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Executive Summary ¥

What is Solutions Nurture?

. — Behaviorally-driven customer experience
O — Global program driven by dynamic content, marketing automation, and a decision engine
% — Engagement-focused customer journeys that deliver the right content at the right time

when the customer wants it, all focused on Dell solutions
What drives Solutions Nurture?
: — Dell-built program logic to help the customer down the purchase journey path

Modular content that supports scale and flexibility to build thousands of different
scenarios

— Visually engaging content that drives interest and increased engagement

What are the benefits?

Increased Higher Significant Increased Faster lead
speed to engagement Revenue product solution | creation- from 7
market- metrics - 25% Influence- 35% selling- 3x days to just 4
reduced email open rates and increase in higher hours

production time | 4.8% CTRsvs. 12% | conversion rates | Average order

by 30% and 1% to pipeline values when
respectively with contact s
push marketing nurtured
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Content-driven engine

A flexible program design along with modular content capabilities amplify the reach of finite number

of assets to produce a scalable responsive email program. Customers experience content as part of a
solution journey, instead of a singular email.

D

Supports all 4 2,000 unique
B2B customer customer
Business segments for experiences
Dell supported
Scale A2
 —
O— 650 versions of emails multiplied across 5 languages in 6 countries, all being
O0— managed by one user interface and a handful of wireframes.
Content
Scale
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The Big |dea

Strategic shift: Using dynamic content, marketing automation and a decision engine, Dell built a
behaviorally-driven customer experience that scales to support thousands of unique customer
scenarios, allowing the customer to choose their own path.

Respond Give

to customers'’ them timely,
digital body relevant
language. information.

Contact’'s interaction
defines nurture path.

Multiple entry points give contact a
journey relevant to their pain points
and last engagement.

Identify

Create Generate Support
conversations. customers, retention programs
not leads. and account

relationships.

L
)

Discover Educate Compare
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The Solution



Solutions Nurture 3.0 {

Solutions Nurture 3.0 focuses on aligning content to customer purchase phase, starting with thought
leadership content in the “identify/awareness” stage and narrowing down to the optimal Dell solution
as the customer shows more interest via engagement.

Thought Industry pain Dell solution
leadership —> points > focused

.’.\ ./ 3

)

Journey: Journey: Journey: Journey:

Identify Discover Educate Compare

Broad solution Pain point Dell solution Sales
identified identified identified readiness

< _____________________________________________________________________________

If non-engage, begin moving backwards to course-correct on topic in an attempt to
re-engage.
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Solutions Nurture 3.0 {

Along each phase of the purchase cycle emails are used to serve up relevant content providing
customers an opportunity to engage. As they engage the program sends them emails related to the
last topic they engaged with until customer action or inaction indicates change in customer interests;
at that point the rescue program works to course correct by broadening the topics.

Journey: Identify Journey: Discover Journey: Educate

Journey: Compare

Email 1 Email 3 Email 5 Email 7

Email 8

Email 9

Program: Rescue

|
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9

Customer experience example L

For example, if contact engages with topic, “optimized enterprise,” they continue to receive emails
relevant to this topic. The program works to narrow down the particular solution the customer is
interested in, this continues until we know enough about their interests to hand to sales as a qualified
lead.

1. Receives 3. Arrives on 5. 10 days later, 7. Arrives on 9. 10 days later, sent 11 Arrives on landing  13.Passes to SFDC
Discover email Landing page A4 sent Thank You Landing page Thank You page for A82 with Campaign
for Optimized 4. Views video Educate email A29 Compare email 12 Fills out form and Redefining the
Enterprise. for Optimized 8. Downloads asset on Redefining the submits Economics of

2. Clicks on Asset Enterprise Economics of Storage and
A4 CTA 6. Clicks on Asset Storage Marketing

A29 CTA 10.Clicks on asset Comments
A82 CTA within 4 hours
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The Execution



Three critical areas of focus

NURTURE DESIGN MODULAR CONTENT
Automate the deployment Provide an agile and
of 1.1 Marketing emails automated capability

allowing scale and
optimized production
process for email
deliverability

CONTENT STRATEGY

Pilot and test design,
determine cost effective
model for global content
generation
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Audience selection

The program has an automated process to input contacts real-time from different sources across
the organization. Program logic evaluates customer last action and aligns to appropriate topic and

purchase phase to ensure most relevant email is sent first.

Sales Form Third- Customer Dell.com
Nom Submits Party Support '

Non-sales

read
leadg

% o ldentify pain point,
score last engagement,
and place contact within
their relevant journey.

Identify Discover Educate Compare
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Modular content enables personalization X

Modular content builds out personalized emails based on the customers’ demonstrated interest and
phase of the buying journey. Content is adjusted real-time and enables flexibility to expand the
nurture program across new topics to match Dell's ever evolving solution sales.

Compile source data: Derive pain point Deliver relevant
Previous activity identification and content
and interest engagement score
Expired sales read
. leapd y Pain point identified: Storage
Eq Storage event Engagement scored: Compare
m attendance
=n  Acquisition Pain point identified:
lead Unknown
Viewed brand Engagement scored: Identify il et
L)
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Modular content snapshot

All content within the email is broken down into building blocks including headline, body copy,
Images and calls to action. This allows the content to be flexible and independent of each other,
allowing utilization of message components across over 2,000 customer scenarios.

View Online

=2

Headline

Short

Body Copy Transform your IT organization with Dell.

Long

Promo
Subhead

| posuere. Donec at tempor quam. Sed vitae rutrum metus.

Lorem ipsum dolor sit amet aenean suscipit »

Inf¢

posuere.

Headline /? ellent all-flz
Promo torage Switzerland

|’4

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Quisque sagittis vitae lorem eget

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Quisque sagittis vitae lorem eget E

Image/lcon
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CTA Text
Long

I Thumbnail

¥ of asset
Body Copy
Promo

Modular Content

All content is modular, referencing
previous behavior to determine what is
being merchandised next.

Wireframes
All responsive design, for mobile, tablet
and PC

Flexibility and Scale

Content is loaded into one tool that can
be reused for other messages and edited
quickly



Content experience: responsive design

Solution Email Solution Landing Page

=)

Reduce the risk

R e d u C | n g t h e li | S k No matter how well you're prepared, chances are you will
' : : be hacked at some point. A mature Managed Security
Don't let security threats hinder your grOWth' Ranking the models for security services Services Provider (MSSP) with specially trained Incident

Responders can significantly reduce the time it takes to

control a breach. This paper presents the advantages of a

Be proactive in fighting against future breaches. Find the solution that is right for you and be
prepared to respond to a security breach by having the right preparations in place.

single-outsourced solution for managed security services
and incident response and how data gathered from

A look at risk reduction through managed security
services and incident response.

Cyber security is a process, not a manage thousands of networks, giving
destination. No matter how well you're them the ability to deliver security

monitoring and managing the network gives responders a

head start on a swift response.

Reduce the risk »
[View the Infographic]

Learn more about how t

View the Infographic »
i get hacked.

A

Contact a Dell Expert >

Don't let security threats hinder
your growth.

lonal Information:

Be proactive in fighting against future e
breaches. Find the solution that s right for
you and be prepared to respond to a security
breach by having the right preparations in
place.

View the Infographic »

Reduce the risk

No matter how well youre prepared, chances
are you wil be hacked at some point. A
mature Managed Security Services Provider
2014 Dell | For more information on how Dell handles your personal data please see our privacy policy. {H55P) with specially trained Incident
Responders can significantly reduce the time
it takes to control a breach. This paper

Reduce the risk »
[View the Infographic]

presents the advantages of a single-
outsourced solution for managed security

What every CISO should know » Counter the threat » Ranking the models for security services.
services and incident response and how data
. gathered from monitoring and managing the
[Read the Article] What every CISO should know > network gives responders a head start on a
swift response.

[Read the Article]

Learn more about how to control a
breach when you get hacked.

Responsive design
Mmaximizes reception

Get the tips every CISO needs to know
with this guide to advanced attackers.

Contact a Dell Expert >

Additional Information

Get the tips every CISO needs to know The four steps Dell Secure\/orks uses
with this guide to advanced attackers. help you defend against threats.

Counter the threat >

across different devices
based on dimensions set
within the code.

[View the Infographic]

Talk to De

The four steps Dell SecureV/orks uses to
help you defend against threats.

- EE
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Content Experience: consistent look across topics

Why Dell for End User
Computing

—

Future-ready transformation your way

Security Solutions Optimized Enterprise

)

Transform your IT organization with Dell.
When IT s efficient, your business s more successful, Learn about el T solutions that can
help you breakthrough performance and efficiency, 50 you can do mare while saving money.

Lorem ipsum dolor sit amet, consectetur adipiscing elt. Quisque sagittis vitae lorem eget
posuere. Donec at tempor quam. Sed vitae rutrum metus . . .
Services for an agile enterprise Hiitah valiw Vit BRAREIT)

[Read the Article]

Lorem ipsum dolor sit amet aenean suscipit - o . . ) '
P Modernization is key to creating an end-to-end solution that is both secure and agile. Don't let
Iwfoumphic} your enterprise fall behind. Be certain with application modernization.

Modernize with certainty »

[View the Infographic]

Lorem fpsum dolor 51t amet, consectetur adipiscing eUt. Quisque sagitis vitae lorem eget o I

posuere.
Be certain of your future with an end-to- Keep your edge in the market with a
end approach. modern cloud-based system.

S 2

Be protected from endpoints to enterprise.

R e N e Discover the value of density.

Lorem ipsum dolor 5it amet, Ensrs your data 1 560 with 3 Compeehenshe apprcach to secsing mtpte oadpolnts, Learm You are subscribed a5 zolutionsnurture sGW Manage, secure and modernize your mobile infrastructure STy i e e
3beut flexiie st of snhanced secity soutions Gons transgarency, helplog Sminace s more about how density solutions help save your data center money.
Tayption, s emat 1 an scvertsement or slcation. Toupantl| | 2443ty t by bl v o v it seicon s
securty. proc protect your sttt capital rr——

Center. If you do not wish to receive ema

il r
please see our Policy. Dell i located at One Dell Way, R [Read the Article]

T——

—q 0 ographic]

Stop attacks n their tracks

Loarn hove to guard against advancort Consider the TCO véen selecting a patch
forms of malware attacks. " oo,

data center. ‘Ppopuiation growth with Dell and Intel.

Talk to Dell

Vo e o oot 1 1 e com

Each topic has a desighated brand color to ensure consistency
throughout the story.
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Topic snapshot: security

With Solutions Nurture, customers get to choose which assets they will see through their actions
with content. Customers receive content on the topic they have demonstrated interest in as each
asset the customer engages dictates the next communication they receive.

Discover Educate Compare

How to find the right
rity assessmer

The best defense
is a good defense.

Solar cells manufacturer -
g a Identity and access management

for the real world

Request a security consultation.
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Customer journey snapshot: security
A customer who downloads an infographic about security trends is sent an email with more security

content. Since they engage with Network Security content, they are served up detailed solutions
Dell offers for Network Security in the Compare Journey.

Discover Educate Compare

More data=more risk

Data is growing exponentially

| every year

Identity and access management

for the real world

286 million i

Cost of a data breach

to companies and individuals
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Thank you for your
consideration.

For more information, please contact:
jessica_waleke@dell.com




