Ben Lunt
Innovation, experience design & creative direction

In My experience, businesses rarely (if ever) come to you with

a brief for a fully fledged programme of works. Instead, programmes
tend to emerge organically in response to changing circumstances,
an evolving understanding of what needs to be done, or simply

as a result of trust building up over time.

But a great programme is not just a means of segmenting tasks
and deliverables (or, indeed, proactively increasing your own Scope).
They need careful choreography not just of teams and workflows,
but ideas. They demand both an understanding of technical
dependencies, and an appreciation of the target audience’s

mental model of what you’re building, step by step.

Delivering a consistent and coherent vision requires a delicate
balance of forward-planning and real-time improvisation.

And as Al accelerates our ability to develop and deploy new
experiences, clear direction has never been more important.
Here are five, diverse examples from my past in which | think
| delivered an experience greater than the sum of its parts.

Featured work

Max Factor
Product strategy & experience design, 2011-13

Art Basel
Product strategy & experience design, 2014-15

Patrizia Pepe
Omnichannel experience design, 2018-19

Hugo Boss
Loyalty strategy, 2023

Tommy Hilfiger
Flags, 2022-23

All work remains the property of the relevant brands,
and the product of diverse talents and team members.
However, if it’s featured in this document, it’s because
| led the relevant projects from pitch through concept
development and delivery :) Full credits available at

— perestroika.tv


https://perestroika.tv/

MAX FACTOR
Product strategy & experience design

When legendary marketer Esi Eggleston Bracey turned her attention
to Max Factor, initiating a full, 360 refresh of the brand from the
ground up, | saw the opportunity to fully deliver on its purpose around
“putting make-up artistry in her hands”.

We reinvented Mr. Max Factor’s “beauty calibrator” for the 21st century,
retooling emergent virtual makeover technology to deliver not only
previews of make-up looks, but also personalised advice and
recommendations; working closely with in-house MUAs such as

Pat McGrath and Caroline Barnes to encode their artistry and deliver

a full, virtual make-up consultation.

Max.Me became the central tentpole of the brand’s digital strategy,
and at a time when brand services like this were far from the norm.
The experience taught me much about navigating complex
stakeholder relationships and integrated marketing programmes,
including shepherding the concept through rigorous rounds of qual
and quant testing, both before and after launch. And it enabled us
to expand our scope into multiple other service touchpoints,

far beyond the agency’s original remit.

Agency
Leo Burnett Group, London

Year
2011-13

Client
P&G Global, Geneva

Projects

Brand strategy, 2011*

Digital platform strategy, 2012
IPSOS 360 testing, 2012~

Digital product strategy, 2012
Welbsite strategy & design, 2012-13
App strategy & design, 2013

*individual contributor
Outcome

2.4x Net Promoter Score
(NPS 30 vs NPS 72, pre- vs post-launch)

— Case study & credits


https://perestroika.tv/highlight/max-factor
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Contribution

Digital is very much contributing to the overall likeability, as well as the TV brand.
Only FLE print is less a positive contributor, not contributing.
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Interest in concepts

interesting.

Holistic
Main
A

Base: All Respondents who hawe seen Digital Media
FaceMap (personal make up recommendation
based on your photo)

ooks (ideas of make up looks that you can upload,

o0l

Make-up tutorials, hints and advice from 55

ofessional Make-Up Artists
Max Faclor's hustory and hentage in Make-Up B
Anrtistry
Contests, free samples and local promotions N
None of these concepts 2







MAXFACTOR MAXFAC TOR

THE MAKE-UP OF MAKE-UP ARTISTS THE MAXE-LUP OF MAKE-UP ARTISTS

COACHING ~ CONSULTATION  HERITAGE ~ NEWS GLAMOUR PR S  COACHING  CONSULTATION  HERITAGE  NEWS
y

MAKE-UP BASICS COLOUR PREFERENCES MAKE-UP PREFERENCES SUMMARY

PUTTING OUR
MAKE-UP ARTISTRY »
IN'YOUR HANDS

3. Feature analysis

FEATURE DETECTION

You wi

see that we have automatically traced your features

¢ using jots. This map of your face will help us understand
g your fa ture. This step is crucial to what comes next

so please make sure th e traced your feature jrately,

g adjust where necessary before proceeding to the next step
Empowering you with the collective creativity and expertise gg
of our legendary make-up artists — bringing their seasonal looks .f‘f

and personalised enhancement advice directly to you.

> Find out more

HOW IT WORKS

@ veLoroYourPHoTo @) COMPLETE VIRTUAL CONSULTATION (@) VIEW RESULTS

MAXFAC TOR MAXFACTOR

THE MAKE-UP OF MAKE-UP ARTISTS THE MAKE-UP OF MAKE-UP AR

GLAMOUR 1S CO0 (G CONSULTATION  HERITAGE ~ NEWS Search GLAMOUR PR OACHING ~ CONSULTATION  HERITAGE ~ NEWS Search

FEATURE ANALYSIS COLOUR PREFERENCES ~ MAKE-UP PREFERENCES SUMMARY FEATURE ANALYSIS v MAKE-UP BASICS v COLOUR PREFERENCES v SUMMARY

2. Skin shade 3. Skin typo 4, Colour preferences

y '
Step 11 of

SKIN TONE LOOK PREFERENCES o

Skin tone is the colour beneath your skin that Choosing your make-up look means

”
gives it its unique hue. Max Factor based 19 your unique style in a way that |
much of his colour harmony theory around J look - and feel - fabulous. What >3

this, using it to identify the colour palette that

would be most complimentary. We will be

doing the same. Please select one option

OW.?

DID YOU KN
‘ v “ Ul \ YUUK INNEI .
YOUR SKIN TONE. IF YOUR COOL NEUTRAL

Rosy or pink undertones.

Silver jowellery works really Both & é - Y NOCAL TID A )
well for you. sull vo against your skin WILL AFFCAT ATURAL WHILLC Dramatic

COLOUR  »»




MAXFAC TOR

THE MAKE-UP OF MAKE-UP ARTISTS
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Every great makeover starts with your best feature
and from what you've told us, we think that's your eyes
Scroll down 10 view the full results of your consultation,
including seasonal looks from Max Factor make-up
artists, and a range of personalised enhancement tips

SAVEYOURPROFILE > [ PRINT FULL SUMMARY >

MYSTIQUE > See the full look > Share your summary = > Retake the consultation

YOUR MAKE-UP ATTRIBUTES > Edit attributes

S&| 2~ a5 a5 [x7 a5 [37] a5
- - - = /| |\ -

=2 MYSTIQUE £3) RADIANCE £3) RADIANCE

B BY PAT MCGRATH [ BY CAROLINE BARNES £ BY CAROLINE BARNES
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MYSTIQUE | > See the full look

EYES

Fuery areat makenver starts with vour hest featice

GET THE LOOK > See alllooks

3| secowosun
Bl FOUNDATION

S L
your consultation, including seasonal looks
from Max Factor make-up artists, and a range
of personalised enhancement tips.

SAVEYOURPROFILE > | PRINT FULL SUMMARY >

> Share your summary | > Retake the consuitation

YOUR MAKE-UP ATTRIBUTES >Ed

YOUR SUMMARY

DARIEY

YOUR ENHANCEMENT TIPS > Seo al ts

v-shaped indent in the centre)

Now outiine the lower lip, taking care to

YOUR SUMMARY

YOUR COLOUR PALETTE IS

COOL

You love warm colours, but a cooler
palette will complement your skin tone
perfectly. Look for shades with a

FIVE
MUST HAVES
FOR YOU

ESSENTIAL ITEMS
FOR YOUR MAKE-UP
ED ON YOUR
CONSULTATION MASTERTOUCH CONCEALER

BUY THESE TOGETHER

GET 15% OFF




ART BASEL
Product strategy & experience design

Max.Me had previously played a critical role in winning a new client Agency
: : : : Leo Burnett Group, London
in the form of event marketing company MCH, working on their watch
and jewellery fair, Baselworld. In turn, this unlocked the opportunity Year
to work on the jewel in their crown, Art Basel. Ale=le
Client
What came to us as a relatively straight-forward website redesign brief WIS (GieuR, ZJeh
quickly evolved into an opportunity to redefine every aspect of the Projects
experience in and around the world’s leading art fair; across a complex Gallery management portal, UX & design, 2014
: Website, UX & design, 2014-15

array of industry stakeholders, from gallery owners to HNW collectors, Platform strategy, 2014
art advisors to the general public; and in the context of a nuanced, Content strategy, 2014

g dictabl K App strategy, 2014
arcane and unpredictable market sector. App, UX & design, 2015

Gallery Application Process, UX & design, 2015

With a long-term goal to expand the service beyond the physical Outcome

art fairs themselves, | was required to frame each brief strategically, 4.3x app installs, YoY

and choreograph each of the resulting workstreams with both internal (Rl BEE Lt [Eeeren A0S v A014)
and external partners, in order to deliver a holistic and coherent
experience for diverse end users.

— Case study & credits



https://perestroika.tv/highlight/art-basel

A't Basel =

Connecting

113 :

Art Basel is the best galleries
the best art fair - and the best art -

Exploro ArtBasel's | Cntonaoe < tmn in the world.” with the best buyers

off-site sectors West side of MBCC 5-min walk In the W0r|d

Long-term business goal The show cycle VTAUISE | PERSONAUISE The vision

A site experience that mirrors
the ever-changing experience
of Art Basel itself

”

“Own the art ecosystem

WANJA BONT
Global Head of Digital Platforms, Art Basel

Design principles Proposed platform architecture Product strategy



Wayfinding

The world’'s most prestigious

Website CRM

ENHANCING EXPERIENCE
AROUND THE FAIR

GETTING THE BASICS RIGHT

LAYING THE FOUNDATIONS

SURPRISE & DELIGHT
Most visitors appear happy,
for the most part, to wander
around the fair freely...

Platform strategy

art fair

I

Platform

ENHANCING EXPERIENCE
AT THE FAIR

PLATFORM ROLLOUT

SURGICAL STRIKE

... but the more serious
the visitor, the more
carefully planned their
experience

The world’'s most prestigious
art market platform

Commerce

ENHANCING EXPERIENCE
BEYOND THE FAIR

PLATFORM CONSOLIDATION

User needs

VISITOR m ART ADVISOR GALLERY MCH/ART BASEL
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PHASE 2

AROUND THE FAIR AROUND THE FAIR AROUND THE FAIR FACIUITIES INFO MANAGEMENT
APPRECIATING ART BUYING ART ASSESSING ART SELLING ART CONNECTING THE PIECES
PHASE 1 things that must be true before commencing art market platform rollout
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Art|Basel

The State of the Art

Founded by gallerists in 1970, Ant Basel is the leading global platform connecting colleciors, gallenes

Supponing gallenes as they nurture the careers of artists from arouna the world

Coming up

Miami Beach »
December 4th — 6th 2015

Join us for the 14th Edition of Art Basel
Miami Beach. The workd's premier art
fair Is centred around the Miami Beach
Convention Center, but ultimately takes
over the whole city

March 3th - 7th 2016

Attending Art Basel

and arntists. Our fars in Basel, Hong Kong. ang Miami Beach - and now online - are a driving force in

Hong Kong »

Future dates »

Exhibiting at Art Basel

Attending Art Basel

Three umes a year, leading gakenes

contemporary art, and a new (

How to get here »

Discover art

Untitled

Franz Kline, 1957

Preview the full catalog
for Miami Beach 2015

Exhibiting at Art Basel

gotad in the princpia that g S play an

How to apply »

Representation
Kukje Gallery /
Tina Kim Gallery

Location
Hall 03 / Booth J7

Lifespans
Bill Viola, 2012

Explore the full
Art Basel back catalog

Register

Série 15 n°8

Julio Le Parc, 1970
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PATRIZIA PEPE
Omnichannel experience design

When | joined Wednesday, their ecommerce proposition was focused
firmly on their clients’ websites. | quickly recognised the commercial
opportunity to expand this into more of an omnichannel practice,

and with a view to delivering a more holistic, end-to-end CX.

Consequently, when ltalian affordable luxury brand Patrizia Pepe came
to us, we were ideally positioned to help deliver on their ambitions.
Faced with an ageing customer base and a rapidly evolving set of
category consumer behaviours, their new CEO was looking to roll out
a radically new product release strategy, and make significant moves
on the Chinese market.

As with Art Basel, we were originally approached with a pure website
redesign brief. But having understood the true scale of Patrizia Pepe’s
ambition during the course of an early discovery workshop, | was able
to use my omnichannel approach to unlock a series of new briefs.
This enabled us to help them reshape everything from their service
proposition to their visual identity, across every touchpoint, and

every market around the world.

Agency
Wednesday, London

Year
2018-19

Client
Patrizia Pepe, Florence

Projects

Website, UX & design, 2018-19

Content strategy, 2018

Brand identity & merchandising guidelines, 2018-19
Service proposition design, 2018

TMall / WeChat miniprogram, UX & design, 2019
In-store kiosk, UX & design, 2019

Outcome

+27% conversion rate, YoY
(SS 2019 vs 2018)

— Case study & credits
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beaatiy
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“Saming to find our own path again for a
few seasons, with a stronger personal vosce,
because becoming more commercial was
dnving customers away...”
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“The case study in affordable luxury...

LIFELONG, BUT LAPSED, FAN

OROP 1

o LA

MONTM 2

beaatiy

5 YEAR GOAL

OMNI-CHANNEL
CUSTOMER
EXPERIENCE

caaTowns

PRESENT

LIFELONG, ACTIVE FAN

e about the drop

. . .
€ OICT, OUr Rronge

[N

PRODUCT RELEASES

STASONAL COLLECTION

MONTH 2

MONTH &4

~
G

"

MONTH &

3
ROWTH 1IN

30-40%

PERFORMANCE

MONTH &

N RETAIL

~ SAINT LAURENT

beaatiy

FREQUENCY IS KEY

ENGAGEMENT

SHIPPING

caaTowns

CATEGORY BEHAVIOUR

ZADIG &VOLTAIRE

“They buy luxury, they buy mass,
they mix the bottom with the top,
and they don't care...”

[N

MEDIA INVESTMENT

DROP
0+ ITEMS

! MONTH MICRO-PROJECY



PILLARS OF OMNI-CHANNEL EXCELLENCE GOING FOR GOLD
PIND KDOPLES VuIrTON
SERVICE PROPOSITION NEWSLETTER ACCOUNT
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Free delivery & retums New drop alerts Free next day delivery
Collect and return in-store Exclusive offers Advance purchase on new drops
Complimentary gift packaging In-store events Faster payment online & in-store
rerENT AL
e ' e
:
»
HOME PAGE DROP LANDING PAGE (0P PP < 4 < =
‘ POWER AND COHERENCE
TRIGGER RESEARCH & PURCHASE ANTICIPATION & ACCEPT or REJECT > -
(NEED vs WANT) COMPARISON EVALUATION WEAR & SHARE
E=n
. EMOTIONAL =~
@ RATIONAL 1’
|
| AL/T "LAY

“Sull a respected brand, because it's a coherent brand,
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Road to LA

Our SS20 collection is an ode to Los Angeles, and
all the roads that lead there — a journey of rebirth,
rainvantinn and the idea that we ran he whatever

P @ -

parza PEFE
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patriziapepe.com

Summer sun, endless roads. You can go for
miles without seeing a single soul, and then lose
yourself in the heart of the city.

Neon

$520 DROP N.4 §520 DROP N4
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patriziapepe.com

“IT WAS THE END OF A VERY LONG
JOURNEY. WE HAD BEEN ON THE ROAD
FOR WHAT FELT LIKE FOREVER WHEN
SUDDENLY IT HIT ME, AND | COULD
SEE EXACTLY WHAT I WAS ...

READ MORE

New arrivals
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Crisp white, urban
accent colours.

THAT MOMENT WHEN SPRING SWITCHES
INTO SUMMER, AND THE LIGHT CHANGES IN
SUCH A WAY AS TO DAZZLE YOU. THE DAYS
GROW LONGER AND THE CALL OF THE
NIGHT GROWS STRONGER. NEON HUMS BUT
THE AIR STAYS WARM. YOU FEEL ELEGANT
BUT RELAXED, SHARP BUT IRREVERENT.
YOU'VE BEEN WAITING FOR THIS MOMENT,

AND NOW IT’S HERE.
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Georgette jumpsuit 421.00€ Leather choker 128.00€ $S20 Drop 5

QUICK BUY
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Dresses T-shirt & Tops Beigt

Ske M Crépe blouse 272.00€ PRE-ORDER NOW

Colour A Colour White £~ \% A
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Red Orange Yellow Green
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to pre-order this unreleased item
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HUGO BOSS
Loyalty strategy

Less an example of managing complex deliverables and workflows,
and more a measure of how upstream strategic thinking and creativity
can deliver foundational value for long term programmes.

Having previously worked with brands like Gucci, Tommy Hilfiger and
Mugler to develop robust, consumer-friendly welb3 propositions, | took
my proprietary sprint framework and evolved it to help Hugo Boss
reimagine their loyalty programme.

In four short months, we took the whole business through a series of
carefully staged innovation sprints that accelerated their understanding
of the evolving loyalty landscape, tokenised the end-to-end customer
journey, reinvented the programme branding, gauged consumer
sentiment — and secured internal buy-in from the C-suite with a clear
vision, practical demos and an actionable roadmap.

Building on this foundational strategy, the programme relaunched as
a public beta in the UK in Q2 2024. Its success led to a rollout across
EMEA later that year, followed by the US and China in 2025.

Agency
FLUX.Monks, Global

Year
2023

Client
Hugo Boss Group, Metzingen

Projects

Strategic design sprint (3 months)
Extended concept visualisation (4-8 weeks)
Physical prototyping (4 weeks)

Outcome

+17% new member registrations, YoY

“Double digit” growth in app downloads & sales
(UK pilot programme, 2024 vs 2023)

Programme rolled out across EMEA in 2024,
followed by US and China in 2025

— Case study & credits
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LOYALTY 3.0 HUGO BOSS

PAGE 1

~

Ambition

. What are we planning to do, and why?

’ ﬁm L']-Y 3 . O To revolutionize the way we engage across
pon VISION

all omnichannel customer touchpoints, we will launch
a first-of-its-kind loyalty program, potentially fuelled

by web3 technology
09.10.2023 © 2023 HUGO BOSS
ST _ ‘ Ambition
mEnER RN " | | ; Which teams have we involved in the process?

MERCHANDISING WHOLESALE

To revolutionize the way we
engage across all omnichannel
customer touchpoints, we will
launch a first-of-its-kind loyalty
program, potentially fuelled by
web3 technology.

MARKETING APP & E-COMM

CRM IT & DATA ANALYTICS

LEGAL




Opportunity

How are consumer behaviours and expectations evolving?

' DESIRABILITY & VALUE

Gen Z & Millennials declare exclusive,
limited edition products and collabs to be
the primary reason why they would consider
paying more for fashion & luxury apparel

Source: YPulse, Dec 2021

LIMITED EDITION PRODUCT

Approach

%2 STAKEHOLDING & CO-CREATION

92% of Gen Z are “very interested” in
offering feedback on the creative process,
product development or strategic planning
around their favourite brands

Source: Ogilvy, Mar 2022

CO-CREATION

* GAME CULTURE

Gaming is now the most valuable
entertainment format in the world, with Gen Z
declaring that gaming is its favourite pastime,
over and above music, movies etc

Source: Deloitte, Mar 2022

VIRTUAL PRODUCTS

*“ HYPER-LOCALISATION

72% of Gen Z & Millennials express a greater
desire to connect with local communities and
emerging talent, and 60% gravitating to more
intimate and curated events

Source: Vice, Apr 2021

COMMUNITY EVENTS

What aspects of the customer experience might we be able to tokenise?

' MEMBERSHIP

Proof of stake

Membership pass
Program eligibility

2 PURCHASE

Proof of ownership

Level of spend
Redeemable rewards
Digital / virtual products
Connected products (NFC)
Product authenticity

“ ENGAGEMENT

Proof of engagement

Brand/partner content
Brand/partner activation
Retail staff interactions
Sustained brand interactions

“ ATTENDANCE

Proof of attendance

Retail stores
Brand/partner event
Members event
Livestream

Virtual events

 TREND ACCELERATION

Opportunity
What do we mean when we say “loyalty 3.0”?

RATIONAL & TRANSACTIONAL

From rewards for

engaging, participating
and buying...

EMOTIONAL & CULTURAL

... to rewards for

wearing, collaborating

and belonging

Internet culture has elicited an explosion of
subcultures and given rise to brand/creator
collabs that drive culture at the speed of social.
Gorpcore x Barbiecore, anyone?

Source: Observational & anecdotal :)

EXCLUSIVE COLLABS

3 HUGO BOSS

 FANDOM

Proof of fandom
Wearing connected products

Social share
Writing reviews

2023 HUGO BOSS

LOYALTY 2.0

“LOYALTY” “FANDOM”

Our target audience
Participate in our next gen loyalty program

BY

Increasing opportunities to engage
Promising exclusivity and access
Amplifying cultural currency
Fuelling brand desire

SO THAT

Increase membership
Enhance quality of insights
Maximise CLV

LOYALTY 3.0

3 HUGO BOSS

2023 HUGO BOSS



What elements of the brand experience that we can tokenise?

EXISTING PROGRAM

EXPERIENCE

PROGRAM UPGRADE

XP

A clear derivative of EXPERIENCE.
A gentle nod to game culture and web3.
The promise of rewards.

And what might they tell us about the customer’s relationship with us?

MEMBERSHIP

PURCHASE

ENGAGEMENT

ATTENDANCE

ADVOCACY

VALUE TOUCHPOINT(S) FORMAT(S) INSIGHT(S)
. . 5 Dynamic NFT
Proof of status / stake Onboar((ill':fjﬁérlt)eractlon based on status/ ERC-6551 “Soul-bound token” Loyalty status
length of relationship
Proof of ownershi Products Redeemables Physical-backed tokens Skins & accessories/ Levelof spond
P (IRL/URL) based on spend + NFC > AUTHENTICITY “Digital twins” P

CRM activations

Marcomms activations

Redeemables

Level of engagement

Proof of engagement (IRL/URL) (IRL/URL) Collectibles based on spend Interest/Tribe
Stores " . Level of engagement
Proof of attendance (Retail/Franchise/ Me(rr;ljl".’e';lsnts “POAPs” Ticket :ie:;g\ptlon = b:::;‘g:asm:: d Geography
Wholesale) P P Interest/Tribe
Level of engagement
Proof of fandom Products Member events Social share > Physical-backed tokens Geography
(IRL/URL) (IRL/URL) Airdrop + NFC > ACCESS Interest/Tribe

Level of influence

PROGRAM

BUSINESS GOAL

BRAND GOAL

BRANDS

CHANNELS

SPEND THRESHOLD
TOP 1%

TOP 10%

TOP 20%

TOP 50%

BOTTOM 50%

S3IAISNTOXI ¥IGWIW

A next gen, omnichannel loyalty program that grows our fan base, yields high quality consumer insights and maximises CLV

Fuelling desire and fandom

Tokenised program architecture
Mapping out the opportunities

OPPORTUNITY

MEMBERSHIP

ENGAGEMENT

ADVOCACY

our brands through exclusivity, personalisation and community building

METAVERSE
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PRODUCT SERVICE EXPERIENCE
ALWAYS ON ACTIVATIONS
PROGRAM ACCESS TOKEN
Reflects long term value x time
SEASONAL REDEEMABLES TOKENISED PRODUCTS

Airdrops against Product / Service / Experience facets

RETAIL EXPERIENCE TOKENS
eg. Retail assistant giveaways / “Global Traveller”

RETAIL EXPERIENCE TOKENS
eg. Store check-in

FAN TOKENS

Connected Products / Digital Twins / Skins & Accessories

COLLECTIBLES
against brand / partner content & experiences

BRAND / PARTNER EVENT TOKENS
eg. Virtual tickets

eg. Wearing Connected Products / Social share / Writing reviews

SIN3A3 ¥3NLAVd
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CHANNEL / TOUCHPOINT FOCUS

LOYALTY PROGRAM

APP/.COM /RETAIL

CX/MARCOMMS

RETAIL / EXPERIENTIAL

SOCIAL



;%Aggs.o HUGO BOSS

Introducing XP
A loyalty program that compliments, extends and dimensionalises our two-brand strategy

HUGOR

09.10.2023 © 2023 HUGO BOSS

Prototype

;%Aggs.o HUGO BOSS

Introducing XP
How the program works

01/ 02/ 03/ 04/

‘ ()
. 3

=

GET YOUR COLLECT & REDEEM COLLECTIBLES COMPLETE QUESTS TO UNLOCK INCREASE SPEND & ENGAGEMENT TO UNLOCK
MEMBERS PASS ACROSS THE CUSTOMER JOURNEY EXCLUSIVE REWARDS & EXPERIENCES GREATER EXCLUSIVITY & ACCESS
09.10.2023 © 2023 HUGO BOSS

LOYALTY 3.0
PAGE 83

Launch con

09.10.2023



LOYALTY 3.0
PAGE 90

Route to market

Rolling out our new program globally

Deliver the core proposition
Test, learn and iterate
Drive FOMO amongst the local markets

09.10.2023

LOYALTY 3.0
PAGE 96

Tech stack
Future

TBC PENDING TECHNICAL SCOPING IN NEXT STEPS

B siortterm [ mEDIUM TERM

OC Services
(SAP CAR / SAP Retail)

Master Data & Products
(SAP AFS)

DATA & DECISIONING

Data Warehouse
(SAP BW)

Data Science & Modelling
(R-Server)

09.10.2023

PILOT PROGRAM (UK)

CURRENT PROGRAM

© 2023 HUGO BOSS

Content management
(Adobe Experience Manager)

Product Content Mgmt

NFT Storage & Distribution

1N3LINOD

Clientelism & Outreach

Pricing & Smart Contracts
e.g. Salesforce, Moonpay

NolLngidisia

e.g. Salesforce, Moonpay

(SAP CAR / CONSOL)

Fiat Payment Gateway
(Adobe Experience Manager)

-
_ g
(o]
2
_ z
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© 2023 HUGO BOSS

MICROSERVICES & MIDDLEWARE
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LOYALTY 3.0
PAGE 91

Route to market
Omnichannel rollout

CUSTOMER CARE

Channels currently under consideration WHOLESALE

for launch/MVP activation

FRANCHISE

METAVERSE

SOCIAL

RETAIL

NOw NEAR NEXT

09.10.2023 © 2023 HUGO BOSS

LOYALTY 3.0
PAGE 97

Route to market
Different approaches to achieving this infrastructurally

REBOOT FORK EVOLVE

Create parallel CRM platform Fork existing CRM platform Evolve existing CRM platform
Roll out parallel platform across local markets Roll out fork in local markets Introduce new features & functionality to support vision
Retire existing platform over time Evolve new program along the way Unlock enhanced features across relevant markets
PREFERRED BUT TBD

PENDING TECHNICAL SCOPING IN NEXT STEPS

09.10.2023 © 2023 HUGO BOSS



TOMMY HILFIGER
Flags

This was the one that got away... but you don’t work in innovation
without at least one labour of love not making it out into the wild...

Flags was Tommy Hilfiger’s attempt to make sense of web3 and

the “metaverse”; simultaneously cautious and ambitious, rigorous and
commercially minded, but with uncommon sensitivity to the spirit of

the space. They wanted to show up in “the right way” — not just jumping
onto the extractive NFT bandwagon, but making a positive contribution
to both the broader culture and their own bottom line.

We started with an innovation sprint to onboard and orientate
senior stakeholders, and map out the opportunity for the business.
From there, an ongoing retainer allowed us to co-create a clear
programme with the client, before starting to make things real,
piece by piece.

Sadly, Flags was cancelled a few short weeks before launch, when the
client team’s operating budget was cut in the face of broader business
challenges. But it remains a career highlight, a great exemplar of my
MO, and a model for how | believe modern brand building will continue
to evolve in the future (web3 or no).

Agency
FLUX.Monks, Global

Year
2022-23

Client
PVH, Amsterdam

Projects

Strategic design sprint, 2022
Consultancy retainer, 2022-23
Visual identity, 2023

Website, UX, design & build, 2023
Launch activation, 2023
Programme management, 2023*

*sold, but not started

Outcome
Unreleased

— Case study & credits


https://perestroika.tv/highlight/tommy-hilfiger

HOW ESSENTIAL INGREDIENTS FOR LONG TERM SUCCESS

ASSETS & TOKENS COMMUNITY

&

& |

On-chain assels thot can be A strong community, with o
bought, traded or claimed , clearly defined purpose,
that grant the owner o stake in topics of conversation and
the project ond octas @ evolving set of roles for
badge of membership members to play

ACCESS & UTILITY

SupcrRare

SPACES

Unlocks and privileges for
porticipation and
ownership, delivering
ongoing value or rights to
the community

EVENTS & EXPERIENCES

Experiences, environments
ond events thot asset
owners ond community
maembers can enjoy, both
online and off

ROADMAP

A clear vision and direction of

travel thot reassures

newcomers thot the project is
worth investing their time and

money in the longer term

ONBOARDING

An ecosystem that demystifies
the metaverse, and o
tokenisation strategy that
supports multiple levels of
investment and engagement

NFTs Discord Allow lists Sandbox, Decentraland Roadmap, Manifesto Web 2.0 social
Skins Twitter/Spaces Exclusives NFT.NYC, SXSW, Art Basel Progress updates Brand microsite
Accossorios DAOs Coins In-store events Community governance POAPS

—Jl WEB3/ METAVERSE STRATEGY - OCT 2022

WHO, WHAT & WHEN INCENTIVISING OUR COMMUNITY MEMBERS

HOW WEB3 MATURITY MODEL

Owned dApps & minting processes
ot Complex smart contracts
In-house developers

L5 WEB3 ECOSYSTEM

Fully developed tokenisation strotegy
Token-gated events
Community governance & rewards

L4 COMMUNITY PARTICIPATION

Controllable customer expenence
Transactional, custom smart contracts
Owned front-end, managed bock-end

L3 FIRST PARTY MARKETPLACE

Formalising your Web3 community
Establishing Discord server
Managing channels, roles & mods

L2 COMMUNITY ENGAGEMENT

Branded customer expenence
Promotional, non-transactional microsite
Owned front-end, no back-end

s STOREFRONT

TOUAINOD ¥ AINIWLSIANI AINIWLINWOD

Brand NFTs

u NFTs Leveraging existing morketplaces or communities
Crypto-wallet required

POAPS without o payol!

0 POAPs "Web3 ready” (but not technically Web3)

No crypto-wallet required

—Jl WEB3/ METAVERSE STRATEGY - OCT 2022

WHAT WORKING WITH FAMILIAR BRAND FRAMEWORKS

BRAND PURPOSE “Colliding the classic with the new to light up what's next”

WEB3 PROPOSITION THE PEOPLE'S PLACE

SIGNALS REWARDS
LB STAKEHOLDER O e o ® © o o o o o o
BRAND DISCORD
COIN MOD
; o -~
L4 SUPERFAN ", +* % f - ¢ (2] © @ @ (&) @ @ @ [
» .
1 W o4 .
VOLUME & PFPs FRST OWNER
LONGEWITY DERIVATIVES WRAPPED REDEEMABLES
L3 PARTICIPANT n ‘3; % e ® ® ® e o
TICKETS MEET UPS VIRTUAML
EVENTS
% .9
o [l e AN e ole| (o] |*|*]°
1 :
POAPS COMMUNITY COLLECTIILES ART MUSC WIARARLES w1
{minted) TOKEN
- ﬂ P P E s | 2| 2| S| 8| E |2 (8|8 |3 |3%|3
4 M : ‘ : 2 > : : : :
POAPS SKINS & DIGATAL AR LENSES DISCORD Vi : 2 ‘f '
(cloimed) ACCESSORES — LOOKS MEMBER : =
—J WeB3/ METAVERSE STRATEGY - OCT 2022

EEEEsse————— ESs—————————ESS————————————Se——————————— S —————— Cressing he

FAMES

[ Pl e W e W s R
ENTERTAINMENT

streams between
familiar brand
frameworks to

guide our thinking

KANTAR

—J WeB3/ METAVERSE STRATEGY - OCT 2022

PARTNERSHIPS

PEOPLE






ANATOMY OF A DROP

THE ASK OF OUR COLLABORATORS

ARTWORK EDITIONS* VIDEO PROFILE
x/1000 x9 & STILLS

“J  TOMMY FLAGS - PROGRAMME OVERVIEW - SEP 2023

| whe ¢ vt o = wcry, Wy Vwoe ol

"Collaborators recelve a percentage of related sales (prmary/secondary markets); see appendix

NFT™

CURATED
PLAYLIST

PA or Q&A
IRL [ URL

CUSTOM PRODUCT

COLLAB ARTWORK*
or MERCH T8C

SEASON 1 COLLABORATORS

VINNIE HAGER NY/CA

Based between New York City and LA,

his work encompass drawings, paintings,
new technologies, and mixed-media
surfaces, touching upon identity, memory,
and connection. His distinctive style
evokes Keith Haring in Hilfiger's heyday.

DROP 1 SEASON | CURATOR

I TOMMY FLAGS - PROGRAMME OVERVIEW - SEP 2023

f

DANNY COLE NY

American painter and interdisciplinary
artist based in New York City. He is known
for the simple doodled humanoids of his
“Creature World" project. Cole was named
on Forbes' "30 Under 30" list in the
category of "Art and Style".

DROP 2 TBC

GRANT YUN WI

American-Korean digital artist renowned
for his minimalist vector illustrations that
capture everyday scenes with a nostalgic
and contemplative essence. His unique
style blends traditional aesthetics with
contemporary digital techniques.

DROP 3 TBC

RECRUITMENT & ENGAGEMENT MODEL

SEASONI1 1.2
RECRUIT & EXPAND
GENERATIVE
MEMBERS PASS

1.2.2
MONETISE
COLLECTION
DROP

1.2.3 SEASON 2

EXTEND & REWARD
APPLICATIONS &
TOKEN=-GATED CONTENT

WAVE1
COLLABORATOR X

“J  TOMMY FLAGS - PROGRAMME OVERVIEW - SEP 2023

WAVE 2
COLLABORATOR Y

WAVE 3
COLLABORATOR Z

SEASON 1 PROGRAMME ROADMAP

Tease Announce & recruit Monetise

ART BASEL MB

Rug Rado collab

NFT FREE PO Members Pass W1

NFT PAID

AIRDROP

PRODUCT

I TOMMY FLAGS - PROGRAMME OVERVIEW - SEP 2023

Extend & reward

NFT.PARIS

Live painting

Recruit & expand

Podcast appaarance

Soclal pad

Telogram launch

Members Pass W2

Calendar overt [} Marcomms/actrvations [} Wobsitetechnoiogy [} Tokens [l

Monatise Extend & reward Racruit & expand Monetise Extend & reward

Poccast appearance

Social paid Social paid

Mambers Pass W3

Drop 2 (DC TBC)

Drop 3 {GY TBC)




GENERATE _ MAKE IT

HOW IT WORKS YOUR PASS : YOURS

FLAGS IS AN

INNOVATIVE CONNECT
COMMUNITY ‘ I bbbl e
PLATFORM ’ bl
DEDlCATED TO : Claim your unique and .

PI O N E E R | N G personalised members pass to : R e

N EW FO RMS join the Flags community o

OF CREATIVITY HLLE T

AND CULTURAL o y -

EXPRESSION events and experiences

Sign-in with MoonPay

|

TOMMY FLAGS

SCROLL TO EXPLORE
HOW IT WORKS LATEST DROP
Regenerating Claim pass

W~ ClAMYOURF 6D 23H 26M 54S  FLAGS PASS NOW
tommyflags.xyz tommyflags.xyz

tommyflags.xyz

tommyflags.xyz tommyflags.xyz tommyflags.xyz

1

< |

d N
TLL

R\
o) WSE gty
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UNTITLED DROP 001
Vinnie Hager

FLAGS PASS it
01x4nrRbRD2NvVDbSRTSRXZRXM4Gq 5000 #237

VINNIE HAGER 03 Nov 23 APPLICATIONS ©

I~ DRAG TO EXPLORE G T4 I |©Z<TaBEN
: $ 2 ERO%a ABOUT THE CREATOR

tommyflags.xyz tommyflags.xyz tommyflags.xyz
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Testimonials

| would work with Ben again immediately.
He combines strong insight with deep
passion and commitment for the project.
He brings simplicity and clarity to the most
complex of challenges. He knows how to
handle different opinions and, when it’s
needed, to give direction — all while making
sure you have a lot of fun along the way.

Wanja Bont
Leader, PwC Experience Center, Zirich

Ben combines strategic thinking with

genuine curiosity about culture, technology
and creative innovation. Rather than
approaching projects as isolated deliverables,
he consistently helped us frame broader
opportunities, and challenged us to think
differently — offering clear direction while
remaining collaborative and pragmatic.

Micael Barilaro
VP Brand Innovation Ventures, Gucci

Infectiously positive, straight-talking, and
blessed with an array of multi-discipline skills,
Ben quickly gets to the heart of tricky
challenges. People naturally turn to him when
work reaches deadlock — whether it's a client
who needs convincing, or a team who’ve lost
their way, he’ll help focus minds on the end
goal and lead the way there.

Jonathan Reeves
SVP Consulting, VaynerMedia EMEA



And finally, if this retrospective has inadvertently left
you feeling like I'm stuck in the past, or simply curious
to know where my head is at as regards the future,

— Zegna, Speculative Futures Monday, 4th March 2030

w

Good morning, Garfield.
It’s 6:39am.
Looks like you slept well.

Would you like me to
summarise the overnight
news for you already?

This is just one story — there will be many others.
Maybe we can tell the next one together :)



https://perestroika.tv/highlight/zegna-speculative-futures
https://perestroika.tv/highlight/zegna-speculative-futures

Ben Lunt blunt@perestroika.tv
Innovation, experience design & creative direction +44 7855 331497

3%

W

’
(.

Read resumé



mailto:blunt@perestroika.tv
https://perestroika.tv/context/blunt_cv_2026.pdf

