Integrated Sales & Marketing Plan

Fiscal Year 2022
ina
Culturally Diverse
World™




Objectives:

Outline the goals that characterize "success" for
LCW's sales and marketing team in 2022

Institute a common understanding of how the
components of LCW's marketing and sales
strategy work together (and integrate) to meet
our goals

Establish expectations for what strategies and
tactics look like in practice by introducing broad
overviews of Priority A and select Priority B
supporting plans

Set-up the greater context of the IMSP so that
individual plans can be meaningfully presented
within the greater integrated strategy




Why create this plan?

The Integrated Sales and Marketing Plan will serve as an
outline of how the Marketing & Business Development
teams will orchestrate our efforts to achieve LCW's
Business Goals for 2022. It contains this team'’s strategy
for reaching, engaging with, and targeting potential

customers.
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Goals

What do we want to achieve in |
2022?

Leadlinain a

[!’ Culturally( ) Diverse
[N World™



2022 Marketing & Sales Goals:

1.Maintain or exceed 2021’s final total sales and strategically determine where to
put marketing/sales effort by product category

2.Increase brand visibility, re-enforce LCW's digital voice, and establish LCW as a
thought leader

3.Build and implement a client journey that focuses on a continuum of support from
initial contact through first sale and promotes continued account development

4.Increase the percentage of new clients that come from a non-referral acquisition
source

5.Establish the procedures and systems needed to measure the correct metrics that
determine success in our sales and marketing efforts




Strategies & Tactics

How will we work toward
each goal?
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G | # 1 . Maintain or exceed 2021's final total sales and strategically determine where to put
Oa - marketing/sales effort by product category

Build marketing
supports specifically promoting
facilitated learning products

Employ search and display ads that target users looking for facilitated
learning products within the digital marketing strategy

Build marketing supports
specifically
promoting elLearning

« Employ search and display ads that target users looking
for eLearning products within the digital marketing strategy

» Build the “consulting story" into the capabilities deck
Build marketing supports

specifically promoting
consulting services - Employ search and display ads that target users looking for eLearning's within

the digital marketing strategy

 Tell individual stories of consultants work with clients on social media

Build and engage a pool » Create an ideal customer archetype

of potential clients that fit our  Create an outbound sales strategy that targets audiences within the ideal customer
ideal customer demographics archetype

Leverage existing clients to , , o
maintain client relationships  Create a prospecting strategy around high-priority products

and grow sales by promoting - Ensure existing clients are aware of high-priority product offerings
new/high priority products




G | #2 . Increase brand visibility, re-enforce LCW'’s digital voice, and establish LCW
Oa = as athought leader

1. Establish a consistent social

presence and voice * Create a multi-channel social media plan

* Implement season 2 of Culture Moments podcast

2. Implement organic (non-paid) » Establish a regular posting schedule for the LCW blog

marketing initiatives that help « Track LCW's website’s SEO within a marketing metrics dashboard and address any areas for
highlight LCW'’s work as a thought improvement

leader « ldentify opportunities for earned media (i.e., being an expert voice in a Chicago Tribune article)

and develop relationships that will support securing these opportunities

» Create Google search and display ad campaigns that drive website conversions

» Create Facebook and LinkedIn ad campaigns that drive website conversions

3. Implement paid marketing
initiatives that drive creation of new
targeted audiences

« Establish a calendar of speaking engagements and sponsorship opportunities that LCW can
pursue to reach new clients

» Create a calendar of awards to apply for that highlights the work of individuals and LCW as an
organization




G | #3 . Build and implement a client journey that focuses on a continuum of support from
Oa = 1nitial contact through first sale and promotes continued account development

1. Set expectations for response time to new
prospects

2. Set expectations for exploratory/discovery call
with new prospects

3. Set expectations for engagement for prospects
in the pipeline

4. Establish and develop clear process for
transitioning new prospect who is converting to a
consultant. Process will include set timelines to
ensure client is contacted with 48 hours of
transition.

48 Hour Lead Response

1-Week Turnaround for boilerplate / off-the-shelf proposal requests

2-Week Turnaround for complex proposals

Submission of RFP/RFI responses before deadline

Pre-call planning to analyze basic information to best prepare for discovery questions and key discussion
points

Determine if we need higher level support from an SME or to have an SME participate on a call

Set expectations with the client during call regarding next steps

Ensuring that BD Team captures thorough notes on client’s needs, expectations, and potential LCW
solutions discussed

Participate in post-call strategy session to align on notes and plan for proposal development (as needed)

On-going follow up with prospects every two weeks

Actively seek opportunities to connect with prospects by sharing trends or company news/events that
maintain connectivity and lead to deeper relationship development

Design and implement use of Transition Checklist
Work with Managing Principal to determine which consultant and associate consultant will be assigned
Advise consultant by providing details of discovery call(s), transition checklist, and scope of work

Send formal/introduction email connecting consultant with the prospect



I 1., Build and implement a client journey that focuses on a continuum of support from
G Oa # 3 CO N t initial contact through first sale and promotes continued account development

«  Director of Client Development and BD Team to support Consultants (as needed) by assisting with building proposals
and responding to formal RFPs

»  Director of Client Development to work with the consultants around conducting regular engagement calls with clients

«  Director of Client Development to work with the consultants to schedule quarterly account / business reviews that will
5. Lend consulting team support to increase include discussion around possible opportunities, challenges and dialogue on ways BD team can best support consultant’s

sales with existing clients efforts

«  Director of Client Development/Marcom to support consultants by alerting them to trends or company news that inform or
influence future opportunities for revenue growth

»  Establish marketing's role in automating email communications between consultants and clients within their customer
journey

«  Commit to being attentive to client / responding in a timely manner

. Outreach from senior leaders
6..Implement. White Glove strategies for select «  Gifts for holidays / Invitations to select events
clients see Biz Dev Lead & RFP SOP - to be

refreshed) «  Firstlook at products / services in development

» Inviting select clients to participate on Advisory Council for eLearning

» Inviting select clients to participate as speakers on the LCW podcast

* Include the consulting story within the capabilities deck
«  Evaluate the website layout
7. Ensure products are presented in a «  Evaluate the website product descriptions

compelling and complete manner across digital « Develop a plan for a website refresh that focuses on improving the ways clients interact with and navigate products on
assets the website

«  Explore opportunities to include how LCW partners with clients on their journey (adding in the "you" language to the
story)




G | # 4 . Increase the percentage of new clients that come from a
Oa « non-referral acquisition source

» Create Google search and display ad campaigns that drive website conversions
» Create Facebook and LinkedIn ad campaigns that drive website conversions

1. Create and implement an « Establish a consistent social presence and voice

inbound sales strategy « Develop a thematic calendar that will keep themes, products, and key messages consistent across
channels

» Develop email campaigns and segments

« ldentify regular Public Session offerings to reengage clients

» Leveraging existing relationships and networks
» Trade Shows / Networking Events / Associations
* Prospecting — Targeting specific verticals or aspirational client types deliberately

» Existing Client Engagement

2. Create and implement
an outbound sales strategy * Revisiting / Rekindling Discussions with Orphan Clients (Orphan - Previously active accounts that

are not currently assigned to a consultant

« Revisiting / Rekindling Discussions with Dormant Clients (Dormant - Unactive accounts assigned to
consultants)

» Revisiting / Rekindling Connection with Dead/Abandoned Leads




G | # 5 . Establish the procedures and systems needed to measure the correct metrics that
Oa - determine success in our sales and marketing efforts

»  Track and Assess Incoming Leads
Track Activity Metrics per Prospect
Monitor activities & communication details to learn full customer story

Track opportunities by sales funnel stage

Track revenue by lead source

1. Implement and Adopt Enterprise «  Track revenue by product or service
Management System / Customer
Relationship Management
System (see CRM Biz Dev
Priorities)

Track Total Revenue

Track percentage of revenue for new business
Track percentage of revenue for existing customers
Track year-over-year growth (over time)

Track & Capture areas/products/services of interest
Track proposal by type (RFP, Cost, etc.)

Track projected close date

Track projected purchase timeframe

Track number of deals lost & why

2. Establish a marketing metrics «  Add Google Analytics to the website

tracker/dashboard that is updated . Capture key social metrics (likes, shares, comments, clicks, visits to website by channel, and engagement metrics on the
and evaluated month|y website) - (see Marketing Metrics Tracker)




Supporting Plans

What do the tactics that
support our goals and
strategies look like 1n
practice?
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Priority B:
Beginning of
2022

Goals Priority A:
Supported  ASAP

Priority C:
Q2 of 2022

Supporting Plan Consulted

Culture Moments Podcast — Season 2 Strategy Jake Podcast Team, Biz Dev 2 Complete
Ideal Customer Archetype Exercise* Melissa/Jake | Chuck, LaQuanda, Monica Complete
1

Biz Dev Playbook* Melissa LaQuanda, Co_nsultants, Complete

Chuck, Nicole 35
Paid Digital Marketing Strategy* Jake Melissa, LaQuanda 1,4 In-progress
Outbound Sales Strategy LaQuanda Jake, Melissa 1,2, 4 In-progress
Thematic Content Calendar Jake LQ, AC's 2.4 In-progress
Summary of Social Media Content Plan* Jake Social Group, Monica 1.2 4 In-progress
LCW Awards Calendar Jake LaQuanda, Consultants 2 Pending
Public Session SOP & Plan* Jake Consultants, Biz Dev 4 Complete
Marketing Promotions Plan* Jake Consultants, Biz Dev 1.3 4 In-progress
Marketing Metrics Tracker Jake N/A 2.5 Pending
Website Evaluation and Refresh Jake Consultants, Biz Dev 2 4 Pending
Earned Media Plan Timeline Jake N/A 2 Pending




Plans that will
require their own
presentation/review:

Plan overviews

presented today:

- Digital Marketing - Complete Digital
_ Strategy Marketing Strategy
III Supportlng Plan » Biz Dev Playbook » Complete Thematic
. « Public Session SOP Calendar and Social
Implementation . Marketing Content Plan
' ' Promotions Plan * LCW Awards
Tlmehne . Social Content Calendar & Earned
Overview Media Plan

« Qutbound Sales
Strategy



LCW Ideal Customer Archetype:

Traits Actively involved Senior Leadership, committed to DEI Values & Change, interested in a multi-modal learning
approach, partner who can push LCW into new content territory

Geography

Global footprint

Ind ustry B Corps, Social Impact & Sustainable Enterprises, Arts, Major Sports Teams, Entertainment Industry,
Education/Public Schools, Large Pharma & Medical Device Organizations, Human Capital, Consumer Goods

4
Size Fortune 500, Scalable

Senior Leaders are primary decision makers, rely on referrals for purchasing decisions, are committed to DEI and

Decision Making Factors ,
want to change their workplace

Pain Points Needs a partner to create a customized journey, is challenged by the creation of scalable DEI solutions to reach all
levels of the organization.

Short-term — Solve an immediate need for DEI Training

Business Objectives o o .
Long-term — Wants to invest in a DEI Strategy partner relationship and implement training at all levels of the org.

Notable Attributes

Action oriented, goal minded, eager and willing to influence change.




Where's the "Integration”?

How do these individual plans work together
across media, channels, goals, and strategies?
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Integrated Sales, Marketing, and Communications Calendar

Quarter 1

Quarter 2

Quarter 3

Quarter 4

January

February

May

August September

November

Integrated Thematic Content

Social Campaigns

Blog Posts

Choose our next
public session

#LearningWithLCW

New DEI Professional Tips for Success

New DEI Professional Tips for Success

New DEI Professional Tips for Success

—

Culture Moments

Season 2 - Wave 2

Season 2 - Wave 3

Season 2-Wave 4

Season 3 planning | Season 3 recording Season 3 launch

Newsletter

Promotional Campaigns

LGBTO+ 5potlight
{Invite only)

01 Updates

02 Updates

Immersion/Identity Bundles?

03 Updates

04 Year Wrap-Up

End-of-year Learning Bundles

LIM Poll Chooses Topic
(Open Invite)

TBD - (Invite only) TBD - (Open invite)

TBD - (Invite only) TBD - (Open invite)

TBD - (Invite only) | TBD - (Open invite)

Google Search and Display

Google Search and Display

Google Search and Display

Google Search and Display

LIN Lead Acquisition (Holiday Module)
[

Holiday Calendar Module

LIN Promoted Posts (New Hires)

LIN Promoted Posts (New Hires)

LIN Promoted Posts (New Hires)

| LIN Lead Acquisition (Industry Survey)

Industry Survey Report

LIN Promoted Posts - LCW Subscription

Product Launch

Outbound Sales

Consultant Check-In's

Consultant Check-In's

Consultant Check-In's

Consultant Check-In's

Prospecting and Leveraging Current Relationships

Brospecting andlesyeracine Curcent Bolatignchine

Prospecting and Leveraging Current Relationships

Prospecting and Leveraging Current Relationships

Timely Engagements with Newly Identified Leads

Timely Engagements with Newly Identified Leads

Timely Engagements with Newly Identified Leads

Timely Engagements with Newly Identified Leads

Ongoing Engagement Activities for Prospects in the Pipeline

Ongoing Engagement Activities for Prospects in the Pipeline

Ongoing Engagement Activities for Prospects in the Pipeline

Ongoing Engagement Activities for Prospects in the Pipeline




LCW Customer Insights

Social Ads + Organic Brand Awareness

Content Impressions, Reach

Post engagement likes,
Page likes, link clicks to website comments, shares

Leads, Public Session Attendence Exploratory calls, preview links
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Supporting Plans Overview

What does it look like to implement our strategies?
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Paid Digital Overview: -
Marketlng - Digital ads work best when you can
Strategy be specific about who you are targeting

» The customer archetype exercise made it
clear that in order to reach the specificity

What lt iS: we need to be successful, we need to
target audiences, not buyer personas

Digital advertisements allow us to target users

based on demographics that fit our target These 3 audiences will be our target

audience. They can be placed on social media audience in 2022:

channels, search consoles, display networks, 1. People searching for (translated)

etc. You often pay per click or impression. eLearnings

-y i} Tactics: Google Search, Google Display Network
WhY 1t's lmportant: 2. People new to their roles // People with

In ord Is18&4 d industry relevant job titles
Wi to Support goa > & ! WE nee tO Tactics: LIN Sponsored Content, LIN Lead Gen Ads

meet new audiences where they are and ,

expand our acquisition beyond referrals. This gu':fgglse :aeﬁ{i%g”;)?ofg{]gfsywords related to
strategy allows us to be specific in who we
target - maximizing budget.

Tactics: Google Search, Google Display Network




Business
Development
Playbook

» Updated to include Business
Development Consultant &
Associate Consultants.

» Content updated to mirror
current Business Development
process.

» LCW Business Development
Playbook V2 will be released
after SCORO implementation &
will include details on
processes related to CRM.

Gatturally

Table of Contents
2022 - LCW BusiNess DEVELOPMENT PLAYBOOK..

Lead Engagement, Qualification & Scoping 2

Initial Lead Engagement & Documentation
Lead Research
The Cal
Assess the Lead
CREATING THE OPPORTUNITY: PROPOSAL DEVELOPMENT .
..B

Solution & Strategy.......

Proposal Development ...

Price the Project

Write the Proposal ...

Deliver & Follow Up
Contract Negotiation........ 13

Continued Discussions....

Project Win

Hand-Off Phase
QUESTIONS? CONCERNS? UPDATES? 16

Ladinan

LCW Business Development Playbook {ﬂ oty e

‘Success Indicators,
LCW makes a_clear decision 1o proceed or decline the project.
Potential Pitfalls
issing information could derail the process.
+ Saying yes 0 al projects could put undue stress on the firm if we don's have the
resources or drive to work on a particular project/client.

Tools and Resource
Use the following to assist you in this step:

+ The collective knowiedge of your LCW team members! Especially the institutional
understanding of the more experienced consultants.

Creating the Opportunity: Proposal D
The Proposal Development phase aims to create, document, and share with the client the
proposed solution. It is ultimately gaining agreements on pricing and project scope. This
phase involves collating information into a streamlined document that helps the prospect
“see” LCW's solution in action
‘Solution & Strategy
Proposal Development
LCW Stakeholders:
+ Business Development Consultant: Work with partners and Client Development
rector 10 gather information and create an outline.
« client Development Director: Provide guidance (ss needed) on the framework of
recommendations
+ Partners: Provide guidance (s needed) on a framework of recommendations.
. Ci lkants: May provide their insights or develop sections of the proposal
throughout the process.
+ Associate Consultants: Assist with proposal creation, as needed.

During the Proposal phase, the Parmers, Client Development Director, and relevant
Gonsultants will work together to outline a solution and suategize the content LOW will use
10"sell" the solution. Whether responding to an RFP or a simple emailrequest it essential
10 know the information you want to gather before diving into writing the proposal.

LCW Business Development Playbook m c‘-‘::";z:-i‘._.
2022 - LCW Busil Devel Playbook
Lead Engagement, Qualfication & Scoping

Accarding o Forreste, the first abie vendor (o reach 3 cecision-maker and sef the.
uying vision has an average close ratio of 74%. That's why the business development
rocess begins before the presentation of any product o senvice.

When a potential customer (prospect) contacts LCW, they're not just seeking @ vendor —
theyre looking for a partner to solve their ehallenge. The opportunity to speak to @ prospect
allows LCW 1o assess that prospect's neads and determine if LCW has the capabilfties and
resoutces to solve that ehallenge while simuhtaneously conveying expertise and
professionalism,

The Qualification, and piecein

of services LCW provides clients. In many cases, the Discovery Gall s the prospect’s first
impression of LOW. As such, the activities and behaviors displayed during this phase are
critical, as they convey to the prospect what & working relationship and project success
might look like with LCW. Each subsequent stage will link back to the trust and credibility
buit nere.

Initial Lead Engagement & Documentation
Key Stakehoigers:

* Business for ensuring that ! !
are accurately captured inthe LOW Pipeline Tracker, seheduling and leading Discovery
calls,as well as managing follow-ups and proposal development.

« cli i Responsible ith Business Development
Consultant on discovery calls s needed, managing outbound sales initatives, and
continuing opportunity development in pantnership with consultants and existing
clients.

. May receive lead i passit Development

Director.

Assaciate Consultans: Supports the Business Development process by assisting in
Discovery calls by note taking and asking questions, assisting with proposal
development, and owning wransition between business development and consuftams
for new business.

« Panners: May participate in calls as needed.




Public Session

Calendar and Overview:
SOP » We will plan 2 Public Sessions per quarter:
* 1 Open Invite Public Session
What it is: « 1 Invite Only Public Session
Public Sessions are marketing AND sales « 2021 Public Sessions have provided the opportunity to

opportunities that preview content or provide

> . create a systemized approach
value for existing clients or new prospects.

-, - « SOP template planner includes:
WhY lt 5 lmportant: «  Week-by-week work planner

Serving a dual purpose as a marketing and sales « Checklist for pre-work and comms
tactic, Public Sessions have the ability

to support retention of current clients, introduce .
new and existing clients to LCW content, and " KPImetrics
provide value in exchange for contact

information that can bring new prospects closer
to the brand.

hl

» Centralized links for all supporting materials




Marketing
Promotions
Calendar

What it is:

Campaigns that offer an exclusive value add
driven by urgency (i.e., limited time).Components
include email marketing, consultant outreach
materials, a landing page, and integration with
public sessions or other strategies/tactics.

Overview:

Proposed 2022 Promotions:
1. Immersion or Identity Bundles?
Target date: March-May (before Pride Month)

2. End-of-year Learning Bundles

Target date: September-December (before end-
of-year budget)

How are you

Why 1t's important:

Creating urgency can help inbound sales
convert and can create a reason for
consultants to reach out to current clients.

These initiatives add to the sales toolbelt for S ﬁm
consultants and LaQuanda/Melissa.

Performance Evaluation Season Bundle Middle Managers' Success Bundle

. Evn]nntmg Talent Inclusively (L=arning) +  Hirng mdmmotmq T p Talent
= Hnnngmg Unwnsm\.ls Bmm]’u‘lormmue (30-mmute Fac
Reviews {m| .

. }{uwml)m'n]nﬂmvfhmﬁdnm Talent

keeping a priority in

We've curated three 2022 New Year's Resolutions for DEI
learning bundles to help ¥ Evaluate talent inclusively
youkeep the momentum ¥ investinyour middle managers' success
goingin 2022... ¥ Make your impact global

Secure your learning bundle(s)
before the end of the year. This
exclusive pricing is only available
until December 31, 2021

Global DEI Bundle

tpize-vide it lgenses for  Incldesthe following enterprise-wide site

wnied fes per additional JEW'EQ

a]ent (el
- ]nlmdm:tnnmlﬂnnnqmg nconscious nms
{30-minute Zoom Facilitatio {mic
. Yo ml:llnn: nm:ml.mmg videos

Performance Evaluation Season (25% off)

Bundled

Cost:

An $81,000 if purchased individually in 2021%...
g - - .

¢ Global DEI Bundle (Z i

| Bundled
Cost:

Middle Managers’ Success

Bundled
Cost:
A $210,000 value if purchased individually in 2021*...

$60kintroduction to Managing Unconscious ias (eLearning
60k

It’'s performance evaluation season!

Make sure your senior leaders, executives, managers, and HR teams are
prepared with the tools they need for a more equitable performance evaluation
eason. Learn more on our website.

EXCLUSIVE EXCLUSIVE

%> BUNDLE PRICING:

kbt

How can you equip
managers to interrupt bias
>

%) BUNDLE PRICING:

kbl




Social Content
Overview

What it 1s:

A year-long plan for LCW's social content that
maps out general outlines for series of posts and
how content will connect with the thematic
content calendar.

Why it's important:

By planning our content in the context of the
entire year, we can ensure that messages are
consistent across channels, campaigns
events and promotions are promoted across
channels, and that social supports the goals
of other strategies/tactics.

_ I for new DEI professionals I

Overview:

3 Social Content Archetypes

1. Educational Thematic Content

Bite size bits of LCW content that connect to
monthly themes, spanning across
communications channels

2. Thought Leadership

Standalone content that provides thought
leadership and does not connect to the
thematic content calendar (think blog posts,
educational posts about current events,
industry surveys)

3. Culture Moments

Links to the podcast, clips from each episode, and
re-purposed content that connects to the thematic

content calendar

2 Proposed Social
Campaigns:

1. #LearningWithLCW

A social challenge issued to
LCW participants to follow
and share their takeaways

Goal: Increase followers,
increase engagement,
generate organic testimonials

2. New DE|
Professional - Tips for
Success

Bite size content, toolkits, tips
from others in the field...

anything that can be a
resource to this audience

Goal: Introduce LCW as a
learning partner and resource




Supporting Plan Implementation Timeline

 Plans that will require their own presentation/review:

« Complete Digital Marketing Strategy
» Complete Thematic Calendar and Social Content Plan

 LCW Awards Calendar & Earned Media Plan

 Outbound Sales Strategy




Questions?




