Marketing Automation Bootcamp
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About DemandGen

e Founded in 2003
+ 80+ Employees
« Qver 200 clients

DemandGen is a global team of lead management and marketing
automation experts, with centers of excellence across Europe,
* Headquarter DemandGen Europe: Munich, Germany Asia and North America. DemandGen has helped hundreds of
» Offices in Eisenstadt (AT), London (UK), Singapore (SG), clients establishing Integrated Lead Management and Customer

Melbourne (AU) Lifecycle Management frameworks using Inbound Marketing and

* Headquarter DemandGen International: San Francisco . .
(US) Marketing Automation.
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Your Objectives

Increase Customer Loyalty
Cross-selling

Transform customers into
ambassadors

Generate brand priority on retail

Engage with Online Visitors
Generate Opt-Ins
Increase Conversion
Engage & Interact
Cross-Channel communication
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Do you know your Online Visitors?

@ DEMANDGEN Copyright © 2014 DemandGen AG



What If...

... you knew the favorite get-away of your online visitors?

... you knew the favorite theatre of your female subscribers?

... you knew which content attracted them most during their last visit?

... you could offer a special in real-time because you had that information?
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The Art of Conversion

— In order to convert from one stage to another you need to progressively
profile your audience.

— Using profile information to nurture your audience leads to loyalty and trust.

1.BasicLead Form 2 ReturningLeads 3.Returning Leads

Pre Populate Pre-Populate - Gather More
Wt Noms First Naem  Tev First Name T
Last Nams LSt Name  See Lost Nome | See
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4.Returning leads - Personalze
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Freemium Models

What media companies can learn from the software industry

Visitor - - Advocate

A121TNI wOANOCArc

@ DEMANDGEN Copyright © 2014 DemandGen AG

10



The Reader's Journey ()

From Visitors to Subscribers

— Understand your reader — Tailor your content — Built relationship and trust
Online Visitor Registered Subscriber
General Tailored Paid
Content Content Content
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The Reader's Journey (lI)

Increased Loyalty More revenues Ambassadors to drive more Visitors
Visitor Fan Ambassador
Visits website Happy to register Subscriber
regulary and profile
Understands paywall ~ Buys content from Shares content
concept, but not buying time to time on social media
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Media Industry Objectives

Marketing Automation is designed to :

N ( Increase paid

/ | content
i " revenue

|

{ Transform |
\  visitors into et

* ambassadors
(&
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Maximize your
advertsing
revenues
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Today: Paid Content Distribution Model

website (PC/tablet) free content

LLEE

complex registration
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Tomorrow: Turning Fans into Buyers by Semi-Paid (*) Content

website content profiling fans test-.drive.content w/o payment for
(PCltablet) email registered fans only?
- ) = | ) Q q ‘ﬁ‘if' ) semi-paid content
p—— - building trust
B , @ and loyalty
profile
(*) — semi-paid content: smart profiling database

intelligent forms

profile information opt-in A ( ( (
pre-filled fields

progressive profiling

payment by providing

buying history
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Future: Turning Buyers into Ambassadors

profile
database

profile
database
A\
A

>

€ (

more registrations
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e-mail, social, sms, apps

B X E Y S

> A

\

better profiling

ambassadors share v

with their network ( v

and get credits for
additional content
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Segmentation
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Copyright © 2014 DemandGen AG

17



Golden Questions

Do you own a NESCAFE® DOLCE GUSTO® machine?

Yes, I'm the proud owner of a NESCAFE® DOLCE GUSTO® machine &
have my unique machine code

I own a NESCAFE® DOLCE GUSTO® machi i ] T T e e
update my code later
) 1 bought you myself

No, I havent got a NESCAFE® DOLCE GUS

) A present that I had asked for
Register your machine here using the unique cc
leaflet that came with your machine. In return *
2nough Bonus Points for a free box of coffes. Where did you buy me? I should know but it is difficult to tell
when you are in a box

rprise present from someone who thought 1 would like you

Enter your unique machine c
What made you decide to buy your Nescafe Dolce Gusto?
choose one of the following. e F =

o we don’t like to pry, but if you could tell us your age we’'d be
very grateful.

© 1saw a demonstration

eSS TEAET € 1did same online ressarch Flease choose -
) A recommendation from a friend
© A friend introduced me to the great & What do you like best about coffee? Please c On average, when do you drink:
T — following. ’ ’
Th ial r ti ~ Coffee
e It's convenient and easy to make and it kick starts e OEre @5 e

) 1 fell head aver heels with it's great d

Date of purchase™ 1 drink it everyday because I love the taste First drink of the day

Where did you buy your Nescafe [

month ~ | year ~
Plaase choose - 1 like to treat myself Breakfast
Who do you live with? Please choc On average, how many hot drinks do you hay Mid Morning
elds - please fill in.
) 1live on my own Up to 3 a day With Lunch
© 1live with my friends
4-5 a day
| R T R e e After Lunch
. . 5+ a day
1 live with my children Aftermoon

. BN 7 s T L CR AT And how many of those drinks do you make ;
~ > Early Evening
make with your new coffee-wizard?

Aft i I
1 probably won't have Nescafe Dolce Gusto everyd =T SRR

Before Bed

1-2 a day

3+ aday

More about our privacy policy
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Visitor Qualification

Declarative Digital Body Language
Reader Survey Social Listening
Social Sharing
Transactional Web/Email Tracking

Data from direct transaction
with the brand (content)
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More Segmentation Criteria

Lifestyle
Is the consumer a low, medium or high potential user?

Lifecycle
Is the consumer in a cold, warm or hot phase of the purchase cycle ?

Brand ownership
Does the consumer own any of your product families?
Does the consumer show affinity for the brand positioning ?
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Visitor Segmentation

Potential
Value -
§ No go C2 N/A
Actual
Value
None Low Medium Full -
Current Brand Ownership
Cil High potential readers > Monitor activity
c2

Low potential readers > Generate trial / Recruit to the brand
@ DEMANDGEN

High value r aders > Maintain loyalty

High potential readers > Increase range usage
Copyright © 2014 DemandGen AG
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Visitor Clustering

retention & re-order

« push on sales »

B loyalty/ high potential

Anticipate reader's needs

based on explicit data &

C loyalty/ low potential trigger communication
based on implicit data

D conviction & transformation

COLD HOT

@ DEMANDGEN Copyright © 2014 DemandGen AG 22



Communication
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Email in the past — push communication

Customer Email, Newsletter
Database 7 Customer

<)

NS/
Sa——

Online Shop

I

Customers drop because of non
relevant messages for them

Measurement
(Opening Rate, Click rate, etc.)
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But everyone is different!

Demographics

Needs

Maturity

Brand interaction

igh
@EEEMAAILI\IDD&EE# Copyright © 2014 DemandGen AG
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The 1:1 Closed-Loop Automation

Customer ;
Database Email, Nejv:s,letter Customer Online Shop

N o—
O [

N —r
N,
Behaviour eShop
Customer segmentation/profiling

anali\ics anali\ics
Automated Workflow Program Measurement

Customer business rules (Opening Rate, Click rate, etc.)
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The Golden Rule for Marketing Automation

Engage your audience
with relevant content on the right channel and at the right time time

Successful

To the right At the right 1:1
person moment communi-
cation
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Subscriber Relationship Management based on the Lifecycle

A
Reader Retention & Activation program for existing subscribers

Lifetime Valud : Event triggered communication
: Subscriber insight campaigns

: Reactivation

Welcome program : :
: : programs

new subscribers :

New subscriber :
acquisition :

Time

Acquire & Convert Serve & Retain- Push Sales Reactivate
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Progressive Profiling




Ongoing Qualification Model

Dynamic system based on effective results per Reader

> Reader data

Scoring rules

Measurement (target group
4 concept) — business cluster
touchpoir_1|t81 READER PROFILE () o i‘{{‘a?,isjiﬂﬁiﬁ';'p
— e-mai o
 website | — interaction profile
 social (d.A;ctlon ruLef
] . lalogue marketing

— mobile site concept)
— SMS/MMS
— POS Actions

»
»
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System Optimization

Technique

IT infrastructure

campaign structure

CRM Optimization

Retention & Activation program for existing subscribers

Event triggered communication
subscriber insight campaigns.

Welcome program Reactivation
programs.
new subscribers

New subscriber
acquisition

Data
Management

reader data

content

tracking

business case

@ DEMANDGEN
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Your approach in 4 steps (1/4)

Step 1: Marketing process analysis

Step 1 Close Analyze
- Gaps Marketing

Processes

Determin Identify
Company Goals Gaps

As a first step your current marketing processes - including your existing client data - will be analyzed.
Moreover, we will define your quantitative and qualitative marketing goals and identify process gaps that
need to be closed.
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Your approach in 4 steps (2/4)

@ DEMANDGEN

Step 2: Data Segmentation & Profiling

Customer Data , \ Brand

Lifecycle Website Behaviour

Surveys ] Buying Behaviour
i\l :
Social Media =y Call Center

Then, DemandGen will perform a data segmentation. On one hand in order to segment according to "lifeystyle",
“lifecycle" and "brand ownership”, and on the other hand in order to assign the digital body language and buying
behaviour. Only that facilitates relevant target group segmentation which serves as the basis for Customer

Lifecycle Management. At the end of this phase, consumer segments will be defined

Copyright © 2014 DemandGen AG




Your approach in 4 steps (3/4)

Step 3: Customer Lifecycle

Customer

Lifetime Value Customer Loyalty
Program for New and

Existing Customers

Welcome Program Reactivation
for New Customers Program for
Inactive Customers

Step 3
New Customer
Acquisition

T
Acquire & Convert Hold & Maximize Reactivate

Time

Drawing the Customer Journey and lifecycle stages for each cluster will allow to define relevant activities on how

to accompany the consumer from one step to the next in order to maximise his value.
As an outcome, an activity matrix will be defined per stage and profile, incl. for instance : automated programs,

loyalty concept, surveys, events, campaigns, etc.
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Your approach in 4 steps (4/4)

@ DEMANDGEN

Step 4: Pilot campaigns and KPlIs

A pilot campaign will be run to kick off the CRM strategy, in which tests will be done (A/B Testing, Clusters
validation, etc). The pilot campaign will serve as a proof of concept and basis to optimize the whole plan.
For each program, KPIs will be defined and relevant reportings will be setup.

Copyright © 2014 DemandGen AG
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Overview of a typical Lifecycle

Customer Life N RETENTION PROGRAM FOR

Time Value EXISTING MEMBERS/
ADVOCATE

UP-SELL/CROSS SELL/
REWARD

WELCOME REACTIVATION OF
PROGRAM FOR INACTIVE CLIENTS/

NEW CLIENT RENEWAL

NEW CLIENTS
ACQUISITION

Time/Stages

Acquire & Convert Develop & Retain Reactivate
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Customer Lifecycle — Example 1

eCommerce

CATCH
Lead Generation

Brand
Coyalty

WELCOME PROGRAM
NEW CLIENTS

CONVERT

CONNECT

Lead Qualification Dialog

RETENTION AND
ACTIVATION PROGRAM

EXISTING CLIENTS

Push shoppers
to 1stand 2. Order

Program

- Newsletter (all)

- Monthly segmented

communication
- Competitions
- Surveys
- Birthday
- Bonus Program

CLOSE
Order

Special Offers
and rewards

@ DEMANDGEN

Copyright © 2014 DemandGen AG

Machine / High _
Registration / h '9 Middle
LEAD Welcome Program SICDRER shoppers Re-activation
GENERATION shoppers
Basket Abandon
§°°ia' t.'v't.edia REACTIVATION
ompetitions,
Offline Sampling Advocale Black INACTIVE
SEA S Coffee CLIENTS
Drinkers
Registrati
—— I _
Honey moon Engage Dialog and Loyalty Re-Engage time .
39




Customer Lifecycle — Example 2 — Community

Customer Life

Time Value RETENTION PROGRAM

EXISTING MEMBERS
UP-SELL/CROSS SELL

Event optimization
PROGRAM INACTIVE MEMBER/
NEW MEMBERS Invitation usage RENEWAL/
REWARD
welcome process Push activity
Renewal process
ACQUISITION Dropped out members
| |- -
! ! > Time
Acquire & Convert Serve & Retain Reactivate
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Scoring: an Innovative way ldentify your potential
ambassadors (1/2)

Thanks to an intelligent system, automatically rank your contacts by giving them points based on:

- Theirfit to the brand (the closer they are to your ideal consumer, the more points they will get)

- Their interest in the brand (Based on their activity on the website, blogs, social media, emailings, event participations,
etc)

Interest Level
(buying behavior,

visits,
touchpoints)

The definition of the points are defined during a workshop and implemented in the tool. Based on the number of points
they get in each area, they will be given a score (calculated every day)

@ DEMANDGEN Copyright © 2014 DemandGen AG
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Scoring : An Innovative way ldentify your potential
ambassadors (2/2)

Depending on where contacts are in the matrix, define strategy for each of the groups, eg:
Group A — your ambassadors : create specific campaigns for them to communicate on your brand

Group B/C — try to qualify them and activate them further

Etc

High

Medium

Qualification

Level

Low Medium High

The monitoring of the scoring model will also allow you tontestitevdhe health and activity of your database

Copyright © 2014 DemandGen AG
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Social Relationship Management

All key areas of Social

Browse and consolidate
discussions and track
sentiment

Brand analysis: What is
said about the brand
(positive/Negative) /
Identification of innovation
potentials

Competition analysis:
what do competitor share
on social networks

Relationship Management

Create and distribute
content simultaneously on
your channels: Facebook
Twitter/G+

Plan and execute
campaigns in a tool incl.
plan, responsibilities, etc

Monitor your database
activity and uncover
markets trends

Generate new leads

Answer questions and
react quickly to negative
comments

Assign other service
departments - Social
Media as consumer
service and sales channel

KPI Dashboards:
likes/dislikes, fan base
growth, interaction, shares,
etc

Single Campaign metrics
Campaign success based

on metrics and pre-defined
goals

@ DEMANDGEN

Copyright © 2014 DemandGen AG

44



@ DEMANDGEN Copyright © 2014 DemandGen AG 45



Dashboards and Reporting

Marketing Dashboards give every decision maker visibility into the metrics that drive
business. Essential for every marketing organization — regardless of size Marketing
Dashboards help guide future marketing investments by providing insight into:

The health of Top emails Whe_re
. website
your driving -
. o visitors come
marketing inquiries for
: : from and
database —is any time :
it growing? eriod referring
9 9 P channels
Bounce back
. Campaigns and visitor
Social mpaig :
: . driving the click through
Media Activity
most revenue rates over any

time period
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System integration for a successful CRM Strategy

The consolidation of all systems is critical to achieve your goals

P —

Marketing
Automatio
n systems

f»

Approach

Adhoc ¥
Databases

and
Qodules

Integrated approach where all systems are leveraged
individually or integrated with one another to provide
value and a seamless experience for the consumer
across channels.

The Marketing Automation systems become the central
place for the management of the strategy and is
enhanced through the integration of other modules

Thanks to Bl systems and tools, the CRM strategy can
be monitored and its contribution to revenue can be
tracked

@ DEMANDGEN
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Marketing Automation and social relationship
management tools

Oracle Social Cloud

Marketo. eloqua

@ DEMANDGEN Copyright © 2014 DemandGen AG

49



@ DEMANDGEN Copyright © 2014 DemandGen AG 50



@ DEMANDGEN

CONTACT

DemandGen AG
Willy-Brandt Allee 2
81829 Munich

Germany

www.demandgen.de

m Reinhard Janning, CEO
@ Reinhard.janning@DemandGen.com
@ 49892032104 -21

ﬂan/( :joic (
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