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FAIL FAST

DATA, ANALYTICS AND METRICS
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RECOMMENDATIONS

Our highest-ROI decisions will often flow from offers, messages and target segments—not simply “pass/fail” assessments of specific programs or tactics. You can always evolve
your mix of tactics, but even the best tactics applied to the wrong strategies won’t produce a fraction of your desired results.

It's essential to plan our programs with ROl in mind from the outset. When you quantify the outcome you expect from each marketing investment, you can then determine exactly
how you will measure the program against those goals and position yourself to achieve them. We need to measure ROI to find not just what works, but what works better. We
need to focus on “improving ROI," not just “proving ROI.” Only with discipline, planning, and a closed-loop process, you will be able to improve your marketing ROI.

What does success look like? What metrics are most important for each activity? It's important that everyone agrees on what the funnel looks like, what we're tracking, where we're
tracking it and what’s the point of truth for those metrics? Data alignment assures we are making marketing decisions that aren’t subjective and we fill any missing data.

This means we must measure things not just because they are measurable—but because they will guide us towards the decisions we need to make to improve company
profitability.

UTM codes will give us a wealth of data around ad, campaign and source performance. Right now there’s no standardized method, tool or formatting.

The first step in revenue cycle analytics is to define the stages of the revenue cycle, starting with potential buyer awareness and moving through marketing and sales to close
business and beyond. Marketing and sales collaborate to formally define each stage and the business rules that determine a prospect’s movement from one stage to the next.



RECOMMENDATIONS

We need to know our customer’s lifetime value overall and also their
lifetime value per product, churn or attrition rates. These numbers will
help give us a better understanding of how much we're willing to pay for
a lead or LTV:CAC. The best rule of thumb is spending 40% or less than
customer’s lifetime value.

A SaaS company has a gross margin of 75% and monthly customer
churn of 2%, and each customer spent an average of $40 with you every
month, the calculation would look like this:

75% X (1/2%) X $40 =5$1,500 LTV

Beyond metrics related to marketing, we need metrics, KPls and goals
for sales, products and customers. We can use that data to inform us on
whether to pursue new initiatives, what outcomes to predict and what to
focus our efforts on.

Shift the mix from many small deals to fewer larger deals (or the
reverse).

Build out market presence for a specific segment of the product
portfolio.

Increase revenue per customer.

Increase products per customer.

Increase average customer lifetime value.

Increase customer retention.

Optimize a high-performing geography.

Improve customer experience.

IMPRESSIONS
CTR

OPEN RATE

LP CONV. RATE
PRODUCT PRICE
CPM

cPC

Clicks

Conversions [ MCOLs
Spand

ROAS

Acquisiions

Gross Revenue

Controls

Total Impressions
Total Clicks

Total Conversions ! MOLE

Total Acquisitions
spend

CPL

ROAS | MRDAS
Aux | Cross sell
Gross Revenue

MNet Revenue

Facebook
2,000,000
1.50%

3.00%
512.000.00
525.00

30,000

D00
550,000.00
5216

9
5108,000.00

Sales Close %
1.00%

4,200,000
62,487
1,887

19
$111,000.00
$58.82
$3.63
$176,817.63
£403,264.97
£351,811.96

Youtube
2 000,00
1.50%

3.00%
512,000
325.00

30,000

00
$50,000.00
5218

g
5108,000.00

Profit Margin %
75.00%

$3.17

Paid Search Email Murture
100, 000 100,000,000 9373
2.005% 2 0 2 0%
15.00% 15.00%
3.50% 3.50%, 3.50%
12,000 512,000 512,000
$5.50
2,000 3040 187
L] 11 T
511,000.00 0,00 50,00
$0.76
0.7 0.105 D.06561183551
$6, 400,00 51,260,00 STET.34
Avg Aux Sale  Aux Sale % Abandon %
5937 10, 00%: 15%



THE CLEVER BRAND

ELEVATE DON'T COMPETE
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RECOMMENDATIONS

Clever needs to stand out to cut through the noise. The market is full of low end pretenders. Every Joe Nobody is
creating a video saying they have experience flipping houses and can teach prospects how. We want to remove
ourselves from the crowd who are advertising the same manner with the same message.

| suggest we reboot the brand as a company/community clarifying the infrastructure, technology and expertise
of the company. We form a tribe and pull prospects, leads and customers into our brand. “Want to be a Clever
Investor? Hey Clever Investors.”Vs“Hey it's Cody the Clever Investor”.

Our job as experts and leaders is to help bring people to higher ground. To move them from where they are to
where they want to be. To create distance from the bottom feeders and clutter we need to throw rocks them,
calling out differences between us and them.

Who are we and what is our personality? Why do we exist? What is our purpose, our cause and our beliefs? Right
now our voice and personality is a little schizophrenic. We market to humans—and humans, by nature, do not
care about what you are... they care about who you are. By building our brand from the inside out, we can connect
with our values, goals, and customers even more.

If we are asking how to make our products seem more exciting, we're asking the wrong question. To win attention
these days we need to ask a different question “How do/can we help?” What benefits do we provide to the target
audience in relation to each product and its key message.

FEATURES
(What)

BENEFITS
(How)

BRAND
(Why)



MY FIRST TIME MEETING CLEVER



CUSTOMER JOURNEY

FOCUS ON CUSTOMERS & RETENTION
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RECOMMENDATIONS

Clever puts more effort into customer acquisition than they do for customer retention. We have systems in place when there
are issues or complaints and do a great job there. But we don't do a great job at creating a branded relationship after the sale
to show how much we value them and encourage them to keep doing business with us.

Increasing customer retention rates by 5%
increases profits by 25% to 95%

Creating a community among our advocates
Provide exemplary customer service

Making our customers feel heard and valued
Associating our brand with a positive experience

a8

Keeping our customers interested and engaged 5% 2 5 _9 5%

Showing customers we want their business. _ -
Customer rebention Profit

Formula
CRR = ((E-N)/S)) X 100

How likely it is that you'll be able to keep each new customer you gain.
How long you'll be able to retain each customer if you continue with your existing strategies.
How much your company may grow in the future.

There may be a problem with your product or service.

When customers may be unhappy with your customer service.

When one of your competitors may have jumped ahead in market share thanks to a new found competitive advantage, such as better technology, an improved buying
experience, or product improvement.



WHAT’S IT MEAN TO BE A CLEVER INVESTOR?
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CODY IN CAR
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m

REMOTE CONTROL
LAMBO

VOICE MAIL OR PHONE
CALL FROM CODY

ONE ON ONE CALL
WITH MENTOR

REFERRAL PROGRAM
EARN FREE OR $

SWAG BAG

1ST COME 1ST SERVE
PROPERTY REFERRAL

CODY & GUEST IN CAR
GETTING COFFEE
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SHARING THEIR EXPERIENCE

WITH THE WORLD
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INVEST IN CONTENT

CREATE & CURATE TO BOOST EXCITEMENT & CONVERSION



RECOMMENDATIONS

This allows us to carefully craft a messaging matrix that defines our branded language when speaking to each persona in regards to our product; it's features and pricing. Each
persona is then aligned with our marketing automation and CRM customer flow so consumers can be identified, segmented and fed the appropriate content at the appropriate

time. Combined with insight from internal resources and practicing unified marketing we can develop an intelligent customer strategy by constantly measuring metrics and filling
gaps as necessary.

Create custom audience in Facebook and look at demographics

Social listening — What are people interacting with, discussing, asking?
Interview prospects and customers

Interviews with people we want to become customers

Customer surveys and market research

Internal workshop with different teams to provide insights such as sales

,—0 1( e 1( o 1( o 1( o 1( o 1( o |

IDENTIFY QUESTIONS ANSWERS MAP AUDIT FILL GAPS CREATE
Personas; define What's persona’s need | | Answer the questions | | Map content available Audit content find Ask, where are we Content to fill in
concerns, drivers, role, | | at each stage of their each persona asks. to the questions that what'’s is valued. missing content? missing areas and
etc. buying process? content can answer. content for personas.
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FRICTION
OBJECTIONS
PAIN POINTS

CONTENTTO
EDUCATE TO ELIMINATE
FEAR & DOUBTS

CONVERSION

EL JEFFE
y L THINKS & FEELS
o L o INFLUENCES
PAIN POINTS
V GOALS /WHY

CHANNELS

AD & PRODUCT
TARGETING

PRODUCT MESSAGING:
SPEAKS TO THEIR WHY & HOW WE
HELP PAIN POINTS

FRICTION
OBJECTIONS
PAIN POINTS

CONTENTTO
EDUCATE TO ELIMINATE
FEAR & DOUBTS




RECOMMENDATIONS

The buying process can vary for different personas, for this example it is broken down into five basic stages where content is determined by questions which personas would ask
as they move through the buying process. Each persona’s customer lifecycle would be monitored, adjusted and tested to know how and where improve is needed. Predetermined
metrics will help define success and also show effectiveness at each stage.

Early — — — — HIGH VALUE CONTENT, BEYOND DISCOUNTS AND S TEST &
PROMOTIONS MOVE THEM TO THE NEXT STAGE MEASURE REPEAT
Buying Stage L INNOVATE
Persona A B Middle ;[ ;[ ;[ ;[
Late — — — — :I
Early — 1 — — HIGH VALUE CONTENT, BEYOND DISCOUNTS AND S TEST &
BUving S | | PROMOTIONS MOVE THEM TO THE NEXT STAGE MEASURE \\ NOVATE REPEAT
Persona B uying Stage || Middle —1 —1 —1 —1
Late — — — - :I
Early — — — — HIGH VALUE CONTENT, BEYOND DISCOUNTS AND S TEST &
PROMOTIONS MOVE THEM TO THE NEXT STAGE MEASURE REPEAT
. || INNOVATE
Persona C Buying Stage L Middle —1 —1 ;[ —1
Late — — — — :I
ENGAGED —[ L H H H j
The Blender — TEST &
MODERATE —1 —1 { —1 j > MEAsURE ST & REPEAT
DISENGAGED 1 | — —




OPTIMIZATION

STANDING STILL IS MOVING BACKWARDS



RECOMMENDATIONS

It's always good to be testing but sometimes you need to fix what'’s broke. | like marketing to remain agile, iterate and fail fast. It’s the only way to test theories, innovate and stay
on top of trends. Even if we are OK with failing and iteration, that doesn’t mean it will be done haphazardly. Best practices remain.

This is the cadence at which we march to continually improve.

Scheduled landing Page A/B testing, email subject line testing, Ad testings

Content calendars & production calendars plus experiments and innovation calendars
Scheduled reporting on outcomes, metrics and KPIs from your area of ownership
Yearly and quarterly company initiatives and marketing planning

It's important to spend time concepting and think like there is no box. What are the things we have never tried that can have a huge impact versus the small tweaks that move the
needle.

Each channel needs a documented strategy with defined goals, and metrics to show success. Until this is done, activities have no direction boundaries.

YouTube’s core objective is to provide Though Leadership. We do this by providing Real Estate tips, advice and motivational content around the entrepreneur mindset.
We want to attract X amount of impressions per month, X amount of views per month, X% of these visit our website/product page (which converts at X%).

We want X amount of these new visits to follow us on X channels. $X amount of revenue is made by displaying ads on our videos. X% of leads are converted by YouTube
content used in various points of our funnel.



RECOMMENDATIONS

Weekly Activity

Weekly Activity

Weekly Activity

Weekly Activity

BRANDED
Emotional General Video
Free resources
Product Tutorial
Inspirational
image

EDUCATIONAL
Tips Articles
Quick tips
Blog post
Community
question

SALES / OFFER
Product Video
Success
stories
Intriguing

NEW offer

CURATED

Blog

Best on the web

Infographic

Supports our
value prop

Image

Moment of Joy



RECOMMENDATIONS

As a fly on the wall in meetings there’s a lot of post launch corrections related to disjointed advertising, copy, emails, etc.

Show the team proposed user flows

All creatives need to go through an approval process to ensure cohesivness

Show the team propose email program with suggested A and B versions of the From: Subject: and Preheaders
Tell us how you're A/B testing email copy, the philosophy and what you expect the outcome to be



PROCESSES

STRUCTURE & ACCOUNTABLITY



There seems to be very little transparency into exactly what is being done, when, amount of time, results, etc. despite meetings. It's “I'm going to do this.” There's no accountablity
into the result, delivery and strategy.

| talk a lot about accountability and ownership, how it trickles down to each team member in marketing. Transparency creates accountability, high performing marketing teams
need documented project processes. | want everyone to understand how long every type of marketing project takes from cradle to grave versus arbitrary dates pulled out of you
know where. What are the steps, milestone and deliverables. What team member is responsible for what and the consequences for failure. Accountability is a two way street. Some
of the processes that need to be developed are:

Project kickoffs - You tell us requirements, hopes and dreams & we'll make it happen.
Review process - Simplify who the owner and one reviewer is.
Post mortem reviews - Let’s discuss what went wrong and fix.

Common project turnaround times - Establish agreed upon / standard times

It's important the project management system uses automated work flows to eliminate manual passing of tasks from one team member to the next. For example, once a
copywriter is done writing the copy and completes the task it should automatically move that task to the designer and notify them.

Everyone is required to use it and check off tasks.
Project templates need to be created for common projects.

Everything we do is inside the system and planned. We need complete transparency in workload and accountability

Can we utilize our resources better or do we have the right people doing what makes the largest impact? Example is Zach needs to be writing copy versus Trevor. We need to get
the resources developed to streamline his process, know the voice and represent the brand without Trevor.



