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1. Dati e modelli 2. Platform based 3. Piattaforme e 4. Le relazioni di 5. Q&A
competition distorsioni oggi
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X E la tecnologia modifica i comportamenti di
consumo




X Il valore per il cliente? Una dimensione sempre piu ...diffusa

Brand
Partecipazione Value
. : Emozioni della
Coinvolgimento lagi
relazione Knowldge Customer
Value Customer Lifetime
engagement
value
Customer Customer
Engagement satisfaction
Influence Referral
Value Value

Brodie et al. 2011

& ITE



‘ Platform based competition: da dove partire
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Esperienze
precedenti
(t-n)

* Pre-acquisto
* Acquisto
* Post-acquisto
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Touch point
Post-acquisto

Touch point
acquisto

Touch point
Pre-acquisto

Brand owned
Partner owned
Customer
owned

Social/estemi
Comportamenti,
consumo, utilizzo,
engagement,
fabbisogno di
servizi

Brand owned
Partner owned
Customer
owned
Social/estemi

Brand owned
Partner owned
Customer
owned

Social/estemi
Comportamenti,
riconoscimento

bisogni, ricerca,

Insieme evocato.

Comportamenti,
scelta, ordine,
pagamento.
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Google maintained its search
monopoly by grabbing
information from third parties
without permission to improve
search results.
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Facebook has grown so
overwhelmingly powerful
that internal findings
suggest its greatest
competition exists within
itself.

-

«Amazon harvests the sales and )
product data from its marketplace
to spot hot-selling items, copy
them and offer its own competing
products, typically at lower prices.

¥

[Apple has used its control over \
the App Store to punish rivals
including by ranking them lower

in search results, restricting how
they communicate with

customers, and removing them

\outright from the store. /




‘ Platform based competition: risultati attesi

- ’ Attrarre e
Trasformare le . e .
] . .. trattenere i clienti
interazioni in ) ) .
in logica anti
valore )
lock in
Coinvolgereil Potenziare la
cliente qualita delle
«profondamente» i interazioni
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‘ Le presentazioni di oggi

Piattaforme as a service ed Ecosistemi per innovare e competere nella nuova era digitale — Martellone (CRIF)

HER T TuEICAEE L'estensione della relazione Banca Cliente nell'ecosistema digital retail - Bodecchi (Bper Banca)
interazioni in
valore

Attrarre e Customer Centricity in Cassa Centrale Banca: processi digitali e open innovation
trattenere | - Bonetti e Piasini (Cassa centrale Banca e Intesa IBM)

clienti in logica

anti lock in

Potenziare la
gualita delle
interazioni

Coinvolgere il cliente «profondamente»
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