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Most companies confuse
marketing and advertising.

A billboard is not
marketing, it’s advertising.

Advertising is simply
promoting a brand through
paid channels.
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Marketing is about
understanding
people’s attitudes and
behaviors in order to
bring together buyers
and sellers for the
benefit of both.
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Omnichannel refers to a
businesses (often retail or
service) that integrate different
methods of engagement and
commerce:

e Employing technology to

remove CX frictions

e Serving a greater diversity of
customers

e Expanding brand engagement




Three Keys to Omnichannel Marketing Strategy Success

1. Deep UX Research
2. CX=Brand
3. Exponential Thinking
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DEEP UX RESEARCH

Know your customer
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What do you need to know?

* Demographics:age, sex/gender, householdincome

* Geolocational: where they live, work, shop

 Wants and Needs: relating to products and services

* Behaviors: typical shoppingand product usage patterns

* Pain Points: from major frustrations to small frictions

* Brand Affinities: clothing, shoes, cars, personal electronics,and domain-specific

* Information Channels: sources of news, methods of communication, social
platforms, etc.

* Study-specific data: anythingelse specifically related to your study
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Interviews

Getting good interview data
is more science than art:

e Avoid compound, binary,
and leading questions

e Have a script and research
goals

e Listen more than you talk




Interview question examples

PROBLEMATIC BETTER

Do you use flower or vapes or gummies  What types of cannabisproducts do you

or what? use?

Do you think vaping is dangerous? What do you think are the health effects
of vaping?

How often do you smoke, and how

much do you typically spend per week? Q1: How often do you smoke in a typical
week?

Q2: How much do you spend on cannabisin a

Do you use pre-rolls?
y P typical week?

What types of cannabisproducts do you
use?

= M
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A successful customer interview gives you:

Common Frustrations

_ Customer day-in-the-life stories

Brand Ecosystem Device Ecosystem Digital Ecosystem
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Interview pros and cons

CONS PROS

Time-consuming Richest data set you can get
Necessary for developing Personas

Cultivate empathy for customers
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Other great interview sources:

* Front-line retail employees have best first-hand knowledge of customers

* Customer support specialists have great insights into common pain
points
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Internal Surveys

Internal surveys recruit
participants from your existing
customers.

e Data specific to your
customers behaviors and
attitudes

e Stealth marketing
opportunity

e Compensate with discount
codes




Biz-
Marketing

External Surveys

Internal surveys use a survey
provider to recruit participants
from the general population.

e Data on customers behaviors
and attitudes more broadlyin
the marketplace

e Stealth marketing
opportunity

e Fast and cost-effective
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mp Your Brand

Longitudinal data

Longitudinal data is collected
over time to track trends
and changes in the
marketplace.

Critical for maintaining
strategic foresight.

Cond uct su rveys at IeaSt Between 2021-2022 there has beena 6% increase in cannabis users
month |y consuming less alcohol, a 6% increase in cannabis users stopping alcohol
consumption altogether, and a 12% decrease in cannabis users consuming
more alcohol.
- Jushisurvey data from11/21 and 11/22
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Heat Maps

Using a tool such as Hotlar,
study what users click on
and how they navigate your
site.

e |dentify missed
opportunities

e Test new campaigns

e |terate and optimize




Customer Flow

Document the steps your customer
has to take in order to get their
product.

e Study all possible customer
flows: retail in-person; drive-
thru; online order with in-person
express or curbside pickup;
onlineorder with home
delivery...

e Friction points=
design opportunities

N /)
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Customer Flow Example

A dispensary in a medical-only
state:

e Sales alwaysseemed capped,
and customers complained of
long wait times

e Customer flow study found
patient forms took so long,
there was a cap on number of .
patients per day 1

e New digital patientforms on
iPads reduce intake time by e

more than 80% 5 ﬂ



Personas

Kathy - Problem Solving Explorer

A synthesis of your customer -
interviews and survey data. e

» Skeptical of many dispensaries

» Seeks out legitimate businesses

» Orders delivery via GrassDoor and shops at Stiiizy
» Prefer edibles and smoking flower with glass pipe
» Interested in subscription services and online sales

e APersonaisan archetype,
representing a group of people

Recreational Medical

Curiosity Profile

PAIN POINTS

with shared proclivities

e THE most useful tool for
marketing and design

e Makes research tangible

DEMOGRAPHICS

Gender: Female

Age: 30

Ethnicity: Latinx

Occupation: Professional
Income: $85k/year

Education: Bachelors
Relationship: Domestic Partner

» Don’t know who to trust for information
» Dispensaries seem scary and unfriendly
» Don’t know if products have been tested
» Fear of drug testing at work

> Paying too much for delivery

BRAND AFFINITIES

» Clothing: Banana Republic, J Crew, Gap, Patagonia, Ascics,

Kate Spade, Michael Kors
» Cars: Jeep Wrangler, Audi A3, Tesla 3, Range Rover
> Phone: iPhone XR

Joyous Exploration 4.25
Deprivation Sensitivity 4.375

Social Curiosity 4125

These users are naturally curious about the world,
people, solving problems. They are most

i by acquiring kr ivati
social relationships and troubleshooting every
aspect of their life. They score lowest in thrill-
seeking, meaning they will not take unnecessary
risks that could disrupt their forward progress.

——————————————————————"




Kathy - Problem Solving Explorer

DEMOGRAPHICS

Gender: Female

Age: 30

Ethnicity: Latinx

Occupation: Professional
Income: $85k/year

Education: Bachelors
Relationship: Domestic Partner

MIBiz"

NEEDS

> Stress relief
> Sleep aid
> Pain relief

PREFERENCES

» Prefer online shopping

> Skeptical of many dispensaries

» Seeks out legitimate businesses

> Orders delivery via GrassDoor and shops at Stiiizy
> Prefer edibles and smoking flower with glass pipe
> Interested in subscription services and online sales

PAIN POINTS

> Don’t know who to trust for information
» Dispensaries seem scary and unfriendly
> Don’t know if products have been tested
» Fear of drug testing at work

» Paying too much for delivery

BRAND AFFINITIES

» Clothing: Banana Republic, J Crew, Gap, Patagonia, Ascics,
Kate Spade, Michael Kors

» Cars: Jeep Wrangler, Audi A3, Tesla 3, Range Rover

» Phone: iPhone XR

BEHAVIORS

Shopping

In-Store Online

Usage

Recreational Medical

Curiosity Profile

Joyous Exploration 2

Deprivation Sensitivity 4.375

Social Curiosity 4125

These users are naturally curious about the world,
people, solving problems. They are most
motivated by acquiring knowledge, cultivating
social relationships and troubleshooting every
aspect of their life. They score lowest in thrill-
seeking, meaning they will not take unnecessary
risks that could disrupt their forward progress.
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Kathy’s Curiosity Profile

Joyous Exploration - curiosity for its own
sake. These users are naturally highly
curious about the world in general.

Deprivation Sensitivity - a sensitivity to
being deprived of challenges. These users
are naturally drawn to difficult challenges.

Stress Tolerance - a willingness to
tolerate stress in order to acquire new
experiences. These users are naturally
curious about the unknown.

Social Curiosity - an interest in what
other people are thinking and feeling.
These users expressed a low level of
social curiosity.

Thrill Seeking - a curiosity about
challenges that come with a risk of
physical, social or financial failure. These
users are naturally calculated risk-takers,
Joyous Exploration Deprivation Sensitivity =~ Stress Tolerance Social Curiosity Thrill Seeking if not professionally then with leisure
activities.
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Kathy’s Brand Ecosystem

J.CREW

e @ ®

MICHAEL KORS

BANANA REPUBLIC

Jasics
kate spade -—
NEW YE?RK % _ by '

Brand affinity characteristics: Brand affinity keywords:
» Mid- to high-end brands > Friendly

» Emphasis on experience and quality > Respectful

> Aesthetics and pragmatics both matter > Fun

MIBiz"

SO T



Quotes

“I’'m attracted to the health benefits of cannabis and

the fact that it’s not addictive like some prescription

medications. Plus there are so many ways to take it
that don’t involve smoking.”

“What | like about Stiiizy is that it just feels like a
normal store.”

MIBiz"




Creating a Persona

Survey data on >8,000 customers

14 Customer Interviews
\ Customer Flow Studies of 6 dispensaries

g Explorer
NEEDS BEHAVIORS
> Stress relief She
+ Sleep aid opping
PREFERENCES
Prfer online shopping Usage

+ Skeptical of many dispensaries

© Saoi o IS peemasess Recreational Medical
» Orders delivery via GrassDoor and shops at Stiiizy

» Prefer edibles and smoking flower with giass pipe.

> Interested in subscription services and online sales g

s

» Don't know who o trust for information

DEMOGRAPHICS » Potempatniainetirkfomaion Deprivation Sensitivity 475
S - e i e
o: .
Ethicty: Lat Fasn o o v Thes usors aro aturaly cuiusabout e wor,
Oceupatin: roessional seopl,sovig problems. T
$85 BRAND AFFINITIES ey et Fnowtecie, cutnating
» Clothing: Banana RepuNlc,Jst Gap, Patagonia, Ascics, W‘" m‘ﬂh'\smlﬂaﬂd mub\-sh ing ever
e i b
. ! o A3, Tosa 3, R o, meaning ey il e ke annocessary
: ,S;:‘:m“m 1T, g v tisks that could disrupt thei forward progress.
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Create enough Personas to be inclusive of all your customers

Kathy - Problem Solving Explorer
NEEDS BEHAVIORS
» Stress relief Shopping
> Pain
prere  1@mara - Fascinated Explorer
> Prefed
e BEHAVIORS
> Seek
» Order} Shopping
+ Prefer _—
> Interef
PAIN P( Linda - Cautious Explorer
DEMOGRAPHICS X gf;’;; I J—
> Don
Gender: Female © Fear + Pain relist Shopping
Ao 30 » Payi - Stress reduction
Ethnicty: Latinx * o]
Occupation: Professional BRAND|
Income: $85k/year N . .
Education: Bachelors + Gl PREFE}  Mateo - Selective Experiencer
Relationship: Domestic Partner o  Perad
> Cars: - Good NEEDS BEHAVIORS
* Phond  Gender: Female - Protg
- Gors - Stress/Ansiety oping
Ethinitty: Caucasian + Shop] + Sieap it =
Occupstion: Profsssiansl » Prog o ]
Income: $110yeer + Mig - Ralaxd
‘Education: Bacheiors - Racred . .
Relationship: Marmed PAIN P Anthony - Intrepid Experiencer
- Poor
- Figur NEEDS BEHAVIORS
g~ Pain relet
- Bigd - Pain re
a Dol relet Shopging
- e
Fekuation
on: Msiers it * Fuocreaiion
Ralationship: Divoreed e
- Carsf PREFERENCES usage
+ Phon) .
.+ Seaks I Rocreational Modical
+ Profors porsonatzod exparioncas
- Would pur v
- Used to ust smok but branhing out into vapes, edbies and Curtosty
s e g
+ Very Intevestad In subscriplion services
— (E== =N B
. stz These users are curious about learming
e e new Uhings AN SEQuING New EXprences.
osageand boeey £ 8 Quesaing game Mgtivaled by sel-TIiment, they are less
+ Taste of many edibies & baa by ey
interestid in social rewards or probiem-soling
R it wil take Calculated Sk cnly when
e

+ Clathing; Hugo Boss, Schot Leather, Nordstrom Rack,
Buftala Jeans, Saucony, Puma

+ Cars; Subaru Quiback, Porsche 811, Audi Q5

+ Phane: Samsung Galaxy
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Prototyping & Testing

Use surveys to prototype and
audience test:

e Brand or product names

Logos and packaging design

Websites and apps

Marketing messaging

Advertising and marketing
collateral
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Deep UX Cadence

Customer 10-20 interviews Customer Flow | Each customer experience
Interviews 1x per year Studies 1x per year

Internal & External Update with new data annually

Surveys 1x-2x per month Personas Create new personas when data
dictates
Heat Maps As-needed Prototyping & Use strateg?cally for validation
2x per year Testing and due diligence

MIBiz"
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CX = Brand

It’s all about human experience
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CX

Physical
Touchpoints

| Website

Digital
mpoﬁ\\ﬁpp

VR rience

Hous rands

entity Systems

\\%a&\g Design

%

\\Dlsplay

Merch%ise

Produc\t Design
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A logo is NOT a brand!
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The customer experience IS your brand

SHOPONLINE ~ LOCATIONS ~ REWARDS  RESOURCES

Palm Springs, CA Cannabis Menu

< Dispensary Details

20% Off Online Orders BEYOND /HEL

Minimum purchase of $50 Palm Springs
Yobd 110 - View detas & conditions % Cannabis ...
A =J
CartTotalDiscounts  20% Off Online Orders
tineose - HELLO - Palm Q  somAz v Viewcid
B BEYOND / HELLO Palm Springs Canna.
Indic
sai Found 551 producs at BEVOND | HELLO -Palm Springs
Hybrid
<o See Al Fuzzes

THC Potency -

Mm% Max: 915 -
B Potency - = §

Min:0% max:

Categories

Al

Website Google Store Exterior Store Interior
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Express & Curbside

Provide dedicated pickup
experiences for online
orders:

e Express and curbside
pickup options alleviate
traffic in store

e Give pre-order customers
a premium express
experience
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Home Delivery

Home delivery offers a
premium concierge
experience:

e Respect customer privacy
with unmarked vehicles
and packaging

e |ncentivize larger basket
sizes to reduce return trips

N /)
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Website

Your website is your biggest
storefront:

e A majority of sales will run
through e-commerce

e Leverage opportunities to
upsell at check-out and
drive return engagement

SHOP ONLINE LOCATIONS

Palm Springs, CA Cannabis Menu

< Dispensary Details

20% Off Online Orders

Minimum purchase of $50
Valid /10 - View details & conditions

B cCart Total Discounts  20% Off Online Orders

Lineage -
B
Indica
Sativa
Hybrid
CBD
THC Potency -
Min: 0% Max: 91%
CBD Potency -
Min: 0% Max: 8%
Categories -
Al

D / HELLO - Palm S ) Q Sort:A-Z

Found 551 products at BEYOND / HELLO - Palm Springs

Sponsored

Light Up, Inhale, Feel Fuzzie

-
& &
& =
ativa Hybrid
Super Silver Haze - Mini F... Wedding Cake - Hybrid - ... Zkittlez - Hash Infused Fuz...
Fuzzies Fuzzies Fuzzies
105 37 10

Mini Fuzzies (EACH) King Fuzzies (EACH) 3 Pack Hash Fuzzies (EACH)

REWARDS

RESOURCES

= Login

View: Grid e

See All Fuzzies

Hybrid Hi. Need any help?

Maui - Hash Infted Fuzzi...
Fuzzies

3 Pack Hash Fuzzies (EAC
3pk f 2.4g per pack
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® Hello Club Rewards

Phone App
Apps are risky:
e Expensive to design and build well
e Users are oversaturated with apps pliqu
e Most apps deleted within first week 8 st Beorard
IF you pursue an app, determine $10 OF
customer needs first and start simple. o
O i T QO
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VR/AR Experience

Be aware of these cutting edge
technologies:

e Virtual Reality (VR)
e Augmented Reality (AR)

e \Web3 Commerce
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House Brands

House brands should leverage
research on specific customer
demographics in the design of every
detail:

e Branding Identity Systems
e Packaging Design
e Retail Display Design

e Product Design




 Biz’

Mvarketing
Case Study y -
. . “m TASTEOLOGY
The research that went into the design of 0 ) cannans mruseo cummes
these products: f BLUEBERRY
T CALM
e Customer Personas most likely to use \ , pee
edibles A\ [STE®LOGY
e Food industry research on flavor trends » o A R
. . \,-,}: ; Ytz ey At PEACH

e Customer’s needs with gummies iV PR

; CANNABIS INFUSED GUMMIES \ SEAAG(;H(/5£AAG[§BD
e Color psychology 4 MANGO-PINEAPPLE o4

: BOOST
[ ]

Audience testing of logo, artwork, color F e
palette, naming conventions, and \
informational display

R
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Factoid

When the color psychology of the packaging
is mismatched with the perceived effects,
customers are half as likely to purchase the
product.

For example, customers were put off by the

red color of this packaging for “Mellow
Mint”.

=
S
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=}
[—
=
1
=

L =
\

TASTEOLOGY

CANNABIS INFUSED MINTS

2.5 Nicosost

MELLOW
MINT

% X 4
&WFUS

Y
ED TS + 100 N6 ™o

3
Vs » WS




Exponential Thinking

The future is coming faster than you think
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Exponenti

Omnichanfiel Model

________________________

Thinking

F@Fasting

Scenario

lanning

Strategic

Foresight

Consumer

forecasting




Futurecasting

Stop thinking in quarters, and
instead think in 1-year, 3-year, and
5-year increments.

e Forecasts of industry experts
(McKinsey, PwC)

e |Internal longitudinal studies

e Tracking macro market trends




Doing Futurecasting

FoundationResearch Syrwr'@ﬂaﬁﬁ"mg fﬁ}fegi‘-?Foresight
Consumer m Risks & Oppm

Customer Personas
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Example

Al and Machine Learning are driving
risks and opportunities now and in
the future:

e Realtime customer research data

e Al-optimized social media
campaigns

e Predictive modeling to anticipate
future customer behaviors

e Hyper-personalization
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The Omnichannel Model thrives on feedback loops

E-Commerce

Retail R Wels App

Express

Curbside
. ogle \&)gle

Deliver X\ Weed Maps
A/ Maps Reviews P




Three Keys to Omnichannel Marketing Strategy Success

1. Continuously learn your customers

2. Customer experience is the ultimate branding and
marketing

3. Always be looking ahead for future risks and
opportunities

N /)
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