
Unbreakable Community
Value for customers, value for brands



WithUnbreakable Community you can 
develop a lasting relationships with 

your customers and activate recurring 
revenue flows.  



NEOSPERIENCE
Empathy In Technology

We design digital solutions for 
companies that want to grow their 
business and increase their 
customers’ value, introducing 
Empathy into Technology, 

Technologic evolution is shaped 
around performance optimization, 
and has generated significant 
changes in the relationship 
between brands and customers, 
sacrificing the value of individual 
relationships in favor of efficiency. 

In order to re-establish a non-
mediated relationship with 
customers, companies have to 
change their perspective, 
including empathy in their 
relationship and sales processes, 
both online and offline.

Neosperience is offering a range 
of ready-to-use solutions, to help 
offering targeted experiences to 
each customer. This way you can 
get to know and localize your 
clients, increasing your brand 
value and sales margins. 

In February 2019, Neosperience 
has been listed in the Italian Stock 
Exchange. Neosperience 
technology allowed to develop 
several start-ups, renowned for 
their innovation potential in each 
one of their fields. 

Everyday our professionals work 
to blend technology with empathy, 
merging dream, form and use 
function, to benefit all of our 
customers.
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UNBREAKABLE 
COMMUNITY
Build your community in the customer 
experience era

The Solution

The traditional loyalty programs have become ineffective and are not 
able to fulfill people’s constantly changing needs anymore.  
As an answer to customers value growth imperatives, businesses are 
looking for technologies to support them gathering real-time insights 
from every touchpoint, in order to offer a better experience and 
engage their audience in different ways.

Unbreakable Community allows you to easily manage the 
complexities related to managing the relationship with customers, 
implement new business models and supply services, beside 
developing a community without the intermediation of the giants in 
the digital fields and e-commerce operators in outsourcing, that 
imply a value and relevance loss. The Solution is a marketing system 
that unifies customers data coming from different channels, in order 
to allow the Customer Modeling and optimize the offers and 
messages’ timing and targeting. 
It is based on a state-of-the-art Customer Data Platform (CDP), 
easily integrable with the most common ERP and CRM system and by 
a set of proprietary Machine Learning algorithms that can be used to 
analyze in real time your customers’ behavior and anticipate their 
needs.



UNIQUE  
VALUE

Unbreakable Community

The Solution that allows you to predict the 
behavior of every customer and foresee revenue 
perspectives, to develop an economic - but mostly 
human - bond with your audience, in order to give 
value to the time people spend with your brand, 
and to enrich your business with precious insights 
and satisfied customers.

Competitive Advantages 

The Solution uses Artificial 
Intelligence to deeply understand 
your customers’ needs and 
overcome the barrier of the 
impersonality of the Digital. The 
engagement, the relevance over 
time and knowledge of your 
customers’ preferences that 
Unbreakable Community allows 
you to have, helps you grow and 
give value to your customer 
community - which belongs to 
your company’s assets - in the 
most effective and profitable way.



Customer experience is a promise to the customer that has to be kept. 

We are living in an era in which customers have an incredibile potential. 
They expect useful and relevant experiences to make them feel 
appreciated. Digital media offer an incredible power when it comes to solve 
your customers’ daily problems, and they have become aware of that. 

At Neosperience we have comprehended and solved our corporate clients’ 
problems with the advent of digital. To help companies unleash their 
potential, we apply an advanced Service Design Thinking method, that puts 
together our strengths in designing and managing customer experience 
with cognitive, behavioral and social psychology, in order to understand 
people’s real needs. Our solutions enable and inspire brands to go beyond 
their expectations, to unleash the potential of the digital and redefine and 
differentiate the experience of each customer. It’s our comprehension of 
what makes us humans that gives Neosperience technology the ability to 
guide you effectively through the best choices, unlike the approaches that 
are only based on technology. 

For your customers, everything starts with a connection. 

Establishing human relationships with customers does not only depend on 
the resolution of their current problems, but it goes through understanding 
their problems on a subconscious level, even before they verbalize them. 
Solving real problems for real people; that is what we mean by 
“comprehension”, and that is what often allows us to make surprising 
discoveries. Understanding and solving problems is the real potential of the 
digital, and the tools that allow us to succeed in this challenge are already 
surrounding us: machine learning, artificial intelligence, augmented reality. 
We converge into solutions that can be at the same time intuitive, simple, 
and elegant.

Vision



Our mission is to solve problems,  both yours and your customers’.  
How? By providing you with the technology of the future and the 
empathy developed throughout our history, to offer you valuable data 
with the power they carry: control, flexibility, analytical capacity, time 
optimization and messages and offers targeting. 

Our customers, thanks to investments targeted for the Digital, opened the 
door to endless possibilities, and many of those turned into new and 
improved business models. One of the main opportunities today is the 
possibility to create a Customer Data Platform (CDP), customizable in 
accordance with each company’s necessities and allowing to also think 
about targeted subscription programs for every type of audience. 

The goal is to comprehend, engage and grow your customer community, 
while maintaining the ability to serve everyone individually and effectively. 

During our over 10 years journey alongside our customers, we have learned 
a lot of things. One of the most important one, is that technology is too 
often used to reduce or eliminate human interactions, in the name of 
efficiency or convenience. 

We don’t agree with this concept; we believe that the Digital is more 
powerful not when it eliminates human interactions, but when it elevates 
them. 

Another lesson we have learned is that the Digital gives the best of itself 
when it considers emotions and feelings; the competitive advantage that we 
offer is, and always will be, to make our customers’ brands empathetic 
through the use of technology. And in order to reach this goal we will never 
design a technology for its own sake, but always for the good of the people.

Purpose



Subscr ipt ion Economy  

Jeremy Rifkin predicted it in his 2001 essay: “The Age of Access”. It took 
longer than expected, but today it became reality. Maybe not for every 
company, but certainly for the most evolved. The generations who grew 
during the Internet Era understand intuitively the difference between 
“possess from above, closed and proprietary” and “lateral, open and 
transparent sharing”. The internet-centric industrial revolution that we are 
living today started tendencies such as the Sharing Economy, the “on-
demand personalization”, thanks to emerging technologies such as 3D 
printing and the even more important “membership economy”. 

More than a decade was necessary for the digital connectivity, 
smartphones, cloud and low-budget computing power to pave the way to 
the evolved business model that we call Subscription Economy. Nowadays, 
customers desire a temporary access instead of a permanent property. 
Within this landscape, companies with better development opportunities 
are those who are oriented towards subscription (or membership), 
grounded on a solid and reliable CDP. In many fields companies 
understood this tendency and are giving value, nurturing and cultivating 
their customer communities. We treasured the strategies and tactics 
learned on the field, to help you build from scratch improve your CDP and 
your customer community. 

Companies of all sizes can incorporate the Subscription Economy 
principles. Smartphones allow people to interact with companies whenever 
they want, also due to the low prices. Customers are happy to act first-
hand, and at the same time they provide precious insights in real time, 
allowing companies to establish with them valuable and long lasting 
relationships.

Question your idea of property.



Shar ing Economy  
Sharing Economy is a component of the Subscription Economy. Through 
the sharing mechanism, companies capitalize the intrinsic value of their 
goods, being paid for providing them to others.  

Traditional Economy operates according to the “rate, dimensions of 
transactions and economies of scale”, putting the good’s ownership at the 
centre. The Sharing Business Model, on the contrary, offers access to a 
specific good everywhere, at any time. People love to be connected and 
therefore obtaining knowledge, empathy and a positive energy from these 
relationships. From this premise, based on the two million years of evolution 
of our species, Sharing Economy is the ideal way to establish deep and 
profitable relationships with customers over time. 

The members of the community can easily share their personal and 
behavioral data, and give more value to the micro-payment plans, to the 
relationship with the organization and the other members, with regard to 
security, privacy and control offered by the unique property. In their turn, 
organizations using the Subscription Economy can benefit from recurring 
revenues, and have the possibility to create mutually beneficial relationships 
with members of the community, in order to guarantee the value of the 
brand and of the margins.



Your CDP to g ive bir th to 
your community,  beside 
loyal ty programs

Subscription Economy is now part of our lives. 

All of us have several fidelity cards in our wallets. Whereas the majority of 
the subscription programs offer a free advantage after a certain number of 
purchases, many companies use loyalty programs as innovative tools for 
gathering the customer’s behavioral data. 

Starbucks broadened its loyalty program to make it more similar to an 
associative organization. The customers who register online their gift cards 
obtain access to discounts, personalized offers, and they try new products 
for first. American Express offers several services to their members, a range 
of unique products and a multi-level structure. 

The creation of a subscription program requires the organization to be able 
to inspire everyone to live and breathe the culture of belonging: people’s 
loyalty is the priority. Personalize your offers to satisfy your customers 
evolving needs and expectations and track the metrics for their satisfaction. 
Connect and give value to all of your products, services and to the 
interactions with people to attract new members and keep the existing 
ones. 

Give a coherent form to your funnel to engage customers in the 
organization. Involve and make your public aware of your proposals, 
maintain your promises during the trial and subscription phases until you 
obtain a certain amount of loyal members of the community: focus around 
them the majority of your efforts to satisfy their expectations and make 
them the ambassadors of your brand.



When the relationship between subscription and benefits is profitable, 
people are engaged and satisfied.  

Your challenge is to create an effective message and deliver it to your 
public at the right time.  
Test your strategies and communication with small focus groups, to obtain 
better results.  
Learn how to take advantage of key tools such as the A/B testing.  
Make the subscription easy and fast.  
Allow people to immediately interact with you; welcome them and thank 
them for contacting you.  
Provide an immediate added value to their lives.  
Keep on rewarding the virtuous behaviors that you want to obtain.  
Improve customer experience thanks to behaviors analysis and products 
and services personalization.  
Encourage an equal partnership between your brand and your customers, 
giving and receiving feedbacks. 

Your CDP to g ive bir th to 
your community,  beside 
loyal ty programs



Monitor your funnel, analyze metrics and improve marketing tools. Your 
goal is to maintain the new members for at least one month, so that they 
get used to the service. 

The possible revenue models include:  

Memberships: the majority of the companies that take part to the 
Subscription Economy use the membership model. The frequency of 
payments may vary, but revenues are recurring. The decision on how to 
program the members’ payments - yearly, monthly, or with a different 
frequency - depends on your company’s needs. Remember that your 
customers expect you to maintain the offered value and you will update 
your proposals. Many realities offer different levels of prices and they 
charge a basic price with options on the upgrades according to the use and 
the needs. 

“A la carte” sevices: this way, your customers have the possibility to 
purchase unique or specialized services. For example, a member of a spa 
could decide to pay also the gym membership. 

Accessory products: this way you can offer your customers different 
products related to your company. For example, a museum bookshop 
offering prints and cards with the works from the collection. 

Partnership streams: cross-marketing or provision of spaces and 
percentages to partner companies can improve your revenues and your 
reputation. For example, a hotel could allow a car renting society to manage 
a desk in their lobby. 

Aggregated analytics: the value of personal and behavioral data opens the 
door to new sources of income. For example, LinkedIn gathers data about a 
company’s employees, that can be analyzed by the company itself to obtain 
more information.

Revenue Models



Advertising: a specific audience could find you promotional ads useful. For 
example, a resort usually shows advertisements about local attractions. 

The first challenge that you will have to face during the creation of your 
customer community is to attract enough people at an early stage, in order 
to give a distinctive value to your group. Start with a simple concept and 
develop it over time, taking advantage of your growth instead of running 
after it. For example, LinkedIn maintained its simple initial offer, providing a 
space where CVs could be shared. With the subscriptions growth, it started 
adding services and premium advantages. 

Revenue Models



Case Studies
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ANNEX 
LA RINASCENTE
Engage and obtain young customers 
loyalty in store



The Context
Neosperience, starting from the Nudging Gamification solution, 
has designed and developed a set of services for Rinascente, 
with the purpose of increasing the teenagers’ interest for 
Annex, a space exclusively dedicated to young fashion lovers. 

The customer needed to launch and promote the new areas of 
its flagship store in Milan, to transform them into a bridge 
between the brand and the target audience. The whole idea 
behind the project were the gamification dynamics and social 
interactions, to offer a relevant and immersive experience and 
create a trend-lovers community. 

The Concept

Neosperience, on the suggestion of Annex  
by Rinascente, has created a range of services to 
engage and retain young customers and to create a 
community of fashion lovers; a bridge between the 
digital and physical store, to increase brand 
relevance in the reference field. 



The ultimate goal of the project was to create a tool that was able to 
generate engagement and loyalty among the target audience, finding a 
synthesis between the online and offline experiences.  

The App was developed with a strong social connotation, to allow 
Rinascente to reach, engage and acquire a significant share of the 
Generation Z segment. 

The company wanted to answer to a problem that every retailer - in the 
fashion field more than ever - has to face today: always being reachable by 
customers who were born and raised in the social network era, who love to 
share their opinions about fashion and answer positively to innovative 
gamification dynamics. 

Another problem to which Rinascente responded with the project was to 
increase brand relevance with the young segment of fashion: Annex 
Rinascente, always perceived by the general public as one of the biggest 
and most innovative retailers, still had the necessity to strengthen its position 
and reputation with different stakeholders, such as press offices and brands 
dedicated to teenagers. 



ANNEX 
RINASCENTE

Annex was developed according to the latest design trends, following 
coherent and innovative guidelines. The entire App was designed to engage 
the user since the very first moment, and accompany him through every 
touchpoint, by creating mechanisms that promote daily interactions. 

A way to increase loyalty, strengthen the relationship with the target 
audience segment, encourage the return of occasional customers. Thanks 
to the photo contest and the geo-localized notifications activated in-store, 
customers were encouraged to come back to the store to interact with the 
products.

Solution and architecture



X

SOMEBODY APP 
MIU MIU
Messaging becomes empathic

https://www.miumiu.com/it/it/miumiu-club/womens-tales/womens-tales-8.html


The Concept

A brand new messaging system that changes the 
perspective on communication in the digital era.  
An App resulted from the vivid immaginato of 
Miranda July: writer, film director and eclectic 
artist, who took up the Miu Miu and Venice Film 
Festival challenges.

The Context
The Somebody project led to the realization of an 
application for Android and iOS, designed by the 
Neosperience team starting from Miranda July’s idea. 
 
The ultimate goal of the App is to allow message 
exchange between two users, engaging, during the 
delivery stage, a third subject who, finding himself in 
the surroundings of the recipient, can deliver the 
message personally.  



The first activity carried out in the perimeter of the project was the 
identification of the user experience (UX) critical issues and of the existing 
functional logics about the previous version of the Somebody app.  

The intervention was made necessary by the need of usability maximization 
of the app, with the aim to create a new, functional version, as incisive and 
memorable as expected.  

This way, it was possible to create the necessary conditions for sharing 
Somebody, driven by the positive feedbacks of the users, with the aim to 
reach a global audience and broaden Miu Miu’s Unbreakable Community.



SOMEBODY 
APP
Solution and architecture

The system, re-designed and implemented from scratch by Neosperience 
for its second release, creates a bridge between three subjects: the sender, 
the recipient and the messenger. The latter, being in the proximities of the 
recipient, can deliver the message personally, using the register indicated by 
the sender.   
 
The aim of the project is to empower the users to re-discover the physical 
dimension of communication. For example: Jessica wants to communicate 
something to Caleb, by relying on the Somebody App. Paul, who none of 
them knows, but who is physically close to Caleb, will lend his voice and his 
emotions to the words written by Jessica for Caleb.  

Somebody’s new generation has been completely rewritten to enable the 
following actions:  

• A sender wants to communicate a message to a particular recipient. 
• The sender asks to a third party - a messenger, not necessarily unknown - to 

deliver a message face-to-face, on his behalf.  
• The sender has the possibility to choose the messenger from a list of 

candidates, considering certain criterions such as: geographic closeness, 
profile (name and picture), messenger vote (given in accordance with the 
delivery effectiveness recognized by other users).  

• The messenger, in the Floating section, is going to see all the messages 
destined to people who are close and have an active reception time window. 



Solution and architecture

For the functioning of the system it was necessary to detect the user’s 
position on multiple levels, in accordance with the role covered by the user 
among the different phases. The raw GPS data allow to detect significative 
changes of location (i.e. city); in the case a message needs to be delivered 
to a specific user, his position is extracted to show to a subset of users if it 
belongs to the target area. 

When a user is labeled as a potential messenger, his device is activated to 
extract specific information about his position, with the purpose of precisely 
determining the closest option. When a user accepts the offer of help, 
transmitted by push notifications, the final destination is finally showed to 
allow the effective delivery of the message.  

This architecture made necessary the localization data management by 
Neosperience Cloud inside a hierarchical structure with frequent updates. 
The calculation of the areas and their borders was double-counted at the 
same pace of the users’ movement: the entire system was designed to react 
to data variations and to the activations determined by push notifications. 
 

SOMEBODY 
APP



Data Sheet



SOLUTION’S 
ARCHITECTURE

Neosperience Unbreakable Community allows to build a common view 
on the different aspects of your customer in your organization’s 
ecosystem, unifying the data available on each profile.  

Thanks to Unbreakable Community, based on the Neosperience 
Customer Data Platform (CDP), it is possible to plan and realize customer 
engaging initiatives, implementing acquisition and development 
strategies based on personalized engagement mechanisms.  

Neosperience Unbreakable Community unifies the planning component 
with data analytics tools for the verification and fine tuning of every 
marketing and corporate communication activity. 



The Solution includes a set of machine learning tools, to analyze and 
extract customer insights from the different sources gathered in the CDP.



USED 
TECHNOLOGY 

Planning tools

Neosperience Unbreakable Community consists of three sets of 
components: planning tools, data collection tools and analysis 
models.

They consist of a web services set, that allows to create your own 
Buyer Personas defining their “custom” attributes (specific for the 
target market or the single organization), as well as the qualitative 
aspects.  
The Buyer Personas are later included into one or more Customer 
Journeys, that can be planned in advance during the respective 
Phases and Touchpoints. These information are conveyed by Micro-
services released on the AWS cloud, and use  
instruments of documentary persistence (MongoDB).



Data sources integration tools 

The Buyer Personas are mapped on the data available in the Customer Data 
Platform (CDP), collected through integrations with standard market 
products (Standard Connector), or through ad-hoc integrations. These data 
are collected inside the CDP in a restructured form, and are implemented 
by crawling and deduplicating for data extraction in a consolidated form. 
The used techniques are an extensive exploration of the Data Lake, carried 
out using high-performance tools such as AWS Athena. To allow the correct 
mapping of the Buyer Personas on the available data, the user can define 
the Query logics on data and Mapping, which are registered inside the 
platform.  
The Queries go up to build the Customer Segment of interest, extracting it 
from the actual data related to customers interactions with the organization 
across the different touchpoints.  

Analysis models 

This is about a set of machine learning algorithms, specially designed to 
analyze the Data Lake and extract useful information to find any correlation 
with the psychographics and behavioral traits of the user, through image 
analysis models, texts and relationships. These models are implemented 
thanks to Amazon Sagemaker and integrated inside the Solution. 



INTEGRATIONS 
WITH THIRD 
PARTIES

Following the Neosperience Cloud, Unbreakable Community is easily 
integrable inside third parties systems such as SaaS service, safely used 
thanks to the strong OAuth2 authentication. The authentication support, 
according to the Basic Authentication workflow, allows to use machine-to 
machine credentials, and is therefore specially suited when the customer is 
a web service instead of a console client. 

In case of special needs or tight integration necessities with third parties 
systems, it is possible to dispose of Unbreakable Community through an 
ad-hoc deploy inside an AWS account dedicated to the customer and to 
the project, where every change and extension needed is made. 


