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Digital Branding

* Business Opportunity
* Why a digital presence matters
* Google® Dominance
* Barriers to Success

 Digital Branding for eCommerce
e Collaboration for Growth

* Search Engine Optimization (SEO)
e Content marketing
e 10 Must-Have Homepage Elements

* The Customers Journey
* Demand Generation
* Content Mapping
e Customer Nurture Framework



[ your business is not on the

nternet. then your business
will be out of business.




Unlimited
Business

Opportunity!

GLOBAL DIGITAL GROWTH

THE YEAR-OM-YEAR CHANGE IN DIGITAL ADOPTION
INTERMNET USER NUMBERS NO LONGER INCLUDE DATA SOURCED FROM SOCIAL MEDIA PLATFORMS, 50 VALUES ARE

TOTAL
POPULATION

+1.0%

JAN 2021 vs. JAN 2020

+81 MILLION

UNIQUE MOBILE
PHONE USERS

+1.8%

JAN 2021 vs. JAN 2020

+93 MILLION

INTERMNET
USERS®

+7.3%

JAN 2021 vs. JAN 2020

+316 MILLION

BLE WITH PREVIOUS REPORTS

ACTIVE SOCIAL
MEDIA USERS”

+13.2%

JAN 2021 vs. JAN 2020
+490 MILLION
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Too Big To
Ignore!

TOTAL NUMBER OF
ACTIVE SOCIAL
MEDIA USERS"

4.48

o ROM OW 13

SOCIAL MEDIA USE AROUND THE WORLD

USE OF SOCIAL NETWORKS AND MESSENGER SERVICES, WITH DETAIL FOR MOBILE SOCIAL MEDIA USE
A SOCIAL MEDIA USER NUMBER S MAY NOT REPRESENT UNIGUE INDMDUALS

BILLION

COMPARANLITY ADVISORY

SOCIAL MEDIA USERS AS ANNUAL CHANGE IN PERCENTAGE OF SOCIAL AVERAGE AMOUNT
A PERCENTAGE OF THE THE NUMBER OF GLOBAL  MEDIA USERS ACCESSING OF TIME PER DAY SPENT
GLOBAL POPULATION SOCIAL MEDIA USERS VIA MOBILE PHOMNES USING SOCIAL MEDIA

YOO

56.8% +13.1% 99.0% 2H 24M

+520 MILLION

: - : . e - .
e -- - ® Hootsuite
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Q How people find
what they’re
looking for

Google 62.6% Qsearchrf'larkef:.sh..arey
90.8% -

Search Platforms
(inc. YouTube)

Iy 7
B Goog‘bfwaﬂs AHOQ;

’f?a%

GOOQ'E 22.6%

{Image)

10/4/2021 https://www.visualcapitalist.com/this-chart-reveals-googles-true-dominance-over-the-web/



https://www.visualcapitalist.com/this-chart-reveals-googles-true-dominance-over-the-web/

Your digital influence...

...Is your ability to drive action online. When Information about or by you is
shared online and in real life —and when people are responding to that
information by commenting, sharing or telling others...THAT’S DIGITAL
PRESENCE
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A Strong Digital Presence Matters

@ Positioning & Competitive Differentiation
@ Control of your brand narrative

@ Frame for Customer & Prospect Engagement
@ Stronger Industry Relevance

@ Reputation Management




Reasons to Manage Your Digital Influence

¢ Technology: Has changed how companies and individuals are discovered and perceived

& Stakeholders: Clients, employees and others do their research online before making
decisions

¢ Relationships: Companies can no longer develop and manage their story with just a
few key influencers

& Relevance: Online information is cut and pasted onto many different web pagers over
time, leaving out-of-date and inaccurate information scattered across the web

¢ Reputation: Issues can appear on multiple digital channels and platforms and stay
highly visible forever



Risks to Your Digital Presence..

...are exposures to online threats. Digital risk is the result of what happens to information
you’ve posted online...what other people are posting about you...and what hostel actors are
doing with your name, your image, your BRAND online.

Digital risk is a BUSINESS ISSUE, not just a technical one!

HOW ONLINE REPUTATION IMPACTS SALES

‘ 920/0 ’ ‘ 80‘% ’
: of consumers read online of consumers say they changed
: reviews to learn about a their mind about a purchase
! P business
921%
RANSOM WARE

because of online reviews
CYBER SCAMMERS of consumers look up of consumers won't buy

67% ’
businesses online from a business if they have

MALWARE 1-3 bad reviews
 CLICK BATE »




O n I i n e Re p utati O n M a n age m e nt = Comment from Customer Service of National Car

Rental

Business Manager

3/7/2019 - Mia, thank you for your feedback. Providing
¢ ACkn OWIedge the |Ssue great customer service is one of the cornerstones of our
company and we would like to look into this for you.
Please email care@nationalcar.com with your contact
information, rental information and all the details above
° Apo I 0g|ze so we can address this situation. Thank you. - KH

Read less

* Provide and Explanation, if Necessary

@ JetBlue Airways @
@JetBlue

Replying to @ap17862

° Compensate the Reviewer Appropriately This morniﬁg the aircraft operating Flight 814

departing from Boston was impacted by an
Aerodata issue impacting multiple airlines’
ability to release flights. That flight has since
departed, but has caused delays down the

* |nvite Reviewer to Discuss the Matter — Offline fight route.

9:28 AM

https://broadly.com/blog/how-to-respond-to-negative-reviews/ - Script for slide



https://broadly.com/blog/how-to-respond-to-negative-reviews/

Barriers to Digital Marketing Success
* Typical Objections to Digital:

* Not Enough People
* Too Expensive

* No budget to hire

* Competing Priorities

* Lack of Digital Expertise

10/4/2021 13
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Crawl Walk Thrive
Look Around and Listen Connect and Activate Engage, Involve and Expand Fans Help Lift Your Brand

«Establish social networks i _

«Define digital business «Make content more «Rely on your community for their

strategy & goals «Quantify and qualify interesting content and ideas
audience targets

«Launch a website that is desirable to +Video «Nurture them

visit «Create and build s
relationships «Podcasts eourvey

«Refine messaging _
strategy «Increase what works; pull back on *Webinars
what doesn’t

«Best practices in
customer service

«Optimize content for search *Apps

«New offerings
oLive and

«ldentify relevant social media _
virtual events

channels

«Evaluate and Select
marketing automation platform

«Build database



Search for great gear & clothing sichin B stores @ canr O

REl.com —

eCommerce
Success Story




REI Force of Nature: AEN FIND .,
Cam;);icgenOCOmapL:)rrfents WUIIVJEEEIJUM UTSIDE

* Change the male-dominated imagery of
people in the outdoors

More than 85% of women see
* S1 million to support nonprofits that the outdoors as a key to better

create opportunities for women in the physical and mental health and
outdoors overall well-being. Then why

does recent survey data suggest
that most women don’t see
themselves in this picture?

» Offer high-quality technical gear and
apparel for women

* Launch of over 1,000 events designed
for women
10/4/2021 16




Search for great gear & clothing Q SGNIN &  stores Q) camr &

COOp Camp&Hike Climb Cycle Paddle Run Snow Travel Yoga Men Women Kids Deals More REI GARAGE >

We're putting women front and center with 1,000 events, 51 000000 in grants, and mofe

Rock a boat. Start a fire. Be a force of nature



REIl: Force of Nature 1000 Events Kick-off Video

https://www.youtube.com/watch?v=L6Msz46mqrw&ab_channel=RE|



Role Models e e W Earr. e of
. = __ »h arriers
are Rare 2 N
More than 7 in 10 women saj
they would like to spend mor

ﬂ : ' —— h B time outside than they curre:
ol = ' e age _ ; do, but are held back by pract
=8 N\ barriers like weather, time ar

not having someone to go wit

of women said they could A _ .
not think of a female R . N
outdoor role model. \

women believe that

Encouragement is Key
women are under

Women who were encouraged to go ok L=
outside as young girls are more likely to 7 & vV : = more pressure to
see the value of spending time outside. ; : {\(q :}}"fﬂ £ 5 conform than men.

The top people who encourage / ‘I-h - Lo ; '
you to spend time outdoors are: Ef, ’ 73 % 7 2% 6 9 %
4 9 % 0 7o 3 0 %o - “Be Sexy” “Lose Weight” “Smile More”

Friends Mother Father

Women who were more encouraged as
yvoung girls to spend time outside are
more likelv to remain active todav



an/a/m"NH1

‘Force of Nature” Campaign - Social Media

Twitter

REI @&
@REI

A member-owned co-op since 1938.
Share your adventures with

OptC

side
© Seattle, WA & RElL.c [ Joined October 2008
1,057 Following ~ 420.9K Followers

@ Followed by The Seattle Times

Tweets Tweets & replies

¥ Pinned Tweet
REI & @REI - Sep 24

Members can get gently used gear for less! Our Garage Sales are now going
all the time in most stores. Come visit to see the full selection!

Media Likes

Instagram

Facebook

REl®
21M ke this

© A member-owned co-op since 1938. Share your adventures with #OptOutside

&% Clint Merriman and 21 other friends like this

@ View Shop Q

Infinity Investing
°

Look, everyone knows that real estate is the most proven way to get rich and build a legacy.
But most people rarely hear about the “smart investment alternatives” to get started in real estate.

Instead, they go down the traditional route, which frankly requires a lot of capital, work and
unnecessary risk-taking.... See More

NFINITYINVESTING.COM

Learn Expert REI Strategies Sign Up
Save the date for October 16th

Instagram

Pinterest

REI ©

rei.com - @reicoop - A member-owned co-op since 1938. We believe a life outdoors is a life
welllived. Follow for outdoor inspiration. #OptOutside.

187.8k followers - 325 following

10m+ monthly views

Created Saved

YouTube

coop

Miranda in the Wild! ) PLAY ALL

Like, Subscribe, Comment, and tune n (almos)

Taste. Tesﬂng ENERGY
BARS!| Miranda Inthe Wild

Uploads B PLAY ALL

TASTE TEST, Bets % CANPING!!

REI

K subscribers - 904 videos

AtR

tional Equipment, Inc. (REI), we love to get outside and play, and we know first-hand the

ality outdoor

importance

firanda in the

r T00K MY CIIY rm% o 10317 COMORTAT A e 03 s A nmw
L Lt &

Taking My Chty Fiends Understanding What Bring to HIKE and
CAMPING! | Miranda Inthe..  BACKPACKING and.. BACKPACK with My Dog! |

@

d “ >
A Sl i) o N
TASTE TESTING E)l[lﬂ% 1 TOOK MY CITY FRIENDS CAME
(=00 R L
How to Maintain an E-Bike | Taste Testing ENERGY Howto Choose anE-Bike | | Went HAMMOCK Taking My City Friends.
REI BARS! | Miranda in the Wild REI CAMPING on the. CCAMPING! | Miranda in the.
« s

20



REI “Force of Nature” Campaign Outcomes

v'Gender Equity in Gear and Support

v'More Sizes for Women

v'Closing the Gear Gap and Dissolving Gender Labels
v'Funding Inclusion Efforts

v'Spotlighting Women

https://www.rei.com/blog/news/force-of-nature-what-reis-
accomplished-since-2017 Their own blog



https://www.rei.com/blog/news/force-of-nature-what-reis-accomplished-since-2017

. rei.com 4 COMPARE

Traffic Overview

Web and Traffic Sources —
Aug 2019 —Jan 2021

10/4/2021


https://1.bp.blogspot.com/-ckr0Gn5iALk/XlLr7QDJj6I/AAAAAAAAHAw/IuYMdxc01oUnyq-SSHRzu8B7KewkvfOQACLcBGAsYHQ/s1600/uno2.png
https://www.tableau.com/solutions/customer/rei-stays-competitive-clear-customer-insights-personalized-retail-experience

Interest Composition Index

REI: Web Visitor Event Interests Oregon Trip Planners  7.96% 4.04x
Western Canada
Skiers and 6.11% 4.04x
« REI audience exhibits a variety of Snowboarders
interests and behaviors. Social Distancing 5 96% 3 81x
Content Readers
« As seen, theT Ieadi_ng interest fqr Elite Cycling Gear 56 273
the REI audience is Oregon Trip Shoppers 2070 /3X
Planners. . .
Washington Skiers and 7 04% 3.72x
. Snowboarders
Composition Percentage: -
The overlap percentage between Eotc: CI,'mtbmg 5.19% 3.50x
the REI audience & the Interest attribute. Nhus1asts
Thrift Store Shoppers 4.26% 3.42x
Index:
Seattle Trip Planners 7.78% 3.20x
A comparison of the RE/ audience to the :
it ¢ Iati School Closings 1.85% 3.01x
IR, [P0 Rl et Updates Readers S '
North West State Fair 2599 5 99x

Visitors

https://audiences.dstillery.com/explore/location/REI-4948



https://audiences.dstillery.com/explore/interest/Oregon-Trip-Planners-38992
https://audiences.dstillery.com/explore/interest/Western-Canada-Skiers-and-Snowboarders-38994
https://audiences.dstillery.com/explore/interest/Social-Distancing-Content-Readers-76223
https://audiences.dstillery.com/explore/interest/Elite-Cycling-Gear-Shoppers-48154
https://audiences.dstillery.com/explore/interest/Washington-Skiers-and-Snowboarders-38993
https://audiences.dstillery.com/explore/interest/Rock-Climbing-Enthusiasts-45521
https://audiences.dstillery.com/explore/interest/Thrift-Store-Shoppers-12
https://audiences.dstillery.com/explore/interest/Seattle-Trip-Planners-6322
https://audiences.dstillery.com/explore/interest/School-Closings-Updates-Readers-76224
https://audiences.dstillery.com/explore/interest/North-West-State-Fair-Visitors-61185
https://audiences.dstillery.com/explore/location/REI-4948

REI: Visitor Content Affinities Content Affinity Composition Index

Backpacking 1.67% 7.86x
Bathrooms &
The most visited Content Affinity for the REI Plumbing 0.44% >.69x
audience is Backpacking. Ohio Universities 0.93% 5.55x%
Composition Percentage: India Cluster 0.56% 5.44x
The overlap percentage between the REI audience US Cycling 2.04% 4.80x
and the Content Affinity attribute. i i
[ffinity Sewmg, Embroidery B e
& Fabrics
Index: Oregon News 5.93% 3.91x
A comparison of the RET audience to the internet Assorted Topics (Tv
population. Networks, Birthday
Cards, Diets, 0.37% 3.87x
Recipes, Humor,
Gambling)
Hawaii News 1.11% 3.77X
Homeschooling 0.08% 3.73x

https://audiences.dstillery.com/explore/location/REI-4948



https://audiences.dstillery.com/explore/content/Backpacking-11268
https://audiences.dstillery.com/explore/content/Bathrooms-and-Plumbing-11229
https://audiences.dstillery.com/explore/content/Ohio-Universities-11436
https://audiences.dstillery.com/explore/content/India-Cluster-11395
https://audiences.dstillery.com/explore/content/US-Cycling-11202
https://audiences.dstillery.com/explore/content/Sewing-Embroidery-and-Fabrics-11371
https://audiences.dstillery.com/explore/content/Oregon-News-11895
https://audiences.dstillery.com/explore/content/Assorted-Topics-Tv-Networks-Birthday-Cards-Diets-Recipes-Humor-Gambling-11481
https://audiences.dstillery.com/explore/content/Hawaii-News-11903
https://audiences.dstillery.com/explore/content/Homeschooling-11559
https://audiences.dstillery.com/explore/location/REI-4948

REI: Visitor Product Affinities

Location Composition Index
The REI au(.lience Yisits and shops at a variety of Bonobos 2.17% 12.24x
apparel retail locations.

Patagonia 1.52% 10.85x
As seen, the apparel retail location most .
frequented by the RET audience 1s Bonobos. Lorina Jane 1.15% 3.7X

Zara 2.28% 8.17x
Composition Percentage:

1 (0)

The overlap percentage between the RET audience ATl Y 7.68x
and the Content Affinity attribute. Free People 3.539 7 31x
Index: Lululemon 5.91% 6.97x
A comparison of the RET audience to the internet Ann Taylor 2.01% 6.27X
population.

The North Face 1.97% 6.20x

Madewell 2.86% 5.95x

https://audiences.dstillery.com/explore/location/REI-4948



https://audiences.dstillery.com/explore/location/REI-4948
https://audiences.dstillery.com/explore/location/Bonobos-49444
https://audiences.dstillery.com/explore/location/Patagonia-5172
https://audiences.dstillery.com/explore/location/Lorna-Jane-5365
https://audiences.dstillery.com/explore/location/Zara-5297
https://audiences.dstillery.com/explore/location/Anthropologie-4981
https://audiences.dstillery.com/explore/location/Free-People-5287
https://audiences.dstillery.com/explore/location/Lululemon-5168
https://audiences.dstillery.com/explore/location/Ann-Taylor-5191
https://audiences.dstillery.com/explore/location/The-North-Face-5170
https://audiences.dstillery.com/explore/location/Madewell-5290

11 Must-Have Homepage Elements

A Proper Brand Identifier
Hibu Website Anatomy: Understanding What Your Site Visitors See

Social Media Integration
1. Logo and Contact Info

Intreduces your brand and keeps your phore number and
service area “top of mind” for your site visitors.

Clear Navigation

2. Navigation

Helps your visitors find everything you offer and/or what they
can do on your site.

Contact Info

3. Hero and Headline

.
Shows your visitors what you de, what they'll get, and for why ca I I s-to-ACt I o n
they should choase you right now.

4. Content . Proof

Uses rows or columns of “bite-sized” content to detail your

products and services.

You can also highlight:

Benefits and features

What do visitors
NEED toseeon a

v Video or gallery
+ Coupon

O 0 N OO U1 & W N BB

+ Reviews or Social feed 2 il .
+ Smallform local business site? . Supportlng Images
+ Badges /awards /brand logos L Ustof servicas
1. Hours
3, Phone number
4, Price st o ge .
o Footer . Awards, Certifications, or
Makes sure visitors can always find out who you are, where
you are, and how to contact you - on every page of your site, What makes visitors . .
WANT to uses Associations
local business?*
1. Business details

© 00 e

Video Reviews Social Appointments

i ot 10. Blog Highlights

4, Testimonials / Reviews

11. ADA Access

https://www.nirmal.com.au/website-homepage-essentials/

10/4/2021 https://blog.hibu.com/what-people-see-on-your-website-anatomy/



https://blog.hibu.com/what-people-see-on-your-website-anatomy/
https://blog.hibu.com/what-people-see-on-your-website-anatomy/
https://www.nirmal.com.au/website-homepage-essentials/

Modern Customer Journey

Contributes to next

person's decision

Awareness @m w——eo

Interest & Awareness Search Purchase Experience
Social / search advertising ; : . Post-purchase
Email / text marketing Organic Search Blogs & Articles ~ Website expectations vs. reality]
Loyalty programs PPC Reviews Online booking Social Post
YouTube / Video ads DI thps Ws";’a; MEd'ﬁ I:#_Zig?:%::gthﬁg Write a Review
Television 2 ;::: bl e Blog
— dB:[Ibi_:rgrd e Salesperson Word of mouth
Online display advertising GPS Marketing Materials
Newspaper / Magazine
Radio
Word of mouth

"\ VENDASTA

10/4/2021 COVID-19 Relief Online Toolkit for Small Business - InterActive Synergy, LLC


https://interactivesynergy.com/online-toolkit/

Technical Decision Maker: The Tranaformational Leader

* CIO

Technical decision maker

Develops IT strategy and roadmap

Leads technology team that evaluales technology oplions

Key Attributes

40-55 years old;: Maslers in Science, Executive MBA; al leasl 15 years experence in enterprise
leadership roles

Attitude Leader, business savvy, frugal, skeplical of vendor claims
Reputation Visionary, decisive, well regarded within industry, egotistical
Job Focus Creating enterprise-wide change, shifting perception of technology from ulilitarian to strategic
Pain Points * Identifying most promising technology
® Celting company-wide buy-in for new software initiatives
* Finding ways to make measurable impact
Keywords Used to enlerpriss software ROI, strategic software investmenls, breaking down deparimental silos, increasing
Search for Information | enlerprise-wide productivity]
Values ®* Leadership: Ability to see and convey the "big piclure®
* Knowledge and expertise: Broad IT knowledge but not interesled in technical details
* Innovation: Follows latest trends; seeks proof of how others have applied new lechnologies
* Expectations: Hgh expectations of IT team and vendors/solutions lo make strategic roadmap a realty
Fears Makmg bad purchase decision, tarnishing reputation
Peot Peaves Self-serving vendors who don't do their homework to understand his focus; vendors who disappear afler
implementation
Internal influences Board of directors, CEO, CFO
Motivators Bonus structure, ego, industry recognition

Information Sources

Peers; online search; Cartner, Forrester; Gartner CIO Leadership Forum; CIO Magazine; Fast Company
magazine

Content Preferences

In-depth white papers, podcasls




B2B Digital Brand Marketing Strategy

N " — M e 1 [ — 1 (" 1 [T —
ANALYZE STRATEGIC PLAN IMPLIMENT MEASURE &
DEFINE GOAL CONTENT OPTIONS RESOURCES MODIFY
Define your Analyze & audit the Considerioptions LG Plan/Manage the Execute your Ensure that there are
digital marketing following areas: reach your goal Paid, o505 rces & talents  campaigns & ensure ways to track your
goals & KPI’s: Owned & Earned needed to execute  You have the right ST e

Channels: your digital strategy mix of actions:

Effectively:

+Awareness

funnel:

+Content Marketing +Content Calendar +SEO Tracking

+Customers +Staff & Talents )
+Engagement +Competitors +SEO +Outsourcing +«Campaign Flow ‘AnalytiCS:
+Conversion .Digital Trends +Social Media +Budgets Chart - Social Media
+Loyalty ~Current Position in +Pay-Per-Click +Timelines +Reporting Systems - Website
+Advocacy the Marketplace +Website/s B e s es +Contingencies - Email
+Content Asset +Email Marketing +Plan B (if needed) +ROAS/ROI
sInfluencers +Ongoing

Inventory
Optimization



Mapping Content to the Modern Customer Journey

l - . - |;_) P
- @ - Ao T Y Yt g
9 9N g G : > & f
t g <
Loosening of the Committing to Exploring Possible Committing to a . 8 Professional
Status Quo Change Solutions Solution Juﬁ:;isnigm:he Relationship
EDUCATION SOLUTION VENDOR SELECTION
Problem or vision Research problem and Success stories told by This solution applies to Business Case Purchase
Recognition solution satisfied customers our needs . rt
= = = = Financial Decision
Thought Solution Value Stories Differentiation Justification Validation
Leadership Knowledge _ L
Articles SEO Sales Presentations Trials Sales Engagement Executive Briefings
Social Media Posts Events (online/F2F) Case Studies Proof of Concept ROI and TCO Tools On-site Implementation
Newsletter Web Navigation Internal Blogs solutions Worksheet Customized Proposal User Courses
White Papers Self-guided Demo Press Articles Competitive Analysis Financial Presentation Up-sell / Cross-sell
Blogs Analyst Reports Customer Feedback Analyst Reports
Videos Product Data Sheets Reviews Evangelists
YOUR ASSETS YOUR ASSETS YOUR ASSETS YOUR ASSETS

IDENTIFY YOUR
CONTENT FOR THIS
PHASE OF THE
CUSTOMER
JOURNEY.

YOUR ASSETS



Build & Test Your Messaging Plan — pG-1

COMPANY NAME PRODUCT NAME CRM MESSAGING FRAMEWORK

10/4/2021

INTRODUCTION

This messaging framework is designed to provide you with the necassary positioning and messaging guidance to enable the personalization of Ready-to-Go PRODUCT MAME
templates or the creation of your own marketing materials.

TARGET
AUDIENCE/SEGMENT

o Lower Mid-Market thru Upper Mid-Market companias
» Technology Decision Maker (TDM) titles include CIC and VP IT.
+ Business Decision Makers (BDM) include the department head and senicr management for all sales, marketing, and customer

service organizations.

» Decision makers in general tend to be risk averse, convenience oriented, and price sensitive.
¢ BDMs need to know all they can about their customers and sales teams’ activities.

s BDMs also value accurate and real-time reports and data.

» TDMs often work with BDMs to ensure that the IT selution will not impact the rest of the business and will be a strategic asset in the

business decision]

AUDIENCE PAIN POINTS

Business Decision Makers

+ Implementing a CRM program could take too long to get
employees up and running—we can't impact current productivity.

* My company has a lot of different processes, and | am not sure
there's anything out there that will adapt to what we nead. | want

IT Decision Makers

software that maps to my process instead of forcing me to change the road.

my processes to map to the software.

¢ We have a wide range of incompatible, legacy applications and are trying
to integrate what we have. We don't have the time or budget to add yet
another disparate application.

o | want software that is easier to deploy and less costly to maintain down

MESSAGING PILLARS

End User Productivity (BDM)

Business Relevance (BDM)

IT Dependability (TDM)

PILLAR SUPPORT

Works the Way You Do

s COMPANY NAME PRODUCT NAME CRM is
designed to be a natural extension of
COMPANY NAME Office and Outlook,
providing a familiar and intuitive work
environment that fosters higher user adoption
and productivity.

+ By working and integrating with the Office
applications people use every day, COMPANY
MNAME PRODUCT NAME CRM enables users to
get up to speed guicker and keeps training
costs low.

» With advanced business process and workflow
automation, COMPANY NAME CRM reduces
redundancy of tasks and processes. This
allows users to spend more time on their job
and less time on reporting and administration.

o With COMPANY NAME CRM Maobile, users
can have all the functionality of CRM virtually
anytime, anywhere. Your teams stay
connected to the tools and information they
need and support their customers wherever
they are.

Works the Way Your Business Does

s COMPANY NAME CRM tailors to match
your company’s existing business
processes and culture, rather than force
you to mold your business to the
software.

COMPANY MAME CRM is right-sized for
any company allowing you to get the
specific solution for your business, not
Just your industry.

COMPANY MAME CRM provides

powerful tracking and analytic tools that

help you menitor your business and
make better decisions more guickly.
COMPANY NAME CRM offers complete
campaign visibility from start to finish.
This insight into your business and
customer information makes for
smarter decision-making and maore
successful campaigns.

Works the Way Your IT Staff Wants It To

s COMPANY MAME CRM is a flexible solution that
works the way technology should. 1tis
compatible with your existing infrastructure and
doesn’t cause unnacessary overload on your IT
department.

COMPANY NAME CRM can be customized
guickly and configured easily by your IT staff to
address your company's current needs.
COMPANY MAME CRM was created to enable
companies to standardize and consolidate
customer information no matter whera itis
created or stored, which allows you to integrate
3 wide range of often incompatible legacy
applications.

o COMPANY MAME CRM is built on true .Net
design, a scalable platform that will grow as your
business expands.

COMPANY MAME CRM is priced competitively
and easy to deploy and maintain, keeping future
technology costs low.

31



Build & Test Your Messaging Plan — pG-2

10/4/2021

PARTNER PILLAR BEMEFIT

[Partner name] will work with you to ensure
successful implementation and in-depth training
for your end users.

[Partmer name] will work with you to
determine the best needs for your
business to maximize efficiency and
productivity.

[Partner name] will work with you to ensure a
timely, cost-effective implementation.

Sales

Marketing

Customer Service

DEPARTMEMTAL CHALLENGES

» Retaining existing clients.
+ Effectively managing leads jn.order to close
more sales in a shorter amount of time.

» Managing marketing campaigns.
* Anticipating and reacting to customer
needs,

» Difficulty tracking requests.

» Managing support issues.

+ Maintaining customer satisfaction until the issue
can be resolved.

DEPARTMEMTAL PROOF
PCINTS

COMPANY NAME PRODUCT NAME CRM...

o Simplifies data entry so users spend more
time driving sales and less time performing
administrative tasks.

+ Shortens the sales cycle and improves win
rates with lead and opportunity management,
automated lead routing, sales process
management, and competitor tracking.

+ Enables you to access full sales functionality
online or offline through COMPANY NAME
Qutloak ar work from any location using the
Web client or COMPANY NAME Windows
Mobile-based Pocket PC.

o Offers a centralized customizable view of your
existing customer’s preferences, relationships,
and activity history to better understand and
meet their neads.

» Provides comprehensive reports to enable you
to forecast sales, measure business activity
and perfoermance, track sales and service
success, and identify trends, problems, and
opportunities.

o Allows you to manage customer e-mail,
appointments, tasks, and contacts from a
single business application.

¢ Uses simple wizard-driven sales and
marketing toecls to keep your sales prospects
and customers informed of new product and
service offerings.

COMPANY NAME PRODUCT NAME CRM...
« Transforms customer information into
clear, actionable knowlaedge that
enables your company to respond
quickly to changing customer
preferences and emerging market
opportunities.

Provides you with intelligent list and
segmentation tools to reach
prospective customers quickly and
effectively.

Enables you to transform successful
campaigns into templates that can
easily be reusad in the future,

Allows a closed-loop view of each
customer's preferences, relationships,
and buying history to anticipate their
future needs.

Provides your marketing organization
with instant access to complete
customer information.

Provides reporting and analysis tools
built on COMPANY NAME SQL Server™
Reperting Services to give you the
precise customer knowledge you need
to make sound decisions quickly.
Delivers CRM functionality as a natural
extension of COMPANY NAME Outlock
and manages customer e-mail,
appointments, tasks, and contacts from
a single business application.

COMPANY NAME PRODUCT NAME CRM...

» Enables you to quickly log, analyze, and resclve
service issues with streamlined access to service
contracts, frequently asked questions, and
historical customer information.

Allows you to assign, manage, and resolve
support incidents with automated routing,
queuing, and escalation of service requests,
along with case management, communications
tracking, and autc-response e-mail.

Improves your first-call resclution rates using a
searchable, shared knowledge base of articles
organized by product and service category.
Enables you to proactively measure customer
satisfaction during each service interaction to
help ensure long-term customer loyalty.
Delivers CRM as a natural extension of
COMPANY NAME Cutlook so that you can
manage customer incidents, and all service
contracts from a single business application.
Enables you to quickly search and dispatch
skilled service professionals, tools, and resocurces
across service locations to deliver value-added
services for your customers,

PARTMER VALUE
PROPOSITION

COMPANY NAME and its partners are helping redefing your customer relationship management experience by coupling a fast, flexible, and affordable
solution for driving consistent and measurable improvements together with the consistent strategy, excellence, and service you expect from a
COMPANY NAME partner jn.order to help guarantee your CRM success.

B2007 COMPANY NAME Conporation. All rights reserved. COMPANY NAME. COMPAMY NAME PRODUCT NAME and COMPAMY MAME S0L Server are sither registered trademarks or registered trademarks of COMPANY NAME Corporation im the United States and/or
waither countries. All other trademarks ara property of their rezpective ownars.
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Customer Nurture Framework

Blost + 3days Wave 3 ocial Networ
Blast + Fdays Enhancement links
Blost _14days
Extract Acknowledgemen
Incremental t Email
Responses on =
)l Offer N predefined “Thank you for
v cadence your interest”
Fday call window
| Customer Sve ==~~~ ;
| |
|
|
|
| Call 8004 N Cnnvers;altiurl with
Mo Contact Opportunity? Ermall Opportunity?
Deployment L | | click to chat - Conyersatiun with
Live Persan
| Exit MP Nurture
/ Exit MP Nurture
CRM
Update
Profile
Learn More
Free Trials Mo Response
Touch | Timing Email Message Email Offer Information to be captured
Touch#1 | Day 1 *Get more information” White Papers, Analy st Reports, Cusiomer Testimonials Responder by CTA
Touch#2 | Day 45 "Because you are inte __ industy” Industry Specific Collateral Responder by CTA
Touch#3 | Day 90 | "Help us understand your needs” (Survey) High V alue Offer (TBD) Responder by CTA
Final Touch| TBD "Register for our newsleter® MNewsleter na
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Crawl Walk Thrive
Look Around and Listen Connect and Activate Engage, Involve and Expand Fans Help Lift Your Brand
«Define digital business «Establish social networks «Make content more «Rely on your community for their
strategy & goals interesting content and ideas
«Quantify and qualify
eLaunch a website that is desirable to audience targets +Video eNurture them
visit
«Create and build «Podcasts Survey
«Refine messaging relationships _
strategy «Webinars «Best practices in
«Increase what works; pull back c customer service
«Optimize content for search what doesn’t *AppS

«New offerings
oLive and

«ldentify relevant social media _
virtual events

channels

«Evaluate and Select
marketing automation platform

«Build database
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Best Ecommerce Website Builders 2021

Test Score

Verdict

Cheapest Ecommerce
Blan (per month)

Priciest Ecommerce
Blan (per month)

Number of extra sales
channels

Physical Product
Sales

Digital Product Sales

Service Sales

Try

BEST FOR SMALLER STORES

BEST FOR LARGER STORES

| O A

Square Online

BEST FREE

BigCommerce

4.5 4.2 4.2

3 exclusive first
month free with
Tech.co until Sep 30

v v" v

s

SQUARESPACE

Squarespace

o

o J e P o o

Volusion

38

weebly

Weebly

3.6

See Deals
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7 Best Ecommerce Website Builders for Online Stores | Tech.co 2967_1



https://tech.co/website-builders/best-ecommerce-website-builders

eCommerce Training and Education

Fee and Free eCommerce courses

eCommerce SEO Course (Reliablesoft)

eCommerce Marketing Course (Hubspot)

eCommerce 2021 Course (Udemy)

How to Get a Business Online (Google)

eCommerce Fundamentals (LinkedIn Learning)

How to Create an eCommerce Store (Udemy)

1.
2.
3
4
5. eCommerce Essentials (SkillShare)
6
7
8

Certified eCommerce Marketing Specialist (Digital

Marketer)
9. eCommerce Email Marketing (Shopify)

10. Google Marketing Platform (Google)
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https://www.reliablesoft.net/best-ecommerce-courses/#course1
https://www.reliablesoft.net/best-ecommerce-courses/#course2
https://www.reliablesoft.net/best-ecommerce-courses/#course3
https://www.reliablesoft.net/best-ecommerce-courses/#course4
https://www.reliablesoft.net/best-ecommerce-courses/#course5
https://www.reliablesoft.net/best-ecommerce-courses/#course6
https://www.reliablesoft.net/best-ecommerce-courses/#course7
https://www.reliablesoft.net/best-ecommerce-courses/#course8
https://www.reliablesoft.net/best-ecommerce-courses/#course9
https://www.reliablesoft.net/best-ecommerce-courses/#course10

S°;;::f':)"ri:"a FACEBOOK | INSTAGRAM | TWITTER | LINKEDIN YOUTUBE

Active Users

Demographic: By

Gender

Demographic:

By Age

Avg. Time online

Access to platform

2.7 billion/day

54% - female
46% - male

86% - 18-29
77% - 30-49
51% - 50-65
34% - 65+

35 minutes/day

96% - mobile
25% - laptop/
desktop

1 billion/mo.

51% - female
49% - male

67% - 18-29
47% - 30-49
23% - 50-64
8% - 65+

53 minutes/day

80% - mobile

330 million

50% -
female
50% - male

38% - 18-29
26% - 30-49
17% - 50-64
7% - 65+

3.39 min/ per
session

N/A

67% - B2Bs

m|II|on/mo.
43% —
female
57% — male

21% - 18-24
60% - 25-34
17% - 35-54
3% - 55+

6.07 min/per

session

57% - mobile

2 billion/mo.

50% - female
50% - male

81% - 15-25
71% - 26-35
67% - 36-45
66% - 46-55
58% - 56+
11.43
minutes/day

70% -mobile


https://khoros.com/resources/social-media-demographics-guide

4

eCommerce Nomenclature

Onboarding- Welcome Abandoned cart -

customers with an Reminder triggered
introductory offer and journey based on cart
next steps and website activity

Post Purchase-
Notifications,
conditional steps,
optimized decisions

Anniversary- Date
based sequenced
program

https://www.edelman.com/news-awards/cannes-lions-archive

Winback- Turn a
previously engaged
and loyal client back to
the brand

Progressive profiling-
Collection of zero and
first party data for
better engagement

https://www.cheetahdigital.com/blog/designing-modern-customer-journey-mapping-orchestration

10/4/2021
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https://www.cheetahdigital.com/blog/designing-modern-customer-journey-mapping-orchestration
https://www.edelman.com/news-awards/cannes-lions-archive

WordStream's free SEO keyword research tools

Free keyword tools to help kickstart
your SEO with zero financial investment:

Google Trends;

Kevyword Generator;

Keyword Sheeter;

Answer the Public;

Kevyword Surfer;

Keyworddit;

Google Search Console;

Questiondb:;

Bulk Keyword Generator;

Google

10/4/2021

Other Resources eCommerce Resources

Email Marketing and Marketing Automation Platforms
are designed to help you create, send, automate and track
your email campaigns. The link immediately below
describes the the most popular eCommerce platforms for
2021.
* https://khrisdigital.com/best-marketing-automation-
tools-for-small-businesses/

Article: What is the Cheapest Way to Advertise? - Small
Business Trends (smallbiztrends.com)

Ecommerce SEO: Boosting visibility with faceted
navigation | Slide deck from BrightonSEO (April 2015)
* https://www.slideshare.net/allotmentdigital/ecomme
rce-seo-boosting-visibility-with-faceted-navigation-
slides-from-brightonseo-april-2015
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https://www.wordstream.com/free-keyword-tools
https://ahrefs.com/blog/free-keyword-research-tools/#google-trends
https://ahrefs.com/blog/free-keyword-research-tools/#ahrefs-keyword-generator
https://ahrefs.com/blog/free-keyword-research-tools/#keyword-sheeter
https://ahrefs.com/blog/free-keyword-research-tools/#answer-the-public
https://ahrefs.com/blog/free-keyword-research-tools/#keyword-surfer
https://ahrefs.com/blog/free-keyword-research-tools/#keyworddit
https://ahrefs.com/blog/free-keyword-research-tools/#google-search-console
https://ahrefs.com/blog/free-keyword-research-tools/#questiondb
https://ahrefs.com/blog/free-keyword-research-tools/#bulk-keyword-generator
https://ahrefs.com/blog/free-keyword-research-tools/#google
https://khrisdigital.com/best-marketing-automation-tools-for-small-businesses/
https://smallbiztrends.com/2018/04/cheapest-way-advertise.html
https://www.slideshare.net/allotmentdigital/ecommerce-seo-boosting-visibility-with-faceted-navigation-slides-from-brightonseo-april-2015
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