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WHAT MAKES MAMBO DIFFERENT

Strategy + Design + Development + Program Management



Size Does Matter

At Mambo we know that providing you with the best value
for your dollar requires the experience and maturity to
provide high-level strategic advisement while ensuring that
our deliverables are world-class. This is especially true over a
long engagement, where priorities may change, obstacles
arise, or opportunities present themselves. Your seasoned,
strategic advisors will help your brand adjust and thrive in
whatever the future brings.

To achieve this, Mambo is boutique by design. We
intentionally seek out and hire experienced senior staff, often
with over a decade of B2B marketing experience on both
agency and brand side. Your dedicated program team will
bring a wide range of experience and insight to bear on your
business goals. And whenever needed, your brand will have
direct access to Mambo’s CEO Siouxsie Jennett.

With this philosophy and our experience specific to your
industry, we believe Mambo is uniquely suited for this
partnership.




We Are a
Part of Your DNA

We take the word “Partnership” seriously.

We are excited by the prospect of working with your
team in close partnership to optimize your brand’s 2024
Marketing Program. We have found the following key
activities, outlined in more detail in the Scope document,
to be highly effective components in a positive and
productive partnership:

* Roles & Responsibilities Definition

* Iterative Program Plan and Timeline

* Best Practice Methodologies, Customized for Your
Program

Quarterly Strategy & KPIs Reviews
Dedicated Strategist and Project Management
Weekly Account Management & Status Updates

Active Program Management
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CASE STUDIES FOR GROWTH



ICGNITING PAID ROI WITH NEW TOOLS

CAMPAIGN GOALS

Multnomah Group, Business Financial Planners, was disappointed in their paid
media program performance and wanted to explore modern approaches and
products but didn’t have the internal expertise. We assessed their program,
optimized elements across the board, and based on our recommendations, we
introduced and tested two paid search tools that brought great success to our client
— Performance Max and Customer Match.

STRATEGY & ACTION
+ We created GA4 audiences and used those as a signal in the Performance Max

campaigns to identify specific audiences to target ads.

« Multnomah Group provided us with a customer list, and we created a Customer
Match audience within Google ads to create a look-alike list that we used as a
targeting signal.

RESULTS

. We saw account-wide improvements of 16% more impressions, 258% more
conversions, and a 71% improvement in Cost per Conversion.

+  Our lead generation campaign saw a 250% increase in conversions driven by a
massive 602% improvement in our conversion rate.

+  Display campaigns saw a 224% increase in impressions, and 20% more clicks
driven by a 20% improvement in our average CPC.

CASE STUDY: ROI
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$15M PIPELINE FOR NEW SOLUTION

CAMPAIGN GOALS

Boost.ai is a powerhouse brand in Europe, providing conversational Al chat services for top-
tier financial institutions throughout the EU. However, they were unknown in the US and
came to Mambo to develop an awareness/lead gen campaign and build a replicable
methodology + assets they could leverage for future campaign development.

STRATEGY & ACTION
. Developed 16-week US introduction campaign with a primary goal of awareness, and
secondary goal of lead generation.

«  Built complete asset portfolio, including SEO-optimized blogs, social media posts, email
copy, infographics, and lead magnets.

. Built email and landing page templates, workflows, and dashboards in marketing
automation system.

+  Worked with Sales and Marketing teams to align on lead stages, scoring, and hand-off
protocols to ensure lead health through Buyer’s Journey.

. Launched and managed campaign, optimized weekly.

RESULTS
. Exceeded campaign goals. Delivered 2809 Marketing Qualified Leads that resulted in
227 Opportunities and over $15M in Pipeline over 20-week period.

. Saw an average 30% Open Rate over course of campaign.

«  Assets and campaign methodology adopted and replicated for additional campaigns in
Banking and E-Commerce.

CASE STUDY: ROI
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Lisa Datka - VP Marketing
Vernier Technologies

“Mambo Media is instrumental in leading our
digital transformation. Mambo has been my
partner at several organizations, supporting us
at every level—from marketing to service to
sales divisions—giving us the tools and training
we needed to streamline our processes,
operationalize our programs, and transform
our marketing and sales efforts.”
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EXAMPLES OF OUR WORK



50% INCREASE IN QUALIFIED LEADS

CAMPAIGN GOALS

Learning.com asked Mambo to evaluate and recommend improvements to their Annual
Campaign. The campaign had been markedly underperforming for years and the client
wanted to rethink approach and modernize, leveraging an Omnichannel approach and
marketing automation.

STRATEGY & ACTION
«  Conducted Discovery Workshops with SMEs and surveyed customer base to better
understand Buyer’s Journey and Voice of Customer.

- Developed comprehensive Personas, including decision makers and influencers, and
built complex Messaging Matrix for every stage of the journey.

«  Developed painpoint-focused messaging and workflow for email series in marketing
automation system, designed and wrote copy for landing page and homepage by
segment.

«  Built multi-touch campaign strategy, including email, video, influencers and social
media for four distinct segments. Executed, launched and optimized over campaign
timeline.

RESULTS

»  Achieved over 30% increase in lead generation compared to previous year.

- Leveraged Personas and Messaging Matrix for a whole-site redesign and rewrite
which directly resulted in website conversion increase of 24% YOY.

CASE STUDY: ROI
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Ease of Management:

Perkins & Co CONVERSATIONAL Al FOR | N FOG RA p H | CS
Public Accounting FINANCIAL INSTITUTIONS
Recruiting Timeline et aagas

Eoch firm has its own unique agenda but
recruiting

each year you can expect.

April - June

Last of the

t:ﬂ‘?‘;:TEELH_EAD-

Vestas company

OPERATIONS & MAINTENANCE
coml ING Ensures rellable,safe cperations for this
Cmmnng![sms:n%‘ie“m iprojected 30 year iife of the project
the US grid to deliver rafiable
July - August .

ENBIGY 10 AMBricans | gy

1s are open! Firms

informational int

03

September - Early October

TRANSPORT =
Transportation of the
tuibing Components 1o
the project site

Ensures sustainability from
Mid-October

e ; » <L beginning toend
On-campus and in-office ’ e ; 'y Rt - 1IN .~
vl ore soh ; T gV 3
interviews % =8 MANUFACTURING DEVELOPMENT @ [}
offers are pre r ;,;' Production of the Development of a new
- turbiree companents ‘wind project through

comminity partnerships

November




SOCIAL MEDIA

I} BATESGROUP

Supporting future Lorum Ipsum
business leaders

throughWEV's -
Alumni Fund " eV Iz BATESGROUP

donate now

arirri,id

|7 BATESGROUP

Winter
Skincare S At vero quos dolores

Vel cslent sns comUp s dniores et
‘cari cupiditate id est leborum rurm algue oo

foreveryoungperriconemd.com




wev

+ the power of you
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CLICK TO VIEW ON PERKINS' WEBSITE

Our culture supports curiosity and your
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POSTCARDS

THANKYOU

FOR YOUR CONTRIBUTIONS
TO OUR COMMUNITY.

Shop local with
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Vestas

Ready to Climb
to New Heights?

Launch your career as a wind
turbine technician

5-Week Technician
Readiness Program

= Begin your career in
renewable energy
= Becomea Vestas
Level 1 Service
Technician in the US.
See the world from
250 feet above
ground
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