Pre-sale Brand re-framing Craft music ID Define music ID Collaborative Iterate Music ID Handover Curator Roll-out & Service

Listening session Matching Implementation

. m o= Find the right person for the sale Negotiating a partnership agreement Ask for a briefing by the client Translating the brand input to a music identity Delivering the music identity in an understandable Listen to the collaborative listening session Make adjustments to the initial Music ID Deliver final sound identity to stakeholders Find the right curator to match to the identity Help with setting up all locations Add accounts or hardware for additional locations -
ACthltl es Gather input for custom sales proposition Signing an official partnership agreement Analyse brand books or existing play lists Connecting brand to music (Music director’s task) format. Decide on a list with certain key tracks, go/no-go Communicate Adjustments to stakeholders Sign agreement Introduce curator to client Setting up accounts Make sure all software problems are solved
Prepare custom sales proposition Site visit to capture the atmosphere Preparing a play list for the collaborative listening tracks are identified. Keep stakeholders informed about developments Providing hardware if necessary Check the curator’s input per month.
Check technical feasibility Stakeholder mapping, who are most important session. Discuss continuity of play list development
Check if the client matches kollekt's portfolio Understanding the brand, what they stand for. Send preparation for collaborative listening Demonstration of the back-end of the product
Send custom sales offer Elaborating on the process that will follow next session to all stakeholders.

Send input “tools” (questionnaire etc.)
Map technical feasibility on all locations

| want to discover what pains my client | want to make sure all details are agreed upon. | want to understand the client’'s brand | want to make sure that | have a clear | want to generate a play list with key tracks for the | want to align stakeholders on a common shared | want to deliver a sharp Music ID | want the music ID to reflect kollekt's expertise. | want to match the music ID of the client with the | want to make sure everything works from our | want to provide excellent service whenever | want to keep my clients.
N eEd S experiences. | want to sign a partnership agreement. | want to understand the client’s aspirations understanding of the client’s brand. collaborative listening session. understanding of the music identity. | want the music ID to be something that is alive style of one of our curators. side. needed.

| want to discover personal drivers of my client. | want to make sure that | identified all the | want to match music that fits the clients brand. | want to show expertise about music and brand | want to demonstrate how the product works. within the client's company. | want to make sure the curator understands the | want to guide the client in the process of | need to make sure that the curator does his job.

| want to discover brand drivers of my client. important stakeholders in this process. | want to identify boundary tracks identity. | want to understand the aspirations of the brand client's needs. implementation without spending too much time

| want to make sure that the client is a fit for | want to de-brief the client on the new view in music. | want the curator and the client to establish a on it.

kollekt.fm and that we want to include them in our | want to align the input from all stakeholders. personal relationship.

portfolio. | want to make sure that everybody knows how

we will move forward, and what everybody's
responsibilities are.

| want to understand the client’s client

| want to understand the client’s venue culture

Physical introduction to lower the barrier for the client to Instructions in style of the brand that can help the client
approach the curator during collaboration with implementation of the brand.

Examples of recent success stories we had with our
other clients help us.

All the input from the different stakeholders at the

client’s side is shared with each other

A de-brief helps creating common understanding

central location
See the physical reactions of all involved stakeholders
during the listening session

Gain creators

Connecting our product to challenges & brand drivers

Present guides + best practices for implementation new

Connecting our product to challenges & personal drivers system

Creating common understanding and alignment with all
stakeholders involved

“ . . “Sometimes the process is
Sometimes people end up calling us slowed for weeks because we “ She just entered the

EXpe I"I e n Ce becquse they heared the RIS th_Ot A don’t hear back from the client. . call with a stretched
@ playing at one of our cl!ents, they;gst ask . You try to remind them but they leg and a bad mood.
Cu rve wh”o provided this music and get directed to are also quite busy with their Suddenly everything
us work. “ we prepared had to be
changed because she
was not well prepared

. “ After a while nobody remembers
the value of the music consult that we
delivered, they will start to wonder why
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“ We often face the challenge that our
clients have no clue what their challenges
are, or at least that they don’t communicate
them to us, this makes it a lot harder for us
to capture the right brand traits to take into
our process.”

they pay more than other suppliers in the
market offer, perceived value is lost over
time so to say...”

“We often get really positive . ) ) .
feedback on what we create for the “ Even if we prepare the listening session
client, they especially like it when it
is brand tailored to their own brand

“We often get really positive feedback “Our curator sign up form just

passed the 1000 sign ups since
a few months, lots of people to
choose from.”

it can be very hard to align all stakeholders
and to make sure they use the perspective
of their brand instead of their personal
opinion.”

and we were not able on what we create for the client but

. we notice that our Music ID often ends
up in somebody’s e-mail box and just
disappears.”

to argue solid evidence
for decisions made”

style.”

“If the client needs us to
provide the hardware this could
be a problem... “

“Everytime we engage with a
new client we go through the

whole process again, it feels like a
lot of unnecessary repeated work”

“It is always hard to convince

our clients how we differ from

competitors in the market with
@ a lower price”

“ We even sometimes had to
re-do a consult... “ (because
they had no documentation .
from the last consult)

Decisions on de final brand imput are not captured and New stakeholders are introduced that did not deliver input
get lost over time.

The client does not know their real challenges or does
not communicate them to us

Waiting on response of the client takes too much time
and slows the process (bad commitment)

Pains

Stakeholders enter the collaborative listening session Music identity disappears in someone’s in-box Hardware takes a long time to arrive at the location of It is hard to remind clients of the value we delivered at
unprepared and uninformed. the client due to slow parcel deliveries or far locations. the start of the process, especially after a few years of

It takes a lot of effort to convince the client or the
benefits of the service.

Not yet all stakeholders are identified that need to
participate

collaboration.
Being compared to competition that is not on the same The client does not know their real challenges or does

not communicate them to us

level of tailormadeness and service.

Stakeholders use their own personal taste to evaluate PDF document is not so much ‘alive’
the music instead of brand-fit.

Not all stakeholders are alligned on brand input.

The process is too unstructured at the moment, they
keep re-inventing the wheel

Retain

Pre-sale Brand re-framing Craft music ID Define music ID Collaborative Iterate Music ID Handover Curator Roll-out & Service
Listening session Matching Implementation

. == Orientation on possible B2B music systems. Negotiating a partnership agreement Make a briefing for kollekt Prepare for the collaborative listening session by Participate in the collaborative listening session. Receiving the finalized Music ID. Get to know who the curator is Implementing the new service in all the locations/ Keep control over the music that is played at
ACthltl es Understanding what the B2B market has to offer. Signing a partnership agreement Inform kollekt.fm about any idea’s or concepts of listening to the provided music. Making sure that all necessary colleagues are Sharing the Music ID within the organisation venues the brand owns. various locations of the client.
music that were already existing. prepared and understand the purpose of the Keep balance between the 3 stakeholders: brand,
Briefing kollekt.fm on the brand identity that listening session. venue employees and customers.

should be taken into account.

| want to find a B2B music partner that fits my | want to know what services and added values are | want to make sure that kollekt.fm understands | want kollekt.fm to show us what their expertise | want to have a clear overview of all important | want to know who the person is who curates my | want kollekt.fm to help me with the | want to be able to see the consistency in usage of | want to have the most relevant service for music
N eed S needs. available that could be beneficial for my company. what we want. in music means for our brand. documents & decisions made. brand. implementation. our products. out there.

| want to understand what value a B2B music | want to make sure all details are agreed upon. | want to see a grounded argumentation on the | want to be able to use the music ID, or the | want a curator that matches with our brand | want to have control over the music my curator

partner like kollekt.fm could add to my business. | want a detailed overview of what you offer and selection of music. information in the music ID for marketing (I want a curator that has PR value) suggests.

| want a detailed explanation why | should change what | will pay for it. Letting Kollekt do their magic. Letting Kollekt do their magic. purposes. | want to maintain a healthy balance between

from my current solution. the 3 stakeholders: brand, venue employees and

| want details about technical things like mixing customers.

tracks and audio quality etc.

My employees are easier convinced of the importance of A quick dashboard overview with uptime per venue, just

Relaxed, chill & personal contact via phone

Gq i n Creato rS Personalised offer in our own brand style

The feeling that | am understood. This is reflected in a
detailed summary after each phone conversation

The offer is adapted to our brand’s challenges and needs
something new when presented by an external party to have more sense of control.

A ‘good’ body to the repertoire of music to avoid Just keep doing what you do, and do it good, do it well.
repetition of music in the beginning is essential.

Advice from practise around use of the application,
volume limitations etc.

A re-framed version of kollekt's understanding of our Understand how they do it. Instructions from kollekt.fm on WHY and HOW to listen Instructions from kollekt.fm on the purpose of the
brand makes the process more trustworthy to the playlist. listening session.

The conversation is steered by the brand-music expertise

The offer is presented in a visual attractive manner
A re-framed version of kollekt's understanding of our

| want to share the expert knowledge about the music
brand makes the process more trustworthy

The offer is presented in a clear and comprehensive : :
repertoire kollekt.fm delivers me.

nELES of kollekt.fm

Clear communication on all agreed topics and A face with the name, the curator needs to become as
argumentations is a must. human as possible.

Kollekt encouraging to be honest and upfront about the

The offer is result oriented, giving an overview with a choices that are being made in the process

rough idea of costs and services.

The Kollekt team encouraged to be open, honest and to
talk about good and bad details.

Tools that help me shape my line of taught around what

Allowing time to make us understand the value of the :
types of music do | need.

product.

“We want to know who our
curator is, maybe even with
a little text on the website or
someting..”

Help with presenting the added value to C-level.

“ [ think it ultimately was a great “Sometimes | listen to our playlist and
investment in this whole library of music think: This is not music | would have
and establishing what our spaces should selected myself, but it is very bold. |
sound like “ think it is super cool that | work for a
brand that plays this music in their
stores ”

Transparency about the audio quality (for the audio
nerds, and how this works)

“It is important for us to show

Just explaining to them HOW what our music is, we want

to evaluate the music .... From our

perspective we want you guys to

explain HOW you gathered the music

and WHY you choose this music and

then, please evaluate that, and not

what you listen to at home.” “The instructions, preparation needs “I was encouraged by

to be more strict in a way. Especially the kollekt team to be

the busy people, it was not clear as open, honest and

enough how much detail we are detailed as possible

going in to, and they didn’t listen about the tracks they

properly to the music.” provided and tell them
what was good and
what was bad.”

to do PR around it, probably
after the launch.”

. “He already remembered
the names of the CEO, like
Expe rl e n Ce have you showed this to
Dan. it was super personal,

CU rve super good. Not corporate,

more like a normal person”

“ So the importance of the type of music
player and the way it is used needs to be
made clear, and of course, it is our job, but
we can always use your (kollekt.fm’s) help.”

“Maybe we could have some
evaluation every year, to see if
we still have the right curator
for the job?”

“I think they are just so good at what
“Especially the way you present your offer “l was struck positively that the they do, in terms of building those
visually is super important, and that went brand guidelines we provided were sonic brands, we gave them a little bit
really well. The details that are involved so well reflected in the product that and they amplified it so well like they
made that clear.” we got back” did”

“A simple dashboard would be

nice, like the amount of tracks
listened and also the uptime per
store, to make sure they do not
play their own music.”

Not just a document that

you send that helps for
implementation. Don’t be shy,
let boris not be shy to tell them
how to do it.

“ The offering could have been
clearer, like what do you get
for what, I'd like to see that in
an overview, makes it easier to
base my decisions on”

“ People get to personal about the
music. It just needs to be kinda like more
structured than an open conversation. It
allows for too much freedom.”

“I am curious what tools or
exercises kollekt might have for
other clients that don’t know
what their brand sounds like,
like how they narrow down

| get harassed by multiple parties that try to capture my | do not understand what | pay for, what makes kollekt's A S SEuie 5. New idea’s are always hard to role out on a large scale.
= attention, they are too ‘pushy’ service better than other competitors? : :
Pa N S The sessions are too ur_wstruc"cured which leaves too
I have no understanding of the B2B music market with all much room for open discussions. If not rolled out properly or with minor issues from the
the legislations that apply for my business.

Everybody has something to offer, what do | choose, People with little time don’t read the small print My colleagues come unprepared to the listening session. Repetition in the first months after implementation is too
what is important for my business?

high and reflects the old situation.

start people will switch back to old solutions.

Non-remote training by someone of the kollekt.fm Be the service partner around music, meaning Evaluation of the curators after a specified
_ _ _ . ) team to explain the program/service. also for example live events and booking of DJ's amount of time, this being the moment were the
Transparency about the audio quality that | get | want discover new things about music that | Seamless integration with a hardware partner that for their venues. curators are evaluated in a tender people can
D reams and a simple technical explanation how songs are never knew before that could be important for my we recommend. Input from the client's clients in some way, filtered rally to become the new curator of the brand: in
mixed which will give me more credibility about business. Dynamic play lists based on crowdedness of by the curator or kollekt. this way you add fresh perspective to the game.
the strong technical aspects of the system. s

Dynamic volume based on crowdedness of venue
or noise (like in a car).




