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Something evolutionary kicks in when
things change drastically and rapidly. It
helps me cut to the chase and put energy
behind less traditional thinking. Having
founded MediaMonks during the 2001
financial crisis, | believe macroeconomics
ISn't an excuse to not grow, you just have to
find your lane and how to create value for
others. That mindset, and a hyper-focus on
what you can control, has resulted in some
of my biggest breakthroughs born in crisis.

Wesley ter Haar, MediaMonks Founder
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Relevance and creative differentiation
become critical for brands to stand out.
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IS YOUR ECOMMERCE STRATEGY PREPARED FOR HYPERGROWTH?
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UX and design cannot be underestimated.
The interface is the brand.
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EXPERIENTIAL ENGAGEMENT IS WORTH IT FOR FUTURE-FOCUSED BRANDS

The desire for value by enriching
consumers’ lives is a strong benchmark
for experiences that brands must offer.
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We are heading into a new era where the
market is challenging our notions about
what constitutes success.
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Experiential ecommerce is a
customer-centric strategy that
strengthens the bond between the
brand and consumer through a
virtualized shopping experience.

HOW EXPERIENTIAL ECOMMERCE VIRTUALIZES THE IN-STORE EXPERIENCE
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Based on interests, defined needs or
previous shopping history, consumers

can quickly find the exact product that they
need on a website, in an app or

even to collect in-store.
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MIX ENTERTAINMENT AND SHOPPING WITH LIVESTREAM COMMERCE
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As consumers seek out content

and connection that helps them
understand and make the most of a
new normal, livestream commerce
offers a great opportunity to build a
brand relationship.
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There’ s no limit to the amount

of people you can host, enabling
brands to extend their reach to wider
audiences.
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As brands aim to continue supporting
their audiences on emerging
channels

or through new user behaviors, they

IN A TIME OF SOCIAL DISTANCING, BRANDS CAN LEARN A LOT FROM INFLUENCERS

can look to influencers as an
example.
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Behind every data point sits a
real human being with a voice.
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DELIVERING DATA-DRIVEN EXPERIENCES THROUGH WECHAT
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Effective personalization requires
you to rethink what you thought you
knew about demographics.
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DELIVERING DATA-DRIVEN EXPERIENCES THROUGH WECHAT
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It’ s critical that your producer serves
as a guardian of efficiency.
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HOW SMART PRODUCTION BALANCES BUDGETS AND CONSISTENCY
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