Market Smarter Series

10 Tips to Increase 2016 Top-Line Growth




Develop a strategic plan that will serve as the
roadmap for all of your marketing efforts

‘ Research ‘ Asset Development

. o Marketing Dashboard
’ Messaging & Positioning ‘ W/ KPIs
Q Tactical Deep Dive G Tactical Implementation

A robust plan should consist of six key sections T beginning with market research,
followed by messaging and positioning and eventually leading into an actionable
implementation Gantt chart prioritizing tactical milestones.
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ldentify and narrow the list of marketing channels
you will pursue upfront

Omni-brand vs. multi-
brand, online vs. offline
partnerships, affiliate vs.

direct

Amazon, eBay,
Alibaba

Deep dive into a comprehensive list

of marketing channels you could

implement.

Explore strategic partnerships to
achieve online and global scale.

Dondt forget
properties, not just tactics or
partnerships
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Once youobve
defined your target
audience(s) and
message, you will
need to outline
how you will
communicate this
using different
marketing tactics
and how you will
distribute your
product/offering
over multiple
channels and
verticals.
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Make sure that you define specific goals for
each of your channels and partnerships

Tactics How will Company X increase leads? What 6s in it for

Website - Content production & sharing _— Higher web traffic

Optimization - Search Engine Optimization - More relevant web traffic

Social Media - Profiles optimization _— Company X brand boost

Marketing - Display ads - Automated lead generation
-Content sharin Hs p- eThoadintdéepdership exposure

Events - Meeting booking + follow up - Access to a global audience

_ - Support to web optimization - Low cost intelligence => higher
Paid Search - Short term promotion support landing page conversion

- Increased volume of traffic to
— multi-brand site
- Improved collateral from mono-
brand support

Cadenzza, - Strategic partnership
YOOX Group - Use of mono-brand services

By setting goals per channel, you will be able to track and benchmark your success
while staying on track (as other marketing opportunities will inevitably come up).
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Create a detailed implementation plan to ensure
execution is flawless

= Task Name

= Planning Phase
Market Regts Definttion
Busmess Case
Launch Plan

© Product Marketing
Product Positioning
Pricing Strategy
Packaging Stratagy

© Sales Tools
Prospect Presentation
Demo
Competitive Positioning

 Product Release
Alpha Release
Beta Release
V1 General Avadability

& Shanng (1) & Ners(2)

¥ Atachments (17)

Complete
In Progress
Al Risk

In Progress
In Progress
At Risk

In Progress
At Risk
Al Risk

In Progress
In Progress
Al Risk

Discussions (3)

T Paning Mase

__IHM Regts Defnton

P — Busness Case
: Launch Plan
S #0d.<t Meetng
V— Product Pastioning
Pricing Strategy

—— Packagng Stralegy

Update Requests Forms @ Pubilish &4 Smantsourcing

Without setting a detailed timeline for your growth plan, you most likely will have
grand ideas that are never implemented.
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Building a unified marketing calendar for your
team will help ensure proper project management

= Email
B -cent
B - social Media

EXAMPLE T June 2015

TBT

Calendars were
developed for all
major marketing
7 6 g 10 1 0 5 activities to tie

post Event

deadlines and

1 2 3 4 5 6
Product
Feature

Email

= o v 10 10 20 launch dates, ensure
ey TET the organization is
on the same page
21 22 23 24 25 26 27
e
= — generation projects
28 29 30
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Develop key marketing assets to support your
growth efforts

Website & Improving design and incorporating new messaging to transform your company®
Messaging current site into a dynamic platform for fresh content and a lead generation tool

Leverage client testimonial and overview videos to strengthen relevancy and prospect

Videos :
conversion

Build out LinkedIln company page with associated service offerings and company
information

LinkedIn

Case studies &

) Build out white papers and case studies to position your company as a thought leader
white papers b > / P 2

Build out custom email templates to strengthen e-newsletter credibility and any client

Email Templates fouch)point

Design and build out modular sales deck with Company X branding and story to

Sales pitch decks strengthen credibility and to communicate value proposition

Custom trade show

Leverage custom booth panels to improve relevance to target audience
booth panels
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Track your visitors to learn how to improve their
experience and increase conversion

Analyze which pages they visit, ‘ 0 le 1
in what order, and for how long. 08 A n a |y1: I C S

=== ------mEoooooooo=oy ===ET====7j 1 - | Sessions 4 % New New Users Bounce | Pages Avg. f
: I Unique Pageviews | Awg. Time on l -7 I Sessions Rate | Session  Sess ian f
| Page | Pageviews : Page : ”z’ | : Duratio |
i i ! : /'/ i 192,699 74.04% 142,815 66.45% | 242 00:0205 |
| : 467,519 334,805 1 00:01:28 - i i b
| : % of Total: % of Tatal: : Site Avg: : B Oroanic Search : 84,177 _ 64.51% :_ :
I 100.00% (467 ,519) 100.00% (334 ,805) | 00:01:28 (0.00%) | A
! ! nalyze ' ' |
1 1 | | 1 ! i
1 1. findex.php @1 65421 (398%) | 52,990 (15.83%) | 00:01:26 | m Direct ! 51527 [ ss01% | [N i
! ! : : sources of web : : |
I 2. /Portal_Search &1 55563 (11.88%) 3,684 (1.10%) | 00:00:16 | . - . ! ! |
! ! ! | traffic, including |sreers | 0o oos% | I :
I3 fobopps EATAT peTw) 14,926 (4.46%) | 00:02:47 | . | ! |
| 1 v 1 1 i
i . : : the quality of | ..., | e g oo | |
4. /becauseiamagirlindex.php CH 14,228 (2.04%) 10,137 (3.03%) 00:01:26 \ |
: . : : leads they : ; : :
| 5. lcontent3120226 &) 12,556 (2esw) | 11,794 (3.52%) | 00:06:13 | . u Socal i 5,857 ozs | [ |
: . : | deliver. : : .
i 5! N . |
: 6. /content396752 d-_: B455 (1.81%) 6,831 (2.04 ]: 00:02:54 : Emal : 3621 I 56.72% :_ :
1 o T E=a 1 1
: 7. Jsummit d?: 7,923 (1.80%) 7,508 [2.243;]: 00:03:05 : _____ L 1 : :
| ! . . Gy === 1% | sosz | I |
| B. lcontactus i 7469 (1.60%) 6,584 [1.9?333: 00:02:46 : [FE====-1 : [
1 [} T==o [
| 1 1 | 1 T T T 1 i
19, Jcontent1565800 G 7481 sew | 6635 (1se%) | 00:01:15 ! Paic Search | 1283 | TTTsaol se1% | [ |
1
I I I | 1 |
. " £ 1 1
1o, [contenimgrishowdetalsphplid/ &1 g7 (147 6071 (115 | 00:04:56 |
| | | |
_______________________ e ]

Integrating GA into your website will let you map the customer journey, and fix the
rough spots. Great indicators are return visitors, pages per session, and visit
duration.
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Focus specifically on exit pages to help you better
understand the pages that need TLC

Secondary dimension ~ | Sort Type: | Defaut Q, advanced B @ | = E | ET
Page Exits 4 Pageviews % Exit

214,912 1,625,520 13.22%
% of Total: 100.00% (214,912) % of Total 100.00% (1,625,520) Avg for View: 13.22% (0.00%)
1. Jindex aspx it 8,588 (4.00%) 41,396 (2.55%) 20.75%
=5 2. Jamericanwest/index.aspx e b,624 (3.08%) I 31,668 (1.95%) 20.92%
3. [category/Catalog-Carolyn-Pollack-Jewelry-Pendants it 6,363 (2.96%) 15,506 (0.95%) 41.04%
4 /category/Catalog-Carolyn-Pollack-Jewelry-Necklaces @ 5,787 (2.69%) 15,802 (0.97%) 36.62%
5. [category/Catalog-Carolyn-Pollack-Jewelry-Rings @ 5,684 (2.84%) 21,504 (1.32%) 26.43%
6. /Rings i 5,000 (2.33%) 5,729 (0.35%) 87.28%
7. lcart @ 3ATT (1.48%) 36,401 (2.24%) 8.73%
8. [category/sale?v=all @ 2,086 (0.97%) 15,281 (0.94%) 13.65%
9. [americanwest/category/American-West-Boho it 1,806 (0.84%) 5,436 (0.33%) 33.22%
10.  /category/Catalog-Carolyn-Pollack-Jewelry-Earmings i 1,510 (0.70%) 8,945 (0.55%) 16.88%

Here we can drill down further on the specific pages that might be resulting in the largest
drop offs. Relios can use this as a tool to prioritize the pages that need the most work, In
terms of design and content.
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Make sure a responsive design element is coded
Into your website

Responsive design ensures that your website is legible and functional on a
variety of devices. With smartphones storming the market, this is becoming more
important.

Source: comScore, 2014
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Deploy remarketing campaigns to help keep your
name in front of buyers who have visited your site

Ehe \.tw ﬂo rk Times === College Basketball Player Makes History
= ‘.‘_':';,, e : ' . , INTRODUCING
—— : | NYT NOW.
g = SUBSCRIBE
. AND GET 4 -
- WEEKS FREE. _ 48
nytnow s

" From @he New {Jork Times

N

Comments

Visit to NYT.com as a Remarketing ad served that encourages
non-subscriber subscription
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Setting up the campaigns is fast and easy

vy Google Analytics ome eportin, ustomization min . . .
S e e Guemmen Within Google Analytics, under
PROPERTY Remarketing Audiences e Admin, you have the ability to
- http:/fiwww.karenpryracad... ~ Remarketing lets you re—en(iage_vdt'a-‘mt’vis—erz ;nd react Create Remarketlng ||Sts.

____________________________

B Property Settings Create your first remarketing audience

© Link Configuration

ame User Management
View Settings Ads Keywords Audiences Ad extensions Dimensions W
-J5 Tracking Info www.karenpryoracademy.com -

PRODUCT LINKING
Selectone

=] AdWords Linking Learn how to interpret results when you target au}l:liences or topics together with placements.

1

)

1

B + REMARKETING Edit ~ i
1

1

B AdSense Linking

! 1
! 1
! 1
! 1
! 1
! 1
! 1
! 1
! 1
! 1
! 1
1
: Advertising account : All eligible remarketing lists Segment Fillter = Columns ~ L= *
1
! 1
! 1
! 1
! 1
! 1
! 1
! 1
! 1
! 1
! 1
! |

All P T N -~ — — — — = m == === e ke e e e e e Ll e
& MPodes | O Enable Remarketng | (] ® MGdience  Status Bid Targeting Clicks Impr.  CTR  Avg.  Cost
¢ ad].  setting 7 7 7 CPC 7
4 d il il
"’ Remarketing ,', - = =
e
Audiences ,'
Dynamic Attributes //

Or you can target these audiences
directly from your Adwords account.

Either option will slightly change the cook
code will allow you to target these past visitors with specific Adwords campaigns.
You wonot paiywillaopesate gist like aay Ad group.
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Focus your social media efforts on LinkedIn if
you are in the B2B space

Visit-to-Lead Conversion Rate for
B2B Companies

2.60%

0}
Facebook Twitter LinkedIn

Making use of the proper tools helps make sure your marketing dollars and resources
are well utilized
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Leverage LinkedlnoOs powe
identify your audience

Linked TR . o Locedn a0
e wcrW8 compans ews wors (R Step 1: Contact existing connections from
endPeople | Advanced Peope Search | Relorence Seach _Savd Searces events, business associations, alumni
orrs o S— groups and more using InMails
Lt conpr ~
Location: | Located in or rear [ Schast e
Country: | uniied States [=] -
Postal Code: Looigp

il B0 mi (B0 km w

Step 2: ldentify appropriate criteria to
destis: (s ] senintont Buseetyinne research new leads, targeting by industry,
e Bow company size, job title, location and more
o e Use Linkedlnés adva
T = B ey search to research relevant leads for
o ] Do your business. You can also ask for
Company Sats 2 compry s ‘“m introductions from mutual contacts to
:;1 3: Improve response rates
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Follow up your research with targeted, customized
InMailst o t he prospects youove

Your message to Al:

Hi Al

My name is [Name] and | work for TribalVision, a marketing consulting firm helping
small and midsized businesses. | noticed from your profile that you manage your own
small business in the area, and you are currently looking for a new marketing VP. As
an outsourced marketing department for hire, TribalVision could be the flexible, cost-
effective and comprehensive solution your business needs.

Filters:
Location i RI/ MA

Title T Owner and/or
CEO

Industry T All
Industries

Il f youdre interested, |1 6d |l ove to spea E\mnlwe%so"'ullaﬁod an
have. | only need a few minutes, so please let me know when might be a good time 51-200, and 201-500
to talk.

Relationship i All

| look forward to hearing from you. LinkedIln Members

[Name]

InMails are limited to 2000 characters, but remember to be concise. Most importantly,
be sure to reference your contactos profil
your InMail is relevant

CONFIDENTIAL

o, (d
.@é. Monday, January 25, 2016



Install marketing automation software to scale
your marketing outreach

Lead Tracking: Track which leads
are primed for contact and where
your best sales opportunities lie

Website Leads: Understand more
about whodés visiting
when, and how often to proactively

reach new customers

Customer Relationship
Management: Places leads into a
centralized system where you can
monitor interactions with your
prospective customers
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