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DIGITAL CONFLUENCE IS ACCELERATING

THE RISE OF MILLENNIAL
TECHSUMERS

CURIOUS DEMANDING IMPATIENT







MEDIA IN MOTION:

IT’"S ALL ABOUT INDIVIDUAL JOURNEYS
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DATA, DATA EVERYWHERE....
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IMPERFECT MEASUREMENT

MOBILE MARKETING ASSOCIATION




FLUID, DYNAMIC

PLANNING

MULTI-CHANNEL
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IMPERATIVES FORSUCCESS 4

¢ A BALANCE BETWEEN LONG TERM AND SHORT TERM
¢ A FOCUS ON THE “WHY”

AGILITY

5 &

STRATEGIC PARTNERSHIPS

w

DIVERSE LEADERSHIP TEAMS




BUILDING FUTURE ‘
ORGANIZATIONS 4

TALENT TECHNOLOGY




’A l
The best way to predict

the Future is to create it.

- Peter Drucker
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