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Tips for Webinar Attendees

* Technical difficulties? Let us know by using the “Q and A” box, or
trouble-shoot by clicking the “Help” widget below

— Quick tip: Common problems (like loss of sound and/or stall in the slides)
can often be fixed by a quick refresh of your browser.

* Have a question for today’s speaker? Submit via the “Q and A”
box

* Please disable pop-up blockers

« See what this console can do! Click on the “Tips for Attendees”
- \idget for the complete rundown.

Don’t forget to “share” this webinar! a E #TMGWebinar
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DATA-DRIVEN MARKETING
Demographics + Persona + Behavior




The Buyer’s Journey has Changed... mm

Consumers direct their own buying journey

— 78% start the buying process with a web search

— 50% turn to social media and peer reviews

: oo ®) .
gwwes e twitker " om Y Tuhe
tripadVisor COLLECTIVE WIBDOM ou- /-\
3 zoomandgo et e [ travelistic -

hotelshark | —

=, =
»'- tual = Placeblogger
Goo q le ‘.’WSE‘L’. S6= “Wikitravel a gg

e 8 8

Blogs & Video
Microblogs Networks

Source: DemandGen Report
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A New Approach mm

Digging Deeper: Three Layers of Segmentation

RN Demographics

L Psychographics (Persona)

J Behavior

www.act-on.com | @ActOnSoftware | #ActOnSW



THREE LAYERS OF
1" SEGMENTATION




Demographics

RN Demographics & Firmographics

You've got this covered!
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Demographics

Age: 25
Gender: Male
Location: New York, NY

www.act-on.com | @ActOnSoftware | #ActOnSW



act{on

& Psychographics (Persona)

* Avatars for your primary buying groups

* Defines buyer's personality, values, attitudes, interests,
and lifestyle

* Defines buyer's primary goals & concerns, as related
to your product

www.act-on.com | @ActOnSoftware | #ActOnSW



Persona

Data Collection - How

Customer focus groups
140-1 customer interviews
Internal interviews

Data Collection — What

What is their job level and job
function?

What keeps them up at night?

What are their personal and
professional goals /
aspirations?

Where do they spend time
online?

What problem do you help
them solve in their day-to-day
lives?

What do they perceive as
valuable?

What some common
objections your product or
service offering?

www.act-on.com | @ActOnSoftware | #ActOnSW



actlon

Age: 25

Gender: Male

Location: New York, NY

Job Title: IT Director

Goals: Seeking a promotion within 12
months

Characteristics: Tech savvy,
ambitious,

Spends time online at: Industry
blogs, twitter, linked in, reddit

www.act-on.com | @ActOnSoftware | #ActOnSW



Behavior mm

xJ Behavior

* Online brand interactions including emalil clicks,
website visits, social interaction, etc.

* Offline brand interactions including event
attendance, sales conversations, etc.

www.act-on.com | @ActOnSoftware | #ActOnSW



Behavior mm

Data Collection - How

* Marketing Automation Technology
Data Collection — What

* Website visits (content, path, and conversion
event)

* Emalil opens & clicks

e Social activity

* Event attendance

* Sales & customer service interactions

www.act-on.com | @ActOnSoftware | #ActOnSW



Behavior mm

Age: 25

Gender: Male

Location: New York, NY

Job Title: IT Director

Goals: Seeking a promotion within 12
months

Characteristics: Tech savvy, ambitious,
Spends time online at: Industry blogs,
twitter, linked in, reddit

Recent Activity: Visited the company
website within the past 7 days,
downloaded a whitepaper comparing
patch management software vendors

www.act-on.com | @ActOnSoftware | #ActOnSW



LEAD SCORING

2’ PROGRAMS




|L.ead Scoring mm

Q ®* So how do you aggregate this data into
an actionable format?

@ :
A , Create alead scoring program, of course.

www.act-on.com | @ActOnSoftware | #ActOnSW




|L.ead Scoring

* Automatically give points to leads based on behaviors

or profile attributes

* Allows marketing & sales to sort and prioritize leads

* Marketing can nurture leads with lower scores before

passing off to sales

 Re-establishes trust

Scoring Rules

Assign a numeric value to each type of response listed below.

Each addressee's behavioral score will be the sum of these numeric values for his or her individua

t
response types. You can create lists based on those behavioral scores.

Profile

VP Marketing
Executive Officer
Student

Recruiter or Job Seeker
© Add Profile Condition

Activity Pick Time Period |All =)
Was sent a message

Opened a message

© Help

www.act-on.com | @ActOnSoftware | #ActOnSW



|L.ead Scoring mm

Lead scoring gives your company an objective system for
ranking your leads.

Most scoring systems use ranking criteria that fall into two

categories:
Group 1: Profile Group 2: Behavior
Is the user qualified to buy? Is the user engaged w/ the brand?

RN Demographics G Behavior

L Persona

www.act-on.com | @ActOnSoftware | #ActOnSW




Lead Scoring mm

-XAMPLE

*  You're a small software company that sells patch management software.
*  You have two offices, one in Asia and one in the US, but you aren't global yet.
*  Your software isn't cheap, so you need prospects with reasonably large budgets.

Group 1: Profile - is the user qualified to buy?

Quostion | Excellent Prospect Okay Prospect Bad Prospect
Job Title IT Director System 3 Sales Engineer -4
Administrator

Location of United States 5 Hong Kong Romania
Headquarters
Company Size > 5,000 1,000 - 5,000 2 < 1,000 :

p
Industry Information 5 Computer Automotive -5
Technology Software
Services
Budget > 50,000 10,000 - 3 < 10,000 -2
50,000

www.act-on.com | @ActOnSoftware | #ActOnSW



Lead Scoring

Group 2: Behavior — Is the user engaged with the brand?

Behavior Point Value

Visitor downloaded the How Do We Compare To Our
Competition white paper

Visitor browsed company website multiple times in the past 7
days.

Visitor downloaded the Evaluation Guide.

Visitor is already a lead in the sales system.

Visitor clicked on company's Jobs web page.




Lead Scoring mm

Age: 25

Gender: Male

Location: New York, NY +5H
Job Title: IT Director +5

Goals: Seeking a promotion
within 12 months
Characteristics: Tech savvy,
ambitious,

Spends time online at: Industry
blogs, twitter, linked in, reddit
Recent Activity: Visited the
company website within the past +10
/ days, downloaded a whitepaper

| ead Score: 20 comparing patch management
software vendors

www.act-on.com | @ActOnSoftware | #ActOnSW



Why Use Lead Scoring?

/0%

of sales leads are not properly
leveraged or are completely
ignored, thus wasting marketing
program dollars.

Ol dn

Source: Gartner Research
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Impact of Lead Scoring mm

The average lead

generation ROI for O
organizations using a O
lead scoring process is

VS.

lead generation ROl from

7 8 ()/ those surveyed who were not
O using a lead scoring process.

Source: MarketingSherpa - Jan 2012
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BEHAVIORAL BUILD-UP:

3" LEAD NURTURING




L.ead Nurturing mm

Q' Engagement with my brand is low. How
® do | encourage more interaction?

@ .
A , Create alead nurturing program, of course.

www.act-on.com | @ActOnSoftware | #ActOnSW




Insight mm

80% of the prospects deemed
‘bad leads” by sales go on to
buy within 24 months

Source: Sirius Decisions

www.act-on.com | @ActOnSoftware | #ActOnSW




L.ead Nurturing mm

Lead nurturing is an automated email program that

encourages prospects to interact with your brand.

ead nurturing allows you to send highly targeted messages
based on the three layers of data you're collecting

Dynamic messages based on firm size
* Email release times based on location

* Message content positioned around
goals, aspirations, and pain points

;  Reminder emails to non-responders
[x] Behavior !

Triggered messages based on web activity

www.act-on.com | @ActOnSoftware | #ActOnSW



Nurture Campaigns

Recorded
webinar on

Confirmation
Email with link
to asset

eBook on Corresponding
similar topic Infographic

Whitepaper

Download

same topic

How SMB Marketers Can

e Thrive in Tough Times
il S B Join Forrester's Principal p
act|on p
' a Aad Lon st o s ff MARKETING
e discusses how H A B I TS
SEJ.“ v ‘o aecito the 1 bty top-performing SMB marketers have
i y embraced online marketing and are
&y " 2
N succeeding in today's economy.
Secarely.
- — Best Durand o
=t — ot oncom VIEW RECORDING
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Companies that excel at lead nurturing
generate 50% more sales-ready leads
at 33% lower cost.

- Forrester Research

www.act-on.com | @ActOnSoftware | #ActOnSW
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\%

%

Brand

\%

\%

Advertising Social Media Billboards Whitepapers

Direct Mail Exhibits Blogs Research

Email Trade Shows Publications Webinars
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Handshake
Business Cards
Business Forms

Voicemails

Personal Emails

Speeches

Presentations
Interviews

Public Relations

Websites
Storefront

Signage
Packaging

Inbound Phone
Customer Service
Return Policies
Employees
Word-of-Mouth

Proposals Experiences
Networking < >
v y v v
Advertising Social Media Billboards Whitepapers
Direct Mail Exhibits Blogs Research
Email Trade Shows Publications Webinars
GOODMAN
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Positive brand experiences /
Brand

Selection

Interest .

Mileage

Upgraded Points

Reservation
Process

Seat Won't
Recline

Brand
Awareness

?

Call -
Customer Unfriendly

Reservation Services Staff at
confirmation not Check-in Delayed Luggage Lost
received
Negative brand experiences /
GOODMAN
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First Name

Last Name
Street Address
Street Address 2
City

State

VAlo

e Title
* Company Name
* Industry Type

MARKETING,



10 Ways Healthcare Facilities are Using Video
Conferencingto Improve Patient Outcomes,
Increase Revenues, and Reduce Expense.

Whether managing a large urban hospital or a small rural facility, healthcare
IT managers report that video conferencing has successfully addressed a

Healthcare Targets

floor avanthough
wa frava incraased
iha usage of aimd

After conducting lengthy interviews with seven healthcare
aorssthe LS, researchers report that video conferencir
least 10 key challenges which have impacted their organ .
Specifically, video conferencing has helped healtheare facilities to:

1. Increase patientaccess to specia
conferencing has allowed one hos
from other locations. By providing
community for care, patient outco
“Wiie can't seem to recruit physici:
They leave after a year Wideo con
certain specialized services.”

10 Ways Financial Services Companies are
Using Video Conferencing to Reduce Staff, Extend
Specialty Services, and Increase Profitability.

2 h"":"’z""'“;""‘:’?”;:"' Ti" Wrhile researching some of the current challenges faced bythe financial services
remote to any hosprial inthe syste i
st E00-bed teac ing hospital and sector, IT managers report that video conferencing has successfully addressed a
status of patients are monitored o host of managerial and al tneir
call codes, inftiate treatment ardel “Pagpla wara g
down unit, “Wa have newer chang Atfter canducting lengthy interviews with sb|T managers nationwide, researchers r 3 tha of
we have increased the usage of a report that video conferencing has helped them overcome a num ber of issues a aL{er g pacx_e.
reveals the IT manager. including tha tima. Evarytin
S atallar feft we fac
2. Reduce the need to ransfer patiel io é:end & COTEEmE
conferencing to provide specialize ‘1. Bxtending specialty services. fis one IT manager nates, “Customers want trust, iraimar out to fraim
revenug opportunities for a hospit mortgage, and other specialized personnel in their lacal branches but we just the replacemant ”
Intha past, these patients would b cantafford to have these personnel at each location.” Video conferencing allows
the arganization to provide these senices through existing branch facilities while
providing clients the hility to meet and workwith specialists face-to-face ins
4. Becruit top doctors. Technology, [

corfidential setting
irportant element in recruiting ph . .
piwer brokers in the haspital, mor
demand it,” says an | T manager

2. nswring professional certification. By helping staff attend classes held in a remote
location, vides conferencing provides a simple way to help employees qain and
maintain their professional certification. s a result, more employees are shle to
sttend training sessions within their regularwork routines, as opposed to having

6. Achi isitions strategies by “
PR toblocktravel or study time aveay from fhe offce. Cansequently there has been s Our CEQ wants
travel spending byirtegrating the reduction in |ast-minute crises mver [apsing certifications. mggtc[gsgrfa
conferencing ihe emploveas

3. Boosting employee confidence in top executives. Many chief exacutives are aind fracoma

dedicated to closing the gap between themsehres and far-flung employees. *Our
CED wants to getclosar to the employees and bacome recognized as approachable,”
says ane IT direstor. For esxanple, ot one central Pennsybiania fimn with 21 locations,

racagmzed as
approachabla "

10 Ways Major Manufacturers are Using Video
Conferencing to Increase Business Yolume and
Decrease Costs.

From managing global supply chains to grappling with shortages of
shilled workers, manufacturers are addressing a host of educational and
managerial challenges in tod ay's marketplace. After conducting lengthy
interviews with six IT managers at manufacturing facilities across the
.8, video zonferencing has emerged as the key to solving a host of
manufacturing challenges including:

-

. Bxecution of better RFPs that win more business. A large manufacturer in
Missouri useswideo corferencing to help his team “walk through” RFP 5. This
allows multiple deparments to brainstorm and gat started on the different
sactions of the RFP in 3 fully-integrated and coordinated manne
the manutacturer has won more business and generated addti

~

Enforcing quality assurance polic ies and procedwes Video oo
formalize the communication process to ensure foreign partner
U5 standards. s ane IT director states, “Widea conferencing |
to snap inspect our Chinese partner’s production to be sure the
accountable to our standards.”

Manufacturing Targets

BN PR UL
forargn parinar’s
pradiction to be

<rrea #haw o thair

10 Ways Utilities Companies are Using Video
Conferencing to Increase Access to Real-Time
Information and Improve Transfer of Knowledge.

From dealing with global supply chain issuesto grappling with shortages of

w

_ Finding and screening new offshore parters. Just s HR dozs
business dewelopmant teams use video confarencing to condu
potential partners in India and other offshore locations. Througl
equipment, staff can see the people and their facilities and get
the business environment, Time and money are saved by doing
from home. By the time the team traveled to the site for final sel
already narrowed the pool to a handful of companies worth wisi

-

4. Controlling international production proce sses. Videa canferel
manufacturer to see work in progress around the world on a da
Inthe past, seeing the far-flung production facilities was limita
avear, thus reazsuring rmanagement that prejects sra moving f1
sehadule.

o

Improving customer re lationships. A3 naw cu stomars require ¢
daily wideo conferances in the startup phase keep new project
increase customer satistaction

™~

the CEO uses video conferencing for quarterly town hall meetings, where he prasents

the financial results to the entire company each quarter. The company believes that
seaing the chief executive face-to-face encourages emoloveas to have confidence
ocations. When operations

nment, and thus reduce
. . .
Financial Services Targets
. . ideo conferencing to
ensure all theirlocations are informed at the same time. A5 one IT director says,

“Bank regulators require that we gat all newly acquired units operting according
toauniformsetof institutional standards — quickly.”

&. Improving call center profibability. & Navy Jersay pansion management firm knew
its ramot e call centers would not affect profitability if the savings in salaries were
consumed by the cost of travel between the locations. By establishing avideo
conferencing system, the organization created an akways-available, low cost
method of corporate communication

See: performance

=

. Retention of highly-

shilled workers, utilities com panies face a host of managerial challengestoday
andin the near future. But after conducting lengthy interviews with five IT
managers in the utility sector, it has been discovered that video conferencing
wan help sobe these challenges and more including;

d workess. Aetaining highly technicalemployes s is ahways
challanging. One major utility cormpany in Mew Wesico has retained technical
specialists who wanted to leave the ares by letting thamuse video conferencing
tointeractwith field operations remotely *Say s mairtenance guy goesto a pump
that isntworking,” explains an IT director “Using this special camera, the mainte-
nance guy sends pictures in real-time to a tech that specializes in that pump to help
resobie the problem— it doesn't matter where the specialistis physically located ”
A3 aresult, productivity increases along with employee satisfaction.

Standardizing work processes. The global nature of the utilities business demands
that work processes in refineries be standardized to streamline operations and
create an international workforee that can operate efficiently at any location. Video
caonferencing helps streamline the training process while permitting reduction of
redundant staff in mutiple locations

. Leveraging technical expertise across disparate locations. One utility uses

mabile units 5o refinery maintenance staffs can transmit what they are seeing 2t 3
problemite to tech support in anather loc ation, facilitating diagnosis and solution
from arywhere in theworld. 45 a result, fewer technical experts are required on
staff, and travel costs are reduced

. Increased imow ledge transfer from retwing workers. By hosting liva wideo

Utilities Targets

1 staff, new trainees get “an-the-job” training
Ftravel s the wordorce ages, ane utility sees
acilitate the transfer of specialized job skills and
of our pre-retirement-age employees to younger

Keeping staff up-to-date on fri ly-chang i licies. Policy dictates that if a
drop of oilis spilled, it must be cleaned up in exactly the same manner regardless
ofwherathe incident occurs. Inthis ewer-changingwaord, regulations for such
processes atterfrequantly, as do the organization’s procedures for handling them.
One South Dakota energy company relies onwideo conferencing to train affected
erployees at every location in exactly the same way, which assures company-wida
compliance withoutthe additinal time and expense of sending triners to each
Inc:ation

“By using videg

confarancing. .
real tima data

arg procassad by
exparts and dis-
plaved graphically
i1 saismic modals.
This anables usto
advisatha diifiing
craw exacily wirera
o dnill, and gias
tha tachnicians o
share tha abilty
10 SUpEoT saverarl
rigs. "

Sea: performance
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 Significant Anniversary Date
* Children’s birthdates (Month/Year)

KF\‘/\. /['A'\‘\ I { K -_._VE } l\l r,
Nl
PARTNERS



From: AAA <AAA@email.goaaa.com> Sent: Fri 3/21/2014 6:50 AM

To: Carolyn Goodman
Cc
Subject: Awaken Your Senses in Africa + Caribbean Cruises
Click here to view this email as a web page. &
-~

AAA Traveler eMag March + April | 2014 » Please add A

AAA Traveler Traveler

March + April 2014

email.goaaa.com to your address book

Lavish Tuscan aperitivos, aged Chiantis, spicy sausages
with Bavarian sauerkraut: Delight your taste buds on one
of our gastronomy-centered Italian or German vacations.
Ready to set sail for the Last Frontier? Check out our
Alaska cruise guide and find the ship that matches your
travel style. Discover the locals' best-kept secrets during
an adventure-filled day in Paris.

Caribbean Cruises for All Generations READ MORE
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Young Children Teenagers No Children /
Empty Nesters
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@7 Save on a great family vacation with AAA

Dear <=First Mame==,
Family vacation

planning is easy and YWhen you're planning your next family vacation, look to A84 forideas on fabulous places
affordable with AAA tavisit, convenient planning toals, expert advice and plenty of savings.
* Take atrip on the open road. The 22% online TripTik® Travel Planner is a great
Plan A Trip tool to research destinations, create maps, locate attractions and find family-

friendly restaurants. You can even identify places where your A84 Card offers
discounts. For loads of great trip ideas, including Ready-to-Go Trips to Hational
Parks and mare, visit A48 com/roadtrip.

Act like a kid at a theme park. AA5 Members enjoy special savings in the parks
and free parking, a5 well as many other benefits at the Disneyviand, Resort. Orvist
Universal Studios Hallywood®, California's Great America, Raging Yaters® or

Six Flags® Theme Parks, where A84 Members save on admission when you

purchase tickets anline.

Save on family vacations. 455 offers Members a variety of custorn Bleasant
Holidays vacation packages offering top-rated hotels, airlines and car rentals to
destinations such as Hawaii, Mexico, the Caribbean and more. A58 Members get a
$50 certificate towards optional sightsesing, Yisit A% comdpleasant to learn more.

Tao plan your next family adventure, visit a A88 branch to speak to a A8A5 acation
Specialist, call 877 -303 4222 or click on A5%A comftravel.

Sincerely,

Ohus Vi

Steve George
EvP, Products and Services

Get More. Get AAA. @7

Auto Insurance | Home ! Rerters Insurance | Auto | Travel | Discounts | AAAWembership | Register Online

MARKETING
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@7 AAA helps make vacations with teens memorable

Crear = <First Names==,
Save on the perfect
vacation for you Lite with & teen can szem like a whidwind of adivwties from school to spoting events
T your teen and a never-ending sodal calendar. A&8 makes it easy for you, your teen andthe entire

family to gay cornected | with travel ideas and savings that meat evervone's idea of a
- - good time.

| Start Planning |

b ~4

= Ezcapefor theweskend YWhether it's a road trip to Santa Barbara, a long
weekend in Park City, UT, or ickets tothat special event, look no further than 288,
With a host of ideas, A28 can plan, book and turn your weekend into a mini-
vacation. Wisit A80 condravel to learn mare.

= Sun, sand and st Hawaii beckons. 2825 provides Members with a variety of
affardable, custom Pleasant Holidays wacstion packagesto Hawai featurd ng top-
rated hotel s, airlines and car rertals. Bodk your trip through 258 Travel and enjoy &
F50 cerificate to vss toward optional sightseeing.

= Give backwhile you fravel. "With 5 4288 Sojorns Mational Park vacation package,
you can marvel at Mt. Rushmore and Crazy Horze Memarial, plus participate inoa
volurteer projedt at Yellowstone, Or join our Ambassador Series of tours where
you can either patidpate inlocal wolurteer service projedts or have a partion of
your fare donated to local organi zations.

To book awacation that you and your teen will enjoy, st a locd 2280 branch, cal &
AAA Vacation Specialist st §77-303-4222 or dick A28 comdrave .

Sincerely,

» f@ég{

Steve George
E%F, Produds and Services

Get More. Get AAA. @7

Auto Insurance | Home S Renters Insurance | Augte | Travel | DiEcounts | A8 Membership | Register Online
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@7 With AAA, the travel possibilities are endless

Dear ==First Marme==,

AAA makes _ _
dream vacations Chances are, you're already dreaming of your next getaway. YWhether you're simply
a reality looking for a relaxing weekend retreat, a road trip across the state or to join a safari on

the ather side of the globe, AAA Vacation Specialists can help you save both time and
maney.
= Map out the details. Plot road trips using our online TrigTik® Travel Planner,
order free maps and TourBook® gquides or try one of our Ready-to- Ga Trips, with
convenient and easy-to-follow itineraries. Yisit A48 comdroadirip and get going!

= Compare and save. At 484 comdravel you can campare air fares, hotels and car
rental optionsto find the best deal. Or choose from one of many cruises—you'll
enjoy discounts and exclusive A48 Member benefits on Royal Caribbean, Carnival
and rnany other cruise lines.

= Enjoy a green vacation. 282 Sojourns are unigue experiences, tailored to fit the
discerning traveler. Discover our sustainable travel vacations which ctrive to have a
low environmental impact on the world's cultural and natural resources. Or join our
Ambassador Series of tours where you get to give back while traveling by either
participating in local volunteer service projects or having a portion of your fare
donated to local organizations.

Mo rmatter what type of vacation you've got in mind, your A8 Membership can help.
Wisit a A8A8 branch to speak to a AAA Vacation Specialist, call 877-303 4222 orclick
on AdA camftravel.

Sincerely,

Ot Vs

Steve George
BEVP, Products and Services

Get More. Get AAA. @7

Auto Insurance | Home ! Renters Insurance | Auto | Travel | Discounts | AASMembership | Register Online '
MARKETING
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e Email open rates were 365% higher than the
“generic” style benchmarks

e Click thrus range from 1% - 20%

e Event triggered emails (Happy Birthday;
Happy Anniversary): 77% open rate

e Click thrus as high as 26%

GOODMAN
MARKETING
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New couples

Young families

Parents of teens

Empty nesters

ourney fo

h ch Mdrere

wit

hanging journey.

Newly Married @7

Young Children

Teenagers

No Children /
Empty Nesters



What do you want from me?

GOODMAN
MARKETING

PARTNERS



Reason for making contact
* What do you want from me?

@ Click here to download pictures. To help protect your privacy, Outlook prevented automatic download of some pictures in this message.

From: Kevin 1. Wessner <kevinjwessner@reply.marketingfx.com> Sent: Thu 1/23/2014 4:43 PM
To: Carolyn Goodman
Ce:
Subject: [Junk] MarketingFX Sales team
. £a
Hi Carolyn,
Fs

Here we grow again.
I want to take this time to introduce you to some new and existing members of our sales team.
Michael Janiczek works out of our new Florida Office in Altamonte Springs. Mike has been in the publishing business for the past 27 years, working

for companies like Strang Communications & Advantage Books. Mike's knowledge and experience of publishing adds a great new element to
Marketingfx. He will handle incoming sales for the entire eastern seaboard and the deep south and can be reached at 407-788-3110

Jose A Gonzalez lives and offices in Fanklin, TN. Jose have been in the printing and promotional product industries since the mid 80's when he
moved his family to TN from Puerto Rico. He has worked for Nicholstone and Continential Marketing Group. Jose is bilingual and will help us with
our Spanish-speaking clients. His vast experience with printing, packaging and promotional products is an added plus to MFX. Jose's incoming sales
territory is the upper midwest Jose can be reached at 615-525-3851.

Tom Monte has been with us since May of 2013 and works out of our corporate office here in Dallas, TX. Tom has worked in sales and most recently
was a print buyer for Insight for Living. His attention to detail is impeccable and his clients rave about his customer service. Tom handles incoming
sales for the southwest area. You can reach Tom at 214-206-3473.

Melanie Moss has been with us since 2009. Her main responsibility is Director of Operations for MarketingFX, but has recently moved into a hybrid
role assisting me with Sales as well. Melanie has worked for Disc USA and U-tech Dallas for 13 years. Her knowledge of the CD & DVD industry is
unmatched. She is assisting me with the remainder of the US and Canada. She can be reached at 214-206-3747.

N A 2
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Ocdfx

Email Subscription Management

Email Preferences

Emails are sent to carolyn@goodmanmarketing.com

Email Format (HTML or Plain Text) | HTML  [v]|

Subscriptions

General Communications
Monthly Specials

Any digital marketing from this company

Please check the types of communications to opt-out "carolyn@goodmanmarketing.com” from.

Update Email Address

Subscribe @  Unsubscribe ©
Subscribe @  Unsubscribe @)

Subscribe @  Unsubscribe ©)
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STOP SELLING
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What’s in it for me?
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W For extra peace of mind, upgrade your AAA Membership

Dear ==First Name==,
Get mare protection
for all the drivers in
your household.

If your family is driving more these days, consider upgrading your A85 Membership
to get more miles of FREE towing, mare gallons of FREE emergency fuel and greater
benefits.

Farjust a few dallars mare per manth, you can upgrade all the AA85 Members in your

household, including yourteen driver, to 285 Plus® or ASA Prermier® Mermbership.
Continue to get all the benefits of Classic Membership—plus greater security and the
ultimate peace of mind.

AAA Plus® Membership

= Enjoy 100 miles of free towing

= Getup to 3 gallons of free fuel and free delivery

= Bensfit from a $100 locksmith reimbursement on your vehicle

= Lose your luggage on a road trip? Enjoy $200 Lost Baggage coverage to
purchase emergency clothes and ship them to your destination.”

AAA Premier” Membership

= Enjoy up to 200 miles of free towing™

= Getup to 9 gallons of free fuel and free delivery

= Bensfit from a $100 locksmith reimbursement on your vehicle and your home

= Lose your luggage on a road trip? Enjoy $500 Lost Baggage coverage to
purchase emergency clothes and ship them to your destination ™

Drive with extra protection and increased AA45 Member benefits. To upgrade, goto
A85 cormfupgrade, visit your local A48 branch or call 877 -627 0410,

Sincerely,

Qﬁﬂm /déw

Steve George
EvP, Products and Services

Get More. Get AAA. @7

Auto Insurance | Home! Rerters Insarance | Adto | Travel | Discounts | AAAMembership | Register Online
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From:
To:

Ca
Subject:

MarketingSherpa <reply@reply. marketingsherpa.com=>
Carolyn Goodman

Reader Favorites: Content marketing, competitive messaging and critical website elements

View with Images | View Mobile Version

Best of the Week

Sherpa'’s fop stories, chesen by your peers

New Cc es | Members' library | Re

MarketingSherpa's Audience Favorites from March 24 - 31, 2014

Content Marketing: Tips from your peers
on making use of internal resources

Content marketing is major piece of any digital
marketing strategy, particularly for B2B marketers.
White papers, ebooks, infographics, videos and
podcasts can be created by the marketing team or
come from experts inside your organization. Read
this MarketingSherpa Blog post for tips on making
use of internal resources.

As seen in MarketingSherpa Blog email updates

Read more

Why You Should Thank Your
Competitors

&ymarketingsherpa

Our Newsletters:

Email Marketing »
Case studies and

how-to articles

B2B Marketing »
Demand generation
and lead nurturing
case studies

Inbound Marketing »
Social media, SEO,

and content
marketing

Consumer
Marketing »
Product marketing
and

e-commerce case
studies
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Typos and errors and blunders, oh my...
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From: becky verner-ecrm [mailto:beckyverner@ecrm.marketgate.com]
Sent: Tuesday, February 01, 2011 9:56 AM

To: Denise Williams

Subject: Meeting request on behalf of Dixon Ticonderoga Company

Denise,

I have worked with ECRM for years and I have attended many of their events as a "seller". I am looking forward to attending their new event, the
Customer Centric Marketing Planning Session on March 14-16 in Rosemont, I1liseTs, as the "buyer". Iepe to meet privately you and others to
discuss the options you offer for building a non-traditional marketing strategy for <BuyerCompanyName=.

ECRM provided me a list of topics and I have copied my interests below:
Interactive Marketing

» Customer Centric and Loyalty Marketing
» Database Analysis and Research

o Customer and Promotional Insights

» Social and Mobile Marketing

» Digital, Internet and Email Marketing

If vou decide to attend, please contact Larry Ishii at lishii@ecrm.marketgate.com or 909-217-8760 to schedule our meeting.
Thank you,
Cody Aagard

Director of Retail Sales
Dixon Ticonderoga Company

MARKETINC

PARTNERS



From: The Good Group <Info@goodgroupllc.com=
To: Denise <cmeddirect{@aol.com=
sent: We ; 011 4:09 pm
' enise, Are You Right on Time, Right on Target?
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Apologize

Mistake

9ziso|ody
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* Subject Line Only

@ If there are problems with how this message is displayed, click here to view it in a web browser,
From: Motley Fool Million Dollar Portfolio <fool@foolcs.com>
To: Carolyn Goodman
Ce
Subject: Correction: Today's Live Advisor Roundtable With Tom Gardner and Ron Gross Is at 5 p.m. ET
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* Subject Line Only
* Pre-header Message

Correction: If you received this email with a Bill Me Later Banner, please note that Bill Me Later Promo is not
available in CompU SA. Please accept our apologies for any inconvenience this may have caused you.
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* Subject Line Only
* Pre-header Message
* Dedicated Email
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Things That Turn Off Customers/Prospects



* Timing and content of a follow up email

@ If there are problems with how this message is displayed, click here to view it in a web browser.

Sent: Mon 3/31/2014 433 PM

From: Jonathon Blackburn <jonathon@pigora.com=
To: Carolyn Goodman
e
Subject: Your Information Request
Hi Carolyn, a
a

This is Jonathon at Pigora. Thanks for your interest. Happy to speak with you
further regarding what you're looking to accomplish and our capabilities.

What time this week works best for a quick call?

Jonathon Blackburn

Pigora

email: jonathon@pigora.com
direct line: +1 (650) 274-0964

Connect with us to get Visual Web marketing tips and industry news!




Instead of this...

i isplayed, iick here to vi

Hi Carolyn,

This is Jonathon at Pigora. Thanks for your interest. Happy to speak with you
further regarding what you're looking to accomplish and our capabilities

What time this week works best for a quick call?

Try this...

Remind me what | did

Give me more help
Tell me why you're the
expert

Give me multiple ways
to learn more

Dear Carolyn,

Thankyou for downloading our recent Case Study, which demonstrated how Cathay Pacific Airways
dramatically increased their social media presence by leveraging Pigora marketing software and built—inl
analytics tools.

Looking for tips on how to leverage the Visual Web? Sign up for our weekly newsletter and stay on top
of the latest trends.

At Pigora, we help brands optimize and leverage the Visual Web by:
* |dentifyingand connecting with influential brand advocates
¢ leveraging hashtaguses
* Increasing social media likes
s Driving revenue through social media

I'd be happy to show you our product in action with a live demo, or share additional Case Studies. Or
perhapsyou’d like to join us at our upcomingwebinar where we discuss how Pigora works and how top
brands are leveraging the technology.

Let me know how | can help you and your brand make the most of the Visual Web.

Jonathon Blackburn
Email:
Phone:
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Dear Angie,

Whatever kid got a Super Burrito for dinner is a heckuva lot luckier than [ was
when | was younger.  was practically malnourished. If my family took me to a
Mexican place, I'd probably be forced ta get one lettuce taco. Like | said lucky
kid got a Super Taco. I'm still not over it. Hope y'all enjoyed!!

Fatrick
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Reason for making contact?

GOODMAN
MARKETING

PARTNERS



Instead of this...

Dear Angie,

Whatever kid got a Super Burrito for dinner is a heckuva lot luckier than | was
when | was younger.  was practically malnourished. If my family took me to a
Mexican place, I'd probably be forced ta get one lettuce taco. Like | said lucky
kid got a Super Taco. I'm still not averit. Hope y'all enjoyed!!

Fatrick

Dear Angie,

Try this...

Thank you for your recent burrito order!
To show you how much we appreciate your business, I’d like to invite you to try
one of our new taco salads, on me. Just put the words “Patrick” in the promo box

when you place your order online.

We're always looking for ways to improve our products and our service, so if you
have any suggestions, feel free to email me directly at Patrick@burritos.com.

Patrick
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Thank you!

Carolyn Goodman
President/Creative Director
Goodman Marketing Partners

E: carolyn@goodmanmarketing.com
P:415.507.9060 x222
www.goodmanmarketing.com
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Learn More About Act-On Software

Interested in a demo”?

Call +1 (877) 530-1555
Email sales@act-on.com
Web www.act-on.com

£ il
Inc.5 0 Forbes ' Deloitte. FORRESTER
2013 FASTEST GROWING 2013 MOST PROMISING THE FORRESTER WAVE™
COMPANIES COMPANIES LIST TeChn()logy FaStSOO LEADERS QUADRANT

www.act-on.com | @ActOnSoftware | #ActOnSW




Question & Answer Session

If you haven’t done so already,
please take this time to submit questions to
our speakers using the "Q&A" box on your

console.

Enjoying this webinar? There’s so much more where this came from!
Click the publication widget below to sign up for a FREE subscription to

Target Marketing!
2222

#TMGWebinar

T




Thank You

Thank you for taking the time to attend our webinar today.

For additional information about our webinar series,
check out the following Web site:
www.targetmarketingmag.com/webinar

Please take a moment to fill out our
feedback survey.

(It will open in a new browser window/tab momentarily!)

#TMGWebinar
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