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« May 17 Interactive, Integrated
Communications Planning

« June 9 BMA-Minnesota Members Only
Networking Event

e June 21 Customer Event Keys to Success
e July 19 Marketing Goes Mobile
 Aug. 16 Connecting with Customers
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e The 2011 International BMA Conference
e June l-3

 The Sheraton Hotel & Towers | Chicago
e« 700 to 1,000 attendees



Business Marketing
Association

Minnesota Chapter

BUSINESS MARKETING
ASSOCIATION
MINNESOTA CHAPTER
MEMBERSHIP EVENTS

E BMA-Minnesota

BMA

BM is the only or in M formed exclusively to help business-to-business Upcoming BMA Events
marketers and communicators stay in touch and keep on top of the latest trends, products and

4 5 strategies. mar Marketing Measurement
i{ji 15 7:30am-9:00am N oltan Ballroom
BMA-Minnesota is the place for you — and your company — to get in touch with other business- 7:30 am Registration/ Buffet Breakfast
g 8:00-9:00 Presentation
PR NeWSW Ire to-business professionals to gain knowledge and insights that can help maximize your success. R

As a member you can Apr  Marketing to Small Businesses
7:30am-9:00am Metropoltan Ballroom
V + Expand You Business Expertise 1 9 7:30am Registration/ Buffet Breakfast
M U I“ U * Build Relationships § 00-9:00am Presentation

« Empower Professional Growth

may Integrated Communications

Affiliated with the Business Marketing Association, an international professional growth and 1 7 Planning
networking organization for business-to-business marketing and communications professicnals, ;f;g::igi‘:g‘m; BJffe;ér:e;Lt;st
BMA-Minnesota was created to address the unique needs of those working within the business- 5:00 9:00am Presentation
RISDALL MARKETING GROUP, LLC ) o) s
to-business marketplace. ag(s): Home E s

QOur mission is to help members improve their ability to manage business-to-business marketing and B View A

el e T LY R fnr nrastar s and neafdahilihe b arsciding ininie arcass ta infarmatine idaas




Business Marketing
Association
Minnesota Chapter

Marketing to Small
Businesses

Featuring:
Jason Elles, Imation
Amy Nyquist, Best Buy for Business
Daniel Boone, Deluxe Corporation
Moderated by Chris Schermer, Schermer
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INTRODUCTION

e Current Role: Imation Global Brand Manager

« Imation will be a global technology company dedicated
to helping people and organizations store, protect, and
connect their digital world.



EMPLOYEE SEGMENTATION

" #



SMB BASIC FACTS-
U.S.

 Small Business Defined: An independent business having fewer
than 500 employees

 Represent 99.7 percent of all employer firms (6,031,355)
 Employ approximately half of the nations private sector work force

* Provide half of the nation’s nonfarm, private real gross domestic
product (GDP)

 Have generated 60 to 80 percent of net new jobs annually over the
last decade.

« Pay 45 percent of total U.S. private payroll

« Are employers of 41 percent of high tech workers (such as
scientists, engineers, and computer workers)
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SUGGESTIONS

e Start with business, brand and
product strategy

e Segment
— Customer Size
— Industry Opportunity

e Gather Voice-Of-Customer (VOC)
— End-User
— Channel

 Realistic route-to-market

e Start, learn and evolve



IMATION BRAND
STRATEGY SUMMARY
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Amy Nyquist
Director, Marketing & Business Development



Who are our target customers?

1-in-6 Best Buy shoppers = Small Business Owner/buy  er

* Home Office: 1-4 Employees
e Small Office: 5-19 Employees

e Managed Office: 20-49 Employees



What do they think and need?

My business is unique.

| don’t want to take big risks and need suppliers and partners | trust.

| have to wear many hats

| am time starved

| need technology to run my business, but | don’t have time to be an expert
| shop at Best Buy, but | don’t think of them for business.

| don’t think Best Buy Blue Shirts are qualified to advise me.



Introducing
Best Buy For Business

°|t's a capability AND a dedicated division

*75,000 Blue Shirts Trained & Tested in Business-
Technology and over 300 Business Account
managers

*Business-related offerings; products, inventory,
financial, services

*Multiple channels for shopping convenience



True Stories. True Solutions.




How are we reaching them?




True Stories. True Solutions.



BMA — April Discussion

Deluxe Confidential
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A Bit of Context about Deluxe

A brand in transformation — like many SMB’s
Acquired over 10 brands in the past decade
AMM active SMB customers

Strong B2B brand (especially when prompted)
Trusted

Great reputation for Service
Strong predictive models for an unchanging world

Deluxe Confidential pmd 21



What SMB'’s think Is important

Yes product fit is important but...

Deluxe Confidentia
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How SMB’s Purchase

From Funnel to Spinning Top

Deluxe Confidentia
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Social Media

Is it a ready tool for Corporate Marketers? Yes...

Deluxe Confidential pmd
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Social Media

...and NO

Deluxe Confidential
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Where does that leave us?

The Cambrian Age

Deluxe Confidentia
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What is most critical to understand?

Relevance and timeliness
Not just demo- and firmo- but psychographics

Understand the deep seated psychological drivers and
you have a better chance of creating a loyal customer

Implications for:
Messaging
Channel Preference
Product Development and Bundling

Deluxe Confidential pmd 27



Panel Discussion



