Pillar Activate

Strategy

Tactic

Advantage

Outcome

Al Tools

‘ Educate

Outreach

~
A 4

Answer questions traders ask
with content = inbound engine +
w/o ad spend

Publish multi-channel content to
drive search hits

SEO-optimised keywords =
sustainable long-run traffic and
SME voice

Existing longform content + cut
into multiple formats =
awareness across channels

Scripting + Hosting + Posting +
SEO = OpusClip, WordPress,
ActiveCampaign, SurferSEO

Amplify users’ satisfaction and
stories + nudge high-intent users
= organic growth

Amplify community voice to
drive brand appeal

Ads at BOFU target users ready
to purchase = high ROI

Testimonials as social proof +
ambassadors’ engagement =
authentic outreach

Socials + Referrals + Tracking =
Reddit, Discord, Insta,
ReferralCandy + Viral Loops +
Google Analytics + Hotlar
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Digital Product Marketing Plan

a4 Y
Sales + Accounts Marketing, Head of Traders + Quants + Tech
\L J
4 )
High margin prospects » CRM CMP == 4 Subject expertise
o J
Customer profiles (product, Contangoran e
prospect, purchase)
“white glove approach” = N J N J Thought leadership for pros
clear value + frictionless 4 > and beginners = both ends of
purchase experience ( ) ( ) the market engaged
Campaign flows Release scheduling
N J N J \ )
( _ ) ( )
CRO (c'on.ver.smn rate CTR (click through rate) —
oty % click to learn more about TV
% complete purchase with TV °
N J
f Tools \ f Tools \
* Klaviyo (klaviyo.com/au/) e CoSchedule
¢ ActiveCampaign (coschedule.com)
(activecampaign.com) * Emplifi (emplifi.io) © 2025 Jun Yu.
¢ Optimizely (Optimizely.com) * StatusBrew (statusbrew.com) All rights reserved.
\_ * Insider (useinsider.com) / \_ * SocialRails (socialrails.com) / Email me:
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Personal Project — Sony
Xperia re: Brand

Reason for Rebrand

Q Diminished brand appeal

Q Shift in demand

Q Outperformed by competitors

Current Challenges

Niche pro-user value proposition
excludes potential customers

The emotions evoked matter as
do the product itself

Competitors’ brands appeal to a
broader typical consumer base

Growth Opportunity

Pro-features as an advantage for
the typical user, not only pros

Convey emotions to complete
the brand experience

Brand values that resonate with
typical consumers and pros
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Personal Project — Sony
Xperia re: Brand Pillars

NS
/77
77

Xperia Delivers

Xperia Empowers

Xperia Evokes

SaJnjea4

N/
/\

Timeless design

Collected experience

Powerful usability

7 7/
7 7/
Presence that stays ahead

and moves you forward

Capability that exudes
confidence with allure

Innovation that captivates
with purpose

suoljow3

NN
/7 7/

Trend-forward / Ahead of
the curve

Confidence / Expertise

Sophistication / Tastefulness
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Xperia re: Brand Campaign

Slogans & Colours
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Here. Now.
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Hold. Timeless.

NN\
NN\

N/
/\

VAN
N7,

NN\

7\ \
7\

N/

7\ \
7\ \

N/
7\

NN NN 4, 2N
ve & 17 5N/
Y 4 V4 \N /7

Feel. Presence.
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Be. Beyond.
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