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High Impact Questions

1. Who is your ideal customer?e

2. What is the market size and growth potential for my
solution, and where is the industry headed®e

3. Who is our competition and how are they positioning
themselvese

4. How do | motivate my target audience to buy my
product/service and overcome their purchase barrierse

5. What are my customers’ pain points and how do |
effectively address them?
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Current Information, Thoughts, Ideas, Assumptions

. Parents with at least one child <z=.
. Ouy togs Ave WLOYE 6)<}>evx,s’u\/e...w’utt Lnconte have an meact? We belleve Lt will!

Insights
*  value can be demonstrated through longevity of play
*  Likely bmportant to wide range of incomes.

Acftions
*  Develop marketing messages, website content, and ads that emphasize lasting value,

toys won't sit at the bottom of a closet.
*  Packaging - show multi-season usage, different ages
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VirtualNofte

Current Information, Thoughts, Ideas, Assumptions

*  White collar professionals.
°  Team slze lin COMPANY, Agency, mumioipaut@?

Insights

e Swall teams {aaed wlth Limited resources — weed notes to distribute to other
departmevucs
Virtual Note can be espectally useful to new employees

Actions
*  Humaw resources may be a great segment to target

*  Develop ad campaign focused on small product englneering teams working to

communieate product requirements.
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Current Information, Thoughts, Ideas, Assumptions

Actions
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Current Information, Thoughts, ldeas, Assumptions

*  Developmental toy market forecasted to grow by 72,
*  Likely variation by type of toys, with only some increasing - which?
*  How will trends timpact distribution strategy?

Insights
CAGR 4.5% growth through 2024 SmartGrowth TOYS

Expenditures highest in US
pural household bncomes a factor
Subscription boxes - allow for personalization

Actions
*  Get # of dual househola income HHLDS tn US

Pursue partnerships bn the subsceription box market 111 )
(XXX%/ l I u mF?esearch and Analytics

6

© Allium Research and Analytics, All Rights Reserved




Current Information, Thoughts, Ideas, Assumptions

*  Now in high demand - future unknown as people return to VirtualNote

offices?

Insights
©  25-30% employees working from home multiple days per week

(up from =.6% prior to COVID)

Actions
*  Extrapolate to mumber of US employees, and derive revenue

proj ectlons WLt varlous mearieet pewe’cmtiow levels.
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Current Information, Thoughts, Ideas, Assumptions

Actions
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Current Information, Thoughts, Ideas, Assumptions
* What are the main wessaoes our competitors are ustng?

* s advertising occurring throughout the year, or just during the holidays?
* what offers do our competitors use?

Insights

* Compttitors are aligning themselves with educational models and brands.
* Wemny be able to use seareh terms wnique to our Loeal customer — dunl-

tnecome households, all-season toys, ete. SmartGrowth Toys

Actions
* Test Adwords campaigns ;v RS
* Develop SEO strategy around our l@egwom{s g

9 (Xxm/ l i U m Research and Analytics

© Allium Research and Analytics, All Rights Reserved




Current Information, Thoughts, Ideas, Assumptions
* How con we position ourselves uw’uquetg VIS-0-VLS our competition?

Insights
. Opportumtgj to use l@@gjwwds that appem to HR, these do not appear to

curvently be bn usage or costly

* Messaging around “‘not missing critical information” should be tested.
VirtualNote

Actions

* Develop advertising strategy among for HR pros
* Get budget for campaigns targeted at simall teams.

-
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Current Information, Thoughts, Ideas, Assumptions

Actions
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.. Key Takeaways and Action Steps

* Follow the HEFT framework

Have A Question -> Existing Knowledge -> Find Insight-> Take Action

« Consider the five High Impact Questions
—Universal

—Leads to actionable data
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.. Key Takeaways and Action Steps

« Know your ideal customer
— Consider demographics; segments, lifestyles, behaviors

* Important to know industry trends, statistics, and forecasts
—Blogs — industry, customer, competitors
—Evaluate claims
—Look for primary sources

« Understand the competitive landscape and where you fit it in

— Leverage websites

—Use tools to understand SEQ/PPC and develop your strategy
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How to find tfools that are available
(that don’t demand a lot of resourcesl)¢

Take No Chances:
Insights Hacks for Marketing
Success

One Week To Impactful Decisions
That Make A Business Grow
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.. What this course will cover:

 Tricks of the trade
* Low-cost/free resources

« Action-oriented
exercises

* Tips TO maximize insights
and avoid mistakes

* Live, one-hour
bootcamp

30-day money back
guarantee

10% discount: PAC2021
(through Sunday midnight)

Go here to learn more:

L)1) Y/ B



https://alliumresearch.teachable.com/p/take-no-chances-hacks-for-marketing-success

Email:Joy.Levin@alliumresearch.com

y jlevinallium

m joyatallium

“Take No Chances: | also offer a free newsletter —
Insight Hacks for you can subscribe at:

Marketing Success” https://cutt.ly/FridaySurge

Go here for more information

(discount code PAC2021) Yy .
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