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is expected to be an experience brand
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keep working to make that
everyday experience more
consistent, more enjoyable,
more fun." MCDONALDS

This isn't rocket science.

NIKE

It wouldn’t have been that hard to launch in the US, if all
we wanted to do was a subscription service or all we
wanted to do was another download service. We wanted
to launch a product that the user felt was free, that meant
that they could share tracks with their friends, that meant
that they could try out the full experience before they
decided to later convert.
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something which really does make people’s working lives simpler,
more pleasant and more productive, our job is also to understand
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It's our obsession with serving the consumer that
we put the consumer at the center
sharpens our focus and drives our growth. of everything we do. In a world that
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needs in areas where we have significant growth
potential, particularly appliances and mobile phones.

is increasing more conneted...we
are building our digital muscle
and empowering our ability to
understand our customers' behavior
and preferences. UNDER ARMOUR

building. Is it addictive? Is this technology helping their customers or
hurting their customers? Are they being manipulated? This is somethin
that every company and every CEO is going to have to do.
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the answer isn’t more data

it’s
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