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TAB Online Marketing 2004

Background:

 TAB: $120 million company in US,
Canada, Europe, Australia

* Filing and records management

e Low interest category, but emerging In
Importance

e EXxisting online program was generating
30-50 Iinquiries a month (not leads)
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Goals

e Generate more online leads
 Build opt-in list

 Move up value chain - connect to
opportunities outside the file room

e Strengthen relationship with customers
and increase customer
intelligence/intimacy
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Strategy
(Re-) Connect with our customers using
value-rich content:
e Get very intimate with customer pains

* Develop practical, shareable content
assets that address these pains

« Use content assets in multiple media

 Measure continuously what content and
formats work best
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Content-based Lead Generation Program

Get intimate Newsletter
with : |

customer pains
-customer
interviews Web site

Use Content Track

Content

—> _ in Multiple Wataing,  Through
Medias Medium

Develop Sales

Collateral
sharable J

contentthat
addresses
those pains -



How Did We Develop the Content?

Interviews:

— Key customers
— Prospects
— Sales force

Surveyed our audience
Looked at key search terms
Competitive messaging/content

We put this all together to develop a content

plan based on:

— Prospects and current customer needs and pains
— Corporate Sales Strategy
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Example Content Asset

Tips for Managing Paper and Electronic Records in th e Hybrid Environment

TAMING THE TWO-HEADED BEAST:

TIPS FOR. MANAGING PAPER AND ELECTRONIC
RECORDS IN THE HYBRID ENVIRONMENT

/

TAB

www tab.oom
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Website - Before



Website - Optimized



Lead Capture Page — New Customers




Newsletter



Lead Capture Page — Repeat Customers



Google PPC



Sponsorship




Tracking — Hybrid Tool

Where Our Downloads Came From




Tracking — Content Popularity

Which Content is Generating Leads
Sample




Tracking — Content Longevity

Long-tail of Download Activity
Document Conversion WP

| * -

| * -

[*x%x

+~k-

01 %




Results

From 50 leads a month — 250 leads a week in 2 years

Opt-in list has grown organically to over 20,000
subscribers

Content assets continue to generate leads for up to 30
months

Deep understanding of customer needs
Powerful customer and industry feedback

Evidence of TAB positioned as a “thought leader” in RM
iIndustry

1200% ROI over past 24 months



Key Learnings

Content works hard as a marketing tool to connect
with customers “beyond the file room.”

— Reach new markets and market segments with the same
products

You need to measure the success of your content

— One big surprise is that case studies are significantly less popular
than other tools

Good content has a long “tail”

— Because content is searchable your marketing investment keeps
on working for up to two years

Phase 2 of the program is audience segmentation

based on program and market learning

— Tailoring new content to fit sub-targets so it can work even harder
as a marketing tool
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