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The Linear Funnel




Awareness

Consideration
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Awareness

Retention

Purchase
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A new model...
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“Treat the buyer’s journey as a
playground: people can enter and
exit as they desire, they can go in

any order, and they can engage

with the content the “wrong” way.”

Ashley Faus, Marketer and Playground Enthusiast



WHY is this happening?



Trends Impacting the Journey

- A

More Complex Declining
Buying Cycles Trust

Zero-Click Al...
Content Everything




Which means WE
have to adapt...




What we say

Who says it

Where we say it
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How we measure




What We Say:

Foundations of
the Playground




A Complex Buying Cycle

86% of enterprise buyers shortlist products
they've heard of before starting research

Buyers don't engage until they're
69% through their journey

85% establish purchase requirements
before contacting a seller

Buying groups now include an average
of 10-11 stakeholders

Source: https://corporatevisions.com/blog/b2b-buying-behavior-statistics-trends/



Marketers can’t rely on
a simple funnel




Content Depths

4
Intent




Content Depths




\/ Conceptual
= : — Theoretical and philosophical in

nature, focus on the “what” and
the "why” of the idea.

Content
Depths




\/ Conceptual
(/-\D Theoretical and philosophical in

nature, focus on the “what” and
the "why” of the idea.

O Strategic

Focus on the process, tools, and
O key knowledge components that
must be included to make the
conceptual ideas a reality.
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Depths




\/ Conceptual
(/-\D Theoretical and philosophical in

nature, focus on the “what” and
the "why” of the idea.

@ Strategic
Focus on the process, tools, and
O key knowledge components that

must be included to make the
conceptual ideas a reality.

-] Tactical
Prescriptive, step-by-step instructions,

and specific exercises to help the
audience implement the conceptual
and strategic ideas.

Content @

Depths




Real-world Example:
Fithess




What does it mean to be healthy and fit?

GET NOTICED Why Smart QUICK & EASY HOME PRACTICE: STRONGER BACK, ARMS & ABS

COOL STYLES TO Runners Take REcnvmv Muls : TOTAL BODY

LIGHT UP YOUR RUN More Rest Days [ WORKOUT! b
Recharge

your energy
levels

RUNNER “FIT,

Let’s c ThIS. VINGE ¥

)

K HARD
c LENGE

JOURNAL FIND MORE

JOY

»~

v
T ‘ GET STRONG -
| Ei:;i:"'“ ) & LEAN N Feel o
AT 691 \ ‘ l)}/() ur contentment
o‘!!?é KETO est

D'ET »Ease ac.hes

THE KEY and pains
L0SS? »Build strength

UWSUAL

(Arul One
Dumbbeil)

4

POSES

0 and flexibility
18 @O TO FIX A
4 BAD
s R
THAT BUILD
MUSCLE
MASTER CLASS 21 DAYS
afs S5 HOW TO SEQUENCE |0 PETOX
IMPROVE LIKE A PRO for total wellness

YOUR FORM




Conceptual

High-protein diet
Big, strong muscles



Strategic

Good form when lifting
Different sources of protein



Tactical

10 Tips to Build Bigger Biceps
5 Chicken Dinners to Try this Week







Statements we’ve all made...

The product tour teaches people about our features,
therefore, it’'s educational.

This tutorial teaches people how to use a feature,
therefore, it’'s educational.

This eBook teaches people about why our cloud products
are more secure than on-premise products,
therefore, it’'s educational.



Statements we’ve all made...

The product tour teaches people about our features,
therefore, it’'s educational.

This tutorial teaches people how to use a feature,
therefore, it’'s educational.

This eBook teaches people about why our cloud products

are more secure than on-premise products,
therefore, it’'s educational.



“Educational” contentis NOT
the “best” content




The best content meets the
needs of the audience




Trust or Affinity

Content that generally builds a sense of trust
and affinity at a higher level.

Intent
+

Next Action
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Content that generally builds a sense of trust
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Any content that pushes the person to take
action to purchase our products or services.
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Trust or Affinity

Content that generally builds a sense of trust
and affinity at a higher level.

Buy

Any content that pushes the person to take
action to purchase our products or services.

Intent Use

+ Any content that pushes the person to take

action in the product or engage in the services.
Next Action



Intent
4

Next Action

Trust or Affinity

Content that generally builds a sense of trust
and affinity at a higher level.

Buy

Any content that pushes the person to take
action to purchase our products or services.

Use

Any content that pushes the person to take
action in the product or engage in the services.

Help or Remediation

Any content that enables the user to
troubleshoot a problem.



Intent
+

Next Action

Trust or Affinity

Content that generally builds a sense of trust
and affinity at a higher level.

Buy

Any content that pushes the person to take
action to purchase our products or services.

Use

Any content that pushes the person to take
action in the product or engage in the services.

Help or Remediation

Any content that enables the user to
troubleshoot a problem.

Learn

True learn-intent content only requires the
consumer to think about what they've consumed.



You’'re not tricking anyone
into buying anything!



Explicit CTAs = Explicit Intent



My CTA to you:
Stop using “Learn More”




CTAs by Intent

2

Trust or Affinity

000

Buy

Sign Up
Request a Proposal
Contact Sales

Read More
Watch Video
Share

Learn
Share

Explore More Resources
Download (free, un-gated)

o

Use

Log In
Book Office Hours
Install

?

Help or Remediation

File a Ticket
Ask a Question
Contact Account Manager



Real-world Example:
Atlassian Team Playbook




A ATLASSIAN products v Solutions v More+ <-H-O—TaCtiCa|
Buy

Team plCbeOOk All Plays  Why Team Playbook

TRUSTED BY 10,000+ TEAMS

Accelerate success
with our Team
Playbhook

Atlassian’s research-backed Plays make it easy to come

together to solve meaningful challenges.

Explore Plays =

Proven Plays from the leader in effective teamwork

Improved performance Increased effectiveness Faster progress
Running Plays regularly can improve team Teams with clear goals are 4.5x more likely to When teams plan and track work in consistent
performance by 15-20% (Lievens & Sackett, collaborate effectively and get work done faster ways, they can devote 13% more time to the

S t rate g i C 2017). (Teamwork Lab). work that matters (Teamwork Lab).
L ﬁ See Play recommendation quiz ~ See goal alignment Plays - See plan & track work Plays -



Tactical

l\ ATLASSIAN Products Vv Solutions Vv More +

Team PlCbeOOk All Plays  Why Team Playbook

Objectives and Key
Results (OKRs)

Use the OKR goal-setting framework to define objectives,
establish key results, and accelerate progress toward achieving

your organizational and team goals.

Lea 8 ﬁ Watch video

(= (7] (

PREP TIME RUN TIME PERSONS

10m 2h 3-11

5-second summary

e Define 1-3 objectives. WHAT YOU WILL NEED

e Set 3-5 key results per objective.

e Track success and score your OKRs each sharing or meeting space.

month.

templates).

e Timer.

e Video conferencing with screen

e Digital collaboration tool (see

PLAY RESOURCES

Confluence template »

Trello template —

OKR vs KPIl: What’s the difference? 2

Tactical
Use



Instagram,

Tactical

| earn _> SX More Effective

(P §

0,

G « G

+

Search

Explore

Reels

Message

Notificati

Create

e Profile

More

HOWTO

% Make Your Goal

helps teams become
about five times

atlassian & - Follow
Original audio

o atlassian & 18w
Want your team to become about 5

times more effective? ,/

Save this framework that doesn't just

show what to do - it shows what to h

ignore. Game-changing for busy teams!
c

No comments yet.

Start the conversation.

©QV A

¢ 56 likes
February 5

e Add a comment... @

Tactical
Use



A\ ATLASSIAN Products Vv Solutions v More +

Collections Overview Teamwork Strategy

m Collection

Turn human-Al
collaboration into
business impact

Break down silos, boost productivity, and seamlessly

integrate Al into every stage of teamwork.

Jira Confluence
Plan and track work Unleash knowledge

Loom Agents for Teamwork
Advance work with video Realize the potential of Al

See pricing - — TaCtlcaI

Buy

Get it free v

-

Tactlcal

Q

e Ashley Faus
Contact sales




Who Says It:

Building Trust In
the Playground




People trust people like
themselves




2024 Edelman Trust Barometer

Dispersion of Authority: Peers on Par With Scientists

Percent trust

GLOBAL 26 Excl China, Saudi Arabia B

Distrust

(1-49)

| trust each to tell me the truth about
new innovations and technologies

Neutral
(50-59)

Trust
(60-100)

Scientists

Someone
like me

P.10
94 51
Company NGO CEOs Journalists Government
technical expert representatives leaders

\ 4



2025 Edelman Trust Barometer P. 49

Scientists and Teachers Trusted More Than Institutional Leaders

Percent trust to do what is right

GLOBAL 27 excl. Sweden ] B © O @ Significant change
Distrust Neutral Trust
(1-49) (50-59)  (60-100)

53 52

g -
2024 to 2025
Scientists Teachers My CEO Citizens of My neighbors CEOs Journalists Government

my country leaders



People buy from
people they trust




ALL STAKEHOLDERS HOLD BUSINESS ACCOUNTABLE

Percent who agree

Global 27 Global 7

58% 60% 64% 88%

Buy or advocate Choose a place Invest of institutional investors
for brands to work based on their subject ESG to the same scrutiny
based on their beliefs based on their beliefs beliefs and values as operational and financial

and values and values considerations

‘llll' Edelman 26
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Showing the PEOPLE
behind the ideas, assets,
and offerings builds trust




But... how do we
choose which people?




I Goals

._ What outcomes are you
trying to drive? Which
metrics will you measure?

Questions
to Ask




Questions
to Ask

Goals

What outcomes are you
trying to drive? Which
metrics will you measure?

Audience

Who is your audience? Are
they internal or external?
What are their pain-points?



I Goals

._ What outcomes are you
trying to drive? Which
metrics will you measure?

Audience

Who is your audience? Are
they internal or external?
What are their pain-points?

Questions
to Ask

Gaps
What gaps in content do you

have”? What capabillities do
you have in-house?




Assessment Pillars

Credibllity Profile Prolific Depth of Ideas
Expertise/authority treated Big company or title, Long- and short-form content Pioneering new methods,
as source/original material “celebrity” in your topic area in multiple channels and/or re-defining concepts

Unquestioned knowledge Field-level, regional, or Limited to a few channels New strategies, structures,
of source material other peer recognition and/or types of content and/or processes

Must cite source material No/limited reach of ideas, No/few distribution channels, New tactics, execution-
to support claims limited impact of work single type of content focused proof points



Subject Matter Expert

SMEs help explain how to solve
problems, troubleshoot, and
educate on existing solutions.

B2B
Creators



Assessment Pillars: Subject Matter Expert

Credibllity Profile Prolific Depth of Ideas
Big company or title, Long- and short-form content Pioneering new methods,
“celebrity” in your topic area in multiple channels and/or re-defining concepts

Unquestioned knowledge Field-level, regional, or Limited to a few channels
of source material other peer recognition and/or types of content

Must cite source material No/limited reach of ideas, No/few distribution channels, New tactics, execution-
to support claims limited impact of work single type of content focused proof points



Subject Matter Expert

SMEs help explain how to solve
problems, troubleshoot, and
educate on existing solutions.

— Influencer
Bz B : - Influencers help you reach a new
® audience, focusing on existing

C reato rs solutions or incremental improvements.




Assessment Pillars: Influencer

Credibllity Profile Prolific Depth of Ideas
Expertise/authority treated Long- and short-form content Pioneering new methods,
as source/original material in multiple channels and/or re-defining concepts

Field-level, regional, or Limited to a few channels New strategies, structures,
other peer recognition and/or types of content and/or processes

Must cite source material No/limited reach of ideas, No/few distribution channels, New tactics, execution-
to support claims limited impact of work single type of content focused proof points



Subject Matter Expert

SMEs help explain how to solve
problems, troubleshoot, and
educate on existing solutions.

T Influencer
Bz B : - Influencers help you reach a new
® audience, focusing on existing
solutions or incremental improvements.
Creators P

Thought Leader
Thought leaders focus on new ideas in
= = the market, drive the conversation

about what's next, and they help the
audience think and act in a new way.



Assessment Pillars: Realistic Thought Leader

Credibllity Profile Prolific Depth of Ideas
Big company or title, Pioneering new methods,
“celebrity” in your topic area and/or re-defining concepts
Limited to a few channels
and/or types of content

Must cite source material No/limited reach of ideas, No/few distribution channels,
to support claims limited impact of work single type of content




Comparing B2B Creators

Creator Type Primary Audience Ideas Metrics Time Horizon
Subject Matter Expert internal or Users Existing pro_blems Usage Medium- to
(SME) and solutions long-term
- . Awareness | Short-term and
Influencer External, Net-New | EXxisting solutions nd sales long-term
Internal and New problems Trust and
Thought Leader External and solutions affinity -ong-term




Common Pitfalls

)

Regurgitating
Marketing Content




Common Pitfalls

<) A

Regurgitating Ignoring Internal
Marketing Content Influencers



Internal Influencer

Laura Erdem

™
N
o
N

i ot
O
D

Irst To

daStr Annua

=
S




B

Home

Rated #1 for B2B
Attribution on G2

B2B Activation &
Attribution Platform

Map the complete B2B customer journey
Build and activate precise audiences
Leverage Al signals

Measure what truly drives revenue

Laura Erdem @ - st
B2B Attribution & Activation ® Dreamdata ® Sales director with a
crush on marketing

New York, New York, United States - Contact info
Click to count in attribution £

47,385 followers - 500+ connections

% Peter Caputa, Evan Kirstel, and 1,352 other mutual connections

My Network Jobs

»+® Dreamdata

Messaging Notif

® 2 = P

m Q Search
Home My Network Jobs Messaging Not
&» Laura Erdem
" On holiday 4 ™ Dreamdata ® Sales leader with a crush on marketing
Featured
Post Post Post F

Linkedin ads are expensive and
difficult to crack for pipeline...

This is how we align Marketing Heyyyy! Some career news here!

and Sales:...

E€O 4,428 - 273 comments E€O 1,276 - 186 comments EC™ 295 . 37 comments



m Q  Search 0 :: — ¢

Home My Network Jobs Messaging Noti

? Laura Erdem

7" On holiday 4& M Dreamdata M Sales leader with a crush on marketing

Activity <J FoIIowing)
30,460 followers

Posts Comments Images Events Documents

Ay® Croomoota

CRM property filters for
powenrful & flexible reporting

"o o (R = a® =
. e S by
A o

- ’ 4
-
° [y == ot >

One of the best features about

Dreamdata is
Ever wanted to compare your Here is how | book the most Marketers are tired of You can be coached on every
Website performance with... successfull meetings: -... building their own reports.... deal by Al CoPilot that: -...
U 40 &7 €CH79 10 &) 25 &4 &Y 48 G 15

¢® Creomdata
Fast, out-of-the-box
reports empowenr
Clio’s marketing team

~ . J ) v
1t |

f
" "_J!|
I I |

"y

The single biggest positive
point of feedback that | get from

_ -

"Marketers are tired of Learning from the Yesterday the room was | presented how we do social
reports that take ages to... #linkedsummit - only 1% is... PACKED with people cravin... selling for our clients Confi...

8O0 23 &9 CC™13 17 CC 107 &25 CC 101 & 19

—




Common Pitfalls

T

< A @

Regurgitating Ignoring Internal Focusing Solely
Marketing Content Influencers on Executives



Fri -« Sep 5 * 10:45am - 11:15am PT (30 minutes) INNOVATION ARENA - HALL A (LEVEL 0)

DEBATE: Why Founder-Led
Brands Falter

"Founder-led marketing” is trending among marketers, but is it the secret to thriving, or a

slippery slope, filled with pitfalls? Join this debate to see whether founder-led brands

equal funding or faltering!



Where We Say It:

Expanding
the Playground




o d

There are literally
THOUSANDS of options to
distribute our message...
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2025 Marketing

Commerce and Sales

Retall, Proximity & 107
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Sales Automation Enablement & Intelligence
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eCommerce Platforms & Carts
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eCommerce Marketing
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Chann ‘artner & Local Marketing
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Marketing Analytics Performance & Attnbution
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Audience/Marketing Data & Data Enhancement
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Ipaas Cloud/Data Integration & Tag Management

BRASE K "90C B rB:00QOLEY+0C
OF@AG Q4D A-NaTHEeMOQUD ExmOoX
¢HIROD=>® BRCr20IQACIEAE w2 F@«

B: B4 0Pcea0BO»00 @ s Oyl
eRCBOGC? SECABEORISNSVEAHR~0OBS  ~0
It e@IPRYECEAAVO=wROLS -8 @

QB Ao =Z=:00Q00008°S0"maV 50
EEFEO:e ‘AU F@cHEFEC@EOTOVE
BCMNBYSEOUATEOOIZ VW " mLuwe @,E00
PO0'm~¥ B o/ \Dum+-0Q EOTONBE~
=0 NP LOER"NRO BB Y ZONT v

»OD " SORSNI0NOCeDH?E» @R O
Bx? "Ba?@CcsQUCrEASDER- 00 SEC
[ oN-X Rl 1ok

Business/Customer Intelligence & Data Science
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Dashboards & Data Visualization
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Govermnance Compliance And Privacy
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Mobile & Web Analytics
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VMlarketers are competing
for attention




Audiences want instant
access to value




“Zero-Click content is content
that offers valuable, standalone
insights (or simply engaging
material), with no need to click.”

Amanda Natividad, VP Marketing at SparkToro



Zero-Click Content on Major Web Platforms

Platform
Google
2 YouTube

twittery

@ reddit

Linked [}

o) TikTok

() Pinterest

8 SnapChat

Allows Outlinks
in Content

Yes*

Yes

Yes

No**

Yes

Varies™*

Yes

No

Yes

Yes

No

Allows Outlinks
in Bios

No

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

No

Algo Prioritizes
Native Content

Yes

Yes

Yes

Exclusively

Yes

No

Yes

Exclusively
No

No

Exclusively

Creators Benefit from
Zero-Click Approach

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

No

No

Yes

SparkToro
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Evolve how we show
up on these platforms




Social Media Spectrum

Company Communicate Conversation Community

G —————————

Followers



Marharyta Sakova @ - 1st
OKR Enthusiast | Atlassian Champion | Head of Marketing at Oboard
2mo - Edited - ®

J

There's a perception that Atlassian tools might be too technical and complicated
for marketing people. Let me show you they aren't «

Our marketing team recently moved our #ContentPlan from spreadsheets into
#ConfluenceWhiteboards, making things so much easier.

() Before, we put all our ideas in a spreadsheet. Then, we discussed them
together, adding dates, comments, assignees, and a separate column of content
backlog.

After approving that, we started manually re-creating ideas that got into the
quarter into Jira tasks. | knew that was a huge overhead, and | planned to get my
hands dirty and change it for quite a while ©°

Finally, | came up with an easy flow you can recreate in Confluence Whiteboards:
. Put your content pillars on stickers

2 |Invite teammates to add content ideas below

. Move priority ideas to the upcoming months sections

#. Generate Jira tasks right from there

7 Pro tip: Add a calendar from the Whiteboard templates and put your idea on

the day you want to publish it.

Detailed instructions are here: https://Inkd.in/dR2ZMFQdi

Would love to hear your feedback on the template and how you manage your
#ContentCalendar in the comments @

#AtlassianChampions #AtlassianForMarketing #Atlassian #AtlassianCreator

Content Planning with Confluence Whiteboards - 6 pages

= Confluence

For D)arkeling

B
S -
&4
-

Conlent Plan
L I/i//wléévw@c

by Margo Sakova

CC® David Berclaz and 92 others 16 comments - 2 reposts



Atlassian 2Mo oo
2,133,159 followers

Amazing advice! Thank you for sharing, Marharyta!

Like - © 1 | Reply - 1reply

Marharyta Sakova @ [0S 2Mo e

OKR Enthusiast | Atlassian Champion | Head of Marketing at Ob...

J

Atlassian thank you for making Confluence Whiteboards awesome

. \ ATLASSIAN Communit Forums Learning Events Champions
Like - © 1 | Reply ‘ y L

wios @Y+ Q o

Forums Product Q&A ~ Discussion groups v Articles ° Ask a question

Community / Groups / Product Groups / Confluence Whiteboards

Confluence Whiteboards' Template for Marketing Teams

Margo Sakova - OKR

Last updated: May 28, 2025 Board for Jira by
Oboard
Hey, jumping on this train with Confluence Whiteboards' Contest last minute &=

| work as a product marketing manager at Oboard, and my team does a lot of content
marketing for our apps. We recently moved our content plan from spreadsheets into the

Confluence Whiteboard, and it's so much easier now.
ABOUT THIS AUTHOR

For quite a while, we put all our ideas from each teammate in a spreadsheet. Then, we ® Product Marketing .. g8 Oboard
discussed them together, adding dates, comments, assignees, dates, and a separate column
of content backlog Q@ Varna, Bulgaria @ 6 accepted answers

: . . . . 96 total post
After approving that, we started manually re-creating ideas that got into the quarter into Jira N otalposts

tasks. | knew that was a huge overhead, and | planned to get my hands dirty and change them a2
for quite a while. 9 9 9 % 9 +22 more...

Finally, | came up with Content Marketing Whiteboard. View profile

It works as follows:



Morgan J Ingram [fj] - 1st
LinkedIn = Pipeline. For B2B Teams That Want Results | CEO @ AMP | Cr...
Visit my website

184,245 followers

My only focus right now is taking my audience from URL to IRL.

(Before Al makes it impossible to tell who's real)
| heard this quote at SXSW last month,

And it's all I've been thinking about.

Legit its been living rent free in my head.

What will the next five years look like? How will we make everything we've built
on LinkedIn real?

Because if we are being honest it's hard to tell anymore.
Being authentic online is one thing.

Being the same person in real life? That's where it gets fuzzy.

We all have met that person online who was NOTHING like how their content
presented themselves.

So this realization has shifted my entire focus:

L Meeting as many connections in person as possible
5 Deepening friendships beyond the platform
 Saying YES to opportunities for face time

It's why | have been at so many mini events. It's why I'm flying to Sweden to
speak. It's why I'm reconnecting with people | haven't seen in years.

| told myself I'd travel less this year.
But the more | pray/thought about it, the clearer it becomes:

= Deepening real relationships is the priority in this season.

With Al accelerating at this pace, we're approaching a tipping point.
If we are not paying attention, we are going to get cooked.

And | like to cook not get cooked.

| see too many leaders, salespeople and business owners sleeping on this. The
tech is moving at an insane rate. I'm in this every day and even |I'm shook.

That's why I'm so bullish on a platform like LinkedIn that can turn into a revenue
engine for your career.

 Build genuine relationships that transcend the platform

L Create content that can speak to people's soul

It can change your life financially

Has this platform changed my life?
Absolutely.

But only because | took those connections offline.

If my LinkedIn were to go down, which it almost did cause | got hacked. | would
have people to call to help me ASAP ROCKY.

My point is in 3-4 years, when 99% of the content here is Al-generated, you'll

remember the real relationships you built.

That's what I'm betting on.
That's what I'm building toward.

The movement of people who truly want to evolve into our next era.

Not connections for connection's sake, but bridges to relationships that matter.



Measurement in
the Playground
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AI Overviews Reduce Clicks
by 34.5%

By Ryan Law, Xibeijia Guan

April17,2025 = 3 minread

Google says AI Overviews increase clicks. Cold, hard logic
disagrees, and so does our research.

We analyzed 300,000 keywords and found that the presence of an AI Overview
In the search results correlated with a 34.5% lower average clickthrough rate
(CTR) for the top-ranking page, compared to similar informational keywords

without an AI Overview.

Ryan Law

Ryan Law is the Director of
Content Marketing at
Ahrefs. Ryan has 13 years




“Al Overviews are reshaping the search
landscape in real time and marketers can no
longer rely on rankings alone. Visibility now

means earning a spot in the answer itself.

To succeed, marketers will need to create

content that works within the evolving

complexities of Al search, and that gives
users real value, no clicks required.”

Eli Goodman, CEO of Datos, a Semrush Company



Evolving Metrics




Holistic Approach
- Leading and lagging indicators

Principles



Holistic Approach
Leading and lagging indicators

Tailor Your Metrics
Match the intent, format, and channel

Principles




Principles

=

Holistic Approach
Leading and lagging indicators

Tailor Your Metrics
Match the intent, format, and channel

Time Horizons
Trends, seasonality, and granularity



Metrics by Intent
-1

2

Trust or Affinity Learn
Shares Monthly Organic Entrances
Views or Impressions Newsletter Subscriptions
References and Backlinks Follower Growth
Vv
il & ?
000
Buy Use Help or Remediation
Meetings Booked Demo Views Entrances to Community Forums
Account Sign-Ups Office Hours Show Rate Reduced Support Ticket Quantity

Upgrades Net Promoter Score (NPS) Customer Satisfaction (CSAT)



Real-world Example:
Visit Vienna




< C @ https://unhashtag.vienna.info/en-us

VIENNA

-njoy Vienna. Not #Vienna

Unhashtag your vacation!

Social media allows us to travel the world everyday - without even getting up off the couch. But
the places we swipe through are not filled with life or memories - they're littered with hashtags
and diluted by filters.

This is an invitation from Vienna - an ideal place for a little bit of digital detox and for creating
moments that you, and you alone, can treasure forever. Because Vienna is far more colorful when
not seen through the lens of a smartphone camera.

So whip out your city map, make plans and throw them away again. Simply let your senses guide
you. And no worries, you won't go cold turkey when you give yourself a day offline.

Six signs you should think about a digital detox

FIND OUT

Q w B 2

o




VIENNA

Influencers on digital detox

DIVE IN

Best places for digital detox Vacation for your smartphone

DISCOVER NOW GET YOUR LOMO




VVacation for your
smartphone: get yourself
an Instant camera!

What would you do if you could only take ten pictures during your holiday?

Imagine if you had to think twice about when to take a picture. Think how good those ten pictures would
probably be. Maybe you would just take one picture at a sight and then really enjoy the rest of the time there
without holding a camera in front of you all of the time.

Try it now! Inspired by:

“Photograph less. Enjoy more.”

“

=

automat  K°

-

;




unhashtag vienna info

Enjoy Vienna.
Not #Vienna

Unhashtag your vacation!

VIENNA

NOW @ FOREVER

Advertising digital detox in
the biggest social media
hubs of New York and
Silicon Valley




The journey has changed



The tools have changed



But the people
remain the same







Who’'s ready to play?



Please Rate My Session

We hope you enjoyed today’s session.
Please head to the INBOUND mobile
app to provide your feedback.

Thank you! ‘




INBOUND

Thank You!

‘



