ENGAGEMENT FACTORY,



I'm Stefaan

I'm a Senior Marketing Automation Consultant
at Engagement Factory

Passionate about marketing technology & behavioural sciences.

| love the art of content marketing.

| adore the business side of good conversions.

10+ years’ experience in Data Driven Marketing and proven track
record of using best in class marketing automation, lifecycle
marketing and lead management.

Modern Marketing is my passion”



Marketers are behavioural
coaches.”

Stefaan Vuylsteke



15 min Speed Run
Tips to move your
customer

*  From technology to customer
behaviour

* Run 01: ONVZ

*  Run 02: Athlon
*  Run 03: Ricoh

* Run 04:CZ

*  Run 05: Philips



By 201/, the CMO wiill spend
more on IT than the CIO.”

Gartner January 2 012



What Engagement Factory

We make marketing & sales work for you!

3 major reasons why you like to work with us:

our consultants come have been in your shoes, as
marketing executives and digital managers. They know how
to run these programs, they eat, sleep and breath
Marketing Technology.

We have the largest corporate brands trusting us.
With our approach to Modern Marketing we created a very
pragmatic and step by step approach to transform
organizations and deliver highly converting campaigns

We provide a full suite of both services and

products. A one-stop-shop to help you ensure your
success.



We guide and coach
you. Step by step

The Marketing Automation Maturity Model,
developed by Engagement Factory is
designed to guide organizations on how to:

—1 10 Revenue Performance Management
— 9 Sales Enablement

— 8 Lead Scoring — Phase 2

- adopt marketing automation

— 7 Lead Nurturing & Lifecycle Marketing

- change their processes

— 6 Personas & Decision Journeys

—1 5 Campaign Management — Phase 2

- use data, personas and content

— 4 Lead Management

- align marketing & sales

— 3 Demand Generation Foundations
—1 2 Campaign Management Foundations

— 1 Database Foundations

The model consists of multiple levels,
corresponding to the various stages of
Implementation.




Demand Manufacturing



Only marketers who are
customer-obsessed and
adapt to consumers’
changing behaviours In real
time will succeed.”

Forrester Research, Inc. “The New Messaging Mandate” — 08/08/12



behaviour



To change your customers’

You need to understand how his/her brain runs

Slower

Conscious

Analytical

Fast Rational
Automatic
Impulsive
Emotional



Be clear from the start

Don't assume | have time now

Meaningful & digestible chunks of information
Surprise me at the end

Help me to remember

Let me do the thinking

Give me the power to perform

©® N o o~ D=

Get that first click

Stefaan Vuylsteke



Run 01

Questionnaire
Campaign



B2B
Vitality Scan

Companies that care about (the health of)
their employees will not only have to
spend less on insurance and other health
related expenses but also improve
employee satisfaction and make for a
better and more attractive workplace.

The Vitality scan is an online
questionnaire containing a set of
guestions divided into 6 themes designed
to provide companies with an analysis of
their health situation while also giving
ONV/Z valuable insights on their
customers.



B2B
Vitality Scan

Objectives:

- Give companies insight
into where they stand with regards to
the ‘vitality’ status of their company

— Educate companies
on how they can move up the ‘health’
ladder

- Allows ONVZ to
gather precious data on their
prospects/customers in a non
intrusive way

— Allows ONVZ

to send personalized and relevant
content based in the insights gathered



Ambiguity aversion”

We prefer highly probable options over more uncertain ones. Be specific in your offer and interaction.
Provide ‘feed-forward’ information (‘what's next’) and use fixed discounts instead of a chance to win.
Try to find the ambiguities in your competitors offer, and emphasize your certainty there.

What is ‘logical’ to us, might not be logical for someone else.



Ambiguity aversion

Start screen with intro which explains the use of the tool and how it will help the company.

Gather
Data
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Law of distraction”

Our rational system 2 can only deal with one decision at a time, and there’'s nothing more important
for system 2 than attention. Therefore we can only think rational, when we can pay continuous
attention. So when you prefer to deal with your customers’ consciousness, you have to make sure
there are no possible distracters. You might even have to postpone a decision, when you're sure that

there are too many distractions for system 2...

Our rational thinking can't deal with distraction.



Law of distraction

Pause functionality

Gather
Data
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Chunking”

When we group information or experiences into meaningful groups (semantic or perceptual), we
remember them better. It is believed that this effect occurs due to the creation of higher order

cognitive representations of the information, which makes them easier to recall than as individual
pieces of information.

Information grouped into familiar, manageable units is more easily understood and
recalled.



Chunking

Questions are divided into 6 themes discussing different health topics

Gather
Data
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Peak end rule”

The peak-end rule is our tendency, when judging an experience, to judge the experience almost
entirely on how it was at its peak and how it ended (pleasant or unpleasant). Other information, while
not lost, is not used in the qualitative memory of the event (extension neglect and duration neglect).

The ending and the highest peak determine how we remember an experience.



Peak end rule

« After the questionnaire the participant gets a detailed analysis (overall score and score per theme)

* They have the option to download more valuable content

 And even a chance to win a great prize

Gather
Data
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Peak end rule

In parallel to seeing the results on the screen the
participant also receives an email with the results.

Through the email they can:
* See the results of the survey

« Contact ONVZ for advice on how to take the next steps
to improve health at the workplace

* Go to the website for more information and inspiring
content

Gather
Data
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Run 02

Customer Service
Campaign

L<THLON



Plan an appointment
to change your

This was the old email.

* E-mail was an electronic version of the
paper mailing

A lot of calls to Athlon Driver Desk
(Customer Service)

« Too many email versions



Plan an appointment
to change your

We fully improved the email and added
new functionalities.

* Visuals that emerge the right emotions
* Chunking into relevant pieces

« Make it scan able

* Show less on mobile

e  The-mail itself is a service



Recognition over recollection”

We find it easier to recognize things we've experienced before than to retrieve our experience from

memory. So if you'd like your customer to remember something, an extremely effective strategy is to
show them an aspect of the experience they've had.

It's easier to recognize things we've previously experienced than it is to recall them
from memory.



Recognition over
recollection

Personalization on licence plate number.

* |n the subject title
« Copy preview

 Body copy



Self-generation effect’

We remember information better if it is generated by our own mind more so than when we read or

hear it from someone else. So if you want your customer to remember something, a highly effective
strategy is to have him generate the information himself.

If we think of it ourselves, we find it easy to remember.



Self-generation
effect

Personal reminder

e Customers could send themselves a
reminder email within a week

* Helping them with their busy schedule

* Giving them the control



Self-efficacy”

Our personalized belief in our own competence, affects our behavior. The more able we think we are

to succeed (a high level of perceived competence or ‘self efficacy’), the greater is our (intrinsic)
motivation to act.

If we take one step, we'll keep on walking.



Self-efficacy

Give your customer valuable tips.

e Limittomax3
* The extended info is on the web

* Linking IP with email



Commitment g Consistency”

When we made a choice or displayed behavior — even a very minor ones - we will continue to act
coherent to that previous behavior. This has a big influence on our following behavior. We love
consistency (or maybe better: dislike inconsistency) and it is really hard for us to be not consistent with

our previous behavior.

If we take one step, we'll keep on walking.



Commitment &
Consistency

Allowing your customers to give
feedback on your service.

* Low threshold click
« Associative priming

e @QGive them a voice



Commitment &
Consistency

Allowing your customers to give
feedback on your service.

* Low threshold click
* Associative priming

e @QGive them a voice






Sorry, your brain system 02 time is up, but .... G



Run 03

Whitepaper
Campaign

RICOH

imagine. change.



Run 04

E-Newsletter
Campaign



Run 05

Welcome
Campaign



« QOur blog

For detailed
iInformation
on the last 3
runs, please
contact us:

e Run 03: Ricoh

e Run 04: CZ

Run 05: Philips







, your coach
By following our Modern Marketing approach!



www.engagementfactory.com



