€ cognhism

Demandism
Why & when to rebrand

‘s




@ cognism

Brand Limbo




Brand Limbo el

Prospect predictably
with better data

Brand limbo: a state in which your current
guidelines or brand is not set-out to deal with

intelligent sequencing

the day-to-day occurrences that arise and you M

‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘

are therefore re-inventing the wheel on a daily =
basis - often not very welll

Never miss a revenue
opportunity

A marketing campaign How Cognism grew from Sales goals: 11 tips and
audiences guide $10 to $20 million ARR in examples for 2022
1year

Like what you read?
Get it sent straight to your inbox.

Who Is a Lead Generation How Much Does Lead What is a Sales Funnel? \ e aphing € oltestion
Specialist? [Duties & Generation Cost? The 6 stages and how to w ¢ . Get t he news | ette r
Skills] [+Examples] create one -
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REBRAND: pre
kick-off work
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Pre kick-off work

1. Project owner/s.
CMO/PM

2. Board/exec buy-in
Board presentation on business impact of the work, tie to revenue, speed, growth

3. Ensure your house is in order and you have clear: values, positioning, mission, vision,
business objectives (2-3 years) _ _
Documented well, presented in deep dive sessions to our agency

4. QObjective for the rebrand/project
Create a A scalable design system that can is reflective of our positioning and values
and enables us to accelerate at speed

5. Undergo & fully document a review process for partners on the project (Dev and
Design

Evaluated 5 potential partners, when with an ‘in network’ recommendation on

design and our ongoing Dev agency
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REBRAND:
Scope of work




The perfect time to change....everything! § cognism

As a business we had come a long way since
we had last rebranded and refreshed the
website, notably we've moved from lead gen
to demand gen.

And due to the rebrand we revisited our:

Forms

PDFs

Website Journey
Ads

Emails

And not just from a design perspective, we
could assess whether what we had, we

needed or whether it worked for us anymore.

]
Book a Demo to find out more! Bookaa demo to find out more!

Book Your Demo

Forms - so what’s changed?

Previously, due to running a lead gen model we
had over 200 forms across the website (for
each lead gen piece)

This has now be reduced to about 20 and we
revisted to make it far more efficient a process
in Pardot and Salesforce too.



The perfect time to change....everything! § cognism

Website journey:
PDFs:

The rebrand meant we had alot of time to
Previously, we had 100s of PDFs, we were focus on the website and there was a lot to
able to go through all of these and decide change

what was still relevant and needed.
- Removing gFated content

We could also access whether it was still - updating CTAs in blogs and across the
best as a PDF or whether we could create as webS|te
a interactive online page or blog. - Updating case studies and all social proof
- Updating the website navigation
e e es s e E - Updating the resources hu
Gognints cold caling plybock | ‘ S - Updating the global header/footer
- Drift bot

ssssssssssssssssss

“The dn‘ference
is night and day."

You choose,
pppppppp we'll curate
Nowaistiors and send

Cognism’s cold calling process

fographic refer back to it when bulding out your own coid caling process.
Webinars

8 Ways to
Improve Your Cold
Calling Strategy

cccccccccccc

Cognism Signatures
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The perfect time to change....everything!

Ads Emails:

The rebrand meant we looked at all existing
email nurture programs and processes.

We revisited all of our current ads and
launched some new campaigns in the new
brand too. _
It meant we updated current email copy, culled
email nurtures that were not longer needed or
not performing and also updated our
preference centre - not just updating the
templates.

This deep dive lead us to restructure our
accounts, and we could then more easily
identify gaps that we had a brief new
creatives for those.

. cognism
S| d
OOOOOOO Cognism £ ' ’ .
. YOU'RE S s
MISSING OUT ou're missing out
D otter leads, bigger deals,
COMPLETE YOUR o POy ster sales cycles # cognism
sales strategy with... e e
sa es goa s- Hey % %first_name% %.
, we getit.
It's OK, we get it. It's not meant to be @ t meant to be @
Cognism and % %company% %, what could've been! smand mpanyst, w
want to I
If you want to give us one last chance - let us know when you're ready to talk & Know wi
@ cognism
Learn More We hope to speak to you soon!
Cognism
Qv A
cognism Use intelli gent data to increase your sales. sm
confident
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REBRAND:
how IT's going
So far




How it’s going so far

3@ Vincent Plassard - 1st
= 4 Leading all things growth, customer acquisition, and operations at Reveal

wse  3h-®

Cognism just dropped what will be the future of partners page.

3

Active now

Sean Gallagher - 1st
Making Internet Business Personal at
® |ntercom #

TODAY b e

0 cognism Platform Data Customers Content Hub Company Login Book aDemo )

customer base can result in growing
services revenue for the consuiting
partners we work with.

successful referral you send to Cognism

4 Sean Gallagher - 12:12 PM

hey alice, how are you doing? love
the new cognism branding btw!
I'm on a trial atm with our team

and it's great

Connect with us on
Crossbeam or Reveal

Connect with us on Crossbeam -
Connect with us on Reveal =

Website looks AWESOME

@ Matt Melymuka

To: Alice De Courcy
Alice - left you a voicemail noting how awesome the new branding looks!!!
Amazing job. You crushed this.

Q H & &« P

Mon 06/06/2022 15:56
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generation #b; keting

or a new website

@@O Simon Waller and 248 others 39 comments - 8 shares

Reactions

EE02 L2002
A - Otk © Comment > Share <« send

) 5,310 views of your video

ﬂ Add a comment... O]

Most relevant v

Mathieu Monereau - 2nd 22h o2
Digital Marketing Specialist @ Gates Corporation
Dumitru Sava

Like | Reply

“ Add a reply. @ (]

‘) Alice de Courcy [ZNIIS SRR
o  Chief Marketing Officer at Cognism - technical Saas revenue mark

Demandism rebrand special
https:// .cognism. i Ii

Like | Reply

David Burgess-Bellay (He/Him) - 1st 4d e
'@ Building Partnership Ecosystems and Community | 7yChanging

Wow. Looks amazing team Cognism. Well done Alice de Courcy

and all the those involved.

Like - €1 | Reply - 1Reply

ﬂ Alice de Courcy [T 4d v
'®  Chief Marketing Officer at Cognism - technical Saas reven..

Thank you David Burgess-Bellay

Like | Reply

ﬁ Amanda Sullivan - 1st 4d (edited) s
Sierra Interactive: Head of Growth in the SaaS B2B space

| know exactly what you mean. Rebrands are SO much work, but if
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How it’s going so far

30-Day Comparison (+ trend) 7-Day Comparison (+ trend)

Primary Dimension: Source /Medium Source Medium Keyword Other

Secondary dimension ~ Sort Type: Default ~ Primary Dimension: Source /Medium Source Medium Keyword Other
Kot Secondary dimension ~  Sort Type: Default ~
I RSt Acquisition
Users + Newu Sessi
s e Source / Medium
o o o Users ' New Users Sessions
12.32%* 10.04%+ 10.80%#
103,873 vs | 96,986 vs 88,138 140,211 vs
2391%+ 26.66%+ 18.84%+
28,601 vs 23,083 25410vs | 34,959 vs 29,416
[(J | 1. google/ organic 20,062
May 10, 2022 - Jun 8, 2022 39,464 (36.49%) 35,621 (36.73% 52,805 (37.66%) 0 1. google / organic
Apr 10, 2022 - May 9, 2022 29,163 (29.69%) @ 26,754 (30.35%) = 37,226 (29.42% R )
P 3 e ‘ Jun 2,2022 - Jun 8, 2022 10,501 (35.51%) 8,723 (3433%) | 12,773 (36.54%
% Change 35.32% 33.14% 41.85%
May 26, 2022 - Jun 1, 2022 10,589 (44.08%) 9,074 (45.23° 13,059 (44.39¢
0 2. (direct)/ (none)
% Change -0.83% -3.87% -2.19%
May 10, 2022 - Jun 8, 2022 29,738 (27.50%) 28,899 (29.80% 33,263 (23.72%)
Apr 10, 2022 - May 9, 2022 29,597 (30.13%) | 29,131 (33.05%) = 33,793 (26.70%)

% Change 0.48% -0.80% -1.57%
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Impact on key metrics so far

SEO Impact (+)

Our keyword rankings are improving and the number of keywords we're ranking is increasing.
Here's a quick breakdown:

May 9th
# of keywords in the Top 3 = 291
Total # of keywords = 8,804

June 7th
# of keywords in the Top 3 = 455 (+56%)
Total # of keywords = 11,960 (+36)




Rebrand: What’s next?

Injecting our brand into everything we do

A rebrand isn’t a set and forget exercise and so here are some key changes we are making
in our team to ensure our rebrand is helping us move the needle:

Levelling up our creative process - our design team should now be part of ideation as
much as delivery.

We need to use our brand to help us effectively tell a story that reflects our values as
a business - our brand guidelines are now a core part of the conversation when
defining messaging for a new campaign.

Brand voice and tone guidelines helps keep us consistent and they now feed into
every campaign we run.

We have taken stock and redefined what we are putting out there in the world - our
rebrand has encouraged us to become more customer centric.

Scaling the brand and pushing it to the next level (brand guidelines don'’t have to
stem creativity)

§ cognism

# cognism

Level up
your Linkedln targeting

e3P

Better Tighter More
match rates targeting conversions

# cognism

Tired of
_— —

ABM targeting?



