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Marketing’s Biggest Challenges

Marketers biggest issues:
* Generating High Quality Leads?
* Generating Necessary Lead

Chart: B28 marketing challenges growing in pertinence
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The World of the B2B Marketer

* 58% of B2B buyers spent more time researching their
purchases than last year

* 41% of B2B buyers stated they waited longer to initiate
contact with a vendor

* 34% of B2B buyers indicated the number of team
members involved in a purchase has increased

* 57% of the B2B purchase process was complete before
buyers engaged with a vendor
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How Do Marketers Respond to These
Challenges?

- Purchase Technology

- Increase amount of/spend on “lead
generation” tactics

- Create more content
- Look for More Headcount

IS IT WORKING?
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How Do Marketers Respond to These

Challenges?

SIRIUSDECISIONS

...l(
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85% of B2B marketers using marketing
automation platforms in 2014 feel that
they’re not using them to their full
potential.

Only 8% of organizations in a recent
survey were using marketing automation
to nurture their existing customers

Among adopters of marketing automation
technology, “fewer than 10% of them are
deploying those tools to address
programs later in the buying cycle.”
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Without a Strategic Approach,
MAP Adopters Struggle to Meet Objectives

45. Has your organization been effective with the use of marketing automation?

Marketing automation has nat delivered the
expected ROI 22%

Yes we have been very effecive and ithas had a
big impact on cur pipeline and revenue 286

We have been samewhat effective in contributing to j
pipeline and revenue 50%
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More Investment and Activity in Content
Creation - But Is it Effective?

How Manufacturing Marketers

Change in Amount of Content Rate the Effectiveness of
Creation Among Manufacturers Their Organization’s Use of
(Over Last 12 Months) Content Marketing

T T T 1T T T T T T 1
0 10 20 30 40 50 60 70 80 90 100

2014 828 Monufocturing Content Morketing Trends—North Americo:
Content Morketing Institute/MorketingProfs

2014 B28 Manufocturing Content Maorketing Trends—North America:
Content Marketing Mnstitute/MarketingProfs
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DISCONNECT BETWEEN
TECHNOLOGY - CONTENT &
STRATEGY
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What is Missing?

Balancing the Demand Equation

: We're not really connecting with We're not really building a foundation
Demca :r((ja (I;:snt? ;:tlon buyers, or supporting their buying for a continuous and long-term
process, in a value-added fashion relationship with buyers
New Shift attention to

Stop “selling,” start educating

Action ltems middle-of-the-funnel dynamics

Strategic Focusing on the buyer Adopting an operations mindset

Orientation

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo
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How Do We Take a
‘Strategic Approach’ and
get More Value From Our

Marketing Automation
and Content?

Adopt an End-to-end
Process Mindset and
Operation i.e.'Demand
Process’

@cahidalgo Vi



Buyer- Centricity Defined

BUYER-CENTRIC

Aligning B2B marketing + sales

interactions with Buyer 2.0

Building demand generation messaging,
programs and systems around the modern
B2B buyer and his/her buying process
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Do You Really Know Your Buyer?
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Maximize Customer Lifetime Value

REVENUE-ORIENTED

Delivering perpetual revenue,
maximizing Customer Lifetime Value
Taking a strategic, outcome-oriented
approach to identifying, qualifying and
converting B2B buyer interest into
predictable, repeatable, sustainable revenue
and to maximizing customer lifetime value
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Operationalize Your Demand Generation

@cahidalgo

INTEGRATED +
ORCHESTRATED

Operationalizing demand
generation activities

Treating the sequence of Engagement,
Nurturing and Conversion of B2B buyer
demand into revenue as a series of steps
that can be both managed and optimized
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Aligning Demand Generation to the Buyers

Purchase Path

ENGAGE

NURTURE

CONVERT

Engage targeted buyers - via both
inbound and outbound channels
- in dialogue via top-of-mind
issues, interests and pain points;
capture them as a “Nurture-able”
contact / Engaged lead; outbound
Engagement often is periodic;
inbound Engagement is
perpetual; improving
performance of Engagement is
via both targeting and Content
Offer relevance and tuning.

@cahidalgo

Continue dialogue - moving from
top-of-mind issues, interests and
pain points to potential solution
categories to specific offerings in
these categories - progressively
profiling and scoring buyer
throughout; Nurturing is
perpetual; improving
performance of Nurturing is via
optimization of Content Offers,
program logic and scoring.

BUYING PROCESS

DDDDIDI

Leverage profiling and scoring to
escalate the dialogue at the right
time - identifying and driving
purchase behavior; improving
performance of Conversion is via
better aligning upstream “signs”
that are assessed via segmentation
and scoring with specific purchase
behavior; Conversion requires a
combination of automated and live
interactions.
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Must Align People, Process, Content +
Technology To the Buyer

ENGAGE NURTURE 2 CONVERT
BUYER DIALOGUE LOGIC +
CONTENT MARKETING FRAMEWORK
BUYER LEAD MANAGEMENT FRAMEWORK DEMAND
TARGETING + : : PROCESS
SEGMENTATION ' : M::AGEME“T
+ S
MARKETING + SALES ROLES
TECHNOLOGY SYSTEMS + DATA

PP DDDDD
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Strategically Mapping Your Content to Your

Buyers Purchase Path

@cahidalgo

BUYING PROCESS W/ BUYER’S INFORMATION REQUEST (IR) STAGES

DDEDIDEDD

ENGAGEMENT
CONTENT OFFERS

S &
@ @ @©

NURTURING
CONTENT OFFERS

MARKETING CONTENT OFFERS

CONVERSION
SALES EDUCATION

RE-ENGAGEMENT
CONTENT OFFERS
(RECYCLE LOOPS)

DRIP CONTENT OFFERS
(RECYCLE LOOPS)
B R G
RACIIN



WHAT ARE THE RESULTS?

@cahidalgo B\ RKETING



Challenge: Need for'Qualified’ Leads

Opportunities to Improve :
Pursue SRR Guaranteed

Leads Trial Order

Generate ‘GTO’ Schedule Test
Opportunities

* Burden of lead qualification is
on sales

Poor time utilization of sales

Misalignment with distributor
partners

Very little outbound
marketing lead generation
activity Defend and Demonstrate

e and Test

Lowest Cost/Cut

Poor lead management (i.e.,
no staged qualification)

Account Maintenance

A Proprietary Conte'nt ofANNUH'"AS, Inc. and/or N IIR bb 'd M B | ' i N G
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Challenge:

SEARCH

LENOX &

BAND SAW BLADES POWER TOOL ACCESSORIES

CASTMASTER ™

HAND TOOLS SUPPORT

SUPERIOR PERFORMANCE WHEN SAWING CASTINGS
n

THE TOUGHEST BLADE SELECTOR

LENOX CUTTING O BAND SAW BLADE TOOL
CHALLENGE, e MORE
EVER.
v G0 FROM
UNPRODUCTIVE e ( i
TO UNPLUGGED.

MORE

CORPORATE  About LENOX

CONNECT  Login

LENOX Gear Contact Form
UPELA DFE+ LENOX Press Email Newsletter
LENOX Careers
LENOX & LEvocmtcan Gs0

Terms OfUse | Privacy | MSDS | Site Map

©2013 LENOX, Newell Rubbermaid. All rights reserved

Proprietary Content of ANNUITAS, Inc. and/or
Newell Rubbermaid, Inc. Copyright 2013-2014.
Used with Permission of Copyright-holders.
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No Business Conversation

@ Business Impact of Cutting Inefficiency

+ Blade manufacturer Website comparisons

LENOX

Kanefusa

Tenryu

Kinkelder

Amada

Tsune

Source: ANNUITAS, research conducted January 2013

NewellRubbermaid

Brands That Matter

Datasheets, videos

Catalog, brochures,

grinding
instructions,
newsletters

None

None

Brochures, flyers

None

No

No

No

“Sawculator”

Segmented
Content

No

Only by product
type

Easy to navigate
from home page
based on segment/
industry (wood vs.
metal vs. paper)

Available by
request for
woodworking and
craft schools

No

Technical Center

No

Only by product
type

Only by product
type

No

Only by product
type
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Aligned Content to the Buyer

BUYING PROCESS W/ BUYER'S INFORMATION REQUEST (IR) STAGES

D

MARKETING CONTENT OFFERS

NURTURING
CONTENT OFFERS

i

5

f

ENGAGEMENT
CONTENT OFFERS

CONVERSION
SALES EDUCATION

<=

EXECUTIVE /
PLANT

MANAGER
“In the Office”

SUPERVISOR /
EXPERIENCED
OPERATOR

RE-ENGAGEMENT
CONTENT OFFERS
(RECYCLE LOOPS)

“On the Shop
Floor”

00000
@0 06000

DRIP CONTENT OFFERS
(RECYCLE LOOPS)

Proprietary Content of ANNUITAS, Inc. and/or
Newell Rubbermaid, Inc. Copyright 2013-2014.
Used with Permission of Copyright-holders.
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Trigger
Catalyst

Root Cause Analysis

Note: Response to any of N-CO 2 content offers will move buyer
forward to N-CO 3.

LENOX

Solution
Identification

LIFIED ENGAGED ‘ [o] IED LE
WARM LEAD HOT LEAD

Move to Test

Newell Rubbermaid

Brands That Matter

E-CO 1A: N-CO 2.1.0: N-CO 2.2.0:
"Top Five Operating "Common Traits of "ROI Analysis of N-CO 3.0: N-CO 4.0:
Challenges in the High Performing - Making "LENOX Customer "UpBlade Challenge"
[X Segment] of the Metal Cutting : Improvements to Cost Case Study -- LENOX Offer
Metal Cutting Operations" 1 Per Cut" Band Saw Blade
Industry" 1 Difference" I
! 1
1 N-CO 2.2.1:
e o e e N-CO 2.1.X: f
”Accounting for the : “Managing Blade
Variability of Human : N:ar!ufachtvurer N-CO 3.1: . N-CO4.1:
E-CO 1B: Factors in Metal 1 SUIENHED "LENOX Customer LA 2 Tes:
"Metal Cutting Cutting Operations" 1 Irrr’lprfove Cutt'lr“g Service Difference for Blade Test Guide
Industry Performance : erformance Band Saw Blades"
Benchmark Study" OR 1
: N-CO 2.2.2:
N-CO 2.1.1: I | "User Error or Blade OR
"Selecting the Right 1 Failurel Howito
Saw for the Right Job" : Know"
T 1 N-CO 3.2:
1 1 "SAWCALC: Selecting
L : the Right LENOX Band
N-CO 2.1.2: 1 N-CO 2.2.3: Saw Blade for the Job"
"Improving the 1 ”LENOX Guide to
Productivity of Your _: Band Sawing"
Band Saw"
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Built a Perpetual Engine - Powered by

Marketing Automation

Alignment of People, Process, Content, Technology

Demand Process

Acti Inactive

G Create New Program

Silverpop as Perpetual Demand Generation Engine

Inbound Entry Sub-Program

Buyer Dialogue Logic 4 Accelerator Sub Program

Root Cause e Customer
Trigger Catalyst Analysis Decision

Content Marketing Program Element Categories

[ e W s —

LENOX Lead Qualification Stages
QUALIFIED QUALIFIED
‘m. ENGAGED LEAD ] eursue [ TE CONFIRM
C] il

Technology Systems Handling

< Confirmation Emall Sends - banner ad

&l Confirmation Emall Sends - Nurture and IMCRC
& Fleld Update Program

& LENOX NL PROGRAM - FABRICATOR

& LENOX NL PROGRAM - FORGE

4 LENOX NL PROGRAM - GENERAL METAL CUTTING
& LENOX NL PROGRAM - MACHINE SHOP

& LENOX NL PROGRAM - MSC

4 Uist Rental Field Update

& MiDash Closed Lost Report

& MiDash Closed Won Report

PROSPE

< MiDash Confirm Report

%4 MiDash Engaged Report

& MiDash Prospect Report

4 MiDash Pursue Report

4 MiDash Qualified Engaged Report
4 MiDash Qualified Lead-Hot Report
4 MiDash Qualified Lead-Warm Report
& MiDash Test Report

4 N-CO 2.1 Sub Program

& N-CO 2.2 Sub Program

44 N-CO 3 Sub Program
4 N-CO 4 Sub Program
4 RECO 2 Sub Program
<4 RECO 3 Sub Program
4 RECO 4 Sub Program
& SFDC entry sync

Proprietary Content of ANNUITAS, Inc. and/or
Newell Rubbermaid, Inc. Copyright 2013-2014.
Used with Permission of Copyright-holders.

NewellRubbermaid

Brands That Matter
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ENOXioals.com

Update Data
Profie.

pdate Lead
Stage 10 QE

pdate Lead
Stage 0 ENG

Stage 0 ENG

Sendto Sendto Sendta Sendto Sendto

NCO21
Sub-Program

Sendto Sendta
.

J

[

[

[

I

¥ X NCD22
Sub-Program SubProgram Sub-Program Sub-Program Sub-Program Sub-Program
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Demand Generation Program Performance

Lead Stage Conversions — Current

Cumulative Current Conversion

| Prospect Impressions | | 189,746 | | # |

| Engaged | | 1047 | | 738 | | o055% |
Engaged to

| Qualified Engaged | | 309 | 211 || 2951% | 8;g;iﬁed Lead
. (0]

| Qualified Leads || 98 || 84 | 31.72% |
SiriusDecisions

| aL-warm || 49 || 49 | MW”}/?OQ-Q/IQL
mean =95.97

| QlL-Hot || 49 | 35 |

| Pursue (Opportunity) | | 14 | | 2 | | 14.29% |

| Test || 12 || 4 | | 85.71% |

| Confirm (Closed Won) | | 8 | | 8 | | 66.67% |

N Proprietary Content of ANNUITAS, Inc. and/or I
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Let’s Continue the Discussion

Carlos Hidalgo

CEO

ANNUITAS, Inc.
carloshidalgo@annuitas.com
@cahidalgo

719-464-8015
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