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1) Executive Summary

Top level findings review + content insights + suggest approach
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Recap: We help you analyse, understand, and segment the target audience

In this presentation we're using social and behavioural listing to greater understand your audience

Cohort Personality Behaviour Media Share
Mapping Insights Analysis Habits of Voice
Buying mindset Where are they reading about it Share of Voice by Business Area

zzzzz

What drives them to act

Creation has developed over 1.4bn global profiles and growing, updated from over a dozen data sources
targeting across intent, affinities, interests, and more

|
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Key areas of the research

Audience Behaviour Conversation Analysis (listening)

Social behaviour of CLIENT and key - Share of voice of customer vs. key
competitors’ followers competitors

< Cohorts definition < Brand mentions

<« Demographics < Key topics

« Personality dimensions and drivers + Topic Share of Voice

< Buying mindset

< Online habits

< Influencers

the curious marketing agency™

Key areas that are relevant to the customer
< Live conversations

+ Trending/fading topics

< Hashtags

<+ Media




Executive Summary

Key Findings Summary

Content Insights

« Overall there is a lack of quality content in the space — especially related to ideas

«  Top Performing Content — Currently lists and videos but market is lacking Interviews, Infograpics and “WHY” posts
*  Worst Performing Content — How too'’s

+ Engagement increases based on the length of the article, with longer, more in-depth getting higher engagement
+  Most engagement on content happens on a Wednesday with Sunday the lowest

Conversation Insights
«  Overall there is very low volume of conversations, so this really does present an opportunity to own the space online
«  Current conversations seem to be very news driven rather than insightful discussions around why and how

Online Habits

« Highest social density is LinkedIn, but also active on and increasingly on Reddit, Snapchat and WhatsApp.
*  Very likely to read articles on Medium, and listen to Podcasts

*  Must less so on Twitter and YouTube

«  Likely to share own content over commenting and sharing. Usually online in the afternoon (12pm - 5pm).

Personality Insights
«  For our main audience - knowing the brand and proposition is by far the highest purchasing decision
«  The audience does respond to targeted ads, but they don’t often make a spur of the moment decision
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Content Insights (all Keywords)

Content Consumption and Sharing Habits Most Shared
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Suggested audience approach

Advice based on Audience Analysis and Type

creation ¢9 INFLUENCE
High Conscientiousness "5 + Have a strong, utilitarian argument
g/r*\ + Use duty and tradition to influence them, and likewise

Conscientious |

commitment
Similarly, use group loyalty nudges (what they should do for the
collective good)

(&

@ TeDataPsychologist com
0J WORDING ¥ AESTHETIC DESCRIPTION
Be impersonal (e.g., avoid *you”, talking about people); * Representational
talk about time [ the future; talk about family, home * A bit people-focused, social
and work; don’t be over-emotional (e.g., swear); be y Sen.3|b|e, coqventlonal
positive and optimistic: avoid negations or negative * Loving, considerate
language.
Cp STYLE BRANDING
* Be conventional ?”d traditional « Present the brand as sensible, reliable and dutiful
+ Be somewhat social as well (e.g., rom-coms) +  The brand should be a logical, persistent hero in an
* Make sure aesthetics are structured and predictable everyday context
* Use imagery that is representational rather than abstract +  Be engrossing and light (e.g., matinee)
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2) Get to Know Your Audience

Audience Personality Insights — CLIENT + Competitors followers
Who they are - What drives them - How to approach

Dataset:
Followers of @ChannelExperts, @allbound, @zift, @ZINFITech, @channeltivity, @impartnerprm
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Audience Insights

Key Behaviour Cohorts based audience analysed (global)

leader, personal o...
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Audience Insig

Demographics and Personality — Who

Major Influence Factors

Rank Factor

Brand name

kely to be

2 are likely to be

3 are likely to be

4 ikely to be
@) Product utility

5 E Men h that are likely to be

Infl

a product

Digital Responsiveness

=

Credit cards

Members of th

9019% 58.04%
65.41%
Full audience US - General Full audience
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1738%

US - General

nhts

n64%

1699

10.52%
46.05%

2002%

US - General

Personality

Values

Constancy
Stagnetion
Egolsm

Modernity

Needs

Interests

Practicslity
Struciure
Restraint

Eas

(11

Business and
Industrial
Technology and
computing
Finance

News




Personality insights analysis

Highly Conscientious traits

30%

50% 53%

66%. JT%
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Personality

They are active, expressive and genial. They are
energetic: they enjoy a fast-paced, busy schedule
with many activities. They are adventurous: they are
eager to experience new things. And they are
assertive: they tend to speak up and take charge of
situations, and they are comfortable leading groups.

Needs
Their choices are driven by a desire for efficiency.

Values

They consider both independence and achieving
success to guide a large part of what they do. They
like to set their own goals to decide how to best
achieve them. And they seek out opportunities to
improve themselves and demonstrate that they are a
capable person.

9

Y



Audience Insights

Demographics and Personality — What drives them?

Repress emotions and have an uncomplaining attitude to
pleasures or setbacks. Emphasise liberty, freshness and
innovation over tradition.

Have a desire to get the job done and make progress. They have
a desire for skill and efficiency. Not family or home oriented, self-
reliant and do not need the company of others.

Complacency . Practicality
Stolcism 14 Hedonism
Remoeteness 24 Closeness
Cal E Egolsm Self-transcendence
alm xcitement
Modemity Conservation
Disagreement 24 Harmony
Stagnation Self-enhancement
Imperfection Z |deal
Constancy . Openness to change
Reservedness [ ] Love
Risk 124 @) Stability -
Inexpression =@ Self-expression
Contentment sox ) Curlosity
Flexibiity »:: Structure
Ease . 3 Challenge
Restraint ® Liberty
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Audience Insights

Demographics and Personality — Personality Dimensions

They have control over their desires, which are not

particularly intense. They tend to feel calm and self- They are eager to experience new things. They do
assured. They handle unexpected events calmly not frequently think about or openly express their
and effectively. It takes a lot to get them angry. emotions. They are open to and intrigued by new

ideas and love to explore them.

Re: Read more
Self-controlled Hedonistic Cautious of others [ ] Trusting of others .
Self-assured Prone to worry Proud [ ] Modest Read more
Calm under pressure Susceptible to stress Contrary o Accomodating
Mild-tempered Flery Compromising [ ] Uncompromising
Confident () Selt-conscious Hard-hearted ® Empathetic Consistent Adventurous
Content [ ] Melancholic Self-focused L ] Altrusstic Dispassionate o Emotionally aware
Concrete Philesephical
. .
Dovin-to-earth L ] Imaginative
Unconcerned with art [ ] Appreciative of art
: . Respectful of Authority-challenging
Read more Read more authority ®
Laid-back [} Energetic Content Drwven e
Demure [ ] Assertive Intermittent Persistent
Calm-seeking [ ] Excitement-seeking Self-doubted Selt-assured
Reserved ) Outgoing Bold Deliberate
Independent [ ] Sociable Carefree [ ) Dutiful
Solemn [ ] Cheerful Unstructured [ ] Organised
L] L

They set high goals for themselves and work hard to
achieve them. They can tackle and stick with tough
tasks. They carefully think through decisions before
making them.
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Media Insights

Influencers

Macro Influencers

Name

Biography Affinity ©

Uniqueness ©

Reach®

Social media

Micro Influencers

Name

Biography

Affinity ©

Uniqueness ©®

Reach®

Social media

@ Steve Keating

[ 5]

Aaron Lee

L <
‘ Warren Whitlock

Larry Kim

TS TechCrunch

Larry Wentz

??Evan Kirstel #B2B

Lolly Daskal

Murray Newlands

D
(&)
& sowetore
9
&
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Improving the Sales Profession, Developing the
Next Generation of Leaders. Yes, | can help you
develop your team, DM me to discuss how. Just 067%
giving back here.

Sikh | Restaurateur | Influencer with 4 Million Total
Followers | Traveller | Awarded Jewels of Punjab
by Ex-PM Dr. Manmohan Singh | My wife: 047%
@harkiratkukreja

Regional Manager @agorapulse. Trying to perfect

the art of cappuccino. Introvert with awesome | EES
hair. http://Instagram.com/shortofheight 2 054%
hi@askaaronlee.com

Founder/CEO Stirling, publishing, influencer,
Emerging Tech, NFT, DAO Digital Marketing,
Blockchain, Al Futurist, Advisor, Author, friend

CEO @MobileMonkey, Founder @WordStream -
Columnist @inc, @Medium, GCNBC. Startups,
AdWords, Facebook Ads. Popularized Unicorns 0.47%
in Marketing. 2 Boys. Christian.

Technology news and analysis with a focus on
founders and startup teams. Got a tip?
http/jtechcrunch.comtips

Domain Name Investor, Sasquatch Research, Cat

Lover, Lake Bum, Pool Player, Happily Un-

Employed, Pro-Cannabis & CBD - Make Money At 047%
http://Pre-Enroll.com #Entre

Tech influencer, B2B content creator/Industry
Insider w/ 500K+ Social Media followers
obsessed w/ Enterprise ? Cloud - 5G ?Al ?
Telecom fif CX .. @irmaraste ?

We bring companies and customers together on

the world's #1 CRM. Sharing the inspiration you 3075%
need to change the world for good. Support: 034%
@asksalesforce

Dedicated to bringing Heart Based Leadership to
organizations & individuals |Coach IConsultant
ISpeaker [Columnisti Best Selling Author: The 076%
Leadership Gap

CMO @ Web3, #NFTArist @ #SuperRare.
Husband and Dad. Ex Forbes, Inc, Entrepreneur
Mag,

7834

7781

7766

7752

7706

76.86

76.85

76.69

7654

7634

101M

136M

102M

4871K

7447K

10.27M

763.3K

328.4K

5776K

125M

156M

060 060

Impartner

TechNative

Eric Rodgers

Kelly J Waffle

Chris Del Grande

David Hoffeld

David Hubbard

Viveka von Rosen

Martin Cook

Mike Kawula - Nation

Alan See

Impartner” - the industry leading #PRM
technology company, provides everything you
need to transform your channel into your most
strategic asset.

Articles, webcasts and interviews on disruptive
tech trends in your industry. Videos:
#TechNativeTV - Follow us on Linkedin:
http://linkedin.com/company/technat

Top 30 Under 30, 2x Google Search Excellence
Awards. Obsessed with #MarTech & #BigData.
Loving & Fueling Digital Disruption. Founder
@StackProsinc & @DRVNIntel!

Managing Director, Hinge Research Institute |
Host of The Visible Expert Podcast -

s #DigitalMarketing #ABM #Re

Husband Father Founder Valued Merchant
Services #BBB At 2X #Inc5000
#MerchantServices #Payments #EMV.
#Contactless #Entrepreneur #ShortyAward
Finalist #SmallBiz

CEO & Science-Based Sales Trainer | Best-Selling
Author | Sales Keynote Speaker | Sales Coach |
Behavioral Strategist

Collaborating With #828 Clients To Drive
Profitable Revenue Growth: #Leadership
#Marketing #ProdMgmt #Sales. Join me on
Linkedln: http:/bit.ly/1TbXorF

I'm a LinkedIn Expert, Speaker, Trainer and
Author. Cofounder of http://Vengreso.com.
Prospect Better. Sell More.

Google Ads Expert, Digital Marketing, Digital
Strategy, Ecommerce & Social Media Monster,
Google Square, Linkedin: http://htli/RPAPG (all
views are my own)

National Center for Fathering Advisor | God &
Family #12 | Business Strategist | Inc. 500
Company

Forbes "Top 50 Most Influential CMOs on Social
Media" and American Marketing Association
“"Marketer of the Year"

474%

1 o5+

W

0.09%

W oo

oIt

87.22

7233

72.09

72.09

7193

n77

7177

7163

88.6K

816K

51.2K

94.4K

89.6K

583K

89.6K

883K

97.0K

815K

(1]
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Media consumption insights

Media Affinity — Press and Magazines

98 major publications they read regularly, and 141 online magazines

WSJ Business News

Gizmodo

The New Jork 3 - BaA

NEWS ; 2 ¢
BBC Breaking News ) The Associated Press USA TODAY

The New York Times

FORTUNE

engadd

Engadget

MARTECH

vy s |
= ’ - Guarg V7 \ . arech s markecns

Fast Company Digital Trends
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Media consumption insights

Events they are showing interest in

0% s —fsa% « @
/ / Join a thoughtful

and Inspliring community.
Affiliate Summit

RSAConference

CloudEXPO _ RSA Conference

R localScole

GCAVE TUE
Microsoft Ignite Ciscolive UPRISE Festival Euro

indieCade ??

" Oracle CloudWorld

fiiriy bt ke

Social Media Week

Interop

HPE Discover

Please refer to the
media targeting pack
for the full list.
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Media Insights

Online Habits — Social friendly, more online than average, more likely to share

Network Likely to use network Network Likely to use network Day v %
@ Linkedin 56.26x @ WhatsApp 27.57x Wednesday 15 615
1722%
Thursday q
o Medium 13.50x
e Reddit 10.66x
n%
Tuesday q
& Snapchat 912x
o R 240 Friday th
@ SoundCloud 6.89x 14.97¢
Monday 14,455
@ Pinterest 6.55x
e Spotify 5.25x Time V%
3574
O Twitter 4.97x 1217h 2595
O YouTube 3.40x
18230 I Ji o
Twitch 2.92x
Instagram 1.56x 174
06-11h — 6.74%
1061%
00-05h .
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3) Get to Know The Conversation

Conversation Insights
What people talk about and in what context

Dataset:

KEYWORDS ('saas partner programs” OR impartner OR "salesforce communities” OR Channeltivity OR allbound OR "partner
relationship management” OR zift OR Zinfi OR ZINFITech OR ChannelExperts OR ImpartnerPRM)

Vendor Tags @ChannelExperts, @allbound, @zift, @ZINFITech, @channeltivity, @impartnerprm

the curious marketing agency™




CO nve rSGti O n I n S i g htS Total Mentions @  Unique Authors @
Total Social GLOBAL Mentions in our dataset 3 58 5 Frevious Perod, ’| O/| 4 iy

Total keyword mentions Social Mentions 1%t Jan to 3" August
L Relatively stable and low
« volume

Jan 2022 Feb 2022 Mar 2022 Apr 2022 May 2022 Jun 2022 Jul 2022 Aug 2022

Breakdown by Vendor

80

Leaders in mentions
are Zift and
Impartner

60

40

Mention Volume

20

>
g
N
S
N
N}
=
5
2
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S
N
N}
I
5
N
S
N
N
I
N
S
N
N}
&
N
S
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N}

Jan 2022 Feb 2022 Mar 2022

@ Allbound @ ChannelExperts @ Channeltivity @ Impartner @ Zift @ ZINFITech
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Conversation Insights

GLOBAL Conversions (size represents volume and colour trending v fading)

Total year word cloud (all mentions)

#channelstrategy
clients reasneaillyrf:eh competitive Iongeniglt_esomuons
applications Cybersecurity Organizations Network orl(\;w;;l((:%oa“rlmelpartners
partnership customers today Program services team cloud technologies
free revenu& t Sa|eS Channel GlobalMillion jeworks
system report work INAUSTIY cgo d | latf insights real-time
success Manage Ragd partners ata SO UtlonS platrorm

video content

analysis chain years tl me grOWth prOdUCt critical
e COMpanies business ARG Impoda

leading jnformation Learn teChnOIOQY Market based security

automation PR\ |atest digital Find provide
enables processes makln vendors S%gtrw aai;]e SOIg;,'or.‘;mgrpnse landscape
resources ext eXperIence pany future

ex
partnerships products Service email sf::;ateglc Development

ay
application  decision-making  customer webinar process
#channelsales

® Hashtags @ Organizations ~ @ Keywords

Allbound filtered word cloud

f vendors  partnerships
opportunities defeated g ° support

competitive  #techblogs development industry application

ZINFI Technologi
Invictus Growth Partners software startup product SEnOREes

Oracle Scope

f;\g::;;q '°”d techn0|0gy market'ng companIeS Impact S‘ra‘;i::
reach WOl t Success Region
e P’°d”°ts market based PArtNE€r management "= "=

ma
h | global st
weom - sales Startup e mjllion Growth, sz e

significant report

salestorce daa PATtNETS  gOftware Atlantacustomers

Key services players
relationship hysiness company latf PRM y ity
entertainment  tach SOIUthnS p a Orm
fi Customer growmg fal ZOVIng Feature Video

intech Analysis
ift Solutions
#community

‘5'52:,"(;253{5‘”;3“0" headquarters :
raised Technologies v astment considered
potential

VP Of Customer Success

® Hashtags ~ ® Locations @ Organizations People @ Phrases @ Keywords
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Conversation Insights

Trending Conversations (size represents volume and colour trending v fading)

Keywords Trending

sales and marketing Partner Programs
partner portal NTG Clarity Networks Analytics

Workflow Management | ayra Evans

NTG Clarity Networks Daily software industry revenue

Network Inventory Management Microsoft Americas

Partner Relationship Management Software Market
Global partner relationship management

Lynch

Digital Transformation
Partner Relationship Management solution  forecast to reach
Management solution that covers networks Bull City Ventures

Atlanta

Gordon Rapkin
CEO At Zift Solutions

covers the value chain of partnerships cisco 00 n“f'eim:er:
analyze their business processes US Don Lopes
Lorem Ipsum UAE

Ratings for NTG Clarity Networks
Partner Relationship Management Market Channel Mechanics
Kenneth Fox organizations to design America

Zift Solutions PRM

Fading

Trending

Fading

Hashtags Trending
#partnerportal
#channel ~ #technology

#infosec #partnerecosystem
#channelincentives #channelmarketing
#partnersales

sclouq #PArtNErexperience

I
trenewals  #PATtNEIPrOGram e seeaireg

#channelalignment
#partnerenablement #management
ives #partnerincentives #ncentiveprogram

#channelpartners smcem
#Cybel'SeCU ”ty #marketresearch

senameparner #ChaNNelstrategy

#channelsuccess

#applicationsecurity

#salesforce
#partnermarketing

#impartner

®  #channelgrowth

#channelsales #channelautomation

#partnerrelationshipmanagement

#ransomware
#channelprograms

#channelmanagement #partner
#saasrenewals
#dealregistration

success
#channeldata

#channelmeetup

#incentiveprograms

#communi

ity

#px
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Conversation Insights
GLOBAL Topical Share of Voice

Salesforce
Zift Solut “Invictus G...

6% of the... Genesis Lee
V d At I t Infinite G..
VP Of Cust. a n a baCt

2% ) == gOftware s..,
\ / o technology.. Report PartnerStack

majority i...
Market Lea...
ddddd Stovie s Marks S o 7% T4
S e GEO At ZIf S
board memb... Vlce Presi... maersnare
oo CFO d GIFT p
36?66}3 i I n u St ryAp’;)|anPReh:vswm
momesme I ics! IVF Pnor Read Report New Product ——— 20%
,‘Vf“::‘z’; Gordon Rapkin North Caro
o 2 egpwsoryggme‘es;:esfﬁgs N softwaremarket  Accelerates D...
Impartner Sof... 6th Consecuti.. . MeretLeaders
Third Award
Gold Stevie SaIeSfO FC@ services part..
Check
/ g Apttus Read CIUb ImpaCt 2022816
CIBC Innovati.. =7 ¢ H technology an...
e Zift Solutions
3% Growth Capita... k h
mearner o TIATKET SDare (I;artnerStack
American Busi...G2 Sprlng Rep'--roup announc..
SaltLake City Impartner and... ~ Award forinn...
® Allbound @ Impartner @ Zift @ ChannelExperts ZINFITech @ Channeltivity
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Allbound Conversation Insights

The Allbound conversion wheel and topic explorer

Key Conversations Key Topics
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Conversation Coverage Mentions on Networks

Networks, Topics and Interests Analysis

Key Networks

Forums
News
Reddit
Review
Tumblr
Twitter

YouTube

© Blogs @ Forums @ News @ Reddit @ Review @ Tumblr @ Negative @ Neutral @ Positive
@ Twitter @ YouTube

Top Hashtags Audience interests

% of authors for Allbound + % of authors for All
Top Hashtags TWEETS RETWEETS  ALLTWEETS ~ IMPRESSIONS Affinity Competitor + PRM Authors Affinity comparison
#channelpartners 194 16 210 260677 1 Saas 3.4% 0.1% 27 x more than All Authors
#channelstrategy 132 8 140 142091 2 cm 2.3% 0.1% 42 x more than All Authors
#channelsales 125 13 138 215730 3 Cloud Computing 2.6% 0.1% 24 x more than All Authors
. 4 Salesf 1.6% 0% 86 than All Auth

#oybersecurity 28 99 127 119342 slestoree more than All Authors

5 Content Marketing 1.9% 0.1% 24 x more than All Authors
#partnerprogram 105 3 108 109357

6 Sales 2.5% 02% 10 x more than All Authors
#channelautomation 93 6 99 103274

7 Management 3% 0.5% 6 x more than All Authors
#channel 86 1 87 140177

8 Entrepreneurship 2.9% 0.7% 4xmore than All Authors
#partnerexperience 82 3 85 106947

9 Certified 11% 0% 64 x more than All Authors
#channelsuccess 81 2 83 99573 10 Information Security 1.8% 0.2% 9 x more than All Authors
#saas 74 9 83 118343
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Geo Conversation Coverage

Total Conversations by Country

Total Mentions 2722
D Y I
0 Mentions 1-3 4-10 11-30 31-100 101-1086
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