 
and selling. From that point on, I 
knew I wanted to go into business. 

I only got that bit figured out 
when I noticed I had a knack 
for communicating with people. 
Realising I had this talent; I started 
out as a freelance writer for 
businesses for extra practice and 
exposure when I was just 16. 

This led me to start a copywriting 
company last year and finally this 
year, a digital marketing agency 
together with my friends who were 
looking for partners to help him 
out with a project. After working on 
the project (which was an uphill 
battle, but ultimately a success), the 
details were finalised and now we’re 
working together to provide a service 
that’s more valuable than anything 
our individual teams could’ve ever 
provided alone.

In short, what really propelled 
me to start Dragonst.one was an 
experience when I was younger 
coupled with meeting and working 
with the right people.

I do what I do because I enjoy it. 
Simple. No magic, no secret sauce, no 

glowing mushrooms.
“
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That being said, I’m no Gary 
Vaynerchuk or David Ogilvy. I still 
have a long, long way to go from 
where I am right now to where I want 
to be. And honestly, that’s fine. Take 
your time and build your strengths 
to a level where you become 
competent to the point that people 
are willing to pay good money for 
your work. 

Essentially, I do content marketing 
because I find meaning and purpose 
doing it. And that’s why I love 
practicing and am eager to put in the 
time and effort to get better at my 
work.

In a world where everyone posts 
content, how do you make people 
obsess over the content you post?

I’m pretty sure you’ve heard 
this a million times by now, “Be 
yourself”. Which means you should 
just express yourself as naturally as 
possible. 

As annoying as that sounds, it’s 
true; but only partially.

People go online to read the 
content you post because of four 
things, and those four things are 
your personality, the answers 
you provide, demonstration of an 
actionable solution and of course the 
quality of the content itself. 

In my experience, people come 
back daily to read content published 
by quality producers like Neil 
Patel, Gary Vaynerchuk and Oleg 

Vishnepolsky on LinkedIn because 
they tick all those four boxes that 
show the content they produce is top 
notch.

All of them provide insight on 
industry topics, show individual 
readers how to act with the new 
knowledge acquired, masterfully 
deliver it through video or word 
format; and lastly top if off with a 
dash of their own personalities. 

Every post is unique and creates 
real, actionable value that people 
crave, because they feel the content 
they’re consuming creates value for 
them. That’s how you create high 
quality content that’ll earn you a 
devout following.

Create value and deliver it with a 
dash of “yourself” and the content 
should start selling itself. That’s what 
I think and how I write pieces of my 
own too.

What’s the one aspect that makes 
Dragonst.one stand out?

I’d say that we’re different from 
most of our competitors because we 
are there with our clients every step 
of the way the moment they come 
aboard. Even when the campaign 
or project ends, we still continue to 
engage them. 

We absolutely loathe the 
confrontational and stale contractor-
client relationship that many firms 
practice. 
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The moment a client engages 
us, it’s all hands-on deck from our 
team to ensure we help the client’s 
business get its digital marketing 
game back on track. What we do to 
ensure that both parties are in the 
know of each other’s plans is to keep 
personal contact with our clients, 
updating them every week with the 
plans and goals as well as update 
them on performance and reasons 
for said performance.

This means that everything about 
the plan of action will be made 
known to both parties, and that this 
will make discussion and alterations 
much easier to administer. As 
compared to a chaotic situation 
where one party is not in the know 
and the other just proceeds with the 
plan anyway without agreement; the 
former is much more preferable.

It’s really all about fostering the 
environment of collaboration and 
transparency between us and the 
client. We feel that if both parties 
understand each other, planning and 
execution of the campaign or project 
would be made much easier; leading 
to our client’s peace of mind and 
better performance.

As a trendsetter in the field of 
content marketing, what would 
you say is the most important thing 
when it comes to quality audience 
outreach and growth?

I’d say that the most important 
thing when it comes to growing 
a high-quality audience and 
capitalising on said audience is 
to provide them with value off the 
bat. You don’t charge your readers 
anything and still consistently 
publish content that’s high quality, 
answers questions, shows solutions 
and is interesting to read.

When you consistently pump 
out content like this, people will get 
hooked on your content and start 
introducing it to other people in their 
own networks. And chances are that 
if those friends or networks that read 
your content like it, the process will 
repeat itself over again. 

And I believe we’ve got a term for 
that, which is called going “Viral”. 
Negative connotations aside, focus 
on creating content that really 
overflows with value, so it can sell 
itself. 

And before you know it, people 
will start following you more closely; 
so post consistently, but never 
compromise quality for quantity.
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Any last words of wisdom for 
prospective entrepreneurs?

Just do it. 

That’s the one thing that I’d say 
to any aspiring entrepreneur or 
businessman/woman. You need 
to have a plan, execute said plan, 
and be ready to improvise because 
everything won’t go according to 
plan. Always adapt to your situation 
and twist whatever you can to your 
advantage, that skill is much more 
valuable than being able to craft a 
solid, detailed 10-year plan. 

As you’ll see in the future, things 
almost never go the way they’re 
planned to, so if you are able to 
constantly be on your toes in 
everything you do and react quickly 
and effectively; that’s going to be 
much more useful in almost every 
scenario.

Planning is important, yes; 
but execution and adaptability is 
essential in any business. 

Avoid making my mistake where 
I planned my business for 6 months 
when I was just too afraid to take the 
leap of faith and actually get hustling. 
Start doing something and make the 
plan up along the way, what matters 
most is that you’re working; not the 
plan you’re following. 
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» By Professor Sonja Prokopec

Experience Required:
Luxury Marketing
for a New Era

Consumers used to let brands do 
the driving. They would get into the 
back-seat, so to speak, and let the 
brands lead the way. Each brand 
had a story to tell, and by choosing 
one over another, consumers were 
effectively buying into one brand’s 
narrative and letting it speak on their 
behalf. A purchase was a form of 
self-expression. One might say you 
were what you bought.

Today’s consumers, on the other 
hand, want to take the wheel. With 
a wealth of knowledge at their 
fingertips and the world at their feet, 
they’re telling brands where they 
want to go and how they want to get 
there. Of course, luxury consumers 
are still looking for craftsmanship, 
functionality, and design. But, more 
than ever before, they’re also looking 
for a shared experience with their 
favorite brands.

This shift — as consumers spend 
less money on things and more on 
having experiences — represents a 
critical challenge for luxury brands. 

Their consumers are expecting more than just the best quality, so luxury 
brands will need to give them the experience they’re looking for, whether 
online or in stores. In other words, what we call ‘experiential marketing’ has 
become a must.

So here are the three keys to engaging today’s luxury consumers through 
experiential marketing…
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 Speak to Their Hearts: Delight Them!
People used to experience the 

world in superficial ways. Travel was 
about seeing many countries for short 
stays and getting snapshots of the top 
attractions. Luxury travelers tended 
to stay in five-star hotels that offered 
rather uniform, European-style 
service, regardless of the location. 
Shopping abroad often meant going 
into the same European boutiques 
found in most major metropoles 
around the globe.

Today, however, millennials are 
driving major changes in the travel 
and retail arenas. They’re searching 
for authenticity: a local, in-depth 
experience outside the beaten path. 
Millennials are more likely to stay at 
an Airbnb to experience the city like 
a local and search out foods, wines, 
and unique products made by local 
artisans. They want to be immersed 
in an experience that they’ll carry in 
their hearts for a lifetime.

How does this translate to luxury 
retail?

The DFS Department Store in 
Venice, Italy, offers us a striking 
example of experiential marketing 
that helps brands speak to the heart 
of consumers. In the restored and 
revitalized Fondaco dei Tedeschi, 
one of the largest buildings in Venice, 
architects Rem Koolhaas and Jamie 
Fobert have meticulously respected 
Venice’s unique heritage while 
integrating touches of modernity. 
With an entire floor dedicated to 
exhibitions and events open to the 
public, they’ve created a new cultural 

hub for Venetians and tourists alike. 
You don’t just go to shop, you go to be 
immersed in an experience.

Art speaks to observers on an 
emotional level — in fact, studies 
have found that exposure to art can 
even reduce stress! — and piques 
curiosity: today’s consumer wants 
to learn and understand the artistic 
process. Art offers a powerful vector 
through which to speak to the hearts 
of consumers.

Some brands have launched 
dedicated museums, like the 
Louis Vuitton Foundation in Paris, 
for example, which makes art an 
integral part of Louis Vuitton brand 
storytelling. Bernard Arnaud, CEO of 
LVMH Group, explains that with the 
Louis Vuitton Foundation, “we wanted 
to present Paris with an extraordinary 
space for art and culture”. The 
Christian Dior Exhibit at the Musée 
des arts décoratifs, offers another 
striking example of art taking a central 
place in a brand’s ecosystem. This 
exhibit also helps legitimize the 
founder as an artist in his own right, 
and reinforces the idea that art and 
luxury go hand-in-hand.

Speak to Their Minds: Entertain 
Them!

Storytelling is one of the best 
ways to engage consumers. Today’s 
consumers are hungry to learn 
about the history of each brand, their 
creative processes, and their artistic 
inspirations. They want to be engaged 
on an intellectual level, both in-stores 
and online. This growing desire 

translates to a burgeoning “content 
craze”. Content is indeed key, but it 
also needs to be credible, authentic, 
and unique.

Visual storytelling is particularly 
powerful. Images, for example, offer a 
kind of shortcut to the brain: images 
are processed by the human brain 
60,000 times faster than words 
and are more readily memorized. 
Videos can be even more effective: 
people tend to spend five times the 
amount of time looking at videos 
than static images. Plus, when you 
show a video, studies show that there 
is much better recall of the brand. 
Even very short video content — like 
those shared using applications such 
as Boomerang — can be incredibly 
effective. Storytelling — whether 
through relayed anecdotes, historical 
images, or bite-size videos — takes 
consumers on a journey of discovery, 
even if that journey was only a few 
seconds long.

This immersive experience can 
also be created in brick and mortar 
stores. Christian Dior, for example, 
used VR headsets to offer their 
clients a behind-the-scenes (and 
front row!) peek at their latest fashion 
shows and collections. Following 
the same standards of excellence 
met by the Dior workshops, “Dior 
Eyes” is an ultra-immersive virtual 
reality headset that uses the latest 
technology. Featuring high-definition 
picture quality and holophonic sound, 
it allows a three-dimensional look 
behind the scenes of the brand with 
a 360-degree view that allows you 
to move around the brand’s virtual 
world.
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discover the three Singleton whiskey 
flavors. As visitors move through 
the space, a red room highlights 
the berry flavors of the whiskey 
by using curved shapes and the 
sounds of bells ringing, for example. 
Elaborated as part of a marketing 
experiment at Oxford University, 
the sensorium has since become 
integrated into the marketing strategy 
for the brand. According to Professor 
Charles Spence, Head of Crossmodal 
Research in the Department of 
Experimental Psychology at 
the University of Oxford, “the 
results signal that multi-sensory 
environments affect the nose, taste/
flavour and after taste of whisky, 
despite the fact that participants 
were aware they were drinking 
exactly the same drink throughout 
the experiment. Furthermore, results 
indicate that our feelings about the 
environment in which we happen to 
be tasting/drinking whisky impact our 
feelings about the drink itself”.

This type of sensory marketing 
should take place within a seamless, 
omni-channeI experience: in physical 
stores, within online ecosystems, 
using a mobile app, or browsing 
through a catalog or on social media 
— clients should feel engaged with 
the brand identity on multiple levels. 
The Sephora Flash store on rue de 
Rivoli in Paris, for example, offers 
a smaller physical space, but with 
easy unlimited access to the entire 
catalog digitally, where consumers 
can order products missing from 
the store for delivery in stores or at 
home. Each piece of the consumer’s 
experience should be consistent, 
complementary, and streamlined.

Today, many aspects of our lives 
have been programmed, streamlined, 
and systematized. Luxury retailers 
need therefore to focus on bringing 
spontaneity back into the retail 
environments both online and offline, 
by encouraging their consumers 
to explore and inviting them on a 
journey of discovery. 

Speak to Their Senses – Immerse 
Them!

Finally, engaging today’s luxury 
consumers means stimulating all 
five senses. During a shopping 
experience, consumers should of 
course be invited to see the intricate 
detailing and feel the textures of 
fabrics, but smells and sounds are 
equally, if not more important. In fact, 
with all of the other senses people 
tend to think before they respond. 
With scent, on the other hand, our 
brain tends to respond automatically, 
on a subconscious level. A hint of 
Chanel Number 5 can bring the entire 
Chanel brand identity to mind, and 
the effect is even more powerful when 
combined with a visual cue like a logo 
or signature product like an iconic 
handbag.

Brands like Johnnie Walker 
(Diageo) are using this phenomenon 
to their advantage. The Johnnie 
Walker Sensorium, for example, 
immerses clients in an experience 
that engages their five senses as they 
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Preferential rates for 
Events/Talks and Courses.

2 YEARS
@ $170
(U.P. $200)

Free OGAWA Aura 
Mate Personal

Air Purifier
(worth $69.90)

1 YEARS
@ $100

5 YEARS
@ $375
(U.P. $500)

OGAWA Mobile 
Massage Seat XE

(worth $199)

1 YEARS
@ $350

2 YEARS
@ $595
(U.P. $700)

5 YEARS
@ $1,225

(U.P. $1,750)
2 x MIS Training Voucher, 

2 x MIS Event Passes, 
2 x Free OTTICA Eye Check-Up

2 x Atos Wellness Voucher 
2 x Lifespa Voucher

ADDITIONAL 
PERKS

FOR ALL CORPORATE MEMBERS
(worth $1,200)

ENTRANCE FEE $150 - FULL WAIVER

ENTRANCE FEE $500 - FULL WAIVER

1 x MIS Training Voucher, 
2 x MIS Event Passes, 

1 x Free OTTICA Eye Check-Up
1 x Atos Wellness Voucher 

1 x Lifespa Voucher 

ADDITIONAL 
PERKS

FOR ALL ORDINARY MEMBERS
(worth $700)

Promotion is valid while stocks last. Terms and conditions apply. All prices are subject to 7% GST. 


