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Workshop: Create Your
Cybersecurity Marketing Strategy

Presented by Bri Allen
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Speaker Intro

Bri Allen

Partner Marketing Manager, ConnectWise

Bri is a Partner Marketing Manager with a passion for helping TSPs
of all sizes grow their businesses through GTM campaigns. She
specializes in cybersecurity campaign creation and has experience
in content creation, email marketing, social media, webinars, and
in-person events. As a former small business owner, Bri
understands the struggles small business owners face, and

applies this perspective when working with partners.

Bri was born and raised in Green Bay, Wisconsin and is an avid
Packers fan. Go Pack Go!
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Accelerating Recurring
Revenue

How quickly can you go to
market with a new managed
service?

Sales Growth & Go-to-Market
Lack of visibility into SMB
trends and pain points makes it
challenging to target the most
preferred customer segments.

Attracting & Retaining Talent
Increasingly, MSPs are
competing against global
technology firms to hire and
keep talent.

Scaling Staff Productivity

Use of multiple individual tools
negatively impacts productivity
and gets worse with portfolio
expansion.

Challenges faced by MSPs across all regions and markets

Conveying Business Value
More providers are
transforming into MSPs, so
conveying business value and
differentiation is getting harder.

Increased Risk & Liability
MSPs are now actively targeted
by threat actors, and customers
tend to blame MSPs for
breaches.
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How the workshop will work

* Steps to building a winning marketing strategy
* 5 minutes for activity time x 3

* Use the document provided to define your strategy
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Step 1: Define your goals

Business Goals

Goals * Define yourbusiness goals
* Where doyou wantto bein one, three, or five years?

* The importance of business planning
* Break down long-term goalsinto quarterly milestones

Marketing Goals

e Alignyour marketing goals to your quarterly business
milestones

* Define the time, money, and people you need to be
successful

e Select KPIs that align with what you want to achieve
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Step 2: Select your target audience

Not every customeris a good customer
 “We take any business that comes in the door”

Analyze your best customers
Target . -
A es * Thinkaboutthe characteristics that make them great to

work with

Analyze your worst customers

e Thinkaboutthe characteristics that make them hard to do
business with

 Avoidthese types of customers in the future

Build your ideal customer profile (ICP)

* Findsimilarities between your best customers

* Your target audience should consist of companies that
match that ICP
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5-minute activity #1

Define Your Goals Select Your Target Audience
What is my ultimate vision of success? Who is my best and worst customer?
What does good look like? What are the similarities of my best
What are my business goals? customers? Are they a certain vertical
or size?

What do | want to achieve with my
marketing strategy? What characteristics should go into my

ideal customer profile (ICP)?
What KPIs can | measure to track

orogress? Can | measure my ICP to identify my
target audience?
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Step 3: Competitive landscape analysis

—_— Determine who your top competitors are in your region
* Pick 2 to 3 competitorsinyour area to compare

Target yourselfto
Audience

Examine your competitors
* Look at whatthey are doing well and not doing well

» Find what your competitors are missing
 What are your competitors not focused on that they
Landscape
should be?
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Step 4: Find your differentiator

Consider your current value prop

 Raise your hand if you say you provide the best services
Oals
Think about the problems you solve for your customers
Target .« Whatd t t to solve?
Audience at do your customers come to you to solve-
Consider the solution you provide to solve their problems
e How do you solve these problems for them?

Competitive

Focus on what makes you different
Landscape

* Your value prop should be what makes you different from
other service providers
* This differentiatorshould be the main point you focus on

Value Prop INn your messaging to prospects and current clients
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5-minute activity #2

Competitive Analysis Find Your Differentiator
Who are your top competitors? What do your customers come to you
How do you compare to them? to solve?
What are they doing well? How do you solve these problems for

them?
What are they not doing well?

What makes you different from your

What are your competitors not focusing competitors?

on that is an opportunity for you?
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Step 5: Analyze your marketing channels

Determine what marketing channels you have available to you
* Referrals
* Social media
* Content
Audience e Email
e SEO

* Virtual events
* In-person events

Competitive * Paid marketing
Landscape
Think about the past
* Focuson what has performed historically
#ITNation iﬁi‘ IT NATION
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Marketing channels

Referrals Content

82% of businesses leverage content

Word of mouth influences 91% of
marketing.

business-to-business purchasers.

Use your knowledge of the industry you
target and write your thoughts down

Turn your ideas into eBooks, videos,
infographics, blogs, and more!

How to leverage a referral program:

Offer an incentive
Make it easy to capture referrals

Ask for referrals
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Marketing channels

Social Media Email
86% of IT buyers use social media to make 81% of businesses use email marketing to
tech decisions. deliver their content.
Create social media pages Use a newsletterto keep your audience
Select the content to post up to date with what is going on in your
Start with the 80/20 rule. 80% of your content business
should educate and 20% should talk about Ema|| drips and nurtures are a great
services. .
way to educate your audience and stay
Start posting and keep a calendar of top of mind with your prospects and
your upcoming posts customers

#1TNation i%ﬁﬁ' NATION® -



Partner Program Campaigns

Email drip

Call Script

@ Companylogo

Educational webinar

Security Call Scripts

Social drip

SIEM 101

Follow up emails

DO YOU FOLLOW
THE 3-2-1 RULE?

YOUR Euslv
ARE INEVITAI
DON” r

ANOTHER
CYBERATTACK
STATISTIC

Cybersecurity Essentials

Selling for P P An MSP Guide to
Cyber Insurance Selling SASE

Pitch deck

Lan d |ng WE MAKE SIEM SIMPLE.
pages

The Business
Leader’s Guide to
Cybersecurity
Insurance

Selling guide White labeled assets

Selling cheat sheet
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Marketing channels

Virtual Events In-Person Events
85% of marketers say that webinars are On average, the ROI for events
crucial for their marketing efforts. is 25 — 34%.
Leverage a webinar platform to run Select event locations by the number of
your live event potential prospects you have in the
area

Plan 30-45 minutes worth of content to

Plan contentthat speaks directly to the
cover

pains of your prospects and customers

Use email marketmg torecruit Lean on your partners to support you

with events
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Marketing channels

SEO Paid Advertising

80% of marketers are making room in their

Lead d th h SEO h
eaas earned throug ave an budgets for paid advertising.

average close rate of 14.6%.

Search ads appear at the top of a search
results page

Social media ads appear in LinkedIn,
Facebook, and Twitter feeds

Make sure the services you provide are
prominent on your site and in your

main menu . : .
Display ads appear on websites and include
Leverage blog posts to improve your a photo
SEO ranking and position yourself as a Consider getting into paid advertising when
thought leader you feel your marketing is at an advanced
5 stage

#1TNation igﬁﬁ' NATION® :



10-minute activity #3

Determine Available Channels Analyse Your Past Marketing
Referrals Which channels have you leveraged?
Content What campaigns have you run using

Social media each channel you have available?

Email What performed well?

Virtual events What did not perform well?

What channels would you like to

In-person events
leverage moving forward?

SEO (website & blogs)

Paid marketing
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Step 6: Build your marketing plan

Selectyour channels
Goals * Think about the channels that you have available and pick
which ones you plan to use

Target
Consider the activities you can do with each channel

* Email campaigns to up-sell current clients, blogs to improve
SEOQ, webinars to position your business as a thought leader,

etc.
Marketing Competitive Decide on the timing of each activity
Plan Landscape * Pick a month or quarter that you would like to run your
campaign

Pull everything togetherinto a marketing plan
* Your marketing plan should consist of the channels you will
leverage, the activities you are planning for each channel, and

the timing of those activities.
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5-minute activity #3

Select Your Marketing Channels Build Your Marketing Plan
Referrals What activities can you do within each
Content of the channels you selected?

What is the timing for each of these
activities?

Social media

Email

Virtual events
In-person events

SEO (website & blogs)

Paid marketing
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Step 7: Measure & optimize

Determine what you can track
* Figure out what performance is trackable for each marketing
activity
* Ex: For email, you can track open rates, click through rates,

and leads
Audience
Tie measurements to your goals
* Tiethe measurement of your marketing activities to the

Measure &
original marketing KPIs that we set
) * Marketing goal: Generate 100 new business leads in 2023
Marketing Competitive  Ex: Email campaigns will drive 20% of the new business lead
Plan Landscape g0al

Record performance & continually optimize

* Keep a record of how your marketing activities are
Channels Value Prop ) ) )
contributingto your marketing goals

* |f something doesn't work, tweak it and try it again
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7 Steps to Build a Winning Marketing Strategy

Tie your marketing goals to your
business goals. Select KPIs that align
with what you want to achieve.

Tie your measurements to your marketing Measure &
goals. Record performance and
continually optimize.

Target Build your ideal customer profile (ICP)
and target companies that are similar

Audience to your best customers.

Optimize

Keep an eye on your competitors and
look for areas of opportunity to
differentiate yourself against them.

Select the channels that you want to Marketing
leverage, plan activities for each, and
outline the timing.

Competitive

Plan Landscape

Channels Value Prop Capitalize on your differentiator by

using it as your value prop and in your
marketing messaging.

Determine what marketing channels
you have available and analyze what
performed well in the past.
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77 CONNECTWISE
Partner Program

We invest in our partners go-to-market
strategy, marketing efforts, E—
and sales initiatives to help them achieve
their most ambitious vision of success.

PARTNER
PROGRAM
GUIDE

WINNER
2023
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Partner Program Stats

4Xx S75M $3.3M

Faster Growth New Annualized
Partners inthe program are Revenue
growing 4x faster than partners
notin the program

Free Money
Partners inthe program
received over $3.3M in CoOp
and MDF to reinvestin their

demand generation efforts in
2022

Partners inthe program generated
over S75M in cybersecurity after
joiningthe programin 2022
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Partner Program Membership Levels

REGISTERED PARTNER ACCELERATE PARTNER
Grow at your own pace I I Grow with expert guidance I

SELF-PACED JOURNEY STRATEGY MARKETING SALES
* Access to on-demand education * Sales, marketing, tech readiness * Dedicated marketing concierge * Dedicated partner development
* Brandable marketing assets * Optional internal assessment * Market development funds manager
* Marketing automation platform * Implement ConnectWise cybersecuri * Earn co-op funds on growth * Sales training for your team
* Free fundamentals certification ty/ BCDR * Ready to use campaigns and * Sales framework coaching
* Pricing and bundling tips assets for clients & prospects * Access to pre-sales resources
* Free advanced certifications * Access to subject matter experts * Co-sell opportunities

for events Sales debrief




/ISCONNECTWISE

Partner Program

For ConnectWise partners

Scan the QR code to apply to
the program and take the next

step in growing your business.

#ITNation
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