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This statement was true then, and it is true now. And today, with althef new digital
technologies, planning has nevbeen more appropriate, or as effective, for marketing and
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(ROI) should be from a marketing or advertisingnpaign. We developed a system that predicts

the outcome of our campaigns before you authorize the investment. For nearly two decades, we
have followed a principle of thorough planning and the effective use of available technology, so

that our clients havea clear understanding of what to expect from our campaigns.
DOCUMENTONTENTS

The followingpagesepresent the various components includiedhe Marketing Action Planning

(MAP) 2velopmentSystem

Initial Research

Voice of Customer & Focus Groémalysis

Market & Competition Analysis

Marketing Strategy Deelopment

Marketing ChannelAnalysis & SelectioliRecommendations

MAPCasting Revenue Forecast Budget Development
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MAP Campaign Implementation Planning & Scheduling

The MAP components are avdila individually on a select basis or as a combined suite of

servicedased on the unique and individual needs of clients.

The contents contained hereiare a proprietary compilation of methodologies, processes, and insights whicboarfedential

Reproduction, sharingor useother than that of the recipient without the express written consent of Convergentl is prohibited.
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W Scope of Work Overview

COMPANY OVERVIEW

Since 200,lour firm has evolved through the merger a¥é companies over nearly two decades

of growth. Through the yearshe MAPDevelopment $stem hasadvanced witha structured
workflow process that includethe lateg innovations andnodifications in one form oranother

for many clients. Whether a client required a new and more effective internet presence by
updating their website and social media, or if their advertising campaign strategies needed
improvement, our MAP Development System has proven effective.

Convergentl (its predecesso& associates) have served the marketing and advertising needs of
organizations of all sizes and sophistication. Whether a Fortune 500 company or -apstart
planning has always been essential, and an exceptional return on investment (ROI) expected.

Hereisalist of manyclients wehave supportedver the years.
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W Scope of Work Overview

MARKETING ACTION PLANNSYGTEM@IAP)
SCOPE OF WORKSCRIPTION

|. RESEARCH

1. Company Marketing Assessment

Theinitial priority for the MAP systenis to

conduct ahoroughreviewand assessmerdf
2 dzNJ O fexistihy (m@rketingobjectives,
sales goalstypes of campaigns and other
initiativespreviously utilized The information
gathered is reviewed, assessed and
evalwated. The reason for this part of the MAF
systemis todzy RSNR Gl YR K2 g

growth objectives have been addressed by
reviewing any areaf consistent achievement or areas of marketing concepts and tactics that
may have been inefficient. This exisechelps establish a baseline for tiecuratemeasurement

of future marketing and advertising campaigns.

2. Information Discovery, Research & Analysis

The next level of MARCctivitiesis the gatheling ofessentiainformation by conducting discovery
interview sessions with senior management and sales teams. Additionally, we will research the
O2YLJ) yeQa Ay Rdza{dNE ié&a Vafoldishbjeckive Factois2tivat JSidld G 2 NJ
potentially influence the success fofture marketing and advertising campaigns.
1. Discovery TopiPreviousMarketing | Senior ManagemerRerspectives

a. Historical Growth Perspectives

b. Current Growth Perspectives

c. Review of Past Marketing Initiatives (prior 24 months)

d. Review of the ROI frofast Marketing Initiatives
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W Scope of Work Overview

2. Discovery TopiPreviousMarketing | Sales StafPerspectives
a. Review the Current Sales Journey for New & Existing Customers
b. Review of Lead Flow, Processing & Sales
c. Review of Existing CRM Technologies

d. Review Sales Policies, Gelides & Requirements

II. VOICE OF CUSTOMEBRAND MESSAGE DEVELOPMENT

ExternalDiscoveryc Voice of Customer

Capturing and evaluating external informatigqdata outside the organizations extremely
valuable. V& conducttwo forms ofdFocus Groupstyled discovery initiatives specifically tailored
to revealthe answers ofwhye your customerseek outyour company for their needs, and what
motivates them to continue using yoyroducts/iservices. Ironically, the perspectivesour
clients about tlese questions are invariabtyuite different than that of their customers. The
Focus Group stytesurveys reveal important insights thasually andalwaysdramatically impact
and improve future marketing and advertising campaignghe Surveys are dded between
actual customers and, what we call, the open market, or people that magwven know your
company but operate within a similar or same business sgizateincludesyour organization.
Conduct a&/oice of Customer Survey

a. Customer Perspectives

b. Qustomer Persona

c. LRSYUATFAOFIGAZ2Y 2F a4/ 2YY2y ¢NIAGaE

External Discovery Virtual Focus Group

Accessing available information via purchased lists, data available through Linked or other social
media, this discovery exercise is intended to reweddiased and marketentric information.
Conductthe é6Open Market Survey
a. Market Perspectives
b. Market Persona
c. LRSYUGATAOIGAZ2Y 2F a4/ 2YY2y ¢N}XAGasé
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W Scope of Work Overview

BrandMessa@ Development

As data from the VOC and Open Marketagvitiesare accumulated and analyzednaccurate
perspectiveof relationshipmotivations from your clientsemerge and become very clear. This
result establishes a firm foundation that will support future marketing initiativéscethis is
completed, we present whavas learnedalong with an adaptatiofior websites, social media

or ad campaigns. The following link is an example of how a new message for one of our clients
was adapted toca new website design. The client is a local group; ot i a—y
Medical Doctors (MD) thaare also Doctors of Dental Surgery (DDE). \\,_>
They do not specialize in general dentistry but instead provide all forms

of advanced oral surgery procedures including dental impla@igk this link to view an example
of how their message and website dgsiwas presented

https://vimeo.com/323370193/fdbfc13ecc

[ll. MARKET & COMPETITOR ANALYSIS

This portion of the MAP system is specifically designed to reveal the activities occurring in the
market and how the client may be impacted by competitive forces. The scope of work for the
market and competitor analysis cost is based on -geecific selections, the number of
competitors and other market forcese. 1 geespecific targeted area, 1 ogpetitor and 1 market
influence factor =price. If multipk geo-specific areas, competitors or market irghce factors
are encounteed, the cost may increase.
Relevant Data Analysis

a. Competitor Band Messanng Assessment &valuation

b. ClientWebsite Audi & Evaluation

c. ClientSocial Media Audit & Evaluation
d. Search Keywords Investigati@&Analysis
e

Industry Data Assessment

—h

Competitor Data Assessment
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W Scope of Work Overview

IV.STRATEGY DETERNIION

Asthe discovery and research aspects of the MAP process are complatenis marketing
strategies emergeand beginto reveal new opportunities During this phase of activity, the
marketing strategies areexplored, evaluated and
lyrftelT SR o6F&aSR 2y ((KS

status and future growth expectations. Thisqzess
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has proven to reveal and highlight the most effecti

strategies for future marketing and advertising

campaigns. This part of the MAP process gener

produces multiple marketing strategiesd tacticsor
use with diffeent aspects of the clienf3goals and objectives.Most importantly, as key
marketing strategies are determined, the next phases of the MAP development process,

Marketing Channel Recommendatigasid Revenue Forecasting become more reliable.

V.MARKETING CHANNAMALYSIS & SELECTREECOMMENDATIONS

Based on the information gatheredll available and relevambarketing and advertising channels
will be reviewed, assessed and evaluated fa with future campaignsA thorough appraisal of
the selected channels will beompleted. The channels representing the most potential are
recommended
The following list represents most of the marketing and advertising channels evaluated
1. Marketing ChanneConsidered
a. Website
I. WebsiteAudit Evaluation
1. Criteria Evaluated
a. Design 8HTML Efficiency
b. User Experience Effectiveness
ii. RevisionAssessment & Recommendations
1. Website Repair
2. Website Redesign

N
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MAP

Scope of Work Overview

b. Video Communications

I. Use of Video foMarketing Assessment

1. If used, Determination dafs Effectiveness

ii. Review the Potential Results

1. Use of Video with Marketing & Advertising Campaigxaluated

iii. Review & Recommendation ¥ideoProduction Impact

1. The Statistical Reviewof the use ofVideo with Marketing &

Advertising Campaigns

c. DigitalMedia

i. Search Engine Marketing

1. Review& RecommendatiofPlatformOptions

a.
b.
C.
d.

Google
Bing
Yahoo

Others

2. Review& Recommendation of Digital Mediactics

a.
b.
C.
d.

e.

Search
Display
Remarketing
Video

Other

d. Search Engin®ptimization
1. wSO@ASg ! aaSaaySyl

2. Review & Recommendation of SE&xtics

SEARCH ENGINE OPTIMIZATION

2T (KS

a. Campaign KeyworbDetermination

b. Content Development
i. Pillar/Clusters
ii. Blog Articles
iii. Unique Pages

iv. Landing Page
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Scope of Work Overview

c. Backlinks

I. High Domain Websites
ii. BloggersVebsites
iii. IndustrySpecific Websites

ii. Social Media Marketing

1. Review& Recommendations dfietwork Options

a.
b.

C.

d.

e.

LinkedIn
Facebook
Instagram
Pinterest

Others

2. Review & Recommendation of Social Metéastics

a.
b.
C.
d.

Reach
Followers
Direct Response

Remarketing

iii. GeoFenc& GeoFrarnng

1. Review& Recommendation d¥arious Platform Options

2. Review & Recommendation of GeoFefiaetics

a.
b.
C.
iv. Independent Display Networks

1. Review & Recommendation o

Display
Remarketing

Video

Platforms

a.
b.
c.
d.

e.

MMedia
AppleAdvertising
Adknowledge
Taboola

Epom
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W Scope of Work Overview

f. Airpush
g. Leadbolt
h. Others
2. Review & Recommendation of DisplBgctics
a. Display
b. Remarketing
c. Video
v. SMSMarketing
1. Review& Recommendation d¥ariousPlatformOptions
2. Review & Recommendation of SNI&ctics
a. Solicitation
b. Develop Referrals
c. Brand Awareness
vi. Email Marketing
1. Review& Recommendation dEmail Platforms
2. Review & Recommendation of Em&élctics
a. Response
b. Drip Campaigns
c. Ongoing Communication

vii. Marketing Automation

000

1. Review& Recommendation of 5l wl}_\I:G o
Platform Options
2. Review & Recommendation o
Marketing Automatiorractics
a. ldentify Online Traffic

b. Evaluate Response Protocols
i. Proactive
ii. Reactive

ii. Inside Sales Team
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W Scope of Work Overview

viii. Traditional
1. Radio
a. Review & Recommendation of Relevancy

b. AM| FM | Satellite

a. Review & Recommendation of Relevancy

b. Cablel Broadcas{ Streaming

a. Review & Recommendation of Relevancy

b. Industry| Consumer

c. Review & Recommendation of Industry Publications

d. Review & Recommendation of Consurierblications
4. Outdoor

a. Review & Recommendation of Relevancy

b. High Traffic & Low Traffic Opportunities

c. Review of Market Opportunities

d. Recommendatioffior Effective Placement Selections

VI.MAPCASTINEEVENUE FORECAST

The results from theprevious activities ofliscovery,
researchh analysis, strategy development help

establish the marketing channel selectior

recommendationgor use withthe revenue forecasting
and return on investment determinatioonf the MAP
system. MAPCasts represent rtiple levels of informationincluding individual forecasts for

each selected marketing channel so that the revenue and ROI cavaheted on a standlone

basis. However, the MAPCasting utility gathers all of the data from each individual and unique

marketing channel to form an overall summary of expected activity. The following are examples

of the MAPCast process.
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W Scope of Work Overview

MAPCasting Revenue & ROI Forecasting

The MAP includes a uniqiRevenueForecastng Utility that providesthe userwith an ability to
O2y RdzOU @ NR®IdA | &% X markeng &t £

advertisingROlscenarios This capability helps user.

MarketingSaled~unnel

determine marketing and advertising budgdtased ﬁmmmmmm

on knowingreasonableexpectationsn advance. ™

The RevenueForecast Utility includes the most

8
currentlyavailablemarketing and advertising activity -

ENGAGEMENTS

benchmark data which has beencolleced from ‘ l' CONVERSIONS

hundreds of similar companie§ hese benchmarks

provide a historical and proven level of adtising

VALID PROSPECTS

expectationperformance.

The Revenue ForecaSales FunndUltility (divides data into five categorigs

1.

Impressions
The number of times your brand can be seen or heard through any marketing channel.
Engagemert
The number of interactions that occur or result from impressions. Generalty,daS | NJO K
NB & dzft O EIAKONFR dzZ3 K€ 2 NJ G a Ol fecomgeNgagemdntg. A Y LINBS & &
Conversions
Conversions are the number of actions that occur from any ofdhewing:
1 Phone Calls
o Utilization of a series of unique call tracking phone numbers
o Call tracking phone number captures the source and time of the call, the
A Y RA @A R dand phdie nyirhbgrS
1 TrackableForm Fills
o Utilization of unique technology enablgsu to track all form fill activity
o0 Trackable form fills capture the source and time of the submission, the
AYRAGARdzZ £ Q& ydndpBdhe iindderA t | RRNB & &
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W Scope of Work Overview

o Controls include a reduction in spamming and other intrusive abuses
1 Chats/Instant Messages
o Ut FdA2y 2F a/ KFG FyR Lyadlyd aSaat
especially for certain demographic groups
o Chat and instant message technology capture the date and time of the
session, the name, email and phone number of the individual
1 SMS Text Response
o Utliz GA2y 2F &{ a{ isitnfoRantespacly for/certaig 3 &
demographic groups
0 SMS Text capabilities open a wide range of communication opportunities
1 Conversion Attrition
Conversions are evaluateand only some are shifted to the next category. This
Ad NB TS EMmBRionktdtion.éa «
4. Valid Prospects
Valid prospects are conversionshat are identified or becomenew business
opportunities. The definition o& Valid Prospect is eollaborative effort between the
Convergentl MAP account support team and the Client. Regularly scheduled
O2YYdzy AOIFI UA2Yy S@Syia O2y@SNI (GKS 3IASYSNI €
Prospects.
5. Sales
Sales are completely defined by tl@&ient and not Convergentl. As Valid Prospects
convert to an actual sales order or other ROl measurements (ask Convergnetl for more

on this topic) alesresults are finalized ancafirmedby the Client

Revenue and ROI

The actual revenue production andORdeterminationare calculated as a result of activity

GKNRdzZAK GKS FTOlAQGAGe alfSa FdzyySt o | 26 SOSNE

level, all remaining classifications, i.e. Valid Prospects and Sales are determined by the Client.
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W Scope of Work Overview

As narketing and advertising campaigns are implemented, the Revenue Forecasting Utility
estimates are compared to the Actual results enabling the Client to measure more effectively the

overall performance of the MAP system.

MAP ¢ Campaign Activity Funnel

Thechart on the following pages an example of &venueForecastdevelopedfor an online
Specialty Sports Equipment retailegimilar Revenue Forecast Funnels will be provided with the
MAP thatisrelevant to the MAP report findingd. & 2 dzNJ / fcantpaigh @ imalenaented,

similar Revenue Funnel Sales Funnels are utilized for tracking and analysis.

SALES FUNNEXKAMPLE

Revenue Forecast Overview

Marketing Activity Funnel Expectations

000 000NN RN R0 O0Y
Scheduled Run: 12 Months G0 000000000 00000

Revenue Goal: $2,025,000

-_—

Campaign Budget: $148,144

Sales Expectation: 0 @ 50% Closing Rate of Valid Prospects

Average Sale: $22 500

Expected ROl: 1267%

Campaign Cost of Revenue: 7%

gQ ®— SALES

N\
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W Scope of Work Overview

VII.MAP CAMPAIGN IMPLEMENTATION PLANNING & SCHEDULING
Each MAP Campaign is structured to include an implementation plarawsttrt, pause,
monitor and evaluation schedules so that all trends are followed closely. In the, ewsrine
of the campaigmsis performing above expectations, its possible thabreses from less
performing channels maybe diverted to increase the activities of the higagorming

campaigns

Marketing Implementation Schedule

Marketing Schedule

January February March April May June July August
Winter Spring
MNew Years Day - 5t. Patrick’s Day St. Patrick's Day — Memorial Day Memorial Day - Labor Day
(January 1 - March 17) (March 18 - May 25) (May 26 - Sept 7th)

Website Refresh/Update: Jan-Feb
Commercial Video Production: Apr-Jun
Education Videos: Apr-Jun

Social Media Optimization: Jan-Feb & Ongoing — —

September October MNovember December
Fall Holiday
Labor Day - Halloween Halloween -
(September 8th - October 31st) New Year's Eve
(Movember 1 -
Dec. 31)

Houzz Onboarding: Jan

ADVERTISING

Programmatic Targeting: Jan-Mar. Slow during April-May, Ramp up June-Nov, Slow Dec.

Website Hosting Renewal: Mowv

Google Adwords: Jan-Dec — —

Houzz Directory Optimization: Jan-Dec — —

Social Media: Jan-Dec = —

SEO: Jan-Dec — —

Video Advertising: Peak Season is June-Oct, Slow Nov-Dec ————

Ve
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W Scope of Work Overview

The MAP Deliverable

Once the discovery, research, analysis, marketing channel seleatidrrevenue forecast are
completed, thorough and wetleveloped marketing and advertising action pkne delivered.
The initial format of theVIAP Reportserves as the basis of key information, strategies, planning,
and a complete understanding of all #adle methods for marketing and advertising. The initial

MAP Reporiostensibly represents the first wave of activity.

As with all forms of planning, things ma&an and most likely will change, so supplemental MAP
Report updates are provided when abstantive change occurs. As the months conclude,
expansion generally occurs. Expansion may require the activation of new channels, tactics, and
strategies previously evaluated and deemed valuable, but not necessarily appropriate at the

beginning.

Most importantly, the ConvergentMAP Reportand
activity campaign, represents that your firm has taken
steps necessary to raise the level of importance of ifs
marketing and advertising activities to a level equal tL

the other important aspects governing yowrapany.

A

[ SGQa 3SG aidlNISR | YR Lltzi—a2-dzNl—FANN¢—2 | NEIf

plan based on factual information that is based on established industry data, proven

methodologies, and state of the art technologies.
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