DIGITAL IMAGING

AAAAAAAAAAAAAAAAAAAA

Monday, March 2, 2009
1:30 p.m. —2:30 p.m.
Sales & Marketing

Storytelling as the New -

Business Concept

Rob Comeau

Chair
—~z

PRINCESS CRUISES

scape completely:

Glenn Omura
Speaker

MICHIGAN STATE
pma UNTVERSITY

©Glenn S. Omura 2009

o sy

Bob Hanson, Harold’s Photo, SD

Gaby Mullinex,
Fullerton Photographics, CA



DIGITAL IMAGING

MARKETING ASSOCIATION
A PMA Member Association

What Do We Sell?

©Glenn S. Omura 2009

09



DIGITAL IMAGING

AAAAAAAAAAAAAAAAAAAA
A PMA Member Association

Value Added Services

Value Added Products

©Glenn S. Omura 2009

09



DIGITAL IMAGING

= JIM Platform Concept

AAAAAAAAAAAAAAAAAAAAA
A PMA Member Association

Technology Product Brand Concept
Example CCD iIPod Special K Web 2.0

Image Accessible Healthy Interactive
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Technology Product Brand Concept

Example Photo story
Re-usable, transferable core Images
Delivers essential Family
functional need history

Books, video,

Complementors ease of entry cards, portraits

Open architecture (allows Social site,
Integration to/w core) Micro-blogging
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'''''''''''''' Re-usable Core:
L= JIMA
Transcendance

A platform must have a transcendant
identity or functionality or property that Is
applicable over multiple product categories

 E.g., GE brand has quality, reliability, and
engineering excellence in toasters, train
engines, MRIs, nuclear power plants, jet
engines

* People have stories
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e Storycorps
— http://www.storycorps.net/listen/

 Photobus
http://www.photobus.co.uk/index.php?id=6

Ickr
— Photo storytelling
— Flickr + viovio

 Tell me a story

— http://www.photostoryproject.org/stories/usapagel.ht
ml

e Your Life, Your Story
— http://memorypress.familylearn.com/
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Value Added Services
Transaction Self-service Co-produce
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Story + Platform + Ecology

Barbie Chevy Volt IPhone
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“JIMA  Story Products/Services
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« Domino’s customer-designed, named
pizzas

— http://creativity-
online.com/work/view?seed=cH9wvmeN

« Storybooks with your child’s pics and
name

— http://www.flattenme.com/us/

o Kleenex picture boxes
— http://www.mykleenextissue.com/store/

©Glenn S. Omura 2009 http://www.trendwatching.com/trends/statusstories.t
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Fullerton Photo Stories
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L= JIMA Fullerton Markets Stories
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fullerton photographics
908 n. harbor bivd
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photosmart studio
an unbaligvably simole system

—introducing hpparties @ fp
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'''''''''''''' Technigues to Build Your
L= JIMA 5 .
Community

o User review section
 Alternative product/services

e Associates program to allow users to
collect 100% of the markup

 Encourage users to develop new product
ideas

o Offer THEMES
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.0 \What are “Stories” in Our
L= JIMA
T Industry?

e Calendar-driven
— (birthdays, Christmas, graduation...)

« Event-driven
— (promotions, retirements, ...)

 Lifestyle-driven
— (vacation, hobbies, sports, family reunion,
child’s accomplishment)

Stores need to provide a template for the event, i.e., the kind of

situations that consumers should look for, take a pic of, drop into the

template, and you create the product.
. I
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Social Psychology of
£ 9iA yer 09y
Storytelling

o Storytelling bridges social and cultural norms
and institutions

 Storyteller is both narrator and character,
bonding audience to the teller

» Storytelling invites others to listen and tell their
own stories

 Storytelling starts with the storyteller as part of
the audience

* The new storyteller shifts from passivity and
receptiveness to active experience telling

o Storytelling can create authority

Storytelling in Daily Life By Kristin L. llier, Eric E. Pet

sl

Y g y y Kristin Langellier, Eric eterson
http://books.google.com/books?id=cjFZLXskuiMC&pg=PA33&Ipg=PA33&dqg=storytelling+family+value&source=web&ots=XOcUZal zco&sig=GY-JgXGbvyjgi3dxG
©Glenn S. Omura 2009 XY2UgkgbQ&hl=en&sa=X&oi=book_result&resnum=5&ct=result#PPA34,M1
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