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Disadvantaged Business

with the United States Small
Business Administration




Value N\

We are a nationwide network of
the highest performers, ready to
bring our passion for innovation to
your meaningful mission.

VIsion N\

To be the #1 cause agency in the
world - for employees, clients, and
technology innovation.

Mission N\

To help mission-driven
organizations bring awareness to
their meaningful causes and drive
campaigns that convert into results.

Overview
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A Psychology Masters and PhD

A SHRM-CP

A Multiple Marketing Platform
Certification (HubSpot,
Google, Adobe, Salesforce,
HootSuite, etc.)

Certifications Education N Top 5 NAICS N
A SDB A Multiple Business & A 541810 Advertising Agencies
A WOSB - SBA Marketing Bachelors degrees A 541613 Marketing Consulting
A HUBZONE - SBA A Multiple MBAs Services

A 541430 Graphic Design
Services

A 541820 Public Relations
Agencies

A 561920 Convention and
Trade Show Organizers



Portsmouth Naval
Shipyard, 2024+

Radio and Streaming
Media Campaigns

Began services in May 2024 to provide a 12month
radio and digital streaming ad campaign with 3 renewal
options.

Early Accomplishments:
A Delivered project plan and scheduled kick-off within
3 business days of award recelipt.
A Kick-Off Call completed within 7 days 0 first draft
campaign delivered for review on Kick-Off Call.
A Streaming and radio ad campaigns produced,
scheduled, and launched within 12 days.
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1. Contractor: Pierce Systems

2. CAGE: YMU83

3. UEl: KBNDUVMT/7WA438

4. NAICS: 541810 - Advertising Agencies

5. Was the work performed as a subcontractor? No.

6. Activity: Advertising Services — Radio and Streaming Media
Campaigns

7. Place of Performance: Virtual, US-Based Teams

8. Reference Contact: Sarashea Falla, 207-438-3874,
sarashea.falla.civeus.navy.mil

9. Contract #: N3904024P013]1

10. Contract Type (FFP, Cost Reimbursement, T§M, etc.): Firm
Fixed-Price (FFP)

11. Total Award Valve: $229,320

12. CPARS Reference Records Available? Pending
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Initial Setup and Ad Creation

A Project Management: Created shared workbook with Project Brief,
Tasks and Deliverables Chart with deadlines, Radio and Streaming
Broadcast Schedules with targeting, ad previews, stations, analytics
tracking, etc. within 3 days of award. Added all tasks with deadlines to
Asana for team completion. Sent agenda 24 hours prior to KickOff.

A Ad Production: Two ad options created and produced for review prior
to Kick-Off Call held within 7 days of award. Both radio and streaming
ad finalized, approved, and launched within 12 days of award.

Initial Results

m Millet, Michael J CIV USN NAVSHIPYD PORTS NH (USA)

tome -

Good morning,

They sound great. Approved!

Thank you,

Michael Millet
Portsmouth Naval Shipyard

Recruiting and Hiring
207-690-1161
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N Click to Hear Radio Ad

< Top 40 Radio Songs T

Top Playlist

Advertisement

o 0:18



https://www.audiogo.com/preview-ad?sourceNameFileName=audiogo_ad_1fd54e88-e078-4912-8679-0c3b0b959914.mp3&sourceNameDisplayFileName=audiogo_ad_0de989f5-7e40-4b4b-8fbd-d065ae9bcadd.jpg&type=music

General Electric (GE)
Power, 2022 -2023

Marketing Managed
Services - Marketing

Campaigns

Successfully augmented GE's Gas Power marketing
team, significantly improving their marketing automation
capabillities. Through strategic management, rigorous
QA processes, and enhanced communication, we
ensured high-quality, reliable marketing outputs that met
" %WAC CCCyAOGuAC ¢cCCOAgoCgco

This case demonstrates Pierce Systems' capability to
conduct meticulous analysis and tailored strategies.
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1. Contractor: WPP Group USA dba Ogilvy Public Relations
2. CAGE: TYECY

3. UEI: YCLRN5L7BCI19

4. NAICS: 541613 Marketing Consulting Services

5. Was the work performed as a subcontractor? Yes.

6. Activity: Marketing Managed Services - Marketing Campaigns
7. Place of Performance: Virtual, Global Offshore Teams

8. Reference Contact: Shushanna Uhe, uhe.shushegmail.com
9. Contract #: 05.05.10

10. Contract Type (FFP, Cost Reimbursement, T6M, etc.): Firm
Fixed-Price (FFP)

1. Total Award Value: $147,072

12. CPARS Reference Records Available? N /A

13. Technical Expertise: Marketo, Salesforce, On24, Zoho,
PowerPoint, Excel, PowerBl



CHALLENGES
1.Integration and Workflow Efficiency: %A¢ & Cy A0 cudaAucécé yACuuacCoCyaA ouCcuuA -8CyucCal 36
2.Quality Assurance: Maintaining a rigorous QA process to minimize errors and improve the reliability of marketing outputs.
3.Database Management: %0 Gy +yUACAE adAB60yAldl ' WA¢ asCyuCyAla wo6Coodocu Ca ¢eAAACC +aaAAUC +6aAbd
Reviving a pivotal client relationship and ensuring a $200k contract renewal through meticulous technical analysis of markatg campaigns.

AucuacC+ul 06Ag

4.Client Relationship Management:

STRATEGY

1.Deep Data Analysis: Conducted rigorous analysis of initial marketing campaigns, breaking down each campaign's elements and performance into compghensive charts.

2.Actionable Insights: Derived insights from data to drive tangible improvements in campaign strategies.
3.Client Presentation: Presented detailed reviews to the client, showcasing commitment to their success and significantly boosting their confidencen our capabilities.

RESULTS

1.Enhanced Operational Efficiency:
| Streamlined processes through the development and implementation of an intake form for task information capture.

~

| Established a smooth workflow, minimizing errors and improving team collaboration.

2.Improved Quality and Reliability:
I QA measures significantly reduced errors, leading to a more reliable marketing output.

| The team functioned seamlessly, ensuring highquality deliverables.

3.Client Satisfaction and Relationship Building:
| Revived a pivotal client relationship, ensuring a $200k contract renewal through meticulous technical analysis of marketingampaigns.

~

| Developed a strong working relationship with GE's team through regular interactions and feedback sessions.

4.Data-Driven Insights:
Conducted in-depth campaign analyses, providing valuable insights and recommendations for future improvements.

|
| Delivered comprehensive reports that facilitated informed decisionmaking.
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Initial Setup and Team Augmentation

A Resource Allocation: Provided 1.35 FTEs including Marketo
Specialists, Solutions Architects, Campaign Strategists, and Client
Service Executives.

A Technical Integration: Set up Smart Campaigns, email and landing

N

Email Analysis

UNSUBSCRIBES & UNSUBSCRIBE RATE BY EMAIL |STREAM

Stream 3 - Planning for the future - had 8
unsubs atthe highest rate (.52%)

The list is larger than Stream 4 buta fraction
of Asset Management and Outage Planning,
both with unsub rate at.06%

Emails within this stream with highest unsub
rate are the PressureWave Interactive
calculator and flipbook

This content is very targeted - more than
most other emails, so evaluate the actions

o

Helping Your Plant Do More

$SG Cleaning:

reduced errors, leading to a more reliable marketing output.

| The team functioned seamlessly, ensuring highquality
deliverables.
A Client Satisfaction and Relationship Building: Revived a pivotal
client relationship, ensuring a $200k contract renewal through
meticulous technical analysis of marketing campaigns.
| Developed a strong working relationship with GE's team througk
regular interactions and feedback sessions.

A Data-Driven Insights: Conducted in-depth campaign analyses,

Email Engagement
EMAILS IN A SERIES & TOPICS

= 1 &= =3 =4

Stream Hame .Y Emad Hame

providing valuable insights and recommendations for future

turbines/ u%?rades/ valve
0 eader info shouldn’t be on landing pages where youwant a

lead to take a specific action
o Which has this infographic:
https: //www.ge.com/content/dam/ wer-
new/global/en_US/downloads/gas-new-site/services/steam-
turbines/digital-valves-infographic. pdf
e In that email - the infographic could have been included as a
clickable image or the CTA offer itself (just make sure you tag
anyone who clicks as a conversion for the next offer)
o Could turn it into a powerpoint - downloadable offer
Powerpoints can be turned into a video - social
e  All-in-all formore clicks: More targeted content offer and specific
CTAs that align with the subjectline

)
O
o
LIJ taken for someone to be included in the list - ——

) . . are they interested in PressureWave — > _;_
) page templates, and ensured proper integrations with Salesforce anq ... preferences Teamosy ot ey et e (S

ALL OTHER EMAILS ut 8 subscribes for su rgeted content | 1 |
% On24_ Eh:r;r:%abii%ent lspteChnytagiod.disnot much e " "‘ ||' '
Results . - "

LLI
% A Enhanced Operational Efficiency:  Streamlined processes through o
O the development and implementation of an intake form for task : Bm
U) information capture. o c/)&psr;.ecutcr:&ecﬁsjgjlarities in emails driving clicks?
LLJ | Established a smooth workflow, minimizing errors and improving : I
— : ; B e L i bl ey
- team C0||ab0ratI0n 2 ?pe%ifigcgolg\tent g;f(eut'ingfa%frepurtposir:g i:in!iotat:\yeen:ilogffer. ! GE's Next Gen ST Valves
< . o _— o =
E A Improved Quality and Reliability: QA measures significantly es/upgrad
O

Without advanced mankoring,
undiagnosed issues can be very costly

Unplanned outage cost:

improvements. Delivered comprehensive reports that facilitated
informed decision-making.

Are there any topics that are most successful/driving the most interest?

EMAILS IN A SERIES & TOPICS OF INTEREST

The very relevant customer content is receiving the most interest and engagement
How do you maintain this relevancy throughout the introduction of new topics?
Try tying each new topic to the introductory content
= “Next step in your GE onboarding journey”
= “Wenoticed you forgot to X during onboarding”
Make it seem like it’s necessary for them to take action on itas a customer
= “Don’t lose access”

= “Getyour free product upgrade before itgoes away” (for anything that has a free intro and thena

paid upgrade offer)
= “Activate this feature tosave X dollars”
PI E R‘ E = “Wenoticed you haven’t upgraded your X, every day this could be saving you X dollars”
e Do you have a customer training series? This could be a good way to introduce your new offerings while helping

SYSTEMS them with the ones they’re already using. Have an introductory offer at the end for anyone who wants to try an

upgrade.




Dell Boomi, 2022 -2023

Marketing Managed
Services - Marketing
Campaigns

1. Contractor: WPP Group USA dba Ogilvy Public Relations
2. CAGE: 1YECY

3. UEIl: YCLRNSL7BCI?

4. NAICS: 541613 Marketing Consulting Services

5

6

Revitalized Boomi's marketing operations, securing a : WOT'f Per‘cormed as d SUbCO”traCt?r?: e |
$400k renewal by implementing robust QA processes and . Activity: Marketing Managed Services - Marketing
improving visibility through detailed reporting, ensuring Campaigns

error-free campaign execution. This case demonstrates 7. Place of Performance: Virtual, Global Otfshore Teams

our capability to turn around atrisk accounts through : o : :
meticulous planning, execution, and continuous process 8. Reference Contact: Ipek Negiz, ipeknegizegmail.com
9. Contract #: 11272018

Improvements.
10. Contract Type (FFP, Cost Reimbursement, T6M, etc.): Firm

This case demonstrates Pierce Systems' capability to turn Fixed-Price (FFP)
around at-risk accounts through meticulous planning, 11. Total Award Value: $189,480

execution, and continuous process improvements. 12. CPARS Reference Records Available? N/A
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CHALLENGES
1.Quality Assurance (QA) Issues: Frequent errors in marketing campaign execution had eroded client confidence.
2.Insufficient Project Visibility: A lack of clear tracking and reporting mechanisms hindered effective project oversight and resource utilization.
3.Account at Risk: Due to the aforementioned issues, the client relationship was on the verge of termination, necessitating immediate remediatim

APPROACHES

Internal QA Processes and Utilization Tracking
1.Internal QA Implementation: Pierce Systems introduced rigorous QA processes to catch and correct errors before campaign deployment.
2.Weekly Utilization Tracking: A tracking system was established to monitor and report on resource utilization, ensuring transparency and accountability.
Strategic Project Management
1.Meticulous Project Management: The team at Pierce Systems took charge of the critical WordPress migration project, which was executed flawlessly, demonstrang the
capability to deliver high-stakes projects under pressure.
2.Collaboration and Communication:  Regular status meetings and the use of project management tools (such as Asana) facilitated better coordination among globakams and
with the client.
Enhanced Reporting and Performance Monitoring
1.Dashboard Reports : The introduction of dashboard reports provided reattime insights into project status, resource utilization, and QA performane.
2.QA Checklists: These were implemented to standardize quality checks across all marketing deliverables, further reducing the incidence of eors.

RESULTS
1.Account Renewal Secured: Through proactive management and demonstrating a commitment to erroffree production, Pierce Systems secured a $400k account rerewal

without the need for a competitive RFP process.

2.Enhanced Client Confidence: The successful completion of the WordPress migration and the implementation of QA improvements restored client confidence, maing the
account from being at risk to stable.

3.Smooth Transition for New Client Manager: Facilitated a seamless handover to a new Client Manager, ensuring continuity and maintaining the momentum of improvements.

4.Long -term Process Improvements: 440 Auc¢c ACa+ucécéucéc 06Ag CaaAé¢ yACCagté+uwg 066 OyuC+u 3¢c¢CuacéedCu
performance and client satisfaction.
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Daily Campaign Management Execution Deliverables Governance and Compliance

scoring programs in Marketo.

Hours Utilization Outline

(LljJ) A Global Management: Handling campaigns across A Email Marketing: Creating, uploading, editing, and A Compliance with Boomi

g North America, APJ, and EMEA regions. managing emails in Marketo. Specifications: Ensuring all processes
% A Campaign Activities: Managing an average of 20 A Contact Management: Segment creation and data bouuCu Ca "aaayAé ¢/
P programs per month, including events, email marketing, = Management within Marketo. protocols.

% content syndication, website forms, and landing pages. A Website Forms and Landing Pages: Developmentand A Reporting: Weekly status reports,

LI A Tools Used: Campaigns managed using Marketo, with management of forms and landing pages on WordPress. monthly reviews, and quarterly

% full integration into Salesforce.com, coordinated A Analytics: Generating marketing automation reports from business reviews to maintain

8 through Asana. Marketo. transparency and continuous

A A Automation Programs: Setting up lead nurturing and Improvement.

=

X

A

July hours utilization
Available

Used

Left

Hours Contracted
Hours Used

350.00
Available

et) 300,00 235.00 28B.00
Left

250.00

il 18900
Available 200.00 179.00
Used

Left

168.00

150.00

100.00

PI ERCE Available

SYSTEMS Used 50.00
Left

Litilization




Finning, 2022 -2023

Marketing Managed
Services - Marketing
Campaigns

Through meticulous planning, rigorous QA, and strategic
—AyuAC UAGOdGUuauACI UAuUGBdA=LU
automation with Eloqua, resulting in a 20% increase In
campaign efficiency, a 15% boost in email open rates, and
a 10% rise in lead conversions. This collaboration secured
a $200,000 contract renewal and opened growth
opportunities in South America.

This case study demonstrates Pierce Systems' ability to
enhance marketing automation, secure contract renewals,
and foster long-term client partnerships through
meticulous planning, data-driven insights, and strategic
engagement.

PIERCE
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FINNING |BY

1. Contractor: WPP Group USA dba Ogilvy Public Relations

2. CAGE: 1YEC/

3. UEIl: YCLRNSL7BCI19

4. NAICS: 541613 Marketing Consulting Services

5. Was the work performed as a subcontractor? Yes.

6. Activity: Marketing Managed Services - Marketing Campaigns
7. Place of Performance: Virtual, Global Offshore Teams

8. Reference Contact: Aaron Glasser, aaronglasserezoho.com
9. Contract #: SOW#1, First Amendment

10. Contract Type (FFP, Cost Reimbursement, T§M, etc.): Firm
Fixed-Price (FFP)

11. Total Award Value: $S120,600

12. CPARS Reference Records Available? N /A

13. Technical Expertise: Eloqua, Wrike, Zoho, PowerPoint, Excel




CHALLENGES

1.High Client Demands: Key contacts required exceptional reporting standards and strategic advice, resulting in regular irdepth reporting and presentations.
2.Regional Disparities: Addressing varied needs and levels of engagement across North America, EMEA, and South America added complexity to the task.
3.Communication and Coordination:  Ensuring consistent and effective communication with multiple stakeholders across regions was essential to maintain alignmenand

satisfaction.

STRATEGY

1.Data-Driven Analysis: Partnering with a data analyst, we meticulously analyzed dozens of Finning's marketing campaigns, translating raw data intoamprehensive charts and

actionable insights to improve campaign strategies.
2.Client Engagement: Regular status calls, monthly data reviews, and quarterly business reviews (QBRs) were conducted to maintain open communicabin and ensure alignment

with Finning's goals. Detailed reports and strategic recommendations were presented to key stakeholders.
3.Regional Focus: Addressing regional differences, we tailored our approach to meet specific needs in North America, EMEA, and South America. &t instance, while EMEA

required more strategic initiatives, we identified growth opportunities in South America despite their initial underutilizatin.
4.Process Management: Implementing rigorous QA processes and using tools like Zoho Projects and Wrike, we ensured errcffree deployment and adherenceto SLAs. This

included tracking time, managing utilization, and promptly addressing any inefficiencies.

RESULTS
1.Successful Contract Renewal: %AUdA+0g &y AAYyAOAéE adsCyuCyAld 6¢6CaacCyaA ~-0A00yAyCyué EE6yA0 %Aaacodl
2.Improved Client Satisfaction:  Met high client demands through exceptional reporting and strategic advice, satisfying key contacts.

3.Regional Growth Opportunities:  Opened doors for potential growth in South America and other regions, addressing regional disparities and tailoring strategis accordingly.
4.Enhanced Communication: Maintained robust communication channels, fostering a longterm, trust-based partnership with Finning through consistent engagament and

strategic alignment.

PIERCE
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And we provide a detailed roadmap and direct recommendations for next steps

Pl’esen’[a’[ion Types fOI’ Finning that will have immediate positive impact on your business.

LEAD TO PIPE
CONVERSION
2.5

DATA TARGETING CHANNEL CONTENT
Levels 37 15

ANALYTICS TECHNOLOGY
36 28 3.1

PEOPLE PROCESS
35 1

A Strategic Roadmaps:

Clearly defned
using plan for skolls an
predictive [abgring KPis

3gainst modem
marketing trends  Fopo

| Revicice Integrated onwe- k
Stngh 2 or 1O 1R T & Inte AP g g sales
Single customer [One to one st chananl Right Time & Fully Intograted oredictabiity and channel, sales and [

A Example: Finning Marketing Roadmap I S T

Right-resourced
hth nght skilts
i*m‘(h clear R&R rogulady
fand peciodic !'N:.)'.ulcd and
yeview of KPis bptimzed

A Purpose: Outline strategic directions and project plans, presented o P by [ [ Y oy i st sies P

gsta lgranular segments nbound and |on stage m buying Lachansny truth oiatforms [all segments and
. [ ™ iie fchannels

utbound hourney

to senior management (e.g., MJ) for approval and alignment.

Dynamc Funnel Alignment
parsonalzed Petween Sales &
content Marketing

Cata drven
decisions

A Capabilities Presentations:

(Total project timeline = 6-8 weeks)

A Example: CDP Capabilities Lead Management Roadmap

A Purpose: Demonstrate specific technological capabilities and e el

MarTech integrations to fill Short-term achievable

gaps based on future state milestone

veeds Future state needs

Sales & Marketing Alignment,

analytics support (e.g., Adobe Launch/Target/Analytics) to

Pot al investment

lead stages anc

oting needs
eva

Resource needs & allocation

. . B a - e PRICED 1U MUVE 3
Best Performing Email- Unique Click Rate

Process governance &

management

address client needs and highlight potential enhancements.

Data model standardization

A Quarterly Business Reviews (QBRS): — - -
" . | ] A .‘.“ < :;} R :ﬂf;;‘jtl‘-‘d.’f.i" weruncaton 1/t
A Example Flnnlng GIObaI QBR MER HI”: 'H;iﬂ , Sui)jeci Ii_ne: Your £_25 Cat®
merchandise gift certificate

Unique Open Rate: 80%
Unique CTR: 25%

DETAILED Scope of Services

A Purpose: Provide a comprehensive review of performance over the

2-4 Weeks*

Thank you for making youe Srat Perchase on parm <t 0om You's hews Mieady becefoed
Som 8 0% Snsount 0o your ok order Herw's & Bhe something extrs - £33 19 spend

 Cal it Takeaways

5 g 0 e This is a good email to keep already
guarter, including updates, feedback, and strategic iyl
e This email shows opportunities for
customer engagement campaigns -
things like customer education series
that introduces a new product and

recommendations to ensure continuous improvement and client

satisfaction. oo o e T —

A Proposal Presentations: e

Region- CA

UE Newsletter Oct#1 Q4 2022
Subject line: Used Equipment: Fall
Special Offers ¥

Unique Open Rate: 20%

Unique CTR : 5.05%

Introductions / Review Agenda Team will understand roles and|

Client team will gain an understy
Matunty Assessment Resuts 9:30AM 11:30AM areas need the most impro
level of marketing maturity

A Example: Finning SA Proposal

Managing Data Team will prioitize ideas to app

. L. . . Share Results of Data Audit (20 min), Discuss improvement M 1230PM data requiarly, normalize infor o Takeaways - — —
A Purpose: Present detailed proposals for new initiatives or services, {20 i), Deveop  plan (20 i et - e

Lunch 12.30PM 1:30PM

tailored to different regions (e.g., South America), to secure buyin

Team will gain an understanding of how other

Lead Flow / Customer Lifecycle
‘ business groups are managing the lead handoff
Review current state (15 min), Review setup from other Chient 1:30PM 3:15PM fo 2ala= and can discise :

and eXpand SeI’Vice Utilizati()n. e grivn IR TN DS A TR GO the process Global Performance KPIs

Break 315PM 3:30PM

A Use Case OverV|eWS Existing reports will be ana B Total Email Send == Cost Per Email Cost Per Open == Cost Per Click

Reporting / Dashboards

will be reviewed with the teal e s
Share Findings (10 min), Review sample reports from other 3.30PM 430PM Wil be ideniified and Necas HcalculiBons
Client business groups (20 min) and discuss areas most in :

A Purpose: Deliver prepared use-cases and service overviews, often T o o £ Y, dovoly a3l 1100 modicabans 0 spor

Day 1 Wrap-up 4:30PM 5.00PM

Eloqua Monthly Cost + Managed Servi

o i Cost/ Total Email Send.

requested by the client, to showcase existing solutions and

Cost Per Email (s
: Cost Per Open (5162
i Cost Per Click Through (516250 + $10,500)

QVerticul

%000

potential applications for their needs.

100 '
: Takeaways
i 1. Overall, the higher number of em
sends, the lower cost per each le
of engagement. (exception - July
2. Ittakes a prospect 7 times of viev
your material before taking actior
this shows when you stay in front
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Lumen Technologies,
2022-2023

IT Managed Services -
Staff Augmentation

Pierce Systems was tasked with managing a $300k
account at WPP, a leading global communications
services group, encompassing advertising, PR, and
market research firms. The account faced significant
performance challenges stemming from operational
Inefficiencies and communication breakdowns between
offshore and US-based teams. These issues were further
compounded by complex project tracking systems,
hindering project delivery and client satisfaction.

This case study showcases Pierce Systems' adeptness in
diagnosing and resolving operational inefficiencies,
fostering transparent communication, and leveraging
strategic leadership to transform underperforming
accounts into successful, high-value opportunities.

PIERCE

SYSTEMS

1. Contractor: WPP Group USA dba Ogilvy Public Relations
2. CAGE: TYECY

3. UEI: YCLRN5L7BCI19

4. NAICS: 541613 Marketing Consulting Services

5. Was the work performed as a subcontractor? Yes.

6. Activity: IT Managed Services - Staff Augmentation

7. Place of Performance: Virtual, Global Offshore Teams

8. Reference Contact: Kate Cindric, 303-246-6625,
Kate.Cindricelumen.com

Q. Contract #: Mu|tip|e - 102, 201, PRA10476.0,10477.0

10. Contract Type (FFP, Cost Reimbursement, TSM, etc.): TSM
11. Total Award Value: $3,872,800

12. CPARS Reference Records Available? N /A

13. Technical Expertise: Adobe Experience Cloud, Zoho Projects,
Excel SharePoint, PowerPoint



CHALLENGES

1. Inefficiencies and miscommunications between offshore and US teams.
2. Convoluted project tracking systems hindering project delivery.
3. Underperformance of a $300k account at WPP due to operational weaknesses.

STRATEGY

Initiated in-depth discussions with team leaders and project managers to diagnose weaknesses.
Implemented a comprehensive overhaul of project management approach.

Leveraged Zoho and SharePoint for enhanced clarity and coordination.

Established daily collaborations with the Indiabased project manager.

Prioritized transparent communication with client and team leads.

o a bk w0 DdhPE

Instituted weekly updates, email summaries, and regular meetings.

RESULTS
- _ _ _ _ _ _ The Client
1. Significant improvements in project performance and client satisfaction. _ <
2. Streamlined project execution process. LUM=N
3. Demonstrated commitment to delivering results and fostering strong client relationships. Lumen is a multinational technology

company that enables companies to
capitalize on emerging applications
that power the 4th Industrial
Revolution, enabling rapid changes in
technology, industry activation, and
work patterns and processes due to
increasing interconnectivity and smart
automation.

4. Transformed an underperforming account into a lucrative $4M opportunity.

PIERCE :

SYSTEMS
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The Problem

a9p
3%

Disconnected legacy systems

Lack of commerce flexibility

The Solution - What We Did

4

Flexibility & Agility Seamless Integrations Scalability & Performance

Omni-channel experiences Integrations with content, .

analytics, MAP & APIs

Unified personalized
experiences

Horizontal scaling
Decoupled architecture Handles increased demand
Experiment & innovate Optimized performance

No disruption to underlying
e-commerce layer

o 3 Leverage caching & CDNs
Optimizes conversions

The End Product — a Customer-First Website

LUMeEN Q

oo P20OLTY HABCETRACK suouscT

Enterprise network
for any size business

o Cig- 351 12K P Connectivty and giobat theeat protection
delivered by Lurmen’ Fibers internet

What’s new from Lumen

Poor self-service experience

Costly sales and service intervq -

The Solution - a Customer-First Strategy

Unified Platform

Self-Service Portal

The Solution — How We Did it

ADOBE ADOBE
B ADOBE EXPERIENCE MANAGER B ADOBE TARGET ANALYTICS LAUNGH
COMMERCE INTEGRATED FRAMEWORK CONNECTOR -
ADOBE COMMERCE (MAGENTQ)
PRODUCT CATALOG SEARCH & NAVIGATE MERCHANDISING CART & CHECKOUT ACCOUNT MGMT
PRICING OFFERS & PROMOTIONS CUSTOMER PROFILE GONTENT MGMT CORDERMGMT

Y

vaocy LuMEN [~ . o (] @ Ausors
CPQ TALEND LUMEN SYSTEMS CL';UD AGILOFT MARKETO  LIVE CHAT  B2CAZURE
e

Results That Speak For Themselves

a7/

2,

n@ E-i{:ﬁ- B{m

400% Faster time

to launch new products

200% Increase

in sales

300% Increase

in time on page

50% Decrease
in cart abandonment

Experience Driven Commerce

Data-Driven Marketing

Repeatable & Scalable Processes

PIERCE

SYSTEMS

The Solution — What it Looked Like

CUSTOMER JOURNEY

[ e oy i - — A) Userrecenes
F3] B - ©mad with order and
—- — F— installation
confirmation delad
Personalized Product Detail Cart Email
Website Usef 2owses Fides Usef adds Fider

B) Userana Comg:any

peoducts, guidedio
Buyer recoive Quote detall

product of susabdity for

Intemet o cant and

Useris an exsing checkeat
eckin

customer o Lumen,

leaming and duyin Meir need Validates A} Purchases o1 conversion. Coofirms
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NielsenlQ, 2021-2022

Advanced Marketing
Services - Lead Generation

By strategically developing a substantial $80M book of
business through customized campaigns and targeted
outreach, and generating immediate revenue of $250k via
innovative lead generation and business transformation
strategies, Pierce Systems demonstrated its ability to drive
significant growth and foster strong client relationships. These
achievements highlight the effectiveness of our meticulous
research, personalized engagement, and comprehensive
approach to business development, resulting in both shortterm
gains and long-term success.

This case study demonstrates Pierce Systems' capability to
strategically develop a substantial book of business and drive
significant revenue growth through meticulous research,
customized outreach, and targeted lead generation efforts.

PIERCE

SYSTEMS

1. Contractor: Pierce Systems

2. CAGE: YMU83

3. UEl: KBNDUVMT/7WA438

4. NAICS: 541810 Advertising Agencies

5. Was the work performed as a subcontractor? No.

6. Activity: Lead Generation Campaigns

7. Place of Performance: Virtual, US-Based Teams

8. Reference Contact: Kristin Gorski, 331-999-5709,
Kristin.Gorskiewalmart.com

9. Contract #: N/A

10. Contract Type (FFP, Cost Reimbursement, T6M, etc.): Firm
Fixed-Price (FFP)

11. Total Award Value: $S150,000

12. CPARS Reference Records Available? N /A

13. Technical Expertise: Salesforce CRM, Salesforce Marketing
Cloud, Microsoft Dynamics, HubSpot, PowerPoint, Excel,
Facebook, Twitter, Linkedin Organic and Paid Ads



CHALLENGES

1.Book of Business Development: Develop a substantial book of business targeting mediumsized enterprises within a defined zone of success.
2.Lead Generation: Spearhead a multifaceted lead generation strategy aimed at capturing and nurturing Marketing Qualified Leads (MQLS) with a dect impact on revenue.

STRATEGY

Book of Business Development:
1.Conducted in-depth research on 231 target accounts, focusing on industry trends, challenges, and specific aspirations.
2.Crafted bespoke, story-driven pitch decks that aligned our offerings with the prospects' needs.
3.Methodically verified end-user and executive contacts using thirdparty resources to ensure accuracy and relevance.
4.Created and led an SDR Outreach program targeting these accounts, training SDRs and sales teams to effectively engage prospes.
5.Developed and regularly updated actionable transformation plans for medium businesses, aligned with the evolving needs of tayet accounts.
6.Ensured transparency and alignment through regular updates and presentations to executive leadership.

Lead Generation:
1.Combined the creation of targeted eBooks, the development of engaging microsites, and comprehensive lead nurturing programs.
2.Authored and designed eBooks addressing pressing challenges and opportunities within the target market to establish thoughtdadership.
3.Developed microsites providing a focused, branded experience for visitors, guiding them toward conversion.
4.Implemented a strategic plan for an endto-end transformation of the business unit, focusing on targeted list creation and thouft leadership promaotion.
5.Trained business unit leaders on the transformation strategy, fostering a unified approach towards achieving objectives.

RESULTS

1.Book of Business Development:  Successfully acquired 231 target accounts, generating $80M in revenue through targeted marketing and advertising campaigns.
2.Lead Generation: Generated 89 leads and identified a $250k revenue opportunity through targeted engagement strategies.
| Immediate revenue generation of $250k through the business unit transformation and strategic lead generation, including eBoak microsites, and targeted nurturing

programs.

PIERCE

SYSTEMS




Mini report

New Priorities 2022

What's important to consumers in
2022, and how will it influence
decision making?

“ NielsenIQ

Recent experience has brought health
and security into focus

What is more important in next 12 months?
Nett— More important minus less important

- Woek & Finarce

® Meaxhs Relstionshios = Society

® Leiswe & Enterainment

m

Maijority of markets will exercise caution to some degree

Mini report

Readjusted Realities
2022

What environmental impacts might
we expect in 2022?

“ NielsenIQ
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T rstons S senid et Heteg

Ongoing pressures facing
retail landscape of 2022

Supply chain druption
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Consumers already feeling
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Understandwhat savings
tactics consumersvalue

y shop didsixmonthsago
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Mini report

Consumer Outlook
2022

How are consumers approaching the
year ahead?

“ NielsenIQ

LEAD
GENERATION
RESULTS

With many accepting COVID
willbe a factor in their

lives over the next12
months, most will continue
to exercise some caution.

Vaccines

Boosters

16% will carry on their normal lives without fear of
coviD

47% will live with some caution

33% will follow stricter vigilance, take precautions and
avold certain settings

Vaccine uptake remains adriver of fault lines in the globalrecovery, reinforced by the
resurgence of the pandemicthrough new variants.

Dec 2021

W Vacdrated/pataly  ® Not Bt wilwhen avaiible BMaJCOVD  mUndecided o Prefer nctto answer 8 No intertion

Acceptance of boosters give recovery confidence amid surging cases and new variants.

Willingness to getvaccine booster
Asked of those who are vaccinated, or willingto be

Don'tknow

No, 5% have, 31%

e Meba) FIT2 Caraamer Ik Sty O

downloadable repo

389

leads

S250K

revenue




PIERCE

SYSTEMS

Dear %%first_name%%,
Lead your organization in the right direction despite global environmental changes. Share these charts and advice on what consumers want today:

« What is most important to consumers today (Chart)

« Attributes that matter most, and least, to consumers now (Chart)

« Consumer behaviors driving consuming, living, and shopping actions (Chart)
« How to prepare for upcoming consumer behaviors (2 Tips)

CLICK HERE to download all the charts and tips in a single report.

MARKETING 2Z]

AN D target prospect accounts
ADVERTISING /0O
CAMPAIGN target customer accounts
RESULTS S80M

revenue

“ NielsenIQ

the
Special Report

For more information on 2022
consumer spending plans



EMAIL EXAMPLE

SDR OUTREACH EXAMPLE

Subject: HTML Proof - ¥ Your retail landscape cheat sheet is here

Dear %%first name%%,
Times are tough for all CPG manufacturers right now. Go into your next meeting with these critical talking points:

Ongoing pressures facing the retail landscape

What percentage of consumers are already feeling the pinch of higher prices
What savings tactics consumers value most

Consumer spending intentions for the next 12 months

CLICK HERE to download the mini report for your next planning meeting.

Thought Leadership Campaign (Consumer Trends): SDR Outreach

George,

wanted to check in and see what questions you and the GTU, Inc team had regarding the insights
included in the deck.

| have attached a U.S. specific version of the deck where NielsenlQ provides insights into:

*How consumers are approaching 2022

What consumer spending intentions are for the next 12 months

How manufactures like SaleslLoft, Inc can unlock new consumption opportunities based on new
consumer priorities

Our team would be more than happy to set-up time to review the insights in further detail and help
GTU, Inc understand how they can address the constantly challenging FMCG backdrop.

Please feel free to reach out with any questions or if our team can be of any assistance as GTU,
Inc tackles their 2022 objectives.

~ Kristin

A Acquired 231 target accounts worth S80M in revenue from

prospects and customers within company databases.

TARGET AUDIENCE AVeritied end-user and executive contacts within 231 target
DEVELOPMENT accounts utilizing third-party resources.

A Created SDR Outreach program targeting 231 accounts and

PIERCE

SYSTEMS

trained SDRs and sales teams.




Understanding a year of consumer change

A review of NielsenlIQ's top insight
stories of 2021

As we begin our second month of a tumultuous start to 2022, |
wanted to share with you our top insights from 2021 that may
help you overcome any hurdles the new year has brought you.
2021 was a year of consumer change - one of prolonged
disruption, recalibration, reprioritization, and resilience
NielsenlQ was there throcugh every consumer and retail shift to

help you stay ahead of the trends.

When you wondered about what's relevant to today’s
consumer... NielseniQ offered guidance on shaping the shoppe
experience, balancing brick-and-mortar with e-commerce retai

strategies

» Four building blocks to reinvent experiential retail

e The new no

ymnichannel shopping

opping expe

When infiation began to rise.. NielsenlQ provided solutions for

thinking beyond immediate pricing adjustments

When the well-being revolution began to show on the shelves.
NielsenlQ uncovered how Health & Wellness needs have taken

on new meaning

When the pandemic spending fluctuated by the day.. We
predicted four distinct consumer groups' coping mechanisms ¢

manage household budgets.
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Persona-Based Sales Funnels

Targeted

Outreach

LinkedIn Ads
A

6Sense Targeted
Ads

A

Google Ads
|
Linkedin Sales

Navigator -
SDR/Executive

On hold: Organic
Social/
SEO Content

=

Lead Magnet —
report/cheat
sheet/tool, etc.

Landing Page w
video explanation
- ungated

Setup
target audience
page engagement
tracking

Downloads enter

-

-

A

nurture sequences

On hold: TOFU
Emails

> |

Nurture Free Consultation
Sequences Offer

Landing Page
w/easy scheduling

Strong CTA that
speaks to persona

Examples

Setup target
audience page
engagement
tracking

Sales Cadence for
visitors that do not
schedule

STRATEGIC

CONTEN

MARKETING

RESULTS

22

persona-based sales funnels

month campaign plan

257%

click through rates




Duetto, 2020 -2021

Marketing and
Communications Support

Through a combination of innovative demand generation
strategies, precise ABM initiatives, and revitalized
marketing operations, Pierce Systems successfully
orchestrated $1.4M in revenue and built a $6.4M pipeline,
significantly exceeding lead generation and revenue
targets. The strategic use of digital marketing tools and
personalized engagement tactics fostered meaningful client
connections and drove substantial business growth.

This case study demonstrates Pierce Systems' capability to
exceed marketing and revenue goals through
comprehensive, data-driven strategies and innovative
engagement techniques.

PIERCE

SYSTEMS

1. Contractor: Pierce Systems

2. CAGE: YMU83

3. UEl: KBNDUVMT/7WA438

4. NAICS: 541613 Marketing Consulting Services

5. Was the work performed as a subcontractor? No.

6. Activity: Marketing and Communications

7. Place of Performance: Virtual, US-Based Teams

8. Reference Contact: Elluz Polanco, 470-687-5313,
elluzpolancoegmail.com

9. Contract #: N/A

10. Contract Type (FFP, Cost Reimbursement, T6M, etc.): Firm
Fixed-Price (FFP)

11. Total Award Value: S100,000

12. CPARS Reference Records Available? N /A

13. Technical Expertise: Salesforce CRM, HubSpot, PowerPoint,
Excel, LinkedIn Organic and Paid Ads, Demandbase, Sendoso,
Postal.lO, Zoom Webinar



CHALLENGES

1.Demand Generation: Surpass lead generation and revenue targets as Head of Demand Generation.

2.ABM and Virtual Engagement: Effectively manage and innovate AccountBased Marketing (ABM) programs to drive substantial results.
3.Marketing Operations: Revitalize marketing operations to enhance lead management and campaign efficiency.

4.Leadership and Team Management: Lead a global marketing team to achieve substantial revenue growth and pipeline development.

STRATEGY
1.Demand Generation: Devised a multifaceted approach combining broad-reaching demand generation campaigns with targeted ABM initiatives. Leveraged pecision targeting

techniques for deeper audience engagement. Crafted an email campaign that garnered 600 registrants for the Revenue Strategy é&rum, surpassing the goal by 300-fold.

Implemented ABM strategies to secure 30 targeted webinar attendees within a week.
2.ABM and Virtual Engagement: Expanded target account lists and enriched databases through collaboration with a data research agency. Developed comprehensie sales

dashboards for effective tracking and reporting. Introduced virtual events via Postal.lO and Sendoso, distributing branded swag boxes to maintain strong client relationships.

Implemented a CEO outreach program using LinkedIn Sales Navigator, achieving a 48% conversion rate.
3.Marketing Operations: Conducted a comprehensive audit of the tech stack, resolving SalesforceHubSpot synchronization issues. Redefined HubSpot methodology and developed

a new process for campaign management. Hired and trained Demand Generation Leads for localized campaigns in LATAM and EU, endincing lead generation and nurturing

processes.

RESULTS

1.Demand Generation: Achieved $1.4M in revenue and developed a $6.4M qualified pipeline within seven months. Generated $100K in closed revenue an&400K in the qualified

pipeline from one high-impact campaign.
2.ABM and Virtual Engagement: Generated $140K in revenue and $875K in qualified pipeline through ABM initiatives. An outsourced BDR program generated an aditional $350K in

opportunities and $50K in revenue. Virtual events created $200K in opportunities, enhancing client engagement during the panemic.
3.Marketing Operations: Achieved seamless Salesforce-HubSpot integration and optimized lead management. Enhanced campaign efficiency and effectiveness,contributing to

strategic decision-making and adjustments.
4.Leadership and Team Management: Spearheaded a global marketing team, achieving $1.4M in revenue and building a $6.4M qualified pipeline in H1 2021. Skillfullmanaged the

integration and training of Demand Generation Leads for HubSpot platform management.

PIERCE

SYSTEMS
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Duetto Pulse Report

View the Pulse Report

Join us for Hotel Tech
Greek Summit 2021

03 March, 2021

RevitUp Consultant Nikos Giokas is joined by Hospitality Techn

Register Today and Join the Conversation!

duetio

The latest regional bookings and web traffic data

UTM Campaign

UTM Content

Talk to Us

. d uetio Products  Customers & Testimonials

Meet with Duetto during
ITB Berlin Now
9

2021

Weber & Zoom

with Ductto

Fill out the form to schedule a meeting with us!
Join us for a special evening
" " k z trar LW First name

JoinusonMarch 11 at 7pm CET / 6pm GMT Email

12 3t Weber Grills Company name

Please RSVP by March 4

Break free from traditional and limiting pricing strategies. Discover an innovative
way to maximize your hotel revenue profitability. Download Now.

Let’s Talk Revenue

Join us for a Bavarian Breakfast
featuring: Gorgeous Smiling Hotels
21 April, 2021 | 11 am CET

SR .-
0 o s 4= s S o
- { - - T

A4 L8 snssansan

ESEEETETTY Y Y

LEAD
GENERATION
RESULTS

& Download

Meet with- me at ALIS
Juy 26-28, 2021 | Los Angeihs. C A 6 ;P_"—: i;.l "

John Lingos-Webb
Sr. Director of Global
Partnerships & Alliances, Duetto

Register Now

Book a Meeting Today

AM

attributable revenue

$6.4M

qualified pipeline

487

conversion rates



Contact us

PIERCE

s Y s T E M s ON-DEMAND VIRTUAL EVENT
Master the New Rules of

Revenue Strategy

9, 2021. ) onom

y event of the year

Virtual Revenue Strategy Forum
Attracts over 900 Attendees

Economic experts, leading hoteliers & technology visionaries came together for virtual half-day event enue Strategy Forum 2021 | On-Demand

% s, Chief. g Officers, ClOs, T Company , Asset Managers, Chief Operating
fOCused on /Masterlng the NeW Ru’es of Revenue Sffategy' rs, Brand Executives, and those looking 1o yield more from a solid revenue management strategy.

and brought t
operations, ivi itali
Giving back to hospitality

Help support the AHLA Foundation as it changes lives and empowers individuals to

DN advance their careers in the hospitality industry. In lieu of a registration fee for RSF,

IWER. we do request that you support our industry with a donation to the AHLA Foundation.
Duetto will match donations up to $2,500.

The AHLA Foundation, the charito
dedicoted to heiping people bus
They are committed to efevating, educating, [
industry’s story of opy y and advancement. Since its founds 953, the Foundation has
f the industry and is committed to ensuring o strong ond

gWving arm of the American Hotel & Lodging Associotion, fs

careers, improve th

mpowering indh

L
L]
Speaking at RSF
Listen in on the conversation with hospitality and technology leaders
. 9 e e
o

Priya Chandnani Caryl Helsel Michael Levie
* onizens
n Oragonfly Strategists
Berchimark Global Hospitaly

targeted registrants
© 3 @ MANAGEMENT

»

Joanna Todd Stacy Silver David Woolenberg

RESULTS FOR  §100K

ing technologies, current market conditions and continue

tion and improve asset value
ed attendees the opportunity to RSF Agenda
L , _ i revenue
latform Oaky. s ugh uncertainty to profitability.

lomic Outlook
[d Baumohl, Chief Global Economist, The Economic Outlook Group, LLC

jgating Uncertainty to Profitability
handnani, Vice President of Revenue Management, Benchmark Global Hospitality
Rochefort, President, Graduate Hotels

lelsel, Founder & CEO, Dragonfly Strategists- Moderator

VIRTUAL SA00K
EVENT qua|ified pipe|ine

Opinion
ke on Leveraging Tech in a Post-COVID World
1 Levie, citizenM

e Chat
Talk Tech with Amazon Web Services and Duetto
; ) Todd, Head, Worldwide Business Development - Accommodations and Lodging,
ised to help the hotel industry and n Web Services
’ Jvoolenberg, CEO, Duetto

heir
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Duetto Presents
Spotlight Series:
Real Talk with Hospitality Executives

Featuring Jenna Villalobos, VP of Comimercial
Strategy at Outrigger Hospitality Group

Watch now On-Demand!

Jenna Villalobos

OUTRIGGER

Duetto Spotlight Series: Real Talk with Hospitality Executives

Get more done and realize more revenue faste

duetio
PRESENTS

SPOTLIGHT

> E R |
Real Talk with Hoioltallty Executlve

Helko Grote | i‘

28 April,
Register !

CEO Spotlight: Heiko Grote,
Gorgeous Smiling Hotels

May 11, 2021 | Sarah McCay Tams, Director of Marketing Communications.

th English subltities here

First of all, where does the name come from? At Duetto, ‘Gorgeous Smiling Hotels'is one of our most
favorite hotel company names.

Looking back on the past 14 months, tell us about how you reacted to the pandemic. Now you have
50 hotels, with  few thousand employees. How did you manage this?

How do you make such a big decision, to go from 100 to 07

How did you, yourself, keep a clear and cool head?

Before Covid, what were your plans for 2020 and beyond? You were already looking to adopt Duetto.
‘What else was on the horizon?

We've talked about revenue and overheads, such as staffing costs, but what about real estate? How
did you manage your relationship with landlords and investors during this time?

Duetto on-demand webinar
Re-embracingthe
Unknown: Hotel Revénue
Strategy and t |
Demand

In this 30 minute webinar you'll 1earn hok

« Stop selling out too soon
» -Fix your segments & save your profits &

« Stopleaving money at the table

Complete the form to view our on-demand webinar *

today!

duetto

Re-Embracing the Unknown:
Hotel Revenue Strategy
and the Return of Demand

Preparing For the Return of
Demand

September 21, 2021 | Sarah McCay Tams, Director of Marketing Communications.

Segmentation

Forecasting

Pricing Rules

First Name*

Business Email*

Company*

Which best describes your role?*

Subscribe to Marketing Communications

ABM Training:

Sales Playbooks + Sendoso
June 7,2021

duetto

STRATEGIC
ABM PROGRAM
MANAGEMENT
RESULTS

S400K

Immediate BDR Program Results

S250K

Immediate Sendoso Results

S1.IM

Immediate Program Impact



TARGET ACCOUNT CONTACTS FOUND

TARGET ACCOUNTS DASHBOARD

(STARTED AT 0)

¥yl Dashboard

Q Target Accounts - Sales Dashboard

Target Accounts - Sales Dashboard - Target Accounts - Prospects
1we Count of Account Name Tyy Unique Count
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Record Count

TARGET AUDIENCE
DEVELOPMENT
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A Acquired 446 target accounts worth S44M in annual recurring revenue
from prospects outside of company databases and customers within
company databases.

AVeritied 7,200 hotel managers (end-users) and executive contacts
within 446 target accounts utilizing third-party resources (OnTarget,
Zoomlnfo).

A Created BDR Outreach program for target account outreach and
trained sales teams on ABM program tools and use cases.
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CEO Outreach Vision

C EO O UTR EAC H Identify, engage, and build

relationships with CEOs at target
P ROG R A M accounts, with the ultimate goal of
securing discovery meetings and

winning business.

CEO Account Research

- Goal for that account - could be a) discovery meeting b) move
along a stuck Oppty, c) get customer or partner intro, d)
upsell within account, etc.

- Triggers - what matters to them

- Roadblocks

- Personal research - do we know the CEO alma mater, favorite
sports, causes close to their heart, last discussion points,
connections in common, etc.

Pulse Report

Hi CEO.

As a fellow CEO in the hotel industry, | thought you'd be interested in the latest
Pulse Report <link> which highlights some of the positive recovery signs we are
seeing for the future of hoteliers everywhere.

I'm excited to share it with you because <something in the data related them
specificallys.

Please take alook and | would be happy to connect if you're interested in a
conversation about the data as it pertains to the future of XXX.

Sincerely,
CEO Signature
Viewthe Repart =

Book a Meeting with Me --»

CEO Outreach - Send 2

List development/account research (CEO, COO, CRO, CCO)

1. There are 105 managementcompanies + 154 independents - we can spit them into 3 sends each and stant by sharing the Pulse
report with them, and follow-up with the Open Pricing Paperor the joint HTR b de.
a. North America, Tier 2-3: SF List > SN List
b. EMEA, Tier2-3: SF List> SN List
There are 3 ints in the 10k+ room count tier - these are the highest value accounts, $o we should offerthem a VIP event
invitation which we don't quite have ready as Sandra and | are getting started in talks about this. We can make this a priority if needed.
There are 38 target accounts in the casino segment- we have the resorts and casinos special report you can send them.
LinkedIn open door options:
a. 8changed jobs recently - we should create a standard for you to reach out to all new C-level execs at target accounts
b. 12leads follow Duetto on LinkedIn - we could doa Sendosc giftto them as a thank you for being part of Duetto and invite them
toaViPevent
¢, 73are connectedto someone at Duetto - we could ask the connected contactto add a note about their relationship with them
and do a more personaltouch.

Create a CEO Guide or Executive Brief

Hi CEO,

As a CEO today, you need to deliver XX With a revenue strategy platform like
Duetto, you can capture dynamic demand, increase operational efficiency, and be
more agile.

The CEO Guide to Duetto is our new ebook designed specifically for CEQOs, It's
concise, to-the-point, instantly actionable, and it will show you how to pull the
levers available with Duetto to help build value for your business,

+ Key point bulleted list
+ Key point bulleted list
= Key point bulleted list

Duetto is where you can automate and grow your business, even during times of
economic upheaval. Download the CEO Guide to Duetto and get started today.

CTA-->

Personal Invitation to an Event

Dear CEC,

| would like to personally invite you to X3(X hosted by Duetto on XXX featuring
thought leaders in the hotel revenue management industry.

Join us to learn best practices and hear from over XXX thought leaders on the next
era of hotel revenue management.

RSVP today <link> to reserve your spot.
Sincerely,
CEO Signature

RSVP HERE -->




