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What is a Marketing Technologist?

“... someone who is a hybrid between business and
technology, a strong background in engineering and IT,

is an early adopter of technology, but most importantly,
someone who brings those skills and

combines them with a deep love and -

passion for the marketing mix”

SCOtt Brinker




“By 2017, CMOs will spend
more on IT than CTOs will.”

Gartner @
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Sales & Marketing
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Gartner Digital Marketing Transit Map 7. Lifetime

The digital sphere is always evolving. Gartner for Marketing Leaders keeps the CMO and her team connecied to the

research, so they can keep the competition guessing. For more information: gartner com/dmtransitmap C ustomers
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Technology Categories

ARKE MARKETING TECHNOLOGY STACK

PERSONALIZATION
ENGINE

-
«

STRATEGY AND AMNALYTICS

SOCIAL MEDIA
(Games, Apps,
Menitoring,
Engagement]

MARKETING
AUTOMATION
(Email, Social, SMS)

PORTALS &

COLLABORATION
(User Community,

Intranet, Loyalty

Programs)




Marketing is Struggling

CEOQ is unhappy
with Marketing CFO is tired of ClO is tired of
Investment, technology the overhaul retraining
fails to see ROI his/her staff

CMO is tired of
reinvesting in




CEO Perception of Marketers

~N

72% of CEOs think marketers “are always asking for
more money, but can rarely explain how much
incremental business this money will generate.”

J

-

70% think marketers “bombard their stakeholders
with marketing data that hardly relate to or mean
anything for the company’s P&L.”

\_

~N

67% think that, “unlike CFOs and Sales Forces,
[marketers] don’t think enough like business
people: they focus too much on the creative, ‘arty’
and “fluffy’ side of marketing and not enough on its
business science, and rely too much on their ad
agencies to come up with the next big idea.”

J




Marketers Still Face the Challenge of Proving
ROI for Marketing Activities

25% of marketers concerned with proving bottom-line resulis

30%
25%
25%
20%
16%
15%
H%
10% O 8%
5%
) .
0%
Proving the ROl Securing encugh  Contrelling my  Targeting content  Hiring top talent  Training my team Finding an
of our marketing budget technology or  for an international exacutive sponsor
activities website audience
Survey N
Q: What are your company's top marketing challenges?
=3,339 y panys 1op g ges HUbSp t
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Marketers opinion of data

78% say their use of data has A

posntlvely impacted conversion
rates and sales, although most
are unsure by how much

71% say they’re better able to
eliver more relevant messagin
to more finely segmented
audiences

{ J
p

68% report and increase in cI|cks
and traffic, with 21% claiming a

5-10% increase

N\
63% claim an increase in media

buying efficiency, with about
one-third saying that data drives
more than a 10% increase

*BlueKai Survey of 133 executives on Data-Driven Marketing
® ARKE Page 10




ROI

Imagine if you could spend $1 and know it Goals

will generate $100 in Sales

What are your 2013 Marketing Goals?
What Insights do you need to drive these
goals?

What data do you need to inform these
Insights?

What data sources power this data? Data

Insights

Goals driven by Data = Insights

Test & Measure

 Test&Measre e
ARKE




Assoclate Marketing Activity to Sales

lterative Refinement

Score Digital users:
1. Personas User1 $$ 15
2. Place in the Sales Funnel
3. Likelihood to Purchase

Compare to Sales
1. Sales/ Buyer Scores / Result

Result:
1. Right Algorithm More Marketing
2. Wrong Algorithm — Fix it
3. Wrong Marketing — Fix it
4. Wrong Marketing & Wrong Algorithm — Fix Strategic
Objectives

Buyer
Score




Common Mistakes

v’ Failure to execute on the Fundamentals

v’ Poor infrastructure for data collection & platform
integration points

v’ Failure to engage with customers cross-channel with
messages relevant to that channel

v’ Poor focus on strategic Marketing Goals

v’ Execution, Execution, Execution




Customer Experience Leaders Outperform the Market
5-Year Stock Performance of Customer Experience (CxP) Leaders vs. Laggards vs. S&P 500 (2007-2011)

CxP Leaders © 2012 Watermark Consulting
22.5%

30.0% -
20.0% -
10.0% -

0.0%

S&P 500 Index
-10.0% - -1.3%

-20.0% -
-30.0% -

Cumulative Total Return

-40.0% -

-50.0% - CxP Laggards
-46.3%

Watermark defines CxP Leaders and Laggards as the top ten and bottom ten rated public companies in Forrester Research’s 2007-2012 Customer Experience Index studies. Comparison
is based on performance of equally-weighted, annually readjusted stock portfolios of CxP Leaders and CxP Laggards relative to the S&P 500 Index.




What is Digital Maturity?

Digital Marketing 7

o Lifetime
Maturlty MOdeI 6 cUstomers
Transform
5
Q
3 Automate
]
> 4 Analytic Insights
2 SR Social Integration
s? Optlmlze Content Personalization
e 3 Loyalty
o * Ali
o gn
v
2 .
Radiate Tablet & Mobile
1 Marketing Automation
Initiate

Web Presence
Email
Customer Data

Digital Maturity

As your
organization
and
marketing
maturity
evolves so
will your
processes,
conversion
rate, rebuy,
average
order size.

Walking our
clients
through this
maturity
model we
are able to
accomplish
measurable
results.



Customers at DMM 1

Brochure “Look we have a
website!” Web Presence

Email Marketing is used, but
only in mass mailing

Extremely limited view of
basic Site Analytics, Customer
Interactions, Customer Voice

and Conversion Metrics




Customers at DMM 4

v Intelligent Web Presence:

v Understand visitor behavior
through Profiling and Personas

v’ Proficient use of Web Testing to
Optimize Conversions &
Experience

v KPI’s tied to Strategic Objectives
and measured towards specific
Marketing Objectives

v’ Still a manual Engagement
Marketing Process

v Little to no Marketing
Automation

v’ Early stage personalization




Customers at DMM 7

Customer
Lifecycle

Customer|
Centricity |

Customer
Value

Customer
Experience

Predictive Analytics, Data-
Driven Marketing Decisions

Agile Personalization
Marketing cross-channel to
individual users

Automated Reactionary,
Preventative & Predictive
Content Marketing
Capabilities

Clear Customer Centric
Strategy




. ransform
Customer Experience
Maturity Model =

s Marketers Predictions |
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Moving through the funnel

New marketing focus Sales focus

Reach Interest > Desire —» Convert — Enrich — Retain

Lead-nurturing
programs
plug the leak.

Lead information capture,
scoring, routing, and
monitoring close the gap.




Marketing Funnel Architecture

Social

Print

Overall Overall
Marketing Marketing
Investment Returns

——>

—>
?
srecciss| [

Marketing
Returns




Execute the Fundamentals

Traffic: CTA
Organic
Direct
etc.




Maturity Level ROI

Initiate - Radiate - Align

Conversion

Average Number of .

Optimize - Automate

Revenue

@ ARKE Page 23



Our Assessments have shown

Initiate @
Radiate € © Automate

@ optimize

This is
Your
Divide

Marketing
Budget

@ ARKE Page 24



Current State of Sales

Total Potential Market

Obstructions Sales & Marketing Funnel

(Competition, Sentiment, Lack of
Education, etc)




Sales Through Education

v

vy v V.V VvV VvV VY V¢V ¥

EDUCATION

Total Potential Market

v

@)
o
%
~+
-
c
O
=,
O
-
”

Sales & Marketing Funnel

(Competition, Sentiment, Lack of
Education, etc)




Optimize Analytics on Website

Advanced Segments Email Export v+ AddtoDashboard Shortcut

ASSGSS Current GA e % ofvisits: 100.00%

implementation

Setup GA
Infrastructure to
properly capture user
behavior

Configure GA for
proper campaign
tracking

Build Analytics
strategy for capturing
relevant data to drive
Marketing Decisions

Install Analytics on all
brand digital
properties (Web,
Apps, Portal, etc)

Overview

Visits « | V5. Selecta metric

® Visits

1,000

Jun 22

13,337 people visited this site

Visits Unigue Visitors
Vs 15,837 Vs 13,337
Pages / Visit Avg. Visit Duration
T 269 e/l 00:02:06

Custom Alerts

There are no custom alerts on this date

Automatic Alerts

Visitors

Jun 28

Pageviews

AN 42,610

Bounce Rate

e B4.T6%

Country / Territory 70.87% Bounce Rate

United States |ﬁ A 34% expected:51 68%-54.13%
1754 Visits

42.24% of total)

Traffic Sources

Source |* 1,208 Visits

(direct) ™" | & B6% expected:599-685
1209 Visits

(29.12% of total) |7‘ 82.13% Bounce Rate
| & 31% expected-59 97%-68 76%

Content

Landing Page 66 Visits

Ieablepublic/en- |~ .
ca p |7‘ ¥ 64% expected:171-193

66 Visits (1.59% of
total)

Exit Page |7 58 Visits
Icablepublic/en- ,
- P "] W 86% expected 160-182

59 Visits (1.42% of
total)



Optimize Lead Forms

Assess Use Lead : Use
current lead Generation Ineiestie Elulle CRM/Lead
leads and scalable lead
“lie best conversion en strate el o
conversation practices for 9 gy practices to
rates through for brand and .
rates on User- i ultimately GC optimize
brand Experience [ N as awﬁ/ole CRM for data
campaigns and design P storage
RightSignature

2) To get your $100 Amazon gift card, please provide us

- = —_— - - Easy Online Document Signing Try it Now
v i Free trial, no obligation

n ow el with a proof of purchase of STABILOY Brand MC Cable s
e e C.:.bI: (order must be $1500 or more). The EaSleSt, Fastest Way
to Get Documents Signed
Terms and Conditions Trusted by small businesses and Create Free Account
the world's largest companies
Y
7 General Cable
w _ Send f Sign ‘ ;' Arghiye -
First Name * Last Name * o e A R o E— p—
,L-.‘&"“/‘/*"/ - - ‘ + Impress your customers
Company * E-Mail * S < ) & save time, money, and paper
C ¥ Secure, legally binding agreements
Address * City * Q,"‘JW
ctate - Postal Code - "sign documents online” "elegant, simple”  "faster, cheaper, and more secure
ate 0sLa ode
TechCrunch EIR::Wiit:W. GP Solo

Phone Number

Continue




Email Marketing Strategy

\
Assess current brand Email Marketing
l:> Initiatives
J
\

Assess current user segments and personas
against digital strategy

J
~
Evaluate 2013 Marketing Goals & current
Content creation strategy
J
~

Develop a plan for a customer centric email

marketing strategy that would include Save
Strategies, Drip Automation and Content

Marketing focused on ‘Sales through Education’

@ ARKE Page 29



SEO/SEM




Master the basics

« Maximize conversions of your current
traffic

» Take advantage of email; single
messages, automation, & blasts

* Create content relevant to your audience

« Until you are doing the above extremely
well stop chasing the shiny objects.

« Social, Mobile, PayPerClick, etc...




H @ArkeSystems

ﬁ In/arkechris

cspears@arke.com

arke.com




