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Google Tweets

https://bit.ly/2yu4gTo

Google Analytics &
@@ @googleanalytics

"A good creative marketing campaign can communicate
an organization’'s message to potential customers in a
novel way that overcomes barriers and ensures
engagement." mkind.com/2Q6xWuk /by
@nobledigitalone for @marketingland #measure
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https://nobledigital.com/data-to-creative-performance/?utm_source=noble_pdf&utm_medium=pdf&utm_campaign=noble_knows_data&utm_content=strategy_launch_package_deck
https://nobledigital.com/?utm_source=noble_pdf&utm_medium=pdf&utm_campaign=noble_knows_data&utm_content=market_muse_deck
https://bit.ly/2yu4gTo

© Semrush @ @sernrush - Mar 16

Slapping together some ideas and a logo isn't a brand strategy. Here's a

guide byl@nobledigitalone via @martechismktg to help you create and
execute a well thought out strategy to promote your brand.

What do you think about LEGO's company mission $ ? bit.ly/3wdN2pi.

Belief

Children are our role models

Inspire and develop the builders of tomorrow

A global force for Learning-through-Play

System-in-Play

Imagination « Fun » Creativity « Caring « Learning « Quality

Play Promise People Promise Partner Promise Planet Promise
Joy of building, Succeed together Mutual value Positive impact
Pride of creation creation

Only the best is good enough



https://twitter.com/NobleDigitalOne/status/1504137853260894209
https://twitter.com/NobleDigitalOne/status/1504137853260894209

WHY BRAND?

EMOTIONALLY
CONNECTED

CUSTOMERS
HIGHER LTV
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BUREAU OF LABOR STATISTICS CALCULATIONS
—Harvard Business Review



http://www.bls.gov/opub/ted/2015/occupational-employment-wages-2014.htm
https://www.smartdreamers.com/blog/5-employer-branding-statistics-to-know
https://www.smartdreamers.com/blog/5-employer-branding-statistics-to-know
https://www.smartdreamers.com/blog/5-employer-branding-statistics-to-know

WHY BRAND?

— Brands that
produce purely

erformed abotd better
than

those with only rational content.

- Hubspot
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“BRANDED
CONTENT
IS MORE

MEMORABLE”


http://contentmarketinginstitute.com/wp-content/uploads/2017/09/2018-b2b-research-final.pdf
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“What you

say early in the sales
cycle is far more

Influential than what
you say late in the
sales cycle.”

/

4.5 9 13.5 18
Questions Per Call

. Gong



— Competitive deals are won early, when the
battleground is still fertile.

— Competitive deals are won with discovery
technigues, NOT closing techniques.
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I HIGH LEVEL AGENCY OVERVIEW
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Companies around the world choose Noble Digital

Our clients include publicly-traded companies, funded startups, small retailers and local service providers - across all verticals.
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User Experience
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Brand Experience

User Interface

Customer Experience/Employee Culture



BRAND EXPERIENCE

PURPOSE
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What Unilever is actually
selling

Water, Sodium Laureth Sulfate, Sodium Lauroyl Isethionate, Stearic Acid,
Cocamidopropyl Betaine, Fragrance, Cocamide Sodium Tallowate or Sodium Palmitate, Lauric Acid,
Mea, Sodium Chloride, Ppg-9,Citric Acid, Sodiumlsethionate, Water, Sodium Stearate,
Tetrasodium Edta, Methylchloroisothiazolinone, Cocamidopropy! Betaine, Sodium Cocoate
Methylisothiazolinone, Blue 1, Red 33. Or Sodium Palm Kernelate, Fragrance,

Sodium Chloride, Tetrasodium Edta, Tetrasodium
Etidronate, Titanium Dioxide (Ci 77891)
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— Hollywood Three-Act Structure
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Ordinary World — Call to Adventure — Refusal — Mentor Meeting — Crossing the Theeshold | Tests — Allies — and Enemies - The Ordeal - The Reward - The Road Block -

B - *" '
BEGINNING MIDDLE END

(Aristotle)

SETUP (1-30) CONFR(()SNI%TIIQ)N (30-90) RESOLUTION (90-120)
yd Fie

ACT ONE (1-25) ACT TWO (25-85) ACT THREE (85-110)
(Blake Synder)



— Pulp Fiction
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Breaking
Bad

For educational purposes only

SKYLER

Where were you?

Walt doesn’‘t

answer.

Skyler turne his way, stares at him.
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Master Storyteller
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FILM
Acts/ Sequences/ Units/ Scenes/
Turns/ Beats

MARKETING
Goals/ Initiatives/ Campaigns/ Assets/
CTAs/ Conversion




optimism _ _ - -o_ love

Key InSight: L serenity
People Make Bad Decisions ""'
When They Are “H’angry” veness itidpation X v

\ submission

Creative Execution:



American Express launches latest direct mall
campaign to cardholders. Brand reminds consumers of

purchase benefits by shopping with its merchant
partners!




American Express creates "Small Business
Saturday.” Brand champions local merchants who

consumers overlook when shopping at Big Box stores
on Black Friday and Cyber Monday.
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Active
N « Sensation: Experience as sense-pleasure.

 Challenge: Experience as obstacle course.

» Discovery: Experience as uncharted territory.
» Fellowship: Experience as social framework.
» Expression: Experience as self-discovery.

» Fantasy: Experience as make-believe.
 Narrative: Experience as drama.

. « Submission: Experience as pastime.
Passive

https.//contentmarketinginstitute.com/articles/ar-vr-stories/

& TECH- @NobleDigitalOne


https://contentmarketinginstitute.com/articles/ar-vr-stories/

NNNNN

Business

Positioning Campaign Comms
Problem/ : ) = :
Client Brief | Messaging [o[-F: Barriers
Pains/Gains ~roduct Truth Creative Sales Objections/ Ove_rco_mlng Media
. Cultural Truth . Obijectives/
Validated Storytelling Brand Loyalty L Placement
Consumer Truth Activations

Campaigns act as a “test” of the how far you can push/stretch your brand narrative to achieve various business goals like:
new customer acquistion, new audience segments, website performance optimization, retention, etc.
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