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Get Small to Go Big —
Scaling ABX through Creative
Integrated Campaigns

Casey Carey

CMO
Kazoo



- “Houston, we have a problem”
- The Big SHIFT
- Three Steps to Nirvana

Agenda

- Some Results
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The challenge that was in front of us

New ARR Bookings

1Q19 2Q19 3Q19 4Q19 1Q20 2Q20 3Q20 4Q20 1Q21 2Q21 3Q21 4Q21

> i}.‘u‘:vthrough 2021







GET
SHIFT

DONE

A change in strategy
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“Hey, takin' on a challenge is a lot
like ridin’ a horse.

If you're comfortable while you're

doin’ it, you're probably doin’ it




The big strategy reset

Brand Two product brands —> Single platform brand
CEISIEI Selling low —> Selling high
eiilesl[slsl Being “A nice to have” —> Being “A must have”
=l Casting a wide net — Using a fish finder
o 1ng[oE1le[s I MQLs via email nurture —> Integrated, micro-segments

through




The foundation of our GTM strategy

IDENTIFY PRIORITIZE ENRICH TARGET MEASURE

ACCOUNT
ENGAGEMENT
& DEMAND

SCORE
ACCOUNTS

& CONTACTS
1 8.6 8 & ¢

CAPTURE

ad

TARGET
PERSONAS

CONTACT
INTELLIGENCE

',

LB S

JSense through




Our plan for using ICP & intent data

dsense Breaidihrough 2027



Our “6-box” prospect segmentation

Strategic segmentation to maximize efficacy of programs and media spend.

4sense GQ

Buying Stage Score
o Target Awareness Consideration al Customer
= Purchase
(<]
w
E Strong
< Ideal
; Customer
Moderate
Profile
(Icp)
Weak
pe

Core Prospect TAM

e  Employees =100 to 4999
o Geo = NOAM
° Domains != Kazoo, Competitor, Partner
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A three-stage campaign strategy

Brand Building = Reach & Awareness

\_ i
The Power of Employee
Recognition and Rewards

eeeeeeeeeeeeeeeeeeeeee

Segments

- Sub-Industry

- Competitors

- Customers

- Review sites

- Current topics

through



First...

Nail demand capture

bdsense Breaidtnrough 2027



Get really, really, really good at demand capture

Focus on identified demand 2Q19 v. 3Q21 net results
MQLS = hand-raisers « 76% fewer MQLs
Improve the quality « 25% fewer opportunities
Purchase stage content - % the marketing team and smaller budget
More product information
Pricing page - Grew new ACV 38%
Demo gating

* Improved win rate 23 pp

Event lead scoring - Improved MQL to Win Rate 3.6X

New positioning & messaging
Focused sales enablement
Process efficiencies and reporting

Things that matter most: pipeline created, % of in market demand captured,
and MQL to Win Rate

UAthrough £




kazoo
yvv

Sourced Pipeline (QTD)

Inbound Qualified (SQO) Pipeline

Oct 1, 2021 - Nov 24, 2021

Current Stage of Pipeline Created ($)

Plan Actual SQOs Avg Size
$2.25M $1.46M 51 $28.6K
8 -28% t 29% t 24% t 4%

64.8%

$1.4M $1.5M
$1.2M
$931.0K
$675.7K
$417.9 [l $471.2K .
i .

2-Create 3-Collaborate 4-Confirm 5-Closed
Segments
YTD Pipeline YTD SQOs YTD Avg Size
Segments « SQOs Marketing Sourced Pipeline % A % of Total $7 61 M 232 $32 8K
1 Small 13 $284,120 I 75%1 20% ' 12% ' 24% s 10%
2sMB 18 $421,835 I, 6.5 ¢ 29% cQ Pipeline CQ Opptys CQ Avg Size
3 Mid-Market 12 $353,800 I 146.7% 1 24% $1.76M 55 $32.0K
4 Small Enterprise 5 BloleRele] 00000 ] 24.8% t 21% 65 Bl NGk NG iy
ipeline pptys vg Size
5 Enterprise 3 $86,505 I 17.5% 1 6% $660 52K 22 $30 OK
Sourced Bookings
CQ Plan CQ Actual CQ Bookings Forecast NQ Plan NQ Bookings Forecast
$724.7K $117.8K $829.0K - $943.7K $559.0K - -
t 33% § -13% § -23%




Next...
Get more “shots on goal”
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gxso US TAM - Core Prospects

Last Month Over Previous Month

SEGMENT PERFORMANCE CONSIDERATION
Accounts Intent Activity % Reached % Engaged 6,565
9.3K 79K 81% 37% o
$ -33% § -22% t 3% t 19% Entered DECISION
488 2,368

» $ -23.0% § -22.4%

Entered PURCHASE

586 302

+-28.0% % -20.5%

4K

Stayed

4,660
8 -42.3% Entered
0
B A A A LA AP AR AP\ A A A AN AN AR\ 1 44
oe® .5693‘ 6"*‘)6. 5""’1‘ %a‘)gée'\’\\'%e\’\%éeﬂ’ 6'539 1;59,9\%‘539 \;-39,9 ’béeQ 5;5& 1%@? R Oc’\\‘ §-32.7%
Entered Entered Stayed
1,417 210 158
$-18.1% t 22.1% 8 -4.8%
UISC;-?:IYtI —(S:t‘r);ﬁg or Moderate 6388 New In-Market Accounts
= = §- o
- Buying Stage = Consideration OR Decision OR Purchase
- Geo =US

- Employee Size >99 AND <5000
- Type != Customer OR Competitor



Re-mapping content to the Buyer's journey

Product Decision

“show me” “convince me”

« The Only People Strategy  « A Framework for - Why Remote Performance . Platform Sales BOM
that Matters for Your Creating Engaged Management Doesn’t Work .
Company Right Now Employees No Matter (and what to do about it) » Customer Videos

- A New Future of Work -9 Where They Work - What is an Employee » Snapshot Demo
Workplace Shifts . The 6 BIG Problems Experience Platform?

Today's HR Leaders )
Need to Tackle - Website - Platform pages,

pricing, and videos
. Website - Solution Pages

through




Micro-segment campaign components

Campaign BOM

Campaign brief Q  What to Know
Primary messaging Qd  Whatto Say
Account/contact/segmentation Q  What to Show
Buyer journey flow O  Whatto Do

Partner strategy (if applicable)
Media plan

Campaign landing page

Pillar asset (MOFU) =1 = L=

Pillar asset BOFU) |~
Case Study/customer video @@‘ The Kazoo Two-Minute Story

_Oid Way

OB AE/SDR cadences g o] aepmf

. . ! O enssr O ] istorical
Supporting assets & creative ! B momin c

Lol dooddoro

through




Sample micro-segment campaign

= Total Audience - 588 CUs, $14.5M potential ACV

Credit Union Crisis: 5 Ways Credit unions
it love Kazoo
¢ to Save Your Employee ot
=y Experience
A | & min read

In Market Audience - 78 CUs

Credit unions that partner with Kazoo see up to.

Campaign Content

kazoo
P R;:DY 10 IABROVE Y OLiR . 5 Ways to Save Your Employee Experience
CONSISTENTLY GAVE A MEMBER EXPERIENCE? - RBFCU Qase Study
GOOD SERVICE? Al . CU Solutions page
;;rcu did It. ::""::Y":lzn";::“m ‘
Results (first 90 days
== - . Reag:h =74 accz’)u)nts (95%)
Outbound Plays - Impressions = 114K
O O . Spend =$1,650
) ) . Solution page visits = 28 accts (38%)

. Case Study visits = 26 accts (35%)
. Open opportunities = 5 ($136.5K)

lAthrough




And...
Build the brand
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Three strategies for creating a B2B brand

Primarily through paid advertising,
sponsorships, and industry events,
focus on sustained target market
reach and frequency.

BRAND

Use content, owned events, and
communities to consistently engage

Use social media, press, analysts, with and provide value to the target
review sites, influencers, partners, market.

and customer advocacy, to leverage
word-of-mouth within the market.

bsense Breaiihrough 2027




Thought leadership - building the EX category

The future of work is here. Is your company ready?

Manifesto for the The Kazoo Employee Engagement Survey
Future of Work Thrive Index Toolkit

XPERIENCE

THE EV‘IVPLOYEE.‘E
REVOLUTION

uuuuuuuuu
eeeeeee

Employee Experience Impact The Employee Experience
Calculator Business Case

BUSINESS CASE

FOR THE EMPL )YEE EXPERIENCE

lAthrough




Next up...

@ ook

partners -— social
Resource Virtual
Center Events
EMPLOYEE ":XP‘ERIENCE
REVOLUTION
influencers 6 PR
Q&A
Community
blog newsletter

Podcast

lAthrough




Celebrate...
The results
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Get SHIFT Done results

+307% | [ +454%
+63pp | | +70% | | +21pp
MQL quality 4Q21 MQLs YoY deal win rate

Jsense



Closing thought

"Lead generation is not the strategy. Great
marketing is the strategy and-leads-are-
demand is the result.
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Thank You!
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