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Jeff Hasen's  new book, "The Art of Digital Persuas ion," focuses  on how innovative brands  use new technologies  to influence people

 
By Jeff Hasen

To believe that Dallas-based apparel retailer Neiman Marcus first discovered innovation in its second century is to
make an error approximately the size of Texas.

One can go all the way back to the day it opened in 1907 to see evidence of the retailer's forward-thinking and
acting.

It was the first to offer upscale fashion to the state's wealthy, according to Wikipedia.

In 1927, Neiman Marcus premiered the first weekly retail fashion show in the United States.

On the mark
Neiman Marcus' history of innovation is deep, and while nearly everything around it has changed, the retailer has
survived in large part by its boldness.

"A company like Neiman Marcus didn't manage to survive one hundred and ten-plus plus years without being
innovative," Scott Emmons, the longtime head of the company's innovation lab (or I Lab'), told me in an exclusive
interview for my new book, The Art of Digital Persuasion.

"It's  not like innovation just got invented over the last 10 years because there were iPhones," he said.

Yes, on one hand, you can argue that Neiman Marcus has been there, done that. But these are extraordinary times for
the retail industry.

Brick-and-mortar stores by the thousands are shutting down. Businesses are needing to compete based on not just
price, but on such factors as the ability to deliver purchases in two days or less and through the use of technology that
digitally puts such things as eyeglasses on one's face, a dining room table in one's house, and product reviews in
the palm of one's hands.

"What we're seeing is how quickly the new disruptive ideas keep coming at businesses, and their efforts to keep up
with that rate of change, be more agile, and be able to bring new ideas to the table faster," Mr. Emmons said.
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Those ideas have led to emerging tech such as voice, augmented and other flavors of reality, artificial intelligence,
and more.

When I asked Mr. Emmons for advice for marketers, he preached a path of managed risk.

"There is a real temptation to go out and try that bright and shiny thing just because it's  cool and everybody is talking
about it, and there is all kind of buzz around it," Mr. Emmons said.

"But in the end, you go back to the simple question of what kind of projects should we be tackling. Does it solve a
real problem? Or let it evolve from being a solution looking for a problem to something that can solve a problem that
you've identified that you have. That's how I look at it."
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How it lines up
When it comes to ROI, one size does not fit all.

"I think the type of projects that we work on are varied enough that those metrics tend to be different," Mr. Emmons
told me before leaving Neiman Marcus to join TheCurrent Global consultancy.

"If you're working on an RFID project, maybe our metric is did we get our level of inventory accuracy to X' percent
and because our inventory accuracy was better, we lifted sales by this much," he said. "You can apply actual
traditional lift measurement to see how well something is performing.

"Then you have other types of experiences that have never been done before. And the amount of work it takes to
actually tie it back into your transactional systems is large. And so it may be worth it just to try that experience and
see if the customers like it, and observe how they interact with it, and sort of take a test drive and not necessarily



 

have a defined ROI on it."

Others I interviewed offered invaluable advice as well:

ESPN, all over your television guide and digital channels, notably uses a yardstick that measures how well as
opposed to how many.

"Quality always wins," Ryan Spoon, ESPN's senior vice president of digital and social, told me. "And that pertains to
any job. Whether you're creating the content, creating a product, you're distributing the content, marketing it, whatever
that might be."

To those seeking clarity on the question of when they will master digital marketing, Google vice president of
performance media Jason Spero believes that it is  all tied to delivering for consumers.

"It's  likely the question of when we get to the finish line might be the wrong metaphor," Mr. Spero explained to me.

"But rather how do we recognize consumers' expectations and how might we be able to serve her needs in a way
where she may not see the technology, but she's delighted by the experience?" he said.

WHAT I LEARNED in writing The Art of Digital Persuasion is that successful businesses and marketers innovate to
differentiate.

The first action for you to take is to place that 2018 marketing playbook in the trash. That was then. The question is
what are you going to do now?

Jeff Hasen

Jeff Hasen is a strategist at Possible Mobile and was written three books, including the newly released, "The Art of
Digital Persuasion." Reach him at jeff.hasen@possible.com.
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