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& Welcome

Jared Beasley
Vice President Of Partnerships
SharpSpring

After spending years using marketing automation tools, Jared recognized their importance in the current market

and made the move to join SharpSpring's quickly growing sales team. With a comprehensive background in B2B
Account Sales and Management, Jared brings his expertise in identifying market opportunities and providing
tailored, measurable, and effective solutions to our clients.

Agency-focused marketing automation company
Founded 2012, launched Jan 2014

1000+ agencies around the world

Global network of support and partners
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& New to Marketing Automation?

Marketing automation is a suite of tools used to segment and nurture prospectswith highly
personalized, useful content that helps convert leads to customers and turn customers into advocates.

The 3 Key Benefits:

ilvl 16 =

Drive More Leads ConvertLeads to Sales Optimize Your Spend
More than just more. Drive Close business by sending Double down on what works
relevant leads that convert exactly the right message at and axe what doesn't.

exactly the right time using Comprehensive reports make it
powerful, behavior-based easy.

communication
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What Can You Automate?




d; What Can You Automate?

%

Marketing/lead-gen processes

New lead responses

New lead assignment

Lead organization

Lead nurturing

Sales processes

Customer service processes
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/ Automate Campaign Tracking And Reporting Processes

(ull Campaign Insights

@ Atlanta April 2016, Austin Feb 2015, Austin June 2016, Boston May 2016, Boston Nov 2015, Charlotte May 2016, Dallas Dec 2015, Dallas June 2016, DC July 2015, Fort Lauderdale May 2016, Houston Dec 2015, Houston June 2016, Jacksonville March 2016,

Miami Oct 2015, Orlando March 2016, Philadelphia Feb 2016, Phoenix Feb 2015, Tampa March 2016, Washington DC April 2016
v ‘ Y OppsCreated ~ Nov 3,2015 - May 3,2016 v

Total Total Avg Opp 0/ Avg Avg Opps Total SHOWING
6 Opps $5 16,40 Amount $7,48 Amount 28/0 Probability 1 Per month 6 Accounts 58 CAMPAIGNS
R /~ Al -l
Opps Created Group by Campaign Day Week Month
20 —

Series 1
I City Event - Austin Feb 2015 - Attended
I City Event - Boston Nov 2015 - Attended
I City Event - Atlanta April 2016 - Invited
[0 City Event - Atlanta April 2016 - Attended
I City Event - Phoenix Feb 2016 - Attended
I City Event - Tampa March 2016 - Attended
M City Event - Fort Lauderdale May 2016 - Attended
I City Event - Orlando March 2016 - Invited
M City Event - Miami Oct 2015 - Registered
I City Event - Dallas Dec 2015 - Attended

15

10

6

| -
0

1 M City Event - Jacksonville March 2016 - Attended -
[=——=r]
12V
Nov Jan Feb Mar Apr May

-~ Nomore “goal conversion” detective work!
-~ Know what works and what doesn't in real time.
- Create standard reports to run monthly, weekly, daily, etc.
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M\ Automate New Lead Response, Allocation, Organization And Nurturing

m of the following conditions are met RULE GROUP 1

| Add the Filter % ‘ : When a contact ’ visits from the email

<

lect an Email ’ ‘ 1time ¢‘ \ exactly c

(Optional) By clicking thelink‘ Ex: http://website.com ] Add Rule

@ Triggers

L'/’)
|
)

1 When a contact went to the url http://sharpspring.com/thank-you 1 time exactly referred by any url

Y Filters

i When a contact comes from the email CRM Release 1 time or more

Respond to a lead within 1 hour and you're 7X more likelyto
have a meaningful conversation than companies who take 1-2
hours to respond.

£1AMT King Cubs : 1 When from the emal [ NOTL Trick for Agency 1 time or more
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Q\ Automate New Lead Response, Allocation, Organization And Nurturing

4 Days 4 after start
send the email :

() Or during next available business hours.

Add Action

1 1 minute after start assign lead owner to James Davis.

2. 1 minute after start send a notification to Lead Owner when available, otherwise send to Rick Carlson via
email and via text message.

3. 1 minute after start change lead field Communication Stage to value Demo Requested.
4. 5 minutes after start send the email "5 Ways CRMs Drive Sales".
5. 1day after start send the email "[Case Study] The CRM Solution".

6. 4 days after start send the email "VPoP SE: SS vs. CRM Comparison Sheet".

Automation o- ¢ hustprg s L 3

e —
el « 79% of marketing leads don't convert into sales
= * Nurturing can generate 50% more sales-ready leads at a
i) i 33% lower cost-per-lead

https:// blog.kissmetrics.com/wp-content/uploads/2013/12/sales-infographic-6.0.pdf , )
& SharpSprmg‘



/
&‘ Automate Sales Processes

One attempt at contacting a lead is almost never enough to be effective.

¢ Custom Fields

ADMINISTRATIVE &

1 justafter start send the email "In-demo Magic Trick - Presto".
Communication Stage

< None Selected 2. 1day after start send the email "2015 Nurturing - Post Demo - Magic Trick Followup (Agency)".
Prospect
Lead 3.  3days after start send the email "Features Email - Agency".
Demo Requested
Passed to Country Partner 4.  6days after start send the email "2015 - Post Demo - Testimonials (Agency)".
Received Email Reply
Not Interested 5. 1week 3 days after start send the email "2015 Nurturing - Post Demo - Deliverability".

Pre-Schedule VPoP Call
Not Scheduled Nurture-Agency

Demo Set
Demo |
Demo- Agency

Demo-End User
Reschedule (In Advance)
Reschedule (No Show)

é SharpSpring‘



/
Q Automate Customer Service Processes

‘1 Months % after 4| Appointment Date

<>

’ send the email

(J Orduring next available business hours.

Add Action

« Appointment follow ups
« Appointment reminders

1  1weekafter Appointment Date send the email "1 Week Check In - How is your pet doing? ". . Subscri pt| on exp iration
2. 3 months after Appointment Date send the email "Dog - 3 Month Check In". notices

3. 4 months after Appointment Date send the email "4 Month: General Business Marketing". e Birthd ay ema ils

4. 7 months after Appointment Date send the email "Dog - Nail Trim, Hair Cut Services".

5. 11 months after Appointment Date send the email "Dog - 11 Month, Yearly Check Up Reminder".

6. 11 months after Appointment Date send a repeatable notification to Vet Administrator via email and via text
message.

é SharpSpring‘



b Other Ways You Can Use Automation

» Recruiting talent - use the same tactics as lead gen!

« Brand identity management - use ma to help your marketing team control all visuals by
distributing them via the media library. (E.G. Templates, logos, headers/footers, overall brand look
and feel)

« Event management - use ma to promote your own events. (E.G. Recruiting events, community
outreach)

« New customer onboarding - automate the initial onboarding and education process. (E.G. Series
of educational videos where one is sent via email only when the previous has been viewed)

« Customer education + retention - keep customers informed and educated. (E.G. Newsletters,
new product launches, satisfaction surveys)

« Upselling/cross-selling - look at pages visited, papers downloaded and combine with contract info
to know when someone is ready to renew or expand their service. (E.G. SS mail+ to sharpspring
MA)

{ SharpSpring‘



& Featured Speaker

Tiffany Bukowski

Director of Content & Communications
Oliver + Sons

Tiffany has been marketing in San Francisco for almost ten years

; \\j‘f\:\’/ / / e B o '}
(\\\\J/ /:// /\ / (?//,> 1\/ She has a wide breadth and depth of tech clients and lifestyle brands
1\ Nis 8 She has a passion for storytelling, community management, and
| U/ i J Y/ creative design.
W 4 7
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EMAIL MARKETING:

IN THE INBOX

(livep



HELLO!

We are a small, but mighty collective, specializing in all
things digital — from ROI-driven marketing programs to
online brand strategy; from user experience and web

analytics to integrated social media campaigns.

We work with our clients to allow them to thrive online,

one digital punch at a time.

ONE
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C

lever Glrls

\ s
e

Tune#Up

s A MESS.
YOUR MUSIC | MAGncu-LY.__

RDGE 201l
MONTE BELL

"ATIVIIOVWOLNY “LI S3X14 dNINNL
‘SSIW V SI DISNW J3NOA

TUNEUP FIXES IY AUTO

Annenberg

School for Communication
and Journalism




(SOME OI\}
OUR CLIENTS

%mgtree

ALBERTO FERMANI [

=
*" appElian
" TECHNOLOGIES
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NOMIiKU
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Transcribe Me;’



BUT WHY EMAIL?

(YOU PROBABLY ALREADY KNOW)

3,800% ROI: Make $38 on every $1 spent

B2B: 11x more organizations using marketing automationin 2014
thanin 2011.

Automated email messages average 70.5% higher openrates and
152% higher click-through rates than “business as usual”

marketing messages.

B2C marketers who leverage automation have seen conversion
rates as high as 50%.

It is our main pipelinefor digital communication... still.



FIND YOUR
FUNNEL






CUSTOMER PATHWAYS

TIPS & TRICKS

Look at your website flow / conversion funnel

« How many steps does the customer need to make to purchase? Each
step is a potential email trigger

SharpSpring tracking: add snippet of code to the pages you want to
track, associates users to the campaign)

« Anchor tab tracking lets you mark a specific location on a single
page (“sign up” / “products”)

Inspectlet: website heat-mapping and user monitoring in real-time

Google Analytics: more granular and in-depth data about user sessions
and demo



CUSTOMER PATHWAYS

EXAMPLES

Flowchart
Acquisition Behavior Conversions @2Commerce ~
Source / Medium Campaign | |
Sessions % New New Users Bounce Rate Pages / Avg. Session Ecommerce Transactions
J, Sessions Session Conversion Ravenus
Duration
Rate

288 63.19% 182 50.00% 2.67 00:04:25 9.03% 26  $1,796.80

% of Total: Ava for View % of Total: Avg for View Avg for Avg for View Avg for View % of Total: 8.31% % of Total; 7.01%

1.77% 61.42% 1.82% 60.47% View: 00:04:33 1.92% (313) ($25,641.08)

{16,292) (2.89%) (10,006) (-17-31%) 1.84 (-3.01%) (358.91%)
(41.39%)

1. sharpspring / email 201608-newsletter 178 (81.81%) 68.54% 122 (&7 03%) 53.37% 2.86 00:03:05 12.92% 23 (88.46%) | $1,654.43 (92.08%)
2. sharpspring / email 201608-inbound 61 (21.18%) 59.02% | 36 (19.78%) 36.07% 2.36 00:08:40 3.28% 2 (7.89%) $103.35 (5.75%)

Google Analytics

S



CUSTOMER PATHWAYS

EXAMPLES

Stream it. Record it. Keep it

applian
PP K

RS e eI ST STt Sht e 20
‘. MED!I:(‘MD«:;; - P;. :"V.-‘I Ce. .
Vi . e B 1.  justafter start send the email "Replay Media Catcher (PC) - 1.1".

- - . RS
- . -
- .
e¥ THANK YOU!
Thanks for ing Replay Media Catcher 6, the most powerful online video
downioader in the worid!

2. 1week after start send the email "Replay Media Catcher (PC) - 1.2".

Your free demo version inciudes full access to the software, so you can test out and

try all of the features. With Replay Media Catcher, you'll be able to: 3- 2 WeekS after Stal't Send the ema“ "Replay MEdia Catcher (PC) » 1.3“-

« Capture streaming video and audio content from sites like Netflix, Hulu,
YouTube and Spotify

« Schedule downloads on your PC to occur automatically

« Use the converter to transform into any popular format

« And, so much more!

Questions? Our Support Staff is here to help! Please contact us with any feedback.

LEARN MORE

SharpSpring

IP Address Session Length Starting Page

& 1391306342 1page - 0 seconds Inspectiet - Website H...

/welcome

@ Kl 59152.. 7pages-6mins10.. Inspectlet - Website H...

/welcome » /plans » /hello » /feature/heatmaps » .. (7 pagest

@& E 10722. 1 page - 31 mins 27 s... Inspectiet - Website H...

/plans

Inspectlet



DECIDE ON
A DRIP






AUTOMATED CAMPAIGNS

CUSTOMIZED & TAILORED

Transactional Drips

Educational Drips

Promotional Drips

Re-Engagement Drips
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AUTOMATED CAMPAIGNS

EXAMPLES

ALBERTO FERMANI 5 Ande Bcots | TallSoots | Loockbook

Free Shipping with your purchase

Share Your Best Look: #MyAFstyle

Sophisticated, beautiful and empowered women from all aver
the workld are embracing the Alherto Fermani way of Life. Now

available at 30% off or more, through 1/15/16. HAPPY NEW YEAR

Re-Engagement 2 6
i "

FROM THE TRANSCRIBEME FAMILY ®
(=]

Transcribe Me.’

| wanted to thank you personally for producing such great work as a member of our

transcription community.

t's been an amazing time of growth and progress for TranscribeMe, and we couldn't have
done it without your enthusiastic support, hard work and tremendous ekill! Your talents

have not gone unnoticed, and | want to congratulate you on putting forth your very best.

Our clients rely on TranscribeMe's service every day, and because of great franscribers

like you, we are confident that we can always fulfill this nead and exceed expectations.

We had an amazing year, and hope you did too! Here's 1o even bigger and better success
in 2016.

Thank you again and a very happy New Year!
Re-Engagement
Alexei Dunayev
CEQ / Co-Founder

Transcribe Me.’




AUTOMATED CAMPAIGNS

TranscribeMe.’

You're So Close to Joining!
Take the Exam Today and Start Earning

We noficed that you've registered, but either haven' attempted the Transcription Exam or
didn’t pass the first time around. Don't stop now - you're so close to becoming 2 member
of our global transcriber community.

You have 8 total of 2 attempts to pass the exam, and with a little more careful studying
of the Transcriber Style Gulde, we know you can do it!

Once you've carefully reviewed these matenals, please click below 1o take the
Transcription Exam. if you have any questions or concerns, please contact us at any
time.

Connect with Us

FO®

EXAMPLES

Zingtree

Hi {Sfirstname!*there”),

1 just wanted to let you know we've created a quick, 3-minute video that
shows haw Zendesk and Zingtree Interactive Agent Scripting work
together. This = 2 great way to diustrate yet another reasen why Zencesk IS

T r a n S a Ct i O n a I the best choice for Call Center customers.,

Have a watch, and please share with anyone you think this wou'd benefit:

0 ~

Zendesk Agent Scripting App

© Node Times

if you have any further gquestions, you can reach us via emall or by clickang
the arange live chat button {in the bottom-nght) on our website.

Regards,
Tom Mayes

Zngiree Customor Relasons
tomggzingtroe com

Educational | Yigue

inforacive declsion (rees davvor answers fasior,

f & in @&

© 2016 - Tmperee LLC - NI Rigtes Reservied
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10/10/2015

10/10/2015
117112015
17 + 1212
111172015
112112016
112712016

202512016

- 31212016

31012016
4182018
4/15/2016
41412016
4/13/2016
4/12/2018
April - 2016
B/16/2016
8/16/2018
8/16/2016
611612016

A/B TESTING

ALL THE TIME

Marketing // Consumer Promo

~Announcement | unhide rows . ! | 23,299 5745 24.66% 154 0.66% 2.68%
Marketing // New iOS Version
Announcement | unhide rows | | | 5,344 1,191 22.29% 49 0.92% 4.11%
' Support !/ iOS Update Bug Fix | | | | 859 105 12.22% 5 0.58% 4.76%
' Support /i Billing Issues | unthide rows | | | B27 437 52.84% 39 4.72% 8.92%
Marketing /i Newsletter - November 2015 | | | 28,970 2,829 9.77% 103 0.36% 3.64%
Marketing / NEWSLETTER - Jan 2016 | | | 29,402 3611 12.28% 215 0.73% 5.85%
‘Support // i0S update Report ‘ ‘ | | 5,655 1,198 21.18% 87 1.54% 7.26%
Have any new transcripts | can help
*Nathan" Version with? Got @ discount for you, too! nathan@ 1,662 488 29.36% 10 0.60% 2.05%
e Ensiagacsel & Cutaat Camtomees, ' Remember us?Get transcriptsforafiat ' ‘ | | ‘ |
Testing designed vs. “personalized” Designed Varsion | $1.25/minute donotreply@ _ 1,673 152 9.08% 5] 0.30% 3.29%
| apporach. Total | | . 3,335 640 19.19% 15 0.45% 2.34%
The most cost-effective way toget
The most cost-effective way to get throu; through your To-Do List 1,644 428 26.03% 3 0.18% 0.70%
Follow Ups so Re-Engagement Emall | ¢ om Evy at TranscribeMe  From Evvy ot TranscribeMe ewy@ _ 1,631 449 27.53% 1] 067% 2.45%
| Testing subject fines... Total ‘ ' ' 3275 877 26.78% 14 0.43% 1.60%
Version B // Updated Design | 607 133 21.91% 13 2.14% 9.77%
Version A // Legacy Design | Still Need Transcripts? We've got @ 636 120 18.87% 10/ 1.57% 8.33%
'Manual Consumer Promo Remarketing  Total | special offer for you. donotreply@ A 1,243 253 20.35% 23 1.85% 9.09%
Monday ‘ 511 41 8.02% 2 0.39% 4.88%
Friday | 509 42 8.25% | 0 0.00% 0.00%
Thursday . 504 52 10.32% 3 0.60% 5.77%
Commumes P Remasting Wednesday | "Weetre here for you! Hurry, 510 55 10.78% 2 0.39% 3.64%
' $1 per Minute Offer Tuesday - Special Discount inside” 501 | 48 9.58% 4 0.80% 8.33%
' CP Remarketing /I $1 Min Offer Total . sales@ ' 2,535 238 9.39% 1 0.43% 4.62%
App User + No Submit B Yieve faadbackd Share yours for 8,737 | 1,432 14.71% 52 0.53% | 3.63%
Ragister + Ne Upload | a chance to win a $100 Amazon 3478 359 10.32% 17 0.48% 4.74%
Upload + No Purchase gift card! 1,125 132 11.73% | 3 0.27% 2.27%
App Survey Total sales@ 7 14,340 1,923 13.41% 72 0.50% 3.74%

» SelectVariable: From Email / Date / Body Content/ Subject Line



A/B TESTING

IN SHARPSPRING

% Create a New A/B Test

Test Name

Help Doc Article Email Test Example

Schedule a Time

As Soon as Possible @ | 04/21/2016
February Sth, 2016 A/8 Test L

Select at Least 2 Emails

.\ 1 Week Check In - How is your pet doing? - SpringBoard LIVE!
*1 Week Check In - How is your pet doing? "

" 4 Month: General Business Marketing - SpringBoard LIVE!
7 "4 Month: General Business Marketing”
“ ==, 2015 Holiday Emall - Bryan Tobin
o “Happy Holidays!t®
C Repeatable

\ Appointment - Long Term Follow-up - Bryan Tobin
5 "Appointment - Long Term Follow-up®

Annaintment - Shart Teem Fallow-un « Revan Tohin

=3

Y Overall Content Winner o

A2 MA May 2015 2nd Chance E

% Open Rates Above the Baseline

A2 MA May 2015 2nd Chance E
A2 MA May 2015 2nd Chance C
A2 MA May 2015 2nd Chance B
A2 MA May 2015 2nd Chance F

Select a List

Vet Customers

A/B Uist

Jason and Bryan

Respansive Email Design - SBL
Tobin - Onboarding Training List
Customers with Dogs
Customers with Cats

Customer with pets that are not spayed or neutert
J

Clickthrough Rates

% Call-To-Action Winner ©

There is no outright winner. 4 emails have better click rates than the baseline.

{#) Clickthrough Rates Above the Baseline

A2 MA May 2015 2nd Chance E
A2 MA May 2015 2nd Chance C
A2 MA May 2015 2nd Chance D
A2 MA May 2015 2nd Chance F




TIPS & TRICKS

WHAT WE’'VE LEARNED

B2B: Frequencyis key

Date matters, and it’s always different per client
Automated email messages are best served in the AM
For Transactional: D1, D3, D7... then, month increments
The shorter, the better

Strategicrepetition and images over heavy text

Use personalization (code for First Name)

Email On Acid / SharpSpring



DEAR CLIENT...



~ ALWAYS REMEMBER:

e &‘ = ﬁl s 3\

WHO YOU WORK
FOR... REALLY




GOTTA PLEASE EM ALL!

WHAT WE’'VE LEARNED

Ownership of email marketing: platform and production

New Campaign Reports screenshots

Crafting, editing, deployment, data collection

Invest in your code: hire a template designer

SharpSpring Shopping Cart functionality & conversion tracking
Careful of internal crowds ($$$)

Infinite possibilities!



THANK YOU!
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d; The SharpSpring Platform

Marketing Automation + CRM + CallTracking

(full-featured) (the first of its kinal)

(gours oY owurs)

e

Rebrandable

Rebrand the entire platform
and reinforce your branding
with clients every day

Behavior Tracking
Understand your leads to
create one-on-one
communication

Single Sign-on
Manage all your clients
from a single instance

Email Automation
Send emails with
triggers and build
personal relationship
with leads

o

S

Dynamic Web Content
Close more sales with

Campaign
Optimization

Dynamic Forms

N Lead Scoring
{>|  Capture more leads

Prioritize your pipeline
and reach outto sales-

&

with forms designed to
convert

Sales Notifications
Email or text sales team
when a lead indicates

they are ready to buy

content that grows with
your leads

Visitor ID
Triple your leads by

identifying anonymous traffic

ready leads

CRM Integration
Immediately plug your
leads into your sales
team'’s system

il

Eliminate waste and
identify opportunities

Sales Analytics
Enable your sales team
with key insights about
each lead

Shopping Cart

@ Call Tracking ) Gmail/Email Syncing A/B Testin Qf
Accurately track leads “~>)  Email sent and received from Test emai|5%ead_to_ Abandonment |
generated via phone IMAP clients show up right in A/B  head to see exactly Automatically follow up with
calls to campaigns leads’ histories what works best leads’ that forgo their
potential purchases
(_p Built-in CRM Open AP Social Assistant —  Sharpspring Mobile
Customize fields, deal (//O Connect to any custom ﬁﬁﬁ Powerful contact Easilypacrc)essgsharpspring and
build data system or CRM, insight and alerts right —

stages, reports, filters
and more to achieve
your goals.

we're api-agnostic

in your browser

have your entire CRM in the

palm of your hand

& SharpSpring‘



iiloy %4 Blocks 8N A\ AR Aespirs '
=« FACTORY ACCELERATOR MARKETING -\=:.,¢

aniz AAnameti  yiccd ¥aemeda  QtQCQL bamstrategy % biz{net} @

e — ‘A 7 LNR(')\'?‘T\ié -

e (0 swe corona  (ETHEEI=TY) o BQIgI.ga 5 Boxpilot ~ randlogic H BRAVEONE  britnett centra] @) erockron i seo.co.

seiss|  capture WM Fecvs (ML) / swomeweee C@RE B o cones
> L [T | DIRECT elevatedthird

oS, iU Bavidlames  (lelia Pinkum S 1 ¥

THAT LEAD

[D]

Doe-Anderson DOOLEY COMMUNICATIONS
 \
\ EMANANT @/wagr engage | convert =
- performance driven marketing L
essential
Dy (S
FOCUS INBOUND hooah! ICONIC émcm
AAMROD @M 17200 & Co lne I\f1 MAVERICK

ﬁo\
[
10 Y

@DURKAN®""

&

dei l n'lkos EXPERT INTERNET %l};s FLIT HAUS
InsightRiot! [ M. JRcxsoN
mMTM MMiMIIITARV MFDIA INC 4 I Y | [\ | K A 0 P L E s qnlm



&, Benefits For Agencies

Higher Value Relationships
O || Growing your agency by becoming an integrated and

indispensable partner to your clients

Grow your
agency.
INCrease

Monthly Recurring Revenue
Move from unpredictable project work to retainer-based
relationships

Illh<]

your value.

Prove Your Value To Your Clients
siad Show clients measurable results with comprehensive lead-to-
N revenue reporting

Q? SharpSpring‘



SharpSpring:
& Built Around Agencies

1000+ 6 23 9
Agency Partners Continents Countries Languages
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Agencies make up 95% of our revenues

& SharpSpring‘



& Why Have All These Agencies Joined SharpSpring?

The only marketing automation company in the world focused on agencies

Agency-Focused

| Unlimited Agency
Features o @ 5 Z \_ Support
Agency Pricing % Flexible Agency
Model A\ G

Architecture

& SharpSpring‘



d; Agency Pricing Model

Our agency partners are not resellers

3 Clients for

$500

- Set Client Fees (If Any)
-~ Your Clients Are Yours, Not Ours
- Fraction Of The Cost Of Competing Solutions
-~ Month-To-Month Billing
> Free For Your Agency

Per Month/Total*

've used other automated marketing platforms at another agency, however they are wildly expensive and more geared
towards large business. SharpSpring was affordable enough for our small agency and our small business clients. SharpSpring
is by far, my favorite 3"9-party vendor. Truthfully it is the product as a whole that really made us decide we NEEDED to use it.

Steve Buck
Black Tie Digital Marketing

& SharpSpring‘



& Unlimited Agency Support ,ﬂy

- Support by phone, email or chat
~ 200+ training videos and webinars

;‘_I > 100% free

| switched to SharpSpring and I've been blown away by the customer support. The SharpSpring team is energetic
and willing to go the extra mile to ensure that their customers are not just satisfied but passionate evangelists of the

brand and product.

Ryan Cohn
Sachs Media Group

& SharpSpring‘



& Agency Focused Features

Reinforce your brand

g g # Content ~ / Automation ¥ B Contacts ~ +~ Sales ¥ = Projects [beldl ~
N\ g/ Campaigns 8- <

[n) Campaign Insights
Campaign Reports

SharpSpringis designed to tie your

Q
customersto you
ALL REPORTS 0 \
«hill New repo )
” Slngle Sign_on '[E_"":'F”T:‘”Z&:”tbo“”d; u Total C Work Total
. il Full Lead Picture nique otal Cost orking ota ¥
- No-hassle client management @ Actionable leads 5,994 $0.69:i 40357 1055k $1,338,5
. . lnll Webinars
> Flexible email templates

Contacts & Leads  Group b

2000 1,893

The features that are packed into their product offering are incredibly valuable, and their customer service
is off the charts great, you really don't have to look anywhere else.

Scott Salvati
Lighthouse Marketing Services, Inc.

i SharpSpring‘



d{ Flexible Architecture

mﬁy ;tﬁ & Formstack

Start providing results for your

clients immediately

-~ SharpSpring integrates easily

& ESUGAE -~ Built-In or 3rd party CRM

> We're connected

"Best marketing automation engine on the planet. Great people, great service, awesome product. We are partnered with
sharpspring because we want the best-in-class for our team and clients alike. Thanks guys and keep up the terrific work."

Carlos Arnavat |V,
Studio C5, LLC

i SharpSpring‘



Q,/ Here's How We Fit In

¢

We aren't out to replace For every 1 client who can Keep more of the money in
competing solutions afford the expensive your agency
solutions, there are 10 who
can't

Enter SharpSpring

& SharpSpring‘



Thank you!

Questions?

‘A SharpSpring



