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Digital Capabilities

Bringing brands to life.




Content Strategy involvement will be
integrated throughout our process.

» » » »

Discovery Planning Design Content Review Site Integration



CONTENT STRATEGY

Suzanne Baran

Content Strategy & Content Marketing Services based in Los Angeles, CA

19 years in digital marketing working with the world’s most celebrated
brands: Intel, MGM Grand, Toyota, AT&T, Yahoo!, Fiji Water, Sony, Skype.
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Let’s Go Places
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SUZANNE'’S DIGITAL BRANDING WORK

Brand Refresh:

Roll Global

Roll Global, the
parent company for
Fiji Water, POM
Wonderful and a suite
of CPG brands
suffered from an
identity crisis.

TELEFLORA

FlJI WATER

POM WONDERFUL
PARAMOUNT CITRUS
PARAMOUNT FARMS
SUTERRA

FIRE STATION AGENCY
NEPTUNE PACIFIC LINE

JUSTIN VINEYARDS
& WINERY

About Us

Roll Global is a privately held, U.S. $2 billion corporation with diverse
interests including agriculture, consumer packaged goods, floral
services and more.

With more than 4,000 employees, Roll Global is a fast-growing
company that maintains its entrepreneurial spirit and high-energy,
results-oriented atmosphere. As a privately held business, the company
has the freedom to make long-term decisions that are goed for the
business, its consumers, its employees and the environment.

CONTACT US



SUZANNE'’S DIGITAL BRANDING WORK

Wonderful.com

, AT paeed \We Are
The Wonderful Compar?y S A Wonderful.
diverse holdings make it the '
v 4 \ FlJI Water
world’s largest grower of tree e ﬁ JUSTIN Wines
. ) . Landmark Wines
nuts, America’s largest citrus T
grower, and the world’s largest . Suterra
. . . ey Teleflora
flower delivery service with the 4 Vintage Nurseries

Wonderful Alimonds
Wonderful Halos

Teleflora network of florists.

Wonderful Pistachios
Marketing Copy Wonderful Sweet Scarletts
Product Descriptions
SEO strategy
Omnichannel strategy (social, email platforms)
Content creation and management 62016 The Wonderful Company LLC. Allighs Reserved
Workflows and governance e et | ST A
Persuasive Landing Page design and strategy
Brand storytelling
Brand strategy: identity and positioning
Message maps
Style guides

theWonderfulcompany Who We Are | Social Responsibility | OurBrands | Careers | Press | Contact | Q



SUZANNE'’S DIGITAL BRANDING WORK

ABOUT

Leverage existing

content to create a
destination for the i
brand change 5 M
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Brand Refresh:
Nationstar to —=—

Mr. Cooper P —
F 4 ——
e SEO strategy - —
e Content Strategy .
e Omnichannel strategy (social, email platforms)
e Content brief creation and team oversight
e Persuasive Landing Page design and strategy
e Brand storytelling
e Brand strategy: identity and positioning
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SUZANNE'’S DIGITAL BRANDING WORK

ABOUT

Discover
Mr.Cooper The Mr. Cooper Story

Add the homapage video
hare. Consider additional . .

videos. .

The new page is within B3 &
the About saction.

Our Story
Updated copy block
Update ‘The Story’ that's
on Mr. Cooper.com now . .

FAQ'S + What's Changing
Updated table from Mr. Cooper.con
Add the FAQ section
from Mr. Cooper.com. @ -
Add the ability 1o play
video as an overlay.

RTB's
Add video urgraphlcd ANCHhor link from across tha sile
content. Anchor link from @ -
the homepage and
across the sita.
Get a Loan

Link for new customars © 5 LOUS NS - Omas < phone




SUZANNE'’S DIGITAL BRANDING WORK

CONTENT STRATEGY

Framework to Tell a Story

MODEL

A page is a story
A panel is a chapter

Content assets are story
characters
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SUZANNE'’S DIGITAL BRANDING WORK

Brand Refresh: Mr. Cooper Product Roadmap ™. By - s m s~

N a ti o n Sta r to 2::97 Sep Oct Nov Dec 2Joa1n8 Feb Mar Apr May Jun Jul A
Mr. Cooper

e

] Sep Oct

COOPER Rolout c Million Acts of Kindness o Ongoing Marketing TBD

e Product roadmap creation
e KPIlresearch and measurement
. GO—tO—Market Strategy MOBILE WEB v1 — Parsonalized reports CMOBILEW'EB v2 O RICH MOBILE WEB APPS HTMLS Apps
. Ca m pa I g n I nteg ratlon MorigageAlan Tool o Reli Tools ONGOING RELEASES: Refi Trackar Tool, Disaster Recovery Tools n
e Omnichannel strategy measurement KPI: Market Share
RESEARCH  my SITE EDUCATION - Posts, Infographics
\J/ The eimated murke shace percentage and rank of relstive prucing fof 1op compet-tors
5% MARKET SHARE 15% MARKET SHARE Welis Fargo — 13%
— B
DELIVERY BUDGET RESOURCE MARKETING U.S. Bank Home Mortgage 4%
ameer ) [Cereen ) [Coreen ) et -~
Dalays Budpat wil Al resource Public
aupactad X an rack parcephon is PennyMac 3%
very healthy.
Paositive. - TBD
Freedom Mortgage 3%
Caliber Home Loans 2%

Total Market Share 43%

‘{



SUZANNE'’S DIGITAL BRANDING WORK

Digital Property Redesign:

California Psychics

Product roadmap creation

KPI research and measurement
Campaign integration

CRM integration

Content Management System migration
Governance and workflow

Content creation, planning and management
Omnichannel strategy

Email template redesign

Site redesign

Publishing process overhaul

Landing page copy

Analytics dashboards

WordPress training

WordPress blog creation

Newsletter production

Audience Segmentation

Email KPIs

Direct mail catalog creation

KPlIs:

1.
2.
3.

Quadrupled blog traffic: 80K/month to 500K PVs/month

in 9 months

Increased new customer referrals from 85K to 400K in 6

months

by
-

California$,& Psychics

TOMORROW STARTS TODAY ®

Your Mantras for
Meditation:
September1-7

This week's mantras for meditation are
about letting go. If someone is more
burden than blessing you have to let

them go no matter what. with your new powers?

D4 V4t o<

Increased newsletter open and click through to highest rates

(opens 7-8% of 3.5 mil subscribers, CTR: 74-95%)

How to Develop Your
Psychic Abilities

We all have psychic abilities, but we

need to nurture them. Here's what to

Create Account | SignIn Q

HOME OUR PSYCHICS HOROSCOPES m HOW IT WORKS SUPPORT

Psychic Q&A: The
State Hospital

O%A \WITH
‘ PSYCHIC REED

He was close to a patient's mother at
the state hospital until many warnings
from her dead husband caused a

do and what not to do. What will you do

disconnect. Psychic Reed investigates.



KEY AREAS

Content Strategy

Storytelling Experience

Less utility-driven, reflect real scenes of life at home
Show how will the consumer’s life be changed by the product
Appeal to users by relating to their lifestyle

Intelligent Content

Ensure consistent messaging, branding, storytelling and
content delivery methods across the production life cycle.

Localization | Globalization best practices

Thematic, useful and reusable content production

within intelligent structures will cull down on translation efforts to create
a content pattern library across properties.
Key Areas



KEY AREAS

SEO

Increase Effectiveness of UX
Help users find solutions themselves
Decrease call volume

Search Engine Results
Build strawman taxonomies to facilitate faceted
search. Determine top terms, page levels to
crawl/index, create domain structure for multi-
lingual SEO best practices.

Tactical Fixes
|dentify duplicate content, outdated content and
lower-performing pages for redirect strategy and
landing page aggregation.

Best Practices
Consolidate all support information relating to a
specific product on one comprehensive page - no
searching support types in multiple locations



