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What is Experiential lires
Thought Leadership (ETL)?  Consulting

« Establishing a thought leadership
position and communications approach.

« Combining brand and demand
generation campaigns in an experiential
manner.

« Delivering real value to customers and
prospects by engaging them with
information of significance to them.




Why ETL? Filigree

Consulting

Common marketing goals and challenges addressed by ETL.

« Generate demand for « Product heritage and
solutions versus point culture in development and
products sales

« Reach senior-level decision « Lack of executive-level
makers relationships

« Positioning the company as « Leadership must be
thought leaders demonstrated, not stated
 Leverage best practice data . Separation between

:3 nozi Iigsn iEinLgCOFIJOFa’Ce research and marketing
tactics

« Exploit the web and social . E _ b tool t
platforms to drive responses nsuring web Tools aren

and opportunities transparent and self-
serving
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A SAMPLE OF ETL SUPPORTED
BUSINESS RESULTS FROM VARIOUS
ORGANIZATIONS
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Shift in Perception Fangrm

Cons

Customers perceiving
our client
as a solutions provider
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Passive vs Active Engagement iiigree
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Funnel conversion Filigreeﬁ.:_.
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Increase in average deal size F...greei_i;,

Cons

Sales representatives
involved with ETL pilot
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A CORPORATE EXECUTIVE BOARD
BEST PRACTICE CASE STUDY
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IDENTITY NEED VALIDATION CAMPAIGN SMART.

Ingpered Collaboration ™

OVERVIEW

ntegrated campaign validates buyer's identity-relabed needs by demonstrating and guantifying common needs amaong
nternal stakeholders.

SOLUTION HIGHLIGHTS
® Common ldentity Value
Demonstration of similar perspectives across stakeholders validates personal needs, reducing perceived opposition.

® Guantification of Commeon Pain

An online dizgnostic helps buyers quantify commaon pain and provides an impetus for inbemal stakeholders to connect
and justify the need for change.

SCEMARIO
= EMART realizes that althowgh many customers see the value of SMART's collaboration technologies, many fail
to advocate for purchase or fail to complete the lengthy purchase process.

B |m an effort to boost customer motivation and impact sales, SMART rebrands to draw out the emaotional and personal
benefits of SMART s sclutions.

COMPANY SMAPSHOT

SMART Technologies

Inedustny: Technology SMART Technologiss Inc., is a leading provider of technology solutions that
200% Sales $589.4 Millicn enable inspired collaboration in schools and workplaces around the world

by turning group work into a highly interactive, engaging and productive
experience. SMART delivers integrated solutions of hardware, software and
services designed for superior performance and ease of use, and is a world
leader in interactive displays.

Employees: 1042
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ERNAREY s Invars COMMON IDENTITY VALUE SMART

that thelr identity needs

are shared by others y Ispired Collaboration™
to justify advocacy for Excerpts from Freestorm™ Video
change. Video Screenshots Highlight Communication Bresk-Downs from Multiple Stakehoider Perspectives

® SMART shows commonly
shared pain points
that impact customer’s
reputation and self-
perception from multiple
perspectives to help buyers
see that others would likely
support a solution.

“Are you getting this
Hold on, let me hold
the laptop closer..”

To motivate advocacy, SMART depicts common identity
pains that its collaboration software can address, namely:

8 Feeling unappreciated or left out by the team
® Feeling unable to contribute anything worthwhile

®= By showing widespread
impact of these pain-points,
SMART emphasizes the
benefits of advocacy (ie.,
winning support and respect
from others who want :
change) and decreases the :
|

Source: Mips/wawyortuba comwatchiPv-gaMhZu Vo=

perceived risk of advocacy
(i.e., objections).

SMART shows identity pains from muitiple perspectives, which

® A sense of social permission helps advocates feel justified in speaking up for change.
validates the advocate’s own
personal desire for change, l
and helps them feel more I.car_n‘ see
comfortable speaking up. M anything on

the board _

Remote Workers Advocates for Change Management Team Members

Sourme: SMART Technologies, 5B anclyss
* SMARTS Freastorm soluticn 5 3 piatrom that combings nteractive dsplays, colaboration softwara and remota coliaberation tocls

0 70 CLO Al sghta resaread. MLIITIRSSMSYN

4



Identity needs by
quantifying the number
of employees who share
pain points and the
miagnitude of that pain.

y s

® The dizgnostic highlights
identity needs and business
prolems, which helps
bolster motivation while
enabling advacacy.

® QJuestions imply that
participants should feel
confident, comfortable
and able to contribute—
and that technology can
hawve a positive impact
on their identity.

® Results from multiple
stakeholders reveal the
common desire for change,
reducing the risk of
gdwvocacy for individuals.

Implementation Tip

You may need to distincthy
quantify identity value when
you anticipate a high dagree
of customer skepticism.

B FIE CEEL A sphis remerend]. MLESTTASS HSYN

QUANTIFICATION OF SHARED PAIN

SMART.

Inspared Collaboration ™

SMART's Shared Pain Diagnostic (Excerpt), Results and Review

n Online Pain Podnt Dlagnostic

online guestions surface
Impartant identity neads

I addition to business

naads that factor into an
organization’s maturity score

| 5o [ ————

Collaboration Cyltyre
15 collaboration equipment easy to help presenters feel confident and comfortable®

Qoo adodle

Do remiote participants fieel like they're in the room?

Qaaoaaddt»

Dioes your iImplementation completely address the process aspects of collaboration
solutions (operation, integration, governance)?

L [ ey

Mext page

E Aggregated Stakeholder
Rasults

The diagnostic results
aggregate input from multiple
stakehvolders and quantify the
comman desire for change,
reducing risk for advocates.

- Collaboration Satisfaction
i Infrastruciure

Collaboration Culture
Formal Collabaoration
Informal Collaboration
Owerall Score

10
Optimized

Team Results Discussion

Results delvery provides

the opportunity for diverse
staketvolders to connect and
learn colectively about shared
needs and possible solutions.

Sowrma SMART Technologas; CEB anaiysts, smartbusingss sgenoyzed com
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By validating customer
Identity needs, SMART
motivates buyers to drive
the purchase forward
and Improves lead
conversion.

By validating buyers’

identity-related needs,
SMART drives greater
commitment to action.

As a result, SMART has seen
strong engagement with its
shared pain diagnostic and
increased conversion rates
across the funmel.

NEEDS VALIDATED

SMART's Campaign Results

“Leveraging the diagnostic as part of our
engagement with SMART. kept us moving
forward during this project.”

Carlton L. Haithooox, 5
Business Process Exec
Global Integration Solutions
IBM Inside Sales

Total Participation in Shared Pain Diagnostic
June o December 2003

LE0C
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| =
2
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t 580
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0
June 20035 December 2013

Sowce Smart Technologies, CEB anaiysis

SMART

Inspered Codlaboration ™

“This campaign moved customers from

I just have to accept that meetings are
terrible” to 'l can make the case for change
and should speak up.” The emoticnal piece
gets people committed to change and the
benchmarks show that change is possible.”

Jeff Lowe,
Wice President of Sales and Marketing
SMART Technologies

Customer Willingness to Speak to Sales
Percentage of Buyers in Contact with Sales Pre
and Fost-Diagnostic

1.8x%

Ix
Bafora Taking After Taking
Dilagnostic Dilagnostic

Source: Smart Technologies; CEB snalysis



EIGHT Steps to Engagement Filigree

Consulting

. Select thought leadership focus area

. Build research instrument and gather data
from target audience

. Analyze data and create best-practices
benchmarks

. Highlight and enable comparatives
Create interactive & social experiences
. Optimize Marketing Mix

. Leverage research to deliver value through
experiences

. Measure results and adjust/modify

(@6 \IO\91-I> W N —



1 Select Focus Area Filigree

Consulting

« In what strategic area or discipline would
?/ou aspire to be considered a thought

eader??
BOCKS
1 o bs & - _ ASLITES
| HOUP L o
it ey B WNSWERS L geamin
L. N HBH ‘3 eachenG | KNOVALEDGE QUESTIONS
RSCUSSION . COMSIRCATIN
DAaTAL) LEASNING

DENMOG ToeCs

« In what solution area would you like to
drive qualified leads?

» Leverage social to find out what is
relevant to your customers



2 Instrumentation & -
Filigree
research Consulting

« Collaborate with your thought
leaders and customers

 Develop and validate research
iInstrument

« Quantitative research to test
hypothesis of topic area

« Compilations of data and preparation
for analysis and synthesis




3 Analysis, Synthesis clires
and Best Practices  Consulting

Easy Set Up
Exam P le: Collaboration Training1 ) 0Q Easy Administration
Collaboration best Process Implementation ‘m.~ Intuitive Tools
p ractices Technology Implementation “‘-

research

Collaborate with
your thought
leaders about
the research

results Collaboration Strategy
Synthesis the
reSUItS intO Dispersed Feels Local
specific findings

. Quality Dispersed Participation
Link back to
original
hypothesis Of Dispersed Collaboration Spaces
topic area

Summarize with
comparatives

Easy for Presenters to Use Access to Content
Formal Presentations Formal Collaboration Space

_



4 Highlight and enable ciligre
comparatives Consulting

* Role

* Function

« Industry

« Public / Private or Not for Profit

* High Performers / Low Performers
« Size

« Geography

©2013 Filigree Consulting

5/12/2015

Proprietary and Confidential



5 Create interactive

Filigree|,
eXper]enceS Consulting
’ Speakmg . IEntera_ctive
xperience
.engagements and — Uses weighted
Interactive data model
presentations - ggtsgg;:ﬁ:é:.e
« Event kiosks Comparisons
1k — Abil deli
» Facilitated sales customn :"fer
tools recommendations
— becomes
. Social perpetusl -
communities continually .

refreshed content



Content Delivery Choices Filigree

Consulting

What can How do we Why should

be done? do better? we do this?

* Possibilities * Reference * Business cases

Knowledge: + Define models / architectures * Value propositions
processes » Best practices » Benefits definition /
» Scenario & long term modeling

forecasting

Example * Visualizations + Capability + Benefit models / apps
. « Communities / social Assessments / apps * Published financial
tactics: * Vignettes / case « Interactive content
studies documentation * TCO/ROI models
+ Guides + Economic value tools
* White papers / apps

5/12/2015 Client Confidential




Content delivery & information
gathering mechanisms Filigree

Consulting

5/12/2015 Client Confidential 22



6 Optimize Marketing Filigree

Consulting

« Digital Marketing including social platforms
and other relevant communities

 Inbound Marketing

« Qutbound Marketing

« Collateral and Whitepapers

« Advertising (all types)

« Trade Shows, Events and Seminars

« Speaking Engagements

« Public, Media and Analyst Relation activity
« Internal Communications with Sales Force



Marketing optimization

Filigree

exam ple Consulting

Inspired Collaboration Brand Campaign

Brand Video Card

SMART Channel Partners were provided
with a quantity of Brand Video Cards
to use as sales tools in their customer
meetings. The CTA on the piece was

to drive customers to the Inspired
Collaboration Assessment Tool.

These Brand Video Cards included key
messaging on Inspired Collaboration,
an embedded video on a 4" screen that
automatically plays the video when you
open the card, as well a USB magnet
that automatically launches the Inspired
Collaboration Assessment Tool when
plugged into a computer.

WATCH THE VIDEO ©




Marketing optimization

Filigree

exam ple Consulting

Inspired Collaboration Brand Campaign Inspired Collaboration™ ‘ SMART.

Infographics and Research Studies Ehistien

SMART commissioned a global research study INSTRUCTIONAL TECHNOLOGY
with Filigree Consulting, which demonstrates IMPACT LEARNING?
that organizations have varying levels of — —pneam
maturity in leveraging technology to enable
collaboration. Customers and our Channel
Partners have access to research-based white
papers that tell a comprehensive story about
best practices in achieving a transformative
collaboration strategy. Infographics were also
developed as a visual means to tell the story,

Bligree
(nrﬂulnng

P
Mgy
(owf"uﬂ,,“,

highlighting key metrics and messages from
the research.

INCREASED#eoucen_
= BUSINESS ™"
v s AGILITY




Marketing optimization
example

Inspired Collaboration Brand Campaign — Channel: P.O.S.

Inspired Collaboration Window Decals
Each bubble represents individual ideas that contribute to something greater,

Inspired Collaboration Business Cards
CTA: Invites customers to take the Inspired Collaboration Assessment

Business Education

Inside

Filigree|
Consulting

Sticker
CTA: Take the assessment

SMART

How inspired is
your collaboration?

Firdd cut o
smartbech.oom apprakal

Tent Cards
CTA: Take the assessment

ST

71 5o
@ 7Vicr

iy el fivemy
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Education




Marketing optimization
example

Filigree|
Consulting

Inspired Collaboration Brand Campaign — Channel: Brochure

Inspired Collaboration Assessment —
Business Brochure

ES
ABORATION IMPACT

Provides customers with a quick visual snapshot
BUSINESS SUCCESS?

of the impact successful implementation

of collaboration strategies has on business
outcomes. (Results based upon a research study
conducted by Filigree Consulting.)

CTA: Invites customers to take the Inspired
Collaboration Assessment

¢ |

Take Your Business on a Joumey to

Inspired Collaboration

v eaTech Sacn spaeas




Marketing optimization
example

Inspired Collaboration Brand Campaign — Channel: Digital Assets

Inspired Collaboration Assessment:
Business Digital Assets

Banner ads targeted at business customers for our Channel
Partners to use in their marketing efforts to drive customers
to take the assessment to measure and self-evaluate their
collaboration maturity.

Filigree|
Consulting

Inspired Collaboration” ‘ SMART.

ake T's
collaboration appraisal
and find out

of them?

ko SMART'S
eolaboration
Fpraial and
find sut




Marketing optimization

Filigree

exam ple Consulting

Inspired Collaboration Brand Campaign Inspired Collaboration™

How it Works Together =

The marketing campaign —

allows ustomarrythe F | ewwmpl— o % |

emotional brand story of #

Inspired Collaboration with

the tangible results of the CTA: Drives

value SMART solutions can the customer

provide, help customers assess to the Inspired

where they are today and then Collaboration -

equip the sales channel to Accoccmant Customers fill out online assessment Customer results

Marketing Tacti
have a deeper, more informed arketing lactics

conversation with their
customers and prospects.




Marketing optimization
example

Filigree|
Consulting

Inspired Collaboration Brand Campaign

Inspired Collaboration Assessment Tool —
Sales Presentation

After a customer completes their assessment, 2
customized sales presentation is produced for

the sales representative to use in discussion with
that customer. This presentation enables the sales
representative to become a Collaboration Consultant
as they use the information to evaluate and
investigate where the customer is getting value and
where there is room for improvement.

COLLABORATION MATURITY
ASSESSMENT RESULTS

Customer Name

Filligrag -
Consullting

Inspired Collaboration™ ‘ SMAKT,

GETTING TQ THE NEXT LEVEL...

Triziing colliaboration sclutons is o good way to misgae risk. Siart by
urderstsnd ing the cuicomas your Tying o dalivar thes a1
needs of your jsam. Then consder all the elemants o [

roguined 1 dulheir e reeds 1o s with @ Irial, bl B imasrant
1o Vi e I, ROY U1 8 el




Deliver value -
Filigree
through research Consulting

 Introduction to sales calls — consultative
selling

« Leverage through social prospecting
 Trade Shows & Seminars & online events
« Executive events and speaking

« Corporate webcasts

« Input to business intelligence/corporate
strategy

« Input to product development
« Input to Customer Support / Care



8 Measure & Adjust Filigree

Consulting

Potential measurement criteria:

 Number of research papers fulfilled, downloaded,
shared

« Social media measurements such as engagements,
sentiment, shares, Retweets, etc.

« Percentage of utilization by corporate
strategy/planning/development

« Percentage of utilization by sales in customer
presentations

Number of registrations / assessments

Size of assessment database overtime (i.e. growth)
Number of marketing qualified leads

Number of sales qualified leads

Number of sales meetings

Number of sales closed



® F.I.
Moving Forward Filigreel
How to get started on a ETL Project?

« Discuss potential thought leadership areas
« Review existing research to leverage
« Explore current state of consultative selling

« Find out what customers / competitors are
talking about on social channels or other
relevant communities

« Review current lead generation efforts &
status of sales pipeline



