Directive,

Customer Generation

Delivering on the Promise Demand Gen Forgot About
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We launched Customer Generation 18 months ago,
based on first-hand experience that there was a better
way for Tech companies to grow...
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The simple reality is that Demand Generation doesn't go deep
enough...
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Customer Generation is the answer. It's our proprietary approach
to generating the right customers across your full lifecycle

e
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Customer Generation moves beyond ‘Demand’ OR
‘Performance’ to what marketers actually need to win

DEMAND CUSTOMER
GENERATION GENERATION

Brand AND performance
Multi-channel strategists

| CLTV & revenue as NSM
Compounding growth:cycle
Integrated teams
1st party data put to use

Financial modeling

T @gmehrguth in linkedin.com/in/garrettmehrguth/
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Principle 1: -Principle 2:
1st Party Data Financial
Unlocks Modeling is a

Customer Growth Need to Have

\ﬁ
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The 5 Principles of
Customer Generation

Principle 3:
NSMs Focus
Capital & Drive
Growth

Principle 4:
Brand Creates

- Demand

Principle 5:

Integrated Performance
Marketing Converts
Demand
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Principle 1
1st Party Data Unlocks
Advertising Scale

We map your Total Addressable Market
(TAM), build account lists, and /
aggressively scale spend. !

1st party data not only future proofs
your campaigns; but also gives you the
confidence to grow brand advertising
because every impression delivered will
be a future customer.

\ﬁ
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1st Party Data Unlocks
Advertising Scale

Building\Your TAM | @Seamless.Al CrunChbcse '

Choose your data provider

-~ ° .
7 zoominfo [ Clearbit
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BuiltWith - Active

Organization Name = Closed Won Amount = Tech Count = Company Revenue = Employee Count = CB Rank (Company) =
Account 1 $500,000.00 $110,000,000,000.00 10001
Account 2 $398,000.00 $420,103,000.00 5000
Account 3 $250,000.00 $8,100,000,000.00 10001
Account 4 $170,000.00 $2,105,000,000.00 10000
Account 5 $168,000.00 $840,000,000.00 100
$106,526.00 $1,400,000,000.00 5000
$99,262.00 $1,614,820,000.00 10001
$98,917.00 $2,156,000,000.00 10001
$85,350.00 $422,700,000.00 2
4 $85,000.00 $223,400,000.00 5000 !
$78,641.00 $688,000,000.00 1000 i
$75,000.00 $7,731,190,000.00 10000
1st Party Data Un locks §75000.00 $209,500,000.00 5000
L $74,502.00 $175,217,850.00 1000
Advertising Scale $7000000 250
$69,605.00 $5,277,000,000.00 10001
$63,465.00 $915,640,000.00
C h o O S e YO u r Reve n u e Account 18 $60,000.00 $5,700,000,000.00 10001
i Account 19 $60,000.00 $147,000,000.00 1000 ¥
i Account 20 Segment Contextual Data Point Avg CARR Filter Count % of Total
° £ Account 21
n I cato rs { r—— Number of Acquisitions 1-50 Acquisitions $126,912.16 17.35%
4 Account 23 Number of Investors 11-20 Investors $125,709.58 11.87%
izzzz:: ;‘5‘ Last Funding Type Series A,B,C,D,E,F 118,990.08 29.68%
Leverage targetable data attributes dccountzs___ Number of Apps 135 e 11.82%
h | d d Last Funding Amount $1-$200,000,000 $94,833.62 42.92%
to e p you un erStan your mOSt Last Funding Year 2016+ $88,758.74 53.42%
profitable customers and identify Funding Rounds 1-10 $93,585.29 57.53%
. . oy . Funding Status Late Stage $144,966.67 6.85%
Slmllar Opportunltles In your TAM G2 Total Products Active 1-150 $105,605.08 69.86%

IT Spend $1 - $100,000,000 $120,297.71 17.35%
Builtwith Tech Count 75+ $131,313.75 19.18%
Revenue Range 00,000 - $50,000,000 $136,783.98 13.24%
Employee Count 101-250 $152,392.83 15.98%
Monthly Website Visitors >1,000,000 $148,666.00 11.87%
Total Unfiltered $90,717.76 100%
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Don't skip on
manual verification.

You can't trust 3rd party data
providers 100%.

We checked every single solitary
account to see if they fit our ICP.
Cleaning this data is the only way to

make sure you aren't wasting a dime.

T @gmehrguth in linkedin.com/in/garrettmehrguth/

Size of Our TAM Before & After Manual Verification

ACCOUNTS

22k

ACCOUNTS
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Building Your TAM

We need to integrate your
TAM into Salesforce.

Imagine if you could report to
the board on market share
taken?

T @gmehrguth in linkedin.com/in/garrettmehrguth/

pous

Activity Details Chatter Terminus

t Name
New Relic (AWS)

Parent

Type
Customer

s (Existing)

PPC;SEQ

Computer Software

Sub-Industry
Business Intelligence (BI) Software

New Relic is a San Francisco, California-based
technology company which develops cloud-based
software to help website and application owners track
the performances of their services.

Help IT teams to understand their tech stack, data

ccount
Current
II B

t Expiration Date

We found no potential duplicates of this

Account.

Contacts (3+)

Title: Senior Vice President Marketing

Email
Phone:
Natha
Title:
En
Phone:

Phone:

Opportunities (1)

ferra

Closed Won
$180,000.00
12/21/2020
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Level up your reporting! We took 44% TAM
penetration/market share

TAM Penetration

9.6k

ACCOUNTS

ACCOUNTS
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Report: Opportunities
Directive Marketing - TAM Market Share

This report has more results than we can show (up to 2,000 rows). Summary information is calculated from full report results.

Record Count

<

9.6K

No Tier - Non SaaS @
Tier 0
Tier1 @
Tier 2
Tier 3
Tierd @
Other
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Principle 2
Financial Modeling
is a Need to Have

Scale without financial modeling is
a pipe dream. /

We partner with you to identify your
most impactful levers for growth,
while giving you the tools needed
to improve your capital allocation.
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Financials & Measurement Maturity Model: Where are you?

Sophisticated

Y

Maturity

\/

Nascent

Disconnected

Our basic
analytics are not
setup and we
have trouble
tracking leads to
deals.

We do not have a
firm CLTV or CAC
per channel.

Proxy

Tracking is setup
but we're
measuring
revenue through
some generic
proxy like ‘leads’.

We have either
CLTV or CAC per
channel but not
both.

Phase of maturity

Connected

We have a direct
measurement of
revenue through a
strong revenue
proxy like SQLs.

Advanced

We have
advanced
measurement
capabilities and
track LTV:CAC
against industry
benchmarks.

Sophisticated

We are able to
layer our LTV:CAC
modeling with
data such as
employee size,
titles, roles, and
regions to
empower efficient
capital allocation.

Directive,
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Financial Modeling
is a Need to Have

LTV:CAC

Financial modeling and
capital allocation are
some of our largest
drivers of growth and
have a massive impact
on revenue performance.

T @gmehrguth in linkedin.com/in/garrettmehrguth/

Lifetime Value (LTV)

MQLS;
saLs;
Customers
248
$326,000

Total Spend
MQLS

SQLs

Opps

Customers
Lifetime Value (LTV)
Total Est. Revenue
Net Return

Opp > Custome
MQL > Custor

$42,000}
$42,000;
$12,000;

$1,500;

$4,286
$10,000!
$30,000;
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Financial Modeling
is a Need to Have

Proprietary Insights

We maintain a library of thousands
of data points across 250+ Tech
clients to inform strategy and
tactics.
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i

Select Industry: |ALL (79)

Summary Benchmarks

Post-Conversion Metrics

Cost/ Lead
Cost/MaL |

Cost/ SAL
Cost/SaL |

Cost] Opp
Cost / Customer|
Lead > MQL
MaL>saL |

saL > opp
Opp > Closed Won |

Platform Breakdown

Top 5 Platforms by Spend

Cost / Lead
Cost/ MQL

Cost / SAL |

Cost/SQL

Cost/ Opp|

Cost / Conv.
Click > Conv.
Cost/ Open
Open Rate

Cost / Video View
View Rate

$852
$2.0K
$7.2K
$7.8K
$29.0K
38.62%
14.29%
92.79%
21.65%

Lie

$53.4K
27%

Facebook

n
S1.5M §1.1M

T Ti00%

31%

Pre-Conversion Metrics

Cost/ Conv.|
Cick > Conv.
Cost/ Open|
Open Rate

Cost | Video View!
View Rate

$4.22
1.35%
$56
$246
1.55%
$27
49.71%
$2
1.06%

Detailed Drill-down

Select Platform: | Linkedin

Cost/ Lead
Cost/MaL |
Cost/ SAL
Cost/salL |
Cost / Opp
Cost / Customer!
Lead > MQL
maL > saL |
saL > opp
Opp > Closed Won |

Cost/ Conv.|
Click > Conv.

Cost/ Open|
Open Rate

Cost Video View|
View Rate

5873
$1.9K
$12.1K
$5.0K
$5.5K
$53.4K
27%
30%
93%
50%

$5.75
0.63%

$519
1.27%
$7
49.71%
$1
2.72%

$482
$652
$4.5K
$2.5K
$4.5K
$30.0K
16%
13%
63%
33%

$4.31

0.63%
$34
$242

0.76%

Data refreshed every 24hrs

Quarter.

$5.59
2.27%
$92
$406
2.34%
$54
59.88%
$6
3.82%

$3.0K
$10.0K
$17.5K
$16.5K
$35.0
$71.7K
53%
48%
100%
50%

$10.40
0.63%

Quarter 1
Quarter 2
Quarter 3
Quarter 4
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an:) uo‘j
Principle 3
NSMs Focus Capital
Allocation&Growth T

The best in Tech galvanize
around one North Star Metric |
(NSM) to focus their decision
making around go to market
strategy as well as capital
allocation.
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Wa D DOORDASH
- |®

Uber
’ st slack stripe

NSMs Focus Capital Allocation
& Growth

Name your NSM

Revenue

Every business is unique in " Etsy
its monetization strategy.
Here's a few for inspiration!

> YouTube

STRAVA
% N Robinhood # @ airbnb

SUPERHUMAN
4
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https://docs.google.com/spreadsheets/d/1LXtCONA8X5x1J5Gc5_Yk_NhHrbNdYrimfJ-HfPLvnEc/edit#gid=1945300552

Customer Generation provides growth personalization for
every unique Tech business model, NSM & growth plan

*

SUBSCRIPTION MODEL BUSINESS NSM ) GROWTH OPPORTUNITY

5
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What is your North Star Metric (NSM)? )

CAC LTV Payback period

Return on ad spend Unit economics New signups to activation
(ROAS) milestone percentage i

De‘fnos booked Total SQLs Average order value
Free trial signups LTV:CAC - Winrate
P4
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Principle 4 ‘
Brand Creates
Demand

Only 5% of buyers in the average
B2B category are in-marketand
ready to buy at any given time. '

Brand campaigns ensures that the
other 95% knows who you are.
When they enter the buying journey,
your product is their first stop.

\Q
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Brand Creates Demand

Strong Brands
Consistently
Outperform the Market

“The market performance of strong
brands is enduring proof that investment
in long-term brand-building enables
businesses to thrive over time and
survive market volatility” - Interbrand

\ﬁ
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Total Shareholder Return

450

400

350

300

250

200

150

100

50

Interbrand’s Best Global Brands vs S&P 500 = 5&P500

=== BGB 100

445%

! 1 I I ! ! | ! !
2000 2002 2004 2006 2008 2010 2012 2014 2016

Year

Source: Global Brand Works ignytebrands.com
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. Marketing activation / Short-term sales uplifts . Brand building / Long term sales uplifts )
Brand Creates Demand ’\l\'_i
Brand-building and

marketing activation
win across different,

complementary
timelines

Sales uplift
over base

Short-term effects dominate - 6 months Time

89 @gmehrguth  iN  linkedin.com/in/garrettmehrguth/ Dll'eCtl"e,



Brand Creates Demand

Identify your
brand goals

T @gmehrguth in linkedin.com/in/garrettmehrguth/

Scale Brand
Awareness

Competitive
Differentiation

Win Share of
Voice

Disruptor
Positioning

Build a
Community

Market
Leadership

Dictate Pricing
Power

Attract The
Best Talent

Boost Brand
Sentiment

Directive,


#

Customer How We

Desires Target Emotion
‘¥ Successful Visualize customer success and NSMs attained
. ds Popular Visualize industry attention and social proof
Brand Creates Demand
& Confident Visualize and validate the customer’s vision of themselves

[ ]
E m Ot I O n £, Free Visualize a life free of restriction or limitations
M a p p i n g W Included Visualize community and shared values

¥ Conscientious  Visualize commitments to bettering ourselves and the world

Brand marketing creates a bridge

\ . @ Secure Visualize certainty and roadmaps to success for the customer
between your ICP’s desires and
your value prOpOSitiOH. ® Fomo Visualize what the customer is in danger of missing out on
% Unique Visualize a world where the customer stands above and apart
) 7" Relaxed Visualize a stress-free state or balanced life
o
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Brand Creates Demand

Define brand perception,
now and next

Execute perceptual research to pinpoint how
customers feel about your brand now, and
where it needs to be to achieve your goals.

i

Identify the 1-2 key attributes that are most
impactful to your ICP and plot them in
relation to your current positioning, and
competitor posjtioning.

T @gmehrguth in linkedin.com/in/garrettmehrguth/

Low Cost

High Trust

. Your Brand Next
@ Competitor 9
Competitor 4
3
C titor 1 ‘3°
ompetitor 5
‘ Your Brand Now | =
- 3
(2
o
n
@ Competitor 3 o
@ Competitor 6
@ Competitor 5 @ Competitor 2
@ Competitor 7
Competitor 8
Low Trust >
Directive,



C reate YO u r _ Brand marketing weaves your story with the stories of your customers.

To make a lasting brand imprint, we infuse your narrative arc with all the

B ra n d Sto ry ingredients of powerful storytelling.

Intro Rising Action + Climax - Resolution

PAYOFF

Deliver real value
aligned with the target
key attributes. Surprise
PROBLEM and delight.

Great stories have : SO WHAT !

a cha}l'lenge or an : Set the stakes. '

enemy. This is why it
: matters.

OBJECTIVE

Define the hero of
this story and the
question that will be :
answered. . : Follow up CTA.
: More story for

NOW WHAT

THE HOOK

: those who want it.
Captivate viewers inthe N
first 3 seconds and . : THE BIG IDEA

maximize View-thru-Rate.
The ONE idea our audience
should remember

89 @gmehrguth  iN  linkedin.com/in/garrettmehrguth/ Dlrectl"e,



Full-Length Brand Video (1:00-2:00)

Brand Creates Demand

Sizzle/Trailer (:30-60) Sizzle/Trailer (:30-60)

Better Content +
Strategic ,
Distribution Wins S P P 1 oY I oY [ o I oy I P I P Y P

In a world of content overload,
more content is not the answer.

Key Insights (.45) Landing Page Key Insights (.45)

One bold brand idea, deployed R
across multiple assets & channels. Behind The Scenes (1:00-2:00)

\\
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Brand content is leveraged in lead gén
campaigns to support pipeline growth

o

01 Awareness Ads 02 Interest Nurture : 03 Demo & Consideration
—_— —_—

Prospect clicks into a video in their Retarget Audience with Video content that validates Drive new lead to website to learn.more

LinkedIn feed. your product and increases brand consideration. and request a demo.

ContractPodAi

ContractPodAi

See Why Legal Teams Choose
ContractPodAi Over Icertis

ContractPodAi Cloud provides corporate legal and
non-legal users complete visibility, command, and

control over the entire legal lifecycle of the business.

REQUEST A DEMO

Trusted by the best
Dawn  HCA =~ AMILIA  zazsTo

Learn more |

Learn more

Build Retargeting 04 Customer Generation
Audience List — Continue to retarget ICP.
Repeat until ICP converts. Fills out contactform and speaks with sales.

89 @gmehrguth  iN  linkedin.com/in/garrettmehrguth/ Dlrectl"e,



-

Principle 5

Integrated Performance
Marketing Converts
Demand

{
When your customers are ready to  /
research, compare, and purchase (as a
result of brand initiatives), integrated
performance marketing ensures their
experience is omni-channel, consistent,
and personalized.

This is how we convert convert demand
into Customer Generation.

T @gmehrguth in linkedin.com/in/garrettmehrguth/
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Integrated Performance
Marketing Converts Demand

Performance
Levers Compound
Growth

Each of our marketing disciplines is
designed to achieve specific
performance goals. Integrated
campaigns supercharge their impact
across business KPIs such as:
average contract value, trial
conversion rate, lifetime value,
customer acquisition cost and more.

T @gmehrguth in linkedin.com/in/garrettmehrguth/

Directive,

Performance Solutions

Direct Rt.aact\ & AID
Instant Pipeline
MEDIA

Generation

Discoverability &
Long-term Pipeline
Generation ‘

N

. . Capital Optimization
Capitol Allocation &

. & Lifecycle Stages
Revenue Forecasting ) Efficiency
Brand Affinity & Brand Affinity &
Conversion Rate E Conversion Rate
Efficiency Efficiency
Directive,



Wvip

- 3X Total
Contract Value,
Average S1M+

Integrated Performance
Marketing Converts Demand

Align NSMs with / ool cro \
Performance Metrics SEO bosition

We set business NSMs that drive top-line
growth. Paid Search

In order to achieve these goals, we identify

the specific’KPIs per each channel that will Paid Social
build our stairway to success. This includes ;

SQLs, cost efficiency targets, conversion

rates, rankings, qnd more, : Creative

89 @gmehrguth  iN  linkedin.com/in/garrettmehrguth/ Dlrectl"e,



Integrated Campaign Strategy @le

Review Site &
Directories .
Doesn't open
ProS;er:]}r]nai;tic < Ccks i
Ads Remarketing Ad
A

Doesn't open

Continues

R

Doesn't
Continue

Submits
Info

Social Media

Opens

Paid media
@ SEO Content & Design
@ conversion Event

@ sales Contact

Lead Gen

Demand Creation Demand Nurture

T @gmehrguth in linkedin.com/in/garrettmehrguth/

Demand Conversion

Directive,



Medium

s

Medium

Refining TAM & ICP
Targeting

Medium

Spent & Impressions icks i Average CPM © onversions Cost Per Conversion

$132,482.37 599,355 % - $221.04 2 $252.07

With our strategy targeting enterprise
growth, we layered on filters for revenue
threshold and excluded any companies that
fell under $10 million in revenue.

We worked with the sales & product teams
to identity the features that attracted current
enterprise customers, for building
social-proof, content, and landing pages.

89 @gmehrguth  iN  linkedin.com/in/garrettmehrguth/ Dlrectl"e,



Integrated Performance
Marketing Converts Demand

Optimize Paid Media
Budget Allocation

Marketing budget allocation by platform and

funnel stages is a major influence on overall
marketing performance.

For Wordpress VIP, we focused on a blend of
our historically top-performing channels and
ad types, over-indexing for Opportunities
(our NSM). Real:time campaign data
informs future adjustments as needed.

T @gmehrguth in linkedin.com/in/garrettmehrguth/

PLATFORM
Google 50% —\
LinkedIn 42%
RollWorks 5%
Capterra 3%

AN

N\

N\

\,

FUNNEL
OBJECTIVE STAGE
Awareness 8% —» Top
Engagement 12% Middle
Opporfunities 80% Bottom
o
Directive,



3 Cost ¥
$2,196.19
$2,170.63

Integrated Performance $146767

$1,845.68

Marketing Converts Demand $176007

$1,610.46

Cost T Clicks = Conv.rate = Conversions T Avg. CPC = Cost/ conv.

Quick Win: Removing el SRS R R
Ad Spend Waste EEEETT-Ie S o Over
== e S N B oo«

The following keywords had high spending with — - ' s saved in
no conversions. We cut the phrase matches to v o Nt e » : : : B Ad waste
bring down costs on Google, while our SEO : : Zgjzg
team integrated these keywords into site : : i s : $648.43
content to maintain coverage. - : : e oo
: . : . . $500.85
Over $50K of ad spend waste was quickly $480.09
redirected towards higher-performing Zj;ij‘;
advertising campaigns, and CPC improved $439.48
by 10% on Google channels. #3228

$424.97 =

89 @gmehrguth  iN  linkedin.com/in/garrettmehrguth/ Dlrectl"e,
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Integrated Performance
Marketing Converts Demand

Gift Card Campaign

Paid Social offers firmographic targeting
but not search intent. Gift card
campaigns provides the incentive -

learning about your product/service is

the value offering.

Conversation ads targeting 2 seperate
personas running off of company lists led
to a +200% increase in opportunities and
a $300,000 Closed Won deal for W.K.
Kellogg Foundation!

T @gmehrguth in linkedin.com/in/garrettmehrguth/

COST/FORM FILL COST/LEAD (incl. GC)

Lo Cy
%\,\ S[O

5 2
El 2 c s
o, &
, @

o R
“sn Ju o

Directive research on optimal gift card pricing «
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Opportunity Engagement
WordPress VIP

nt marketer, you'll find valuable lessons in our ne

o < e 2% ¥ pe e the right content for the right audience at the right
that drive meaning
2 GUIDE
The Content

Finally, content s o |
performance stats arketer’s Funne

.

your CMO can take ',AW md
Integrated Performance éotheggo- :
. eta e-gift
Marketing Converts Demand card after intro call

Identity your

Content Analytics, Simplified

Top-Performing Ads | B

‘\‘”VIP + Parse.ly

The Content Marketer’s Funnel—read now!

WordPress VIP
42 follow

Dvip

Promoted

Can you guess the No. 1 type of content content marketers hope to do more of

We deployed different ad types

Wlthln Llnkedln, Offerlng dlreCt SaleS but lack the resources for? Read our exclusive report. ! Self hosting?
opportunities (gift cards) or deeper 1 sy
education and comparison content Qo 2) e
(webinars & guides).

Paid Social CTRs improved
by 56% QoQ. B @vip

Content Matters 2022 Report: Make better content

decisions! Download

. Engagement Awareness
¢J @gmehrguth [N linkedin.com/in/garrettmehrguth/ Dlrectl"e,


https://docs.google.com/file/d/1ZGsYEoeo0qoWrn9JFwtlwkt5Vu3LFrKJ/preview

s

2

Integrated Performance
Marketing Converts Demand

Retargeting with

Programmatic Ads

We leveraged programmatic and display

ads for brand awareness, and for
fast-testing messaging and offers
against CTR and Conversion Rates.

Remarketing campaigns regularly rank
as our highest performance campaigns.

T @gmehrguth

\0.

in linkedin.com/in/garrettmehrguth/

o

O © O = 0O

Display Native CTV Video Audio

Martech Trends 2

Content analytics
you don't need a PhD
to understand.

popular analytics tools a
their content is perforg

Parse ly

Content analytics you don't
need a PhD to understand.

Parse.ly

Get a Demo of Parse.ly

Parse.ly

Directive,
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Integrated Performance
Marketing Converts Demand

Engage Best-Fit
Accounts with ABM

For a dedicated account-based
marketing (ABM) campaign through
Rollworks, we created a playbook
detailing campaigns for each stage
of the funnel.

In one quarter, enterprise accounts
reached by Rollworks ads accounted
for $1,072,001 in ROI attribution.

T @gmehrguth in linkedin.com/in/garrettmehrguth/

Build a customized CMS
architecture with single-stack or
headless models
from WordPress VIP.

The Only WordPress
Enterprise Platform
With FedRAMP ATO

Capgemini Published
20,000+ Pages in 10+

Languages Across 38
Individual Sites

Wvip

@vip

Directive,



Integrated Performance

What does
WordPress VIP do?

o

Should | pay for WordPress pro?

Do professionals use WordPress?
What is the highest role in WordPress?
Why do | have to pay for WordPress?

Is managed WordPress worth it?

R ® Do professional companies use WordPress?
Marketin g Converts Demand s x’:::;ﬁzyp ® Do professional website builders use WordPress?
@ ® Do government websites use WordPress?
Share of SERP B
X WordPress

We calculated how much market share vIP @ 15 WordPress VIP owned by WordPress?
Wordpress VIP could own on a single ¢ ) @ Whatis the ighest eveln WordPress?
SERP for branded keywords, out of the " erdPress VIP and Kinsar © Whih bierisbest for WordPress?
possib|e organic positions. P ®  Whatis the difference between WordPress VIP and WordPress?

® Is WordPress better for SEO than squarespace?
Paid Media campaigns generated quick ®  Which WordPress does Gobaddy use?
data and results for gauging keyword
performance, helping to optimize our ; @ Is WordPress VIP headless?
site and content strategy. How do @ instal ® Whois the CEO of WordPress VIP?

. WordPress VIP? ® How dol grant access to my WordPress site?
k. ¢ ® How do | activate WordPress for free?
@® How do | install a premium WordPress theme for free?

o

]
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Integrated Performance
Marketing Converts Demand

Solutions v Customers > Resources > Company > Pricing

INDUSTRIES AND DEPARTMENTS

O rga n ize fO r For enterprise brands Glossary
Customers, not

{ For media
_; In today’s crowded medi eed matters Content Delivery Enterprise Headless WordPress
! Networks Content Content Ecommerce
(CDNs) Management Management
Systems Systems

We launched new Solutions and
Glossary pages, structuring
around WP VIP’s customer
segments and customer needs,
not their product categories.

The glossary alone increased
clicks by 465%.

89 @gmehrguth  iN  linkedin.com/in/garrettmehrguth/ Dlrectl"e,
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Landing Page
Conversion

Customer-Led LP designs and UX,
paired with ongoing A/B testing and
iterative design. This is how we achieve
conversion goals, drive pipeline, and
fulfill the potential of every campaign.

Our highest-performing LP for WP VIP
earned a Z with

.

T @gmehrguth in linkedin.com/in/garrettmehrguth/

Instant value offering and
punchy UVPs

Short-form with clear
CTA, followed by
trust-building social proof

Highly digestible platform
overview info for
deep-dive visitors

@vip
See WordPress VIP in action.

Get your content team
moving Taster & smarter

Take the Next Step

Trusted by

[hachette  FacEBook oo  Capgomini®  VentureBeat

Get your content team mov|ng faster & smarter

Directive,



The end result is WOrth it.

A BETTER CUSTOMER EXPERIENCE

“Your ABM is killing it!"
=] BLUEBEAM

"A great LinkedIn sponsored conversation -
shoutout to the [Directive] paid social team!”

M JELLYFISH

"My reason for coming to you was that |
was really impressed with your marketing,
so congratulations on that. If you can
impress a marketer you know that's a pretty
good sign." .

Cirrus Insight”

T @gmehrguth in linkedin.com/in/garrettmehrguth/

_/—-——ﬁ

STRONGER PARTNERSHIPS

"l love working with Directive, we consider
you part of our own team."

“They are amazing partners... and

jamazing at spreading the word about our
! products.”

4
4¥ CHILI PIPER

=

"I love our collaboration with Directive,
every piece of work is of the highest
quality and the teams' organisation is
fantastic.”

a

deputy?r

W N N

MUTUAL GROWTH

‘Directive has been instrumental to the /
growth we've seen during the last year

and a half”
VYoND

“We've seen serious results since working
with Directive."

¥

ARCTIC
WOLF

"This is the best Q4 we have ever had...
the best, literally."

Invicti"!

o
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Thank You
Thank You
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