
Reaching Business 
Professionals in 
the Digital Age

NASAA 5/2/14



DIGITAL FORCES ARE 
REDEFINING EXPECTATIONS

People EXPECT to engage anytime, 
anywhere with integrated experiences.



Raising  the bar for
• Immediacy
• Control 
• Intimacy
• Community

PREFERENCES AND OPTIONS 
FOR CONNECTING HAVE 
CHANGED



Start with Vision, Objectives & People

Vision

PeopleObjectives

Strategy (Company & Marketing)

Radio Social Print Web TV/Broadb
and

Apps Events





Hallmark’s vision



Creating a roadmap with a clear north star 
helps set goals and measure progress

Today

Strengthen 
relationships 

through a global, 
mobile and social 
approach to Shop, 
Connect & Watch 

For us it’s an ongoing 

journey



Our target consumer 

EMOTIONA
L CREATOR

FAMILY/KID 
FOCUSED

EXPANDING 
LIFE STAGE







People “buy” why not what

• What do you stand for?

• Why do you stand for that?

• How does that vary for different audiences?

• Trigger points to reach different people?

• Attributes that link to deeper values?

• What partners can fill in the gaps?



Connect with Deeper 
Value Attributes



Example of Linking to 
Deeper Value Attributes

13

• Self-fulfillment

• Self respect

“We know what it 

means to 
serve”

They really know 

me and care 

about me

The absolute 

best in non-

face-to-face 

customer 

service 

ATTRIBUTE BENEFIT VALUES

©  2007 Agility Branding, LLC 



Most Inflection Points in 
Working Years

• College

• First Job

• New Home

• Marriage\Divorce

• Kids
• Start School
• Graduation

• New Job (or raise)

• Empty Nest

• Retirement



Engage across moments of truth

Remember

Consideration 
Set

How 
Access?

Purchase
and/or 

Use

Response

Trigger

• Determine needs 
across “purchase 
cycle”

• Test appropriate 
marketing tactics 
for for each part 
of “funnel”

• Think about how 
these differ for 
different 
inflection points



HALLMARK’S FIVE THINGS

GENUINE

Lean into Brand Essence

Emotionally
RELEVANT

LIFE
AFFIRMING

CREATIVE THE VERY
BEST



BRICK AND MORTAR  |   WEB  |  PRINT
VIDEO |  SOCIAL  |  BROADCAST  |  MOBILE

Choose tactic based on strategies & integrate



Digital has changed Marketing

• Social world

• Mobile-first, but web still plays a key role

• Digital Wallet

• Hyper Localization

• Sensors, Personal Assistant

• Multi-screen lives

• Big Data/Privacy

• Digital divide



When in doubt, go back to the Investor

Disagreements & 
shiny pennies abound: 
• Be who you are {Brand 

Self}

• Understand the Value you 
bring to the Investor

• Be in their flow of life

• Leverage data & insights

• Take Risks (try new things)



Thank You!


