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LIFESTYLE.

associated with, reflecting, or promoting an enhanced or more
desirable way of life for an individual, group, or culture.

BRAND.:.

a public image, reputation, or identity conceived of as something to
be marketed or promoted

Source: Merriam-Webster
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WHAT SUCCESSFUL
LIFESTYLE BRANDS DO:

* They know their customers
on an extreme level.

* They seek to build community
and be purpose driven.

* They avoid selling for
selling’s sake. The brand sells
itself.
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Get To Know Your Members Better
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About the Chase Customer Panel

The Chase Customer Panel is an invitation only group consisting
of Chase customers who provide feedback through a variety of
surveys and studies. This Panel is managed by Socratic

Technologies.

SOURCE: MYFICO FORUMS



Get To Know Your Members Better

* Make it a priority to get out
and meet with your members.

 Use the interviews as real-life
and relatable member stories.

 Take the feedback and
improve.

* No excuses, get out there.




Get To Know Your Members Better

» Create a panel of advocates.

About the Chase Customer Panel CHASE O

The Chase Customer Panel is an invitation only group consisting
of Chase customers who provide feedback through a variety of

surveys and studies. This Panel is managed by Socratic Current fIaShDDII ‘

B iy b ol o e e Use social and email su rveys
to gather more intel.

Much better
I 7.6%

A little better
I 2C. 7%

About the same
I 25.7%

e - Combine data and utilize it.

Thank you for voting.
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6 IN 10 YOUNGER
CONSUMERS CLOSELY
CONSIDER A COMPANY'S
ETHICAL VALUES AND
AUTHENTICITY.

SOURCE:

IMAGE SOURCE: TOMS SHOES


https://www.accenture.com/_acnmedia/thought-leadership-assets/pdf/accenture-competitiveagility-gcpr-pov.pdf#zoom=50

| Live your best life,_

| we ean help







DON'T MARKET A PRODUCT,
MARKET ALIFESTYLE
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WHAT SUCCESSFUL
LIFESTYLE BRANDS DO:

* They know their customers
on an extreme level.

* They seek to build community
and be purpose driven.

* They avoid selling for
selling’s sake. The brand sells
itself.
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Q&A Wrap Up

Alexandra Gekas
Vice President, Marketing & Engagement, Callahan & Associates

Christine Ahlgren
Director, Strategic Business Alliances , Harland Clarke

www.harlandclarke.com/webcasts

m harlandclarke.com/LinkedIn

y harlandclarke.com/Twitter

The content for this presentation was created by Alexandra Gekas.
The views and opinions expressed herein are those of the author, Alexandra Gekas

Nsociae and do not necessarily reflect those of Harland Clarke.
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Type your question in the questions panel =4

Presentation materials and video replay
will be provided within one week.
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