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‘Consumer expectations aré increasing
ACTIONABLE KNOWLEDGE .’ _




Dlgltal communlcatlon on the rlse at Target-g‘
ELECTRONIC DELIVERY PREFERENCE

= -.'Total electronlc .

~ delivery .-
'?preferences e
~“increased fromis, i
38,000 (2015) = =+ -
to.77,600after .
2017 open
"‘_’enrollment

“Have

opted-in
- to Text -
- Consent.




Case Study: Target You + Health -~ = -
THE PROGRESSION. " D

Traditional printed, home = . S Gamified,
mailer campaign 44 . microsite experience

. )) ~ Mobile campaign




Target You +. Health campalgn objectrves
PRll\/lARY OBJ ECTlVES

. Educate team members and enroIIed spouse/domestrc
partners about the health and financial benefits that are
avarlable as a Target team member and famrly members.f '.

. .'Increase engagement in clinical and weIIness programs
Lo s Increase |nbound caIIs to UnrtedHeaIthcare Advocates

. Improve member decrsron makrng




Campaign strategy creatlng a moblle experlence
INTERACTIVE DIGITAL ENGAGEMENT VEHICLE TO REACH A LARGE POPULATION THAT IS ON THE GO

. DeS|gned for a moblle experlence

« Added a fall campalgn push, updatlng the
environment from a store to a dlstrlbutlon center -

. "Leveraged onllne moblle prlnt and onSIte tactlcs

~« Eliminated home mallers to save on costs

. Offered special sweepstakes to drlve engagementf. g
on the microsite and for sharing the s1te A

. Developed a seIf|e campalgn to engage W|th team S
members dn‘ferently onsite. :

®



“The Experlence Lo
TEXT “TREAT" TO 313131 TO CHECK I'T OUT




Creative materials

Last-chance -
email

Text
messages

Selfie campaign %

- Internal
communications




Results.

CAMPAIGN HIGHLIGHTS

- Total traffic
increase

from 2016:

37.5%

 (13%ofgaps
identified) -

Mobile uség'é

Increase

from2016:

®

~Gapsincare .

i Ne"W.-R'aIIy-" |
- registrations:

| 1, e -

‘_*(?ompared to two weeks before the campaign

=1 Increased mbound caIIs o

S ,_,]H.ealth Sur_Vey_" el

'TeXt COde i EAP-respoh's_eﬁ' Average time

1 236 9532 unique - § | -5:02-
| I‘n(.:r‘easede”rollment*
25% - 30%

‘Shares increased
- from 2016:

251%

- completions:




T-Mobile Confidential
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" L|veMagenta _
BUSlNESS OBJ ECTlVES

. Connect employees In a S|mp1e/eff|0|ent
way to expert resources to help them be
thelr best self and rock lt every dayI '

T_MObiIe Confidential .‘ | | | E _




LiveMagenta
STRATEGY

. Mobrle/SocraIIy drlven and funI =

 Fresh content added every month to keep
the site relevant i

. 'Monthly cash sweepstakes for employees
who share feedback on the site :

* Drive engagement through organlc adoptron |
and simple sourcing of resources |

« Continue to evaluate results to evoIve the R SRR
dlgltal strategy - | i

F-Mobile- | Ontedteatheare



‘The Experience '
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‘The Experience
FEATURED SERVICES
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‘Communication materials- = - . o
' e Livel\/_lagenta‘Desk Drops_

Live Chaton L SRR e R LiveMagenta Launch_\/ideo
- LiveMagenta P s T s PR e _

¥ __L_ivel\'/lag.én'_ta? B’_rbc‘h ure

o ; L"VeMaQEI%nta'_Yérhmer ‘G.roUp_'.
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‘Results, - .
LIVE MAGENTA STATS

*Most popular pages gy i ' * Most utlllzed serwces

T-Mobile Confide_ntial




‘Results. -~ -
GOOGLE ANALYTICS
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Feedback

- “What an amazing resource!
~ Thanks for |mplement|ng this!” -
Sr Emerging Leader Program_'-
| Assouate Fmance i

~ “This site
~_seemsto
 have itALL"
 Retail Sales
- Associate

i “The greatest ek
Iearnlng | had when i
~ reviewingthesite -
~wasthe feelingthat| ~"T-Mobile continues
amnotalone....” - toamazemel”

7 '-",;-.,'.:Customer Care Rep, ~Principal Engineer, .
" MlSSlon iy - Technology

T_MObiIIe Confidential .‘ | | | E _

“This is GREAT!!
Thank You!”
“Coach, General Care,
- Customer Service



	Slide Number 1
	Consumer expectations are increasing
	Digital communication on the rise at Target 
	Case Study: Target You + Health
	Target You + Health: campaign objectives
	Campaign strategy – creating a mobile experience 
	The Experience 
	Creative materials
	Results
	We are the Un-carrier!
	LiveMagenta
	LiveMagenta
	The Experience
	The Experience
	Communication materials
	Results 
	Results
	Feedback

