THE 7 RULES (

ENGAGEMENT IS EVERYTHING

eBOOK

Follow the 7 rules of engagement to attract more customers,
build better relationships, and attribute greater revenue
to your marketing efforts.
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THE RULES OF ENGAGEMENT

96.92% OF CONTENT

REGEIVES ZERD TRAFFIC
FROM GOOGLE'

All that time, effort and money invested for
nothing. It doesn’t matter if your content looks
amazing, contains interesting stories, shocking
facts and figures, and endless rich insights. If
your content fails to engage your customers,
none of it matters.

We see it all the time. Innovative companies that
have developed truly incredible products and
services, and who genuinely want the best for
their client - but they fail to gain any traction
with their customers because their content
doesn't engage.

But it doesn’t have to be this way.

Follow the 7 rules of engagement and your
content will attract customers, help you build
better relationships, convert more of your them
-and ultimately commands greater revenue
from your marketing efforts.

Rule 1: Be pitch perfect. Speak the
language of your audience, articulate the
value you deliver, and make them feel like
they want to be in your ‘tribe’.

Rule 2: Inspire confidence. Your visual
identity needs to provide equal cues about
who you are, what you stand for, the value
you deliver, and what it feels like to work
with you.

Rule 3: Tell a great story. It's the best way
to make a connection, because our brains
are hard-wired to listen for stories.

Rule 4: Get inside people’s heads. Great
content will make a mass audience feel like
you're only speaking to them, because it
shows you understand their current context
and mindset.

Rule 5: Stand out from the crowd. Be
creative. Experiment with ideas. Find a new
way to connect with people.

Rule 6: Pull together. Whether it's customer
success teams enhancing the experience or
finance using the right template, everyone
and every asset needs to be aligned.

Rule 7: Stay fresh. Think about refreshing,
repurposing and re-spinning your existing

content to engage wider audiences or new
channels.
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RULE I/7:

80%o0f your conversion
rate is determined by
your messaging?’.

80%

BUT

350/ 35% of companies
0 have failed to create

a value proposition?.

Anincredible 60% of marketing budgets are wasted
due to a lack of “clarity on the quality, relevance or
placement of their ad campaigns™. Messaging is one

of the fundamentals of marketing, yet 7in 10 customers
are frustrated at receiving irrelevant messages

from brands®.

One of the biggest challenges we see are companies
who haven't taken the time to craft a compelling value
proposition. Think about it: if you dont know who you
are and why you exist, how can you articulate what
you offer?

You need to define your ‘thing’ - your USP, your IP, your
‘secret sauce’ - and it starts with the basic building
blocks of your company:

Your mission: communicate why your company
exists and what it aims to achieve. It can form an
emotional bond with your customers, which will help
differentiate you from your competitors.

Your vision: share your future aspirations. It will
attract brand advocates who align with your brand’s
vision and actively champion it to others.

Your values: be clear on the core principles that
guide your organisation’s behaviour and decision-
making. They attract customers and employees who
share similar beliefs, which fosters loyalty.

T0P TIPS

Identify your secret sauce

Even if your company already has a mission,
vision and values, take a moment to ask
yourself:

What's the point of your company?

Why do you exist?

What do you stand for?

Why do customers choose you over
competitors?

You may discover your business has evolved,
and it's time to refine some of that messaging

to ensure it engages today’s customers.

Perform a competitor analysis

The simplest and easiest way to position your
brand within the market is to identify how
you differ to your competitors - and it could
be anything: a methodology, accreditations
or certifications, product/service attributes,
your data, customer experience, the way you
use technologies.
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RULE 2/7

Your brand is worth 0
30-50% of your 0%
company's value®. to

0%

Yet just 15% of brands
possess assets that
are distinctive’.

Your brand is one of the most important assets you own.
In today’s fast-paced digital world, you only have a few
seconds to capture your customer’s attention, and your
visual identity creates the strongest first impression.
In a crowded marketplace, where many companies offer
similar products or services, a memorable brand is what
will set you apart.

Interestingly, our brains are hard-wired for novelty,
meaning we actively, but subconsciously seek out
things that are new or different®. Therefore, when you
create a distinct brand, you could enjoy up to 134 %
higher equity returns® and attract investment™.

While a strong visual identity helps you attract the eye
of your customer, the strongest brands make your
customers feel something too. Fourin 5 customers
feel they need to trust a brand before buying from
them™.The best way to achieve this is by consistently
showing up in the same way across all touchpoints —
from your website and social media to packaging and
marketing materials — so your customers know what
they can expect.

TOP TIPS

N

Determine how you want to
show up

Think about the person you admire most or
aspire to be. Imagine they make an enquiry to
your business. How do you want to show up?

To inspire confidence, you need to look the
part and dress for success - every detail
matters. Make a list to describe what their
experience would look like. Now plan for how
you can deliver that to every customer.

Your visual identity is more
than alogo

Do you pay equal attention to all elements of
your visual identity - your logo, colour palette,
typography, imagery, and overall design style?

Remember, consistency builds familiarity
and trust, so make sure you've covered
everything and documented it in a set of
brand guidelines.
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RULE 3/7:

u 95% of purchasing
95 /[] decisions are
subconscious®.

You can make the best product/service the world has
ever seen, but it won't be enough to make people buy.
You may think your customers are rational beings, but in
reality, 95% of purchasing decisions are subconscious®,
because people buy based on emotion and rationalise
using facts.

Once you know this, you can start taking advantage of
the brain's natural biases to engage your audience. One
of the most powerful techniques of all is storytelling.
Storytelling works because it evokes an emotional
connection with your customer - it makes people feel,
and when they feel they act. And it's really simple to
apply to your content:

The HERO (your customer) faces a VILLAIN (their
challenge) and the GUIDE (that’s you!) helps them
defeat that challenge, so they live happily ever after.

The best story to start with is your brand story. To
engage your customers, it needs to express the
essence of what your brand stands for, how it came

to be, and why it exists. Get it right and you'll move
your customers beyond transactional relationships to
emotional ones, because they feel you care about their
company as much as they do.

10P

Pick the right emotion to engage
your customers

The most effective are ‘high-arousal’ emotions
that invoke a physical reaction in the body, like
surprise, excitement, anticipation.

Additionally, our brains are hard-wired for a
‘glass half empty’ attitude. Therefore, think
about playing into more negative emotions,
particularly when you're talking about
customer challenges, to make pain points feel
more painful.

Show your authentic self

Don't be afraid to share your highs and your
lows. It plays into another phenomenon, the
Pratfall Effect. The world isn't perfect, and
once you admit a flaw about yourself, people
are more inclined to trust you.
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RULE 4/7.

68% of customers
expect every experience
to be personalised.

68%

BUT

42[]/[l ... only 42% of marketers
know their customer’s

demographic information

- and even less know what

makes them tick'™.

T0P TIPS

How can you tailor your messaging, positioning, and
tactics to meet the specific needs and preferences of
your customer, when you don't know who they are, what
they want, and how they behave?

Segmentation, buyer personas and targeting are
essential to develop marketing strategies with
messages that resonate and drive engagement. For
example, segmentation alone is known to increase
revenue by up to 760% .

The good news is that in today’s social and hyper-
connected world, it's never been easier to gather

rich insights to inform your campaigns. For example,
the blog section on a company website gives you

an indication of the key themes that matter to

the company; LinkedIn is great for senior leader
profiling because you can see what topics people are
commenting on - and actually read their response;
social channels give you insight into what trending and
how to hook your customersiin.

With a deep understanding of who your customers
are, you can create tailored campaigns with truly
personalised messaging by saying something that
matters to the person receiving it.

Look beyond demographics

To really get to know your audience, look at

psychographics and behaviours:

What they are searching for.

What's causing them most pain right now.

What they want to achieve.

Who they aspire to be.

Why they buy.

When they buy.

Who influences their decision.

Where they hang out.

What their personal values are.

Profile influencers as well
as buyers

Invest the time upfront to understand who
these different groups are, what they care
about, and what they need to see before
giving their stamp of approval. It is essential
to avoid delays and pushback and increase
the likelihood of buyers becoming repeat
customers.
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RULE /7.

55% of brand first

55“/[] impressions are

visual'®.

In today’s competitive marketplace, being different
from other brands, looking and feeling unique, and
doing things differently are smart strategies to capture
attention and gain a competitive edge. Your customers
are constantly evolving to demand new, innovative
experiences, so explore new ways to connect with
them. Be different. Challenge the status quo. And
actively pursue creativity in the way you convey your
messages and project your brand to push boundaries.
Don't be afraid to experiment with new channels,
formats, technologies and messaging strategies, to
find out what works best to engage your customer.

It's only when you challenge the norm and embrace a
dynamic approach to marketing that you create a more
memorable impact, which customers are more likely

to form an emotional connection with. This emotional
connection is seen as being 52% more valuable when
compared to a highly satisfied customer -and yet it's a
massive, untapped opportunity as only 1in 10 customers
feel brands are forming emotional bonds with them?.

T0P TIPS

Review your pricing strategy

Differentiation also enhances your brand's
perceived value. By tightly aligning your
offering to your customers’ wants and needs,
your brand becomes instantly more desirable,
which allows you to charge premium prices,
driving profitability and growth.
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RULE 6/7:

Just 16% of companies
Iﬁﬂ/ have aligned their
0 .
sales and marketing
departments®.

When sales and marketing teams are aligned around
common goals and share a common understanding of
the target market, they work together more effectively
to generate leads, close deals, and drive revenue.
Alignment strengthens your brand consistency -

a factor that is known to increase revenue by up
t020%™.

When you fail to present a consistent brand, your
customers are more likely to disengage because they
no longer understand who you are and what you are
about. Therefore, every person in your business needs
to live and breathe your brand.

It starts with alignment to ensure everyone across
the business understands the mission, shares
common values, and is aligned toward common goals.
Get it right, and the impact can be massive:

« 38% higher sales win rates.

+19% faster revenue growth and 15%
profitability growth.

+ 36% higher customer retention.

+ 30% saved on customer acquisition costs?.

T0P TIPS

Enforce your brand guidelines

One study discovered that less than a third
(30%) of organisations consistently enforce

their brand?.. If you fail to challenge deviations,
you instantly enter the world of tweaked
templates and tampered logos.

Ensure individuals understand
the role they play in achieving
the brand’s goals

When people see the impact they have, it's
hugely motivating and fosters a positive work
culture, because it breeds a sense of ‘we're all
in this together’.
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RULE 7/T.

Brand consistency
zuﬂ/n increases revenue by
up to 20%%.

It might look like one piece of content, but it presents
endless possibilities. Re-spinning and repurposing your
content in different ways to create comprehensive and
personalised campaigns is the smart way to create
content that engages on every level.

And it's easier to achieve than you might think.

Rather than create every new piece of content from
scratch, simply take what you already have and
rework it. The likelihood is you already have a gold mine
of assets you can use. By evolving existing content

into new assets, you can save time and resources on
creative and copy development.

For example:

» Repurpose an article into a LinkedIn post or record it
as a podcast.

« Think about complementary content for your big
content assets, like gated ebooks or events.

- Re-work content to speak to specific verticals,
regions, companies or demographics.

« Refresh and republish old content.

When you leverage a variety of content formats and
channels, you maximise your reach, engagement and
impact of your marketing campaigns.

Perform a content audit

Identify how you can extract more value from
the content you already own:

What can you switch around to use for
different media and channels?

How can you amplify your messages
with supporting content for your main
communications?

Is there content you can re-spin to make
it personal to a specific segment?

Where is your old content, which needs
arefresh?
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GET STARTED TODAY

Completing the 7 rules of engagement is
easier than you may think when you follow
our step-by-step guidance:

«  Create/review your company mission, vision
and values to identify your ‘secret sauce'.

+  Perform acompetitor analysis to locate
your unique position in the market.

«  Determine how you want to show up to
make a meaningful impression.

« Checkyou've paid equal attention to all
elements of your visual identity.

- Pickthe right emotions to engage your
customers.

« Beauthentic - share the highs and the lows.

«  Profile your customers beyond
demographics to consider psychographics
and behaviours.

« Don't forget to profile influencers as well as
buyers.

« Review your pricing strategy.
«  Enforce your brand guidelines.

«  Make sure individuals understand the role
they play in achieving your brand goals.

« Perform acontent audit.

UNLEASH OUR
MARKETING POWER

When your content engages on every
level, you attract people, build better
relationships, convert more of your
customers - and can ultimately attribute
greater revenue to your marketing efforts.

Interested to see what Challenge Marketing
can do for you?

Say hello!

P: +44 203 835 5885
E: hello@challengemarketing.co.uk

W: https://challengemarketing.co.uk
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