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2018 Recap - Leads @

Total Tracked Leads (Feb — Oct): 204
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2018 Recap - Website Traffic @
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Organic traffic has decreased the last couple of months. This is mainly
due to Google re-indexing the site.

In addition, we are reviewing the SEO tags and recommending a
monthly SEO optimization budget. ’



2018 Recap - Website Traffic: Paid Ads
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* Changes:

* June: GGC Rebuilt Ad Campaigns — Solids Handling and High
Temp/High Endurance
e July: Added Brand Campaign
e September: Added Slurry Pumps
* Top Keywords:
* BJM Pumps
* High Temperature Pumps
e Slurry Pumps
* High Temp Sump Pump 4



2018 Recap - Campaign Performance @

Food and Beverage Industry Campaign Results

Leads (Buyer’s Guide Downloads): 103 at $146 cost per lead
Emails: 13.9% Open Rate; 1.5% Click-Through Rate
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2018 Recap

Established new logo and branding

< BJMPumps

Blog launched The pump you need, guaranteed.
New website launched

23 brochures redesigned

* Industrial Flow Solutions
* Established name and Iogo DESIGN | MANUFACTURE | SELL |
* Website launched SERSEEE

PUMPING AND FLUID MANAGEMENT SOLUTIONS
FOR HARSH, RUGGED ENVIRONMENTS

@B.'MPumpS Pumps Industries Resources About BIM  Blog  Contact Us
The Pump You Need,

GUARANTEED.
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Rugged Submersible Pumps for Harsh Applications
VIEW PUMPS

FIND THE RIGHT PUMP Product Selector Guide }




Marketing One Page Plan

2018 ONE PAGE PLAN
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2019 Planning — Content Pillar @

e Typically includes:
e 12 Page Content Offer
500-Word Blog Post
Infographic
3 Emails (Substitute Workflow If HubSpot Is Implemented)
Landing and Thank You Page

Draft and Schedule 3 LinkedIn Posts per pillar
* Video

* Industry Campaigns
* 4Q18 — Horizontal Directional Drilling

1Q — Mining/Aggregate
2Q — Health Care

3Q — Construction
4Q19 — Chemical



2019 Campaigns — Content Pillar

* Buyer’s guide: overview, key industries, focus on customer
problems, product line highlights, infographic, case studies

Hard Metal for
High Performance

Rugged Slurry Pumps that Stand Up to
Horizontal Directional Drilling Applications

SBJMPumps

Pump pedormance is criical 1o the sucoess of any horzontal
directonal dring (HDD) job. Theze punishing envitrments
wrak hevos on submersile pumps with acidc, abrasive,
and sometimes even explosive, siumies. You need refibls and

Horizontal
Directional
Drilling

Buyer’s Guide for

hard metal construction to outlest typicel cest iron and
rubber-fined pump models. We buld pumps to save you repair
mmm»mmmmﬂ o keop
your your projects on time.

The pumps you need. guaranteed.

BJM Pumps’ KZN Series Hard Metal
Agitator Slurry Pumps

Submersible Pumps

Abrasion-Resistant Hard Metal Components
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horzoreat

at tha batiom of e pit 1D

3o atillty 10 ramove Squics 10 Wihin Inches of

10 another, and a sim omn




2019 Campaigns — Content Pillar

e Handbook: industry/market overview, trends infographic, what to
consider when selecting a product, additional services,
maintenance

Severe-Duty Valve Selection &
Maintenance Tips for Military
and Industrial Applications

Experts in Extreme Engineering

Safety. Deper ility. That's what military and industrial
manufacturing customers around the world demand from
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2019 Campaigns — Content Pillar

 Pump Toolkits: charts, curves, specs, checklists, selector
* Total Cost of Ownership Online Calculator

* Original Research: surveys, find a missing stat, support your strong
opinion on industry

]
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2019 Supporting Tactics - HubSpot

* Track Content Effectiveness

 Easily track performance of emails, landing pages, blog
posts, forms, social posts, CTAs, etc.

* Tie back to contacts and the contact they prefer
November 2018

c.com) communication subscriptions changed
Nov23at12:11 PMEDT

e Subscribed to the Marketing Information communication subscription
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2019 Supporting Tactics - HubSpot

* Respond Faster

 Automated Workflows

October 31 =
* Instant email notifications R T
. . help.
* Lead-in Messages to drive leads :
[

Chat/bot to reply more quickly

for & deys. v
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Write a message A
meil Managing ollow-
intenance WP email &
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2019 Supporting Tactics - HubSpot

* Lead Scoring
e Track nurturing by
assigning points to
actions
e Set up MQL/SQL point
values

* Track costs of acquiring
leads/MQL/SQL

Lead Scoring

Pocitive Attributec @ Add new set

Score: 15 Actions ¥

The contact property Marksting emaile clickad iz equalto 1.

AND

Score: 35 Actions v

The contact property Marksting emaile clicksd iz greater than

6.

AND

Score: 25 Actionz ¥
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2019 Supporting Tactics @

* Paid Search Additions
* Display Advertising
* Competitor Keyword Campaigns
* Customer Data Match
* Video Ads
* Test Social Ads — Facebook/LinkedIn
* Blog Syndication
* Ad schedule including two webinars, white paper, storefront, etc.
* Current schedule mostly runs through early to mid 2019
e Distributor “Try and Buy” Program
* Monthly Email
 Monthly blogging
* Website Translation to Spanish

15



Start/Stop/Consider

e Start

* Monthly testing — “Do Different”
* Google AdWords additions, social ads
* Email: Subject lines, CTAs
* Web: Featured pumps; offering ungated content

* Implementation and integration of HubSpot (Basic and

Advanced Features)
* Add monthly Web Management and SEO Optimization budgets

e Establish MQL/SQL characteristics

16



Start/Stop/Consider @

* Consider
* Creating New Videos (i.e. Case Study/Testimonial, How-to)

Pump School Webinar Series
Website Additions
* |nteractive Quizzes

* “Find a Distributor” Page
* Contact Form in Footer

Audio Advertising (i.e. Ad on Pumps and Systems Podcast)

Amazon Sales

Partnerships/Sponsorships
* Association Trade Shows/Events
* Colleges/Universities

Third Party Product Reviews

17



2019 Goals @

* Lead Goals: We gained visibility into the web leads that come in
October (97 leads).

e Other leads were only based on the Food and Bev Buyer’s Guide
downloads

e 2019 will be somewhat of a benchmark year to determine level of
leads to expect

 MAQL and SQL criteria needs to be determined and lead scoring
developed (assuming HubSpot is implemented)

* Goals:
e 1245 Leads at a cost of $136 per Lead*
e 675 MQLs at a cost of $250 per MQL*
e 270 SQLs at a cost of $625 per SQL*

*Industry average costs

18



Mtem  [Descripton  ___JCost |

Content Pillar Generally includes 12-page content offer, blog

post, infographic, 3 emails, landing page, thank
you page, Drafting and scheduling 3 social posts,
video

Blog Posts Research, draft, edit and publish blog posts
Webmastering Routine monthly updates and fixes
Organic Search Monthly search engine optimization

Google Advertising Create, schedule and optimize paid ads
Social Advertising Create, schedule and optimize paid ads for
Facebook and/or LinkedIn

Online Advertising Enewsletters ads, webinar sponsorships
Videos/Animations Videos: Testimonials, How-tos

m Draft and schedule monthly email

19
*Includes English versions only.



Budget @

ftem  IDescripton __ __ _________________ [Cost

HubSpot Professional level; Incl. 1000 contacts - $50/1000
Implementation additional contacts

TN T A ET B3 8 Creating and determining values for lead scoring;
updating forms for progressive profiling, create
workflows to identify MQL/SQL

Develop automated workflows, include emails to

Workflow Creation nurture contacts based on behaviors

Set up the HubSpot Chat Feature for the BJIM'’s

Implementation website

Monthly monitoring and optimization of
workflows

Monthly Marketing Weekly client meetings, Lead gen strategy and
Manager program coordination, KPl management,
dashboarding, budget control

20



Next Steps @

* Budget approval
e Start/consider decisions
* Finalize content plan
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