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Does your organization have a
documented content marketing
sfrategy?¢
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Deliver the Right Message at the
Right Time
Via the Right Channel
to the Right Audience

S MarketlngWorks



57% of the buying decision is complete before
interaction with sales takes place (CEB)

97% of buyers chose a solution provider that
provided them with ample content to help
navigate through each stage of the buying process
(DemandGenReport)

82% of buyers viewed at least 5 pieces of
content from the winning vendor (Forrester)
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Always Start
with the
Customer
Journey

#% MarketingWorks
. :;‘.':.:.' Strategic Thinking. Smart Marketing.




Does your organization create
content for each stage of the
customer journey (from prospect
to customer)e

0% 10% 20% 0% 40% 50% G60% TO% 80% 20% 100%



WHO is the audience you're trying to reach?

Identify business & Think about what Pinpoint concerns
operational success looks like or triggers at each
challenges for them stage of the buying

cycle
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WHY does our product or service solve their

challenge?
Identify the BIG Show v. tell: Determine the
IDEA (message) to examples or stories information needed
answer the WHY that can be shared to get them to

desired action
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The Local Home Improvement Experts

Their location has been in business for many years and could
have multiple locations. They have a well thought-out business
girategy and their family iz actively involved in running the
buziness. Homeowners come to the family's business because
they are a recognizable name in the community and they offer
more personalized service than the big box home
improvement retailers. They offer many different brands, but
will always recommend their favorite. Customizable oplions,
volume pricing discounts and commitments to warranties are
important to them.

They specialize in exterior work and general remodeling
because of the company’'s longewvity.

They are likely a heavy television and radio adveriiser
because it iz how they started their business and this
methodology is what has given them an established presence
in their community.

Homeowner Experience

Presented a canned deck/pitch
book that focuses on their
longevity, past experience,
process, etc.

Offered a wide selection and
options

Interactions are with sales staff
more than ownership

Polizhed and seen as experts
Offers own field service

Offers their own warranties
and guarantees

Relationship will start with one
job and then they work to build
a customer for life

Why they are an ideal GLW dealer:

Business maturity: Established business, pays his bills, established zales and office staff, one or more locations, strong
market awareness and reputation, known as the hometown preference

Marketing & Promotions: High volumes, drives homeowners foward prefermmed brand, large marketing presence, heawy
advertizing, a local personality







How confident are you that you
are creating relevant content for
prospectse

Confident

Very confident

Extremely
confident

0% 10% 20% 30% 0% 50% 0% TOW 0% 20% 100%



You're Not Alone: Confidence is a
challenge nationally

On a scale of 1 to 5, how confident are you that you’re creating
relevant content for prospects (5=extremely confident)

40%

30%

20%

B _
2 3 4 5

Source: Heinz Marketing, July 2017




Does your organization tailor
content to all individuals who
iInfluence the buying journey?

0% 10% 20% 30% 40% 0% 60% TO% 0% 0% 100%
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WINDOW
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Light the Path Sales Funnel

PLAN

ap the Jousmey)

G

INITIATE

(Set Sai

NURTURE

(Sail to Destination)

PROSPECT

b

PROPOSE

{Land Hatj

G

CLOSE

{Dwop tha Anchos)

FULFILL

[Dock the Boad)

ACTIVATE THE
CUSTOMER

{Customar is otil & tourist and
may not order consistentty)

CUSTOMER —8—

CULTIVATE AND SOLIDIFY

THE RELATIONSHIP
4 loyal brand ambassador who is
aommitbed to the brand)

DEFAMNE [Resaarch dealer by Ba croative 1o gain dealer Cortinue io nuriuna the Formally prasant a GLW Actively engage cusbomer to Build and solidify the nlationship so
[Whart you wand unclarssanding thea markat attartion, peak: their intorest dialer prospact [program - be surs to make crurte a sold foundation far the customer becomes & mving fan
to accomplsh and hosw it plays into your in learning more about it momorable @ lnsting relaticnship and loyal pariner who leads with owr
(S0, stmbagy GLW and conduct an product and they ses us as intagral
inifial maating o their business.
Be There: Be There: Be There: Be There: Be There: Be There: Be There: Be There:
+ Identity dealer prospects. + sk questions about thair + Forward applicable GLW + Davalop a customizesd + lsodate chjections + Complota deal sheot = Anwisit training and answer + Conduct satishction survey fwice
+ Do they fit our ideal businass challengaes and doalar emmails. progeam specific to tha + Gt commibment + Orcler samplas any quasiions ayaar and address any issuaes
customar fitter? nities: + Ofar 1o take tham to dealor and thair negion + Gt cradit +G mew = Conduct traffic light exercise 1o + Robly calls them at loast two times
+ Which parsona ane they? +Bend parsonal note with disnarflunch fo confinue. sat up shoot Ioasm about their business por year
idems on solving ot least to build nelaticn:
o challange
B Different: [Be Diffarent: Be Differant B Differant: B Differant: Be Diferant: B Diffarent: Be Different:
ENGAGE + Iddentity curmant window and + Walk through Keynote + Engage dealar by + Show tham you undarstand + Sand fhank you note + Arrange far a persanal call = dantify customization opfions + Birainatorm now idoas
fHow you gat docr manufactures. {new customar section) sharing product lna + Completa a 1-page from Robl, Leas or Julis 1o thast fit their markat and + dentify custcmization opticns
there with the usa today and debarming + Bherw window sampls or and + Customiza pricing opticns markating walkoama them incantivizs arund them thert fit thair markat
minclzat of hevee we e dlitiarent comar cut CORE s on their needs + Plan training with = Lawerage sales SPIFFs + Provide compatitive infomatian
Be Dilarend, + Wialk through Keynats + Use product samplos, kay amployoes.
B Thers md (v customar section) and other matarials
Ba lncimpensabla) 1o highlight products,
and
[Be indispensabie: Be indispansabla Be Indlspensats: Be indispansabla: B indispersatie: B Inill s nesea b Ba ingispensabie: : [Be indispensabses:
+ Identity competition for + Mail or deliver an + Shara vidoas on GLW + Provide them + Walk thrugh GLWConnoact + Schadude training sassions - Koniily sales‘promational programs + Providi exchusive training on
‘tha daaler prospact informational plece WouTube channal oo i and answer quastions on orders and specinls and promoticns
+ identity ways we can {Ovanview Brochurs, + Sand @ hand writtan thank + Show tham key foaturas + Considar connecting them + Faollow up after tha 1st omdar + Rurvisit 1-paga markating/sakas
help themn 10 reasons booklat, o8 ) you nota of GLWConnact Ea customarns in other is fulfiled and soa if thay plan annually
+ Send an email thank you note + Bend thank you node ragions io get advica and have questions
5 + Bchedule training sassicns
on Acculucte and
GLWConnact
+ Cunlifying sconecard + Kerynote-rerw cusicmer + Parsonal Thank you + Raymota + GLWCannact + GLWCannact = Customar amailstlog anicles + Rrvisit 1-paga markatingsaks plan
+ Paraona s PowarPoint saction (mail or email + Product samples + 1-pnga mirating 'sales. + Dinnl shaot = Keynota/training prasantations + Discuss any applicabla
+ Produst samples. + Applicable GLW + GLWECannest pilan| 233 + Customer sat up sheet = Trafic light exencise (03 oo incentivas
TOOL + Personal Thank you chaabar ermails: + Personal Thank you + Follow-up with an email that + Personal Thank you = Marketing Plan/calendar {04} + Partnarship opporunitias’
{mail or ermail . widaos. {mail or amail) highlights a blog post 1o fimasl or emal) idoas
SUGGESTIONS +10 Aesons Bookdet {21 cn GLW YouTuba channal + Daalar videns on GLW smmist tham with a quastion. + sampios + Samistaction sunes (04)
What fc usa) + Overvdow Brochure + 30 mailer {22} YouTube channel or chalenga thay shared + Ralerance Bindar (33
+ Wity GLW video (02) + Wiy GLW vidieo {02} + Welcoma Kit (02}
+ Welcome automation
emails {02
1



Research &D

. Selection . . Post-Purchase

Planning
Light and Personalized, . Highly personalized,
engaging " yet informative value focused

¢ Infographics

e Social media

e Videos

e Blogs

e Quizzes

e Top 10 lists

e Myth v facts

e Resource centers

e Problem/solution emails
¢ ROI calculators

Interactive direct mail (e.g.,

video brochures)
Personalized URLs/landing
pages

Success stories

Industry reports

Media articles
Product/service emails
White papers

Webinars

Podcasts

e Tip sheets

e Peer examples about
finding value

e Newsletters

e How to videos or
interviews

e Surveys

¢ Product-specific
webinars

e Did you know emails

e Cross-sell product emails



Think of it like
dating,
marriage and
happily staying
together

%% MarketingWorks
re®*  Strategic Thinking. Smart Marketing,
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Which content marketing tactics will
be most critical to your overall
success in 2018¢

Email
Mewsletters

Social Media
Content

Ebooks/White
Papers

0% 10% 20% 30% 409 50% G0% TO% 50% 0% 100%









SUPPLY AND
(BOOMER) DEMAND:

SOLVING THE
SUPPLY CRISIS
IN 55+ HOUSING

Presented by In Partnership with

metrostudy SR3EPCON

A hesrdaygaraad CIETEEY

Franchising

Active Adult Consumers Dominate
Future New Home Demand

Top 15 States for 55+ Homebuyers

COLORADO
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In The Next 5 Years Top 10 Metro Areas for 55+ Homebuyers

e Denver
@ seattle

o Dallas-Fort Worth

0 Houston
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o Atlanta o Austin

of NEW HOMEBUYERS 0 Miami
Will Be Over 55

U.S. Population Aged 55+
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SOURCE: Metrostudy, Solving the Supply Crisis in 55+ Housing
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et oottt OF CHF THE INTEGRATED ‘:| TO OPTIMIZING
= ooy morse e gty o ] CLINICAL & FINAT COMES

Chronic pain ha:md)ed ‘epidemic proportions in Ihe United States and treating the condition o
with pain medications, :ud?asqm pl:;?hmuth th ita host of other :Ilalli:Juqu that ‘S CON
jEnce finat .alandqmwml_nutmms It i important to first understand the condition and its
¥ effecivepain maragement stlegy. Administrative and medical mismanagement of chronic pain, along with the
escalating use of opioids as a first line of medical treatment, has resulted in

substantial expenditures in workers' compensation.

There are several existing appraaches to cantzining werkers” compensztion costs and impraving dinical ouicomes. Vet there has heen
e comprehensive soluion in the marketplace to holitically ensure that the treatment planis approprizte, followed and effective.

The PRILM appraach to epimizing dinical and finantial outcomes of warkers' compersation claims invalving chronic pain encampasses
five crtical companests, aong with analytics, education and defense counsel support.

CHRONIC
] AMERICAN HERE ARE SOME KEY FACTS: PRIUM MEDICAL INTERVENTION PROGRAM
® CANCER AN
2 9 9 Discussion Owarsight Eorczmant i Dug izsion Fnreit
- Outcomes

Diabetes
workers who Billions of dollars
CHRONIC PAIN i e T T Ty

i HOW THE APPROACH WORKS
100 MILLION - oo L e
DISCUSSION: OVERSIGHT: ENFORCEMENT: URINE DRUG UTILIZATION
An adtivel A custor MONITORING:

Continually monko

Potential cost in LS. drl-sdirhnhnm
opind s included i the reatment regimen’

e s
WHAT IS PAIN? pprprens e
et umbers speak for ves Al yet, there i a place for opivids and offer pain medications in the trestment plan. Opioids Gn a\ e cunen reatment.
PAIN IN THE The mmbers themselves And yet, there foropioads and ather d £
R ¢ WORKPLACE h::: eﬁ::il.;h;m:::ni'u: ir|lle.s_}:;nkhm;‘m:,:::m:;nzd:dd!mdnexl::i!ﬁ.hrmwla medical o lTen apclie, § :
! . ! ‘quidelins ypically specfy prescriving opicic for  bwa week timekame afer sumery ar substantal njury. cen i wishg i 10 etk dspensiog
o it o gmenwms i | i
potential tissue damage the treatment plan. o the drug regimen

jective fasling (only you can define Number of days ina 12-month periog
unulpam] Exch person leams what painis from suffering chranic back pain miss wor THE BO M LINE:

qun Pert [-hn}l[fnﬂwngs,bdueft Pertentage of those missing wark There is no silver bullet to managing chronic pain for injured workers. Education
tolerance s ity among indviduals an 3 months or more? Itis essential to tailor the treatment plan to the spedfic neads of the Physician engagement

;ﬁnl{ﬁirg}ﬂh!;rasul@%l_(:lr'a‘ie\;:zﬂﬁ individual to ensure optimal financial and dinical outcomes. Along Intervention
ers{objective) Pi wing fo .
1ny=.-a|:\sjdaswlied 2 chranic. 9 - Exmin::ﬁr;;ﬁ in productity with this comes the need for an integrated approach that encompasses: Adherence monitoring

RES

The PRIUM Medical Intervention Program ensures injured workers receive A single point of contact

the most appropriate treatment based on their individual needs. Whether + Better physician engagement
this requiras changes to the drug regimen or the introduction of alternative + Actionable intelligence

therapies, our intagrated approach results in better financial and dinical

Deeper experti
wutcomes for four primary reasons: + Lleaper expariise

CHRONIC PAIN AFFECTS MORE
AMERICANS THAN HEART DISEASE,
CANCER AND DIABETES COMBINED'

CHRONIC PAIN it 25.8 million

cmm-yuemm 16.3 million

Stroke

Cancer 11.9 million

QUESTION:

DOES PAIN GET WORSE AT
NIGHT OR DOES IT JUST
FEEL WORSE?

ANSWER:

Zsin coninuing for rronths
a5 thionic.

TREATMENT OF PAIN

DID YOU KNOW?

Semic vve” e covnler gein

1 Tlers
fortor a1g oral

fthe bodg.
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Exercise: How do you make content
from the traditional white paper
Interactive?

S MarketlngWorks



Additional
ldeas to Make
Your Content
Interactive
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What are some examples of
Interactive content you've seen?

S MarketlngWorks



e Take a success story and turn it into a video or
podcast

e Build mini resource centers with existing assets

e Use polling in presentations, webinars, reports or
social media

e Take white papers and convert into ebooks,
videos, podcasts, infographics

e Conduct quizzes (think turning myth v reality or
tip sheets into a quiz about safety or ROI)

e Conduct video interviews to show how a product
works or the challenge it solves

L MarketmgWorks
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How confident are you In your ability to
measure the impact of your content
marketing efforts?

-«
I

Somewhat
confident

Confident

Very confident

Extremely
confident

0% 10% 20% 30% 40% 0% 50% TO% B0% 20% 100%



Align your content strategy with
your goal and objectives for
ultimate success
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1. Start with your goal for growth:
e Should be a make up of % revenue growth
existing customers + % sustained revenue
existing clients + % new business

2. Figure out how much emphasis should be
focused on retention and growth:

e Set up benchmarks based on how many clients
you retain, propensity to refer (Net Promoter
Score) and level of engagement (Net
Engagement Score)

e Determine if year-over-year revenue from
existing clients has grown, remained flat, or
declined

------ MarketmgWorks
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3. Determine how to measure effectiveness of sales:
e How many new clients come from our existing
database?
e What percent of sales do we close?
e How many leads do we need?
e How many interactions are needed to get a sale?
e How many closed sales come from new leads? If
so, what channels did those come from?
e What has been our highest growth area year-
over-year (product/service/person) and why?

4. On a scale of 1 to 5 how much awareness do
prospective clients have of your company and what
you offer?

------ MarketmgWorks
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Measuring specific content:
1. Tie it back to the goal and the audience.

2. Don't worry about having tons of different
measurement for each tactic. Think about what's
most important.

E.g. If you have a video -- it may not be as
important to have tons of shares, but how long they
are engaged is important (note: you will rarely get
100%).

------ MarketmgWorks
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Remember, 80% of your value
comes from 20% of your content!

Focus on what your audience
wants to know how to do better.

Distribution is king.
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Resources:

The Challenger Sale: Taking Control of the
Customer Conversation (Dixon & Adamson)

Jill Konrath: www jillkonrath.com

Content Marketing Institute
(Wwww.contentmarketinginstitute.com)

Content Marketing Academy Linkedln Group

Jay Acunzo ---Unthinkable Podcast
(www.sorryformarketing.com/unthinkable)

MgrketingProfs (www.marketingprofs.com)
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Stacy Wood Bill Kiefaber

Senior VP, Chief Strategist President, Partner
stacy@marketingworks360.com bill@marketingworks360.com
614.540.5520 614.540.5520
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