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1.1 Humanized Growth Study 2.1 Abundant Markets 3.1 Human-Centric Transformation
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Today’s Agenda

05’ Introductions
10’ Content Presentation

70’ Discussions

05’ Next steps & Close




Poll Results
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| prefer to first develop a detailed business model
proposal before discussing it with colleagues

| discuss business model implications with peers
from as many relevant functions as possible

| am a trusted partner of our CFO
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Deliver
ever-evolving experiences



3
S
>

COMM

="

5 e e




Wavemakel







wil # FoT L e

! “ - i
g fﬁ"r H.—_q.-*i_‘ !_'-_.‘

]
.
-,
]
Fl

#:_,_\.i' e e Y T,
r{:;rﬁ YR T S  a

P P L ol




F customers
1ave good
(periences

sartner Research






The sea of

{&d

pLn

ATL - CDG

By B

Mordan Pamer

APIS: ASDFI2Y4

[=] 3% [=]

[ ISR
_rl ey Hoes]

20AUG1S

LR 1200 P

Boarding Pass

£ Back

amsglustm e F o
* e Crperatng by o
Econamy KLM Royal Dudch Airfines 02
Thgte Brarta Oale L
¥LOBOS B:50 AM

JACKSON [ ALEXANDER

c20

b il G

7:15am

B:00AM

€D
ORD +

Chicaga, IL. US

Sept. 18, 2018
UAZ3

FORRESTER

10:49AM

IAH

Houston, TX, US

uniTED B




Your previous best
experience is the baseline
- expectation for your next
experience
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Think Ever Evolving

Experience

Ever Evolving
Experiences

Services

Joseph Pine
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How do we

do this?




0verperformers
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EMPATHIZE DEFINE IDEATE TEST IMPLEMENT
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UNDERSTAND EXPLORE MATERIALIZE




Initial interaction
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CONSIDERATION
& EVALUATION

Understand the
options that will help
me find a job
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ADECCO
ON BOARDING

Joinan agency that
will help me find the
right job
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JOB
OFFER

Get a job that is right

Job Placement

PERFORMING
THE JOB

Ferfarm the job to
best of my ability
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COMPLETE
JOB

Successfully finishing
placement
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Adecco journey

700
interactions
with candidates

and clients in

32 insight
sessions with
GenZ

8 exec
Team

Interviews

FR and NL
5 storytelling 13 branch 50 branch manager 20 ideation
circles immersions and consultant sessions with
interviews Start-ups
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Deep insights

Consultants spend 70% of their time
on administrative tasks

[@ Pain points:

are not up to date

No clarity of branch specialty

Not the mght branch

I am a crane driver and I am looking for jobs through temp
agencies.

A friend told me to contact an Branch, 30 kilometers from my
home. So I took my car and went there. I was welcome by a lady
who asked for my résumeé. I gave it to her and said I was looking
for jobs of Crane Driver. She told me it was not the right Branch.

She sought for the right branches around, there were 3 of them but
far from my home. She told me also to go on adecco.fr for a pre-
registration
After 15mn, I left and went back home.

. Information about the location of the branches

Candidates often approach agencies that are

closed but find people working inside
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eeding the funnel
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We
co-created
100+
solutions...

...in collaboration
with Adecco
experts, customer
experience
experts and start-
ups

Each solution
details the
business owner,
timing, branch
impact, digital
impact and
pain/gain




Be empathetic
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Fight ‘sacred’
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Leverae Al

ECOMMERCE DISCOVERY COMMERCE

People find products Products find people
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Leverage AR and VR
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Livestreamed

How Conversational Commerce
Helped L'Oréal Achieve One
Month Of Sales In 24 Hours
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Start where you have
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Individually

Where are we leading and lagging
with Evolving Experiences ?

Why? What is enabling and
blocking success?

What can | do more/less to enable
success?

Don'’t forget to reference benchmark learnings.




In Groups:

Discuss and prioritize
best practices for
enabling Evolving

EXxperiences success.




ADMAP / OCTOBER 2019

Winning in the era
Of brand experience




Tim Brown | TEDGlobal 2009
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Lucas Perraudin
on Discovery Commerce

FACEBOOK



Milestone 1:
Growth Opportunities

Schedule your sparring session
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Next session

Time: March 10
8AM EST | 2PM CET | 9PM CST

Topic: da Vinci Growth CMO



Charlotte Petri Gornit

Assistant Secretary General

Friday February 26

¢ AM EDT | 2PM BST | 10 PM CST
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Register here

Hosted by IRG Founder Marc de Swaan Arons



Deepak Choyk

Author

Friday March 12
? AMEST | 2PM GMT | 10 PM CST

o chopra

Register here

Hosted by IRG Founder Marc de Swaan Arons
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