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WHO WE ARE




' Mark Kats

{i

VP, Portfolio Consulting Lead

Manifest Years Leading the Business
“Grown-ups never understand anything by
themselves, and it is tiresome for children to be
always and forever explaining things to them.”
— The Little Prince

* Leads CDW account strategy and operations for Manifest Dogs at Home

e (QObsesses over constant forward movement and evolution

* Connects the dots

, @ActualKats m linkedin.com/in/mkats
Lunch & Learns Kicked Off
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https://www.linkedin.com/in/mkats/

Ricky Ribeiro
VP, Creative
Manifest

Times Seen Avengers: Endgame

“People think in terms of good and evil when really
time is the true enemy of us all. Time kills
everything.” — Kaecilius, Doctor Strange

* Leads Manifest’s team dedicated to CDW Years Leading a 20+ Person Team

* Loves finding creative solutions to complicated business problems

* Drives the vision

' @Ricktagious m linkedin.com/in/rickyribeiro

Voracious Appetite for Mexican

content,
marketing™
@world2019


https://www.linkedin.com/in/rickyribeiro/

Ryan Petersen

Sr Manager, Marketing
CDW

“I want to be a Twitch streamer when | grow up.”
— Luke Petersen

Years at CDW

Orchestrates content marketing at CDW
Years on Content Council Brand Advisory Board

Relentlessly collaborates and builds effective teams

Steers the ship

, @RyanPete m linkedin.com/in/ryan-petersen-6170021/

Amazing Children at Home
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https://www.linkedin.com/in/ryan-petersen-6170021/

WHAT WE’VE BUILT




CDW'’s Content Marketing

Our program supports CDW’s owned-media brands, Solutions Blog and corporate campaign content.

The Tech Magazine owned-media brands,
with CDW’s customers at their core, are the

foundation. Consideration
@ Solutions Blog The voice of CDW experts, Solutions Blog
Insights From Experts is our platform to showcase CDW’s
Whoter technology point of view.
= a N AR ‘
e Sutors by ‘ Content meets commerce on cdw.com, = [ A
. ™ where users are more likely to have Customers - ——— Purchase

demonstrated intent to purchase.
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CDW'’s Content Marketing

We are proud to have been voted Best Content Marketing Program and Best Agency/Client Content Marketing
Partnership at this year’s awards!
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DOCUMENTING
YOUR STRATEGY




65% OF THE MOST SUCCESSFUL | 111
R O, T
CONTENT MARKETERS HAVE A BRRY =

\ | |
DOCUMENTED CONTENT STRATEGY. . '. R

|
Sa T

Aah "?*;-

P\ Vi /1,‘{
K :mr )
~ C%&%ﬁ\m Ha0)

‘1 ,em‘f I\ '

wgt— conmm'r

] ,_ W
nmt 6 0k

content,
marketing™
@world2019



YOU NEED TO ANSWER THE
FOLLOWING QUESTIONS AS YOU
PROCEED WITH ANY MARKETING
APPROACH, BUT THEY WILL BE
PARTICULARLY HELPFUL FOR A
CONTENT-FIRST APPROACH ...
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YOU STARTED HERE ...

« What business challenge are we solving?

 Who’s the target audience?

« What’s our unique content niche?

« How do we get our content to our target audience?

« How do we measure success?
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DEVELOPING YOUR
ACTIONABLE ROADMAP




UNLIKE YOUR DOCUMENTED STRATEGY,
A ROADMAP IS AN ACTIONABLE STEP-BY-
STEP PLAN TO GET FROM HERE TO THERE.
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Why Build a Roadmap?

AS A MATURE, MULTICHANNEL PROGRAM
THAT’S OLD ENOUGH TO GET A DRIVER’S
LICENSE, IMPLEMENTING CHANGE
REQUIRED AN OVERARCHING STRATEGY,
NUANCE AND PLANNING.

HERE’S 5 KEY STEPS TO GET YOU
STARTED...
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Paint a Picture

Create the story and communicate the vision that supports your roadmap. You'll want to clearly
articulate where you're headed and why it's so important to get there.

Extension

Consideration » Evolve CDW's content marketing by extending
top of funnel audience reach and ad revenue
opportunities.

* Audience Growth & Quality

« Ad Revenue Opportunities
* Subscription Strategy

Integration

= Extend the value of CDW's content marketing
through deeper marketing campaign and data

integration.
1 : » Data Integration
¢ B + Sales Enablement
* Proprietary Research
\ Intent te
Customers Lt Purchpes
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Sweat the Details

Consider every part of your program and scrutinize its role and purpose. You'll need to get
organized and target specific milestones that intentionally move the program forward.

et s & G 18 . T ———
IR KT IR KR Lo= g v= Qi o= J ~= J
Audience <¢---------=-=-- . jmmmm===eee=- - Technology
Audence Growth (Reach) | N « Persocnalzation Engine
Audiencn Qualty (Engagement) « " J * Salutans Mlog Patform Evaluation
CDW Content Program
: i :
Measurement €------------ P temeeeseseees > Sales & Partner Value
Moasuremant Framework s : * Partner Co-Op Opportunities
Data Integration » | + Sales Colaberaten
v
J—— Con y [vp—
EED EED EXD EED « Data Criven Pannng EDD EDP KIB KID
e = & T * Creative Agproach

DATA (IVEN P LAVMING: D18 mELESTOMIS.
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Build Consensus

Make it the organization’s roadmap, not yours. You’ll need buy-in from key internal stakeholders and
from leadership to get anything on your roadmap accomplished. Take the roadmap on a roadshow!

e
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Make It Your Everything

That roadshow ... it's perpetual. Leadership and stakeholders will need constant reminders about
the roadmap and why it matters. You’'ll need to incorporate it with your weekly reporting, monthly
performance meetings, and quarterly and annual business reviews.

AUDIENCE GROWTH AND SALES AND PARTNER
QUALITY VALUE

Creates data-driven Adjusted print circulation Upgraded to Acquia Lift Developed 2019 Updating media kit to
editorial calendars parameters Fremium program goals Include new 2019
opportunities

Maximizing performance Developing test an

d
Developing business case Evaluating media
content output learn plan to drive
Insider for SB migration to AEM wvalue of the program Work with Ogilvy to

Plloting new video formats Ieegrae o
at events Determining program to COW’s value
addressable market proposition

Finalized strategy for
Insider content curation

Creating personalized Implement segment Pilot personalization test
Insider CTAs and assets specfic approaches for with Conversant
each Twitter channel

Aligning performance
content with ed calednars

Develop media kit
roadshow cadence

Pressure test media
value and extend to
cther segments and
full program

Develop scope, plan and
Partner with social team timeline for SB migration speu;?cp psrig'::bg:.w
to enhance coverage on to AEM Define cadence for for sales leadership

COW Corp channels
1dentifying and testing ® CDAN ar'agms team
additional SEO cpportunities and Manifest
collaboration

wis Tz
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Don’t Forget to Celebrate

Take every win! Planning and strategizing, consensus building and executing is never-ending and
can be quite exhausting. Don’t forget to have fun — it's only content marketing.
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YOUR NEXT STEPS




Start Here ...

 Where are we headed, and how will we know when we get there?
« What are the main areas we need to impact?

« What are the tangible milestones we need to accomplish?
 How do we get buy-in from all relevant stakeholders?

« How do we put the plan into action?
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