


Tokenance is a boutique consultancy and software studio that provides cutting-edge, sustainable solutions to empower current and future 

generations of innovative entrepreneurs in every industry. Our services are aimed at brands, SMEs and their founders, CEOs, marketing 

and community managers, and creative directors, assisting them in a personalised and successful digital transformation journey.

“sustainable solutions to empower current and future 
generations of innovative entrepreneurs 

in every industry”

Introduction



What We Do
We create strategies and software that make use of web3, blockchain, metaverse platforms, 

digital twins, as well as the digital works of emerging artists, to achieve the best results for 

our clients, offering the best experience to their customers. 



Our Phygital Platform  

Our Phygital platform UNIKQUO.COM offers a curated customisation of the pages where we 

create and host our clients’ campaigns. Alternatively, we provide our clients with a Unikquo-

system white-label solution, to be implemented on their own web domain, for promotion projects 

of digital and physical products, along with their blockchain digital twins or NFTs, offering a 

highly innovative marketing and communication system to radically improve the customers 

engagement and loyalty of our clients, in all variants of B2B, B2C and B2B2C projects. 

http://unikquo.com/


Francesco Pagano - Strategist & Shareholder
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vs.

Machine
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Machine



And Blockchain for all
What is blockchain really?



‘Whereas most technologies tend to automate 
workers on the periphery doing menial tasks, 

blockchains automate away the center.
Instead of putting the taxi driver out of a job, 

blockchain puts Uber out of a job and lets the 
taxi drivers work with the customer directly.’

Vitalik Buterin



Brands who don’t disrupt
will be disrupted











Centralized System Decentralized System

Devices
(Mobile, Desktop, 

etc.)

Websites & Apps
(Bank, Game, Loyalty 

Program, etc.)

Database

Server

Data

Devices
(Mobile, Desktop, 
etc.)

Websites & Apps
(Currency, Game, Loyalty 
Program, etc.)

Blockchain Protocols
(BTC, ETH, QBX, etc.)

Nodes

Data

A network of computers that work in a decentralized manner, and agree on the current true 

state of data in a transparent and predictable manner.

Nodes owned by different entities >>
to attack data on the blockchain, internally or 
externally, more than 50% need to be steered

Server owned by one central entity >>
1 single point of failure for internal or external 

data attacks







Programmable



Sustainable?





Blockchain elevating Brands

Track & Trace

Authenticity

Loyalty
2.0

Consumer Insight 
& Engagement



Claimed Crypto ownership clicks with youth

https://www.3bit-lab.com/documents/finder-cryptocurrency-adoption-rates_202106.pdf



Crypto clicks with high education/wealth, OR with the periphery of the world

https://www.3bit-lab.com/documents/finder-cryptocurrency-adoption-rates_202106.pdf



Crypto payments are becoming mainstream across the globe

https://triple-a.io/crypto-ownership/





“Play to Earn” principle was born with Covid-19



NFT
And, their curious history



More than just making money?







Defining NFT



NFTs are the new way to engage with the superfans or to certify that they win





















Metaverse
This is not a game



Defining (the) Metaverse(s)

“The Metaverse is a massively scaled and 
interoperable network of real-time 
rendered 3D virtual worlds

which can be experienced synchronously 
and persistently by an effectively 
unlimited number of users

with an individual sense of presence, and

with continuity of data, such as identity, 
history, entitlements, objects, 
communications, and payments.”





The Metaverse is fashion’s turf





Education & Training
Health 

Finance
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AI
Welcome to the past



Brands who don’t disrupt
will be disrupted















Man



We Were Kings



Traditional Marketing is broken







Penetration

=

Making New Friends

Loyalty 
= 

Recurring Revenues from the 
Same Friend



● There is no capability to actively engage with the superfans, 1:1, if you know them at all

● Traditional loyalty schemes & programs drive down EBITDA overtime

Am I your VIP?



● The buying upfront of all sorts of goodies is neither sustainable nor needed

A wild, un-green guess





Do we need profits?



3

Who are you, then?
Identity & Economics



THE EVOLUTION OF MARKETING PARADIGMS AND THE RISE OF SIGNATURE EXPERIENCE

Marketing 
Paradigm

Mantra

New role in the 
organization

“Signature means designing 
and managing the experience
both as an art and a science: 
brands should “craft” their 
customer journeys as they do 
with products, injecting 
creativity and their special 
touch into all relevant 
touchpoints”

The Signature Experience concept emerged in a maturity phase of the 
Experience-based marketing paradigm, with the ambition to transform 

Customer Experience
from hygiene factor to a source of competitive advantage

PRODUCT BRAND CLIENT EXPERIENCE

Sell-through Brand 
Awareness

Customer 
Engagement

Omnichannel 
Integration

Product Manager Brand
Manager

CRM 
Manager

Omnichannel 
Experience 
Manager



I own your Brand, baby



Maslow’s Hierarchy of Needs Signature Experience Framework

THE EVOLUTION OF MARKETING PARADIGMS AND THE RISE OF SIGNATURE EXPERIENCE



THE SIGNATURE EXPERIENCE FRAMEWORK

INSPIRE
What does the brand mean to you, personally?

DELIGHT
How does the brand  cater to your own needs 
and expectations?

SIMPLIFY
What does the brand do to make your life easier 
through  your customer journey?

KPIsAUDIENCE ROLES
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Loyalty
Advocacy

Acquisition
Retention
Average Spending

Conversion
Claims trends
NPS
Online sessions duration

Private Client 
Relations / Clienteling
Sales Associates

CRM
Marketing (Digital + Retail) 
Innovation

Retail 
E-commerce 
Customer Service
Omnichannel 
IT

ONE-to-ONE

ONE-to-MANY

ONE-to-ALL



HOW TO DESIGN & DELIVER THE SIGNATURE EXPERIENCE FRAMEWORK

A wide range of touchpoints throughout 
their customer journeys…

…Generating large volumes of different 
types of data…

…that are typically stored in different 
repositories and not necessarily linked to 

a unique customer entity

CRM

ERP

Web Analytics

Marketing Automation

Clienteling App

Customer Service tool

Other unstructured sources 

PROPRIETARY 
TOUCHPOINTS

Retail DOS

Digital-in-store

On site mktg activities

Website & online store

Customer Service

Social

DEM & Newsletter

Events

Search

Online adv

Wholesalers
THIRD-PARTY 

TOUCHPOINTS

Personal data 

Campaign conversion

Browsing data 

Mktg activities interaction

Email interaction

Events attendance

Transactional data

On-site interaction



HOW TO DESIGN & DELIVER THE SIGNATURE EXPERIENCE FRAMEWORK

Data Foundations

Customer Intelligence & Insights

Te
ch

 S
ta

ck

Data & Information 
Enablers

Customer Journey 
Orchestration

The Signature Experience Delivery Model

AWARENESS CONSIDERATION PURCHASE LOYALTY



HOW TO DESIGN & DELIVER THE SIGNATURE EXPERIENCE FRAMEWORK

DESCRIPTIVE PREDICTIVE

A
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TI
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M
P

LE
X

IT
Y

INITIAL DATA 
EXPLORATION

RFM 
SEGMENTATION

BEHAVIORAL 
SEGMENTATION

NEW CLIENTS' PROPENSITY 
& CHURN PREDICTION 

MODELS

CUSTOMER
LIFETIME 

VALUE

NEXT BEST 
PRODUCT

LEAD 
SCORING

CRM DATABASE DEPTH AND MATURITY





https://beincrypto.com/nike-becomes-worlds-highest-earning-brand-from-nft-sales/
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What do I do now?
Invert the funnel & be a challenger





COPYING & QUOTING = RESEARCH
LEARNING FROM THE 'MAESTRO' ADAM MORGAN



THE AGE OF THE UNDERDOG
FIVE SUGGESTIONS TO WIN IN TODAY'S MARKETPLACE



#1 CREATE DRAMA



DRAMATIZE YOUR POV = PATHOS & SOLUTION
WHAT IS YOUR SIGNATURE?



#2 BUILD SURPRISE



FROM STATIC TO DYNAMIC MARKETING
WHAT IS YOUR SIGNATURE?



#3 BE BEAUTIFUL ON THE INSIDE



MAKE YOUR SAVOIR FAIRE SEXY
WHAT IS YOUR SIGNATURE?



#4 LEVERAGE SECONDARY MEDIA (IT'S ALL PRIMARY MEDIA)



EVERY INTERACTION WITH A FAN IS A UNIQUE STORY
WHAT IS YOUR SIGNATURE?



PR COUP ANYONE?
WHAT IS YOUR SIGNATURE?



#5 USE ADJACENT RESOURCES & NETWORKS



OTHER PEOPLE'S PROPERTIES ARE YOUR RUNWAY
WHAT IS YOUR SIGNATURE?



OTHER PEOPLE'S PROPERTIES ARE YOUR RUNWAY
WHAT IS YOUR SIGNATURE?





WHO ARE YOU?



MACHINES WILL RUN THE HOW, YOU OWN THE WHAT
WHAT IS YOUR SIGNATURE?







Clicca qui per la serie Clicca qui per la serieClicca qui per la serie

Riferimenti in                    : Francesco Pagano – Giovanni Alberto Sala - Tokenance

https://stream24.ilsole24ore.com/serie/ceo-confidential/ADtHl52
https://stream24.ilsole24ore.com/serie/ceo-confidential--la-tecnologia/AEsJ0qbC
https://stream24.ilsole24ore.com/serie/ceo-confidential--la-nuova-serie/AE1QkJCB
https://www.linkedin.com/in/francesco-pagano-2a6179/
https://www.linkedin.com/in/giovannialbertosala/
https://www.linkedin.com/company/tokenance/


Man
vs.

Machine

Frank Pagano 


