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BACKGROUND & OBJECTIVES

e Two online polls conducted March 2017
* 350 respondents: 200 government, 150 contractors

 [dentify most influential and valuable content to government decision

makers during the procurement process

e Understand how government is obtaining information in current
environment

* Pinpoint gaps between what government perceives as valuable and

contractor content marketing priorities and strategies
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RESPONDENT PROFILE

Government Decision Makers

Agency Type

Federal Civilian or
Independent agency

58%

Defense, Military, or

. 42%
Intelligence agency

0% 20% 40% 60% 80%

Location

= |In the Washington DC Metro area
m Qutside the Washington DC Metro area
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RESPONDENT PROFILE

Government Decision Making Involvement

ID need for product/service

Determine requirements, specs, or features

Evaluate proposals/bids/quotes

ID contractors/suppliers

Draft/write RFP

Allocate budget

Make final decision/approve

24%

0

X

20% 40% 60% 80%

100%
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RESPONDENT PROFILE

Contractors

Marketing Communications Involvement

Marketing Communications/PR
involved in content development _ 67%
and dissemination

BD professional who uses
content

15%

Program or proposal manager
who uses content

9%

Other 9%

0% 20% 40% 60% 80%

Location

= |[n the Washington DC Metro area
m Qutside the Washington DC Metro area
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STAGES OF THE BUYING PROCESS

DETERMINING NEEDS AND
SPECIFICATIONS

\  SHAPING RFls AND RFPs

MAKING FINAL
SELECTION

© 2017 MARKET CONNECTIONS, INC. & MERRITT GROUP
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VALUE OF CONTENT DURING BUYING PROCESS

Determining Needs and Specifications: Government

Research reports [ 5 8%
White papers | 6%
Product demos | S 1%
Marketing collateral | N 43%
Case studies | 46%
Webinars [ 40%
Online magazines | 399
eNewsletters | 339
video |G 36%
Infographics | 34%
Trials | 30%
Ebooks [ 297
Blogs NG 4%
Podcasts [ NG 23%

0% 20% 40% 60%
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VALUE OF CONTENT DURING BUYING PROCESS
Shaping RFls and RFPs: Government

White papers [ 42 9%
Research reports [ 42%
Product demos | 3%
Case studies | 369
Marketing collateral | NG 34
Webinars [ 299
Trials [ 279
Online magazines || EGEGKNNNGGNGNGNGEGNGEGEGEGEGEGEGEGEE 24%
Ebooks | 1%
video |HINEENEGEEENN 21%
eNewsletters || TG 21%
Infographics | GG 17%
Blogs NG 16%
Podcasts |GGG 12%

0% 20% 40% 60%
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VALUE OF CONTENT DURING BUYING PROCESS

Making Final Selection of Provider or Source: Government

Product demos | 33%
Research reports || NG 30%
Trials | 269
White papers [N 21%
Case studies N 20% None of the above:
Marketing collateral || ||| NG 16% 23%
video |G 14%
Webinars || GGG 11%
Online magazines || IEG@I 10%
Ebooks |G 9%
eNewsletters || IIEGNG 8%
Infographics | EGEGN 7%
Blogs N 6%
Podcasts [} 3%

0% 20% 40% 60%
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CONTENT PRIORITIES

Determining Needs and Specifications: Contractors

White papers | S5 %
Marketing collateral | 539
Product demos | 9%
Research reports [ 2 7%
Blogs NN 429
Infographics [ 429
Webinars | 4 1%
Case studies | NN 1% b
tbook GG 37% N
video [ 36%
eNewsletters | 367
Online magazines |GGG 35
Trials | 329
Podcasts |GGG 22%

0% 10% 20% 30% 40% 50% 60%




FEDERAL CONTENT MARKETING REVIEW

CONTENT PRIORITIES
Shaping RFls and RFPs: Contractors

White papers | 47%
I, 42%%
I 40%
I 39%
I 38%
I 38%
I 36%

Blogs N 327

video I 2 9% \w

Product demos
Webinars
Marketing collateral
Case studies
Research reports

Infographics

Ebooks | 287
eNewsletters | ENEESEEGTTT 25

Online magazines | 257
Podcasts |GG 23
Trials | 2 1%

0% 10% 20% 30% 40% 50%
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CONTENT PRIORITIES

Making Final Selection of Provider or Source: Contractors

Case studies
Product demos
White papers
Trials

Marketing collateral
Research reports
Ebooks

Webinars
Infographics
Video

Blogs

Online magazines
eNewsletters

Podcasts

I 409%
I 32%
I 32%
I 32%
I 31%
I 31%
I 25%
I 25%
I 24%
I 229
I 20%
I 19%

0% 10% 20% 30% 40%

47%
46%
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IMPORTANT CONTENT FEATURES

Government

Product specifications

Data and research to support content

Past performance/case studies

Content that is not gated

In-depth and detailed content

Third party content (research prov. or assoc.)
Short and concise content

Content without sales messages

Visual contents (e.g. images and video)
Content focused on value

Insight from industry thought leaders
Insight from gov't thought leaders

Content that is easily shareable on internet
Content directly from a contractor

Content from a media outlet
Mobile-optimized content

I 57%
I 51%
I 48%
I 37%
I 34%
I 34%
I 34%
I 29%
I 28%
I 26%

I 21%

I 20%

I 19%

N 13%

N 9%

N 3%

0% 20% 40% 60%
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PERCEIVED IMPORTANT CONTENT FEATURES

Contractors

Insight from government thought leaders
Past performance/case studies

Data and research to support content
Short and concise content

Content focused on value

Insight from industry thought leaders

Third party content (research prov. or assoc.)
Visual contents (e.g. images and video)
Content without sales messages

Product specifications

Content that is not gated

Content from a media outlet

In-depth and detailed content
Mobile-optimized content

Content directly from a contractor

Content that is easily shareable on internet

I 39%
I 39%
I 37%
I 36%
I 35%
I 31%
I 29%
I 23%
I 25%
I 24%
I 22%
I 18%

I 17%

I 16%

I 15%

I 13%

0% 20% 40% 60%
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IMPORTANT CONTENT FEATURES GAPS

Significant Gaps Between Government and Contractor
Perceptions of Important Content Features

B Contractors M Government

0,
R 51%
(o)
40% 37% 37/’ 34%
24% 22%
20% 17%
Product specifications Data and research to Content that does not In-depth and detailed
support content require filling out a form content

in order to see the
content (i.e. gated
content)
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IMPORTANT CONTENT FEATURES GAPS (CONT.)

Significant Gaps Between Government and Contractor
Perceptions of Important Content Features

B Contractors M Government

60%

39%
o N— 31%
>
0 21% Y)
oo 2% 18% 16%
Insight from government Insight from industry Content shared by a Mobile-optimized content
thought leaders thought leaders media outlet (i.e. to access on a smartphone

publication) or tablet
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FREQUENTLY REVIEWED CONTENT TYPES

Work-Related Purchases: Government

Government contractor’s company website _ 75%
Enewsletters or RSS feeds that | subscribe to _ 62%
Sponsored content/articles on traditional
news websites
Government contractor’s social media page _ 34%
Ads served in my search engine results _ 32%

Social media ‘organic’ posts 31%

Paid social media posts _ 24%
Online banner ads - 19%
0% 20%

% Sometimes/Very Often/Always

40% 60% 80%
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PAID DIGITAL ADVERTISING METHODS USED

Contractors

Search engine marketing 60%

Traditional online banner ads 57%

52%

Social ads (e.g. LinkedIn ads)

Promoted posts (e.g. promoted Tweets) 41%
Native advertising (i.e. paid content
. 36%
placement on external sites)

Do not use paid digital advertising methods 7%

20% 40% 60% 80%
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MOST EFFECTIVE CHANNELS

Government

Search engines |GGG 33
Corporate websites || TN 52
Email [ 74
Government-focused online communities ||| EGTG GGG 702
News websites focused on federal related content || |GGG 552
YouTube |G 26%
Linkedin | GG 33%
Slideshare |GGG 29%
Medium |G 24%
Facebook |G 22%
Twitter [l 13%
Instagram |l 12%

0% 20% 40% 60% 80% 100%

% Very/Somewhat Effective
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PERCEIVED MOST EFFECTIVE CHANNELS

Contractors

Corporate websites

Email

Search engines

News websites focused on federal related content
Government-focused online communities
YouTube

Paid ads on LinkedIn

Paid ads on Twitter

Paid ads on Facebook

Slideshare

Medium

Instagram

I 527
I, 7%
I /5%
I 459
I 42
I 0%
I 0%

0% 20% 40% 60% 80% 100%

% Very/Somewhat Effective
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GAPS IN PERCEPTION OF EFFECTIVE CHANNELS

80%

60%

40%

20

0%

xX

8%

6%

YouTube

Significant Gaps Between Government and Contractor
Perceptions of Effective Channels

B Contractors M Government

57%

45%

33%
4%

LinkedIn / Paid Facebook /
ads on LinkedIn Paid ads on
Facebook

5%

Twitter / Paid
ads on Twitter

42%

Slideshare

40%

29%
4%
13% 12%

Medium

39%

Instagram



FEDERAL CONTENT MARKETING REVIEW

BARRIERS &
PERSONAL
DEVICE USAGE
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PERSONALLY-OWNED DEVICE USE

Government
Frequency of Using a Personally-Owned Reasons for Using a Personally-Owned
Device to Access Content Device to Access Content
| can access content while
(v)
traveling or commuting - 75%
| can access content after
0,
Some websites are blocked
when | use government 67%
issued equipment

It’s easier to stream audio
and video on my personal
= Rarely/Never = Sometimes = Very often/Always device

50%

0% 20% 40% 60% 80%
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CONSIDERATION OF BARRIERS IN GOVERNMENT

Contractors

Activities to Ensure Government Can Access
Contractor Content

Considers the Barriers Government
Faces When Accessing Digital Content

Design content with a responsive
design or mobile first design

Email in plain-text format

Take into consideration the size
of files

61%

59%

50%

In-app/social apps as platforms 34%
Explore mobile exclusive
advertising options

34%

28%

Explore advertising in wider

= Rarely/Never = Sometimes = Very often/Always commercial space

0

X

20% 40% 60% 80%
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@ ASK YOURSELF?
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KEY TAKEAWAYS

DO | KNOW THE STAGE AND KNOW THE PERSON? IF YES, EDUCATE THEN
DEMONSTRATE.

e Earlyin the process, spread yourself broadly, educating about the problem
AND the solution. Use research reports, white papers and case studies to
identify problems that maybe the client didn’t even realize existed. Use them
to plant key specifications in the RFI/RFP. Don’t be afraid of detail.

e Always be ready with well-planned and executed product demos and trials.
There are consistently 25-30% of the individuals throughout the government
procurement process that believe product demos and trials are extremely
valuable, HOWEVER, these are most influential later in the process.

* Once the proposal is submitted, you’ve missed the boat — Nothing else will be
read.
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KEY TAKEAWAYS

ARE YOUR SOCIAL MEDIA EFFORTS THE END GAME, OR THE BEGINNING?
YOUR CUSTOMERS ARE REALLY “SEARCHING” FOR SOMETHING IN BETWEEN.

e Contractors tend to have an inflated sense of the importance of social media
as a marketing and communication tool, while federal workers may not
completely grasp the extent to which they are being influenced. It’s a fine
balance.

e Placing your eggs in the social media basket as a delivery mechanism for
your value may not hit everyone you need, but it may help you stay in front
of your customer.

* Websites and SEO are still key resources for government decision makers.
You can’t rely on your commercial websites to completely connect with the
government buyer. If you can, customize and tailor it. If you can’t, microsites
and public sector solution landing pages may still be a path you can go down
to have impact. Your social media site doesn’t have the same impact.
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KEY TAKEAWAYS

DO YOU HAVE A COMMUTERS@WORK™ STRATEGY? NOT ALL RESEARCH (AND
INFLUENCE) OCCURS BETWEEN 9-5 PM.

e Nearly two-thirds of government decision makers are using their personal
devices to access content for work. Sometimes, it’s all they have during their
commute. Sometimes, it’s because it’s easier to get certain types of content.

e 40% of ALL decision makers are accessing work content on their personal
devices while commuting or traveling. Are you where they are?

e |s your content accessible to these individuals? Optimized for mobile review?
Snackable? Able to infiltrate their personal social media feeds?

e Don’t forget, though, about the other 60%. Your content still needs to
penetrate through the government networks.
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KEY TAKEAWAYS

ARE YOU USING CONTENT AND CHANNELS THAT INSTILL TRUST? AWARENESS
OPENS THE DOOR, TRUST CLOSES THE DEAL.

e Trust comes when each party involved works with the belief that the other
has the other person’s best interest in mind (and not their own). You need to
develop the “No Kidding” discussions.

* Are you hiding anything and everything behind registrations?

* Do your messages speak of their issues and not solely your solutions? Let
them know what is possible.

* Are you leveraging research and information that comes from unbiased,
third parties without a dog in the fight? (i.e. associations, certification
groups, research analysts — those without a stake in the final sale)

* The target customer has to believe you are in this for them, and not just you.
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o °%2¢ Market Connections
o000
O Research you can act on.

Lisa Dezzutti, President
LisaD@MarketConnectionsinc.com | 571.248.7864

Aaron Heffron, Executive Vice President
AaronH@MarketConnectionslnc.com | 267.332.4947

MerrittGROUP

MARKETING | PR | CREATIVE

Jayson Schkloven, Sr. Vice President & Partner
schkloven@merrittgrp.com | 703.390.1529

Matt Donovan, Vice President Government
donovan@merrittgrp.com | 703.390.1519
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