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CHAPTER 9: MARKFTING

9.1 MARKETING OPTIONS

There are a number of options for online marketing including:

« Search Engine Marketing

Search Engine Optimization to secure a high search engine result ranking

Pay Per Click (PPC) to secure a high ranking by out bidding others for the top spot on a search
engine results page.

Users search for keywords or for answers to keyword phrases.

The Search Engines rank results on the basis of relevance, popularity and a variety of ever
changing criteria embedded in an undisclosed algorithm.

Search Engine Marketing works given that there is demand that can be reached at a positive
ROL.

+  Email Marketing

Blast campaigns to purchased email lists are a thing of the past due to legislative and regula-
tory changes.

Communicating with Opt-in customer lists that meet the requirements of the POPI Act and
European GDPR requirements are still viable however customers need to be canvassed and
better still, they should have the option to opt-in to e-mail correspondence.

+  SMS Marketing

One to one or one to many via bulk SMS.
Opt-in and opt-out management is required to meet privacy requirements and while it is not
free, itis easy to use.

+  WhatsApp Marketing

Group Chat between the whole group or between Admin users.

The group size is restricted to 256 users.

Group list sharing, as it is a collective platform, is a given. Sharing your customer list & phone
number may be a negative.

« Content Marketing

Above all the content must be: fresh, relevant to targeted audiences, an interesting story and
the presentation needs to be appealing.

Content presentation options include:

«  Apps, Articles, Blogs

« Case Studies, Books

«  Flipbooks, Infographics
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« Landing Pages, Newsletters

«  Online Magazines

«  Online Press Releases

« Online Reviews, Online Testimonials
« Podcasts, Reports, Slide Sharing

« Social Media Pages

- Tagged Images

« Videos, Webinars and White papers

+ Social Media Marketing
« Success lies in the ability to get audiences to connect, look and to chat.
- To achieve this you need to market to demand or to create demand by addressing solutions to
targeted pain, problems or frustrations.

- Affiliate Marketing
« Marketing is outsourced to Affiliates who market for a success fee.

» Associate Appointments
- Brand distributors or agents are appointed as independent suppliers of services within a for-
mal referral supply chain.

« Referral Marketing
« The professions and other service providers have always primarily grown by Reputation and
Referral.
« Done right: Referral Marketing can Build Reputations and Accelerate Referrals.
« Success lies in the ability to Attract, Delight and offer relevant/valued Rewards.

Objective

This Book reviews customer engagement with the aid of coupon, loyalty and referral marketing. We
do so with the aid of the Webo SaaS package which augments and enhances implementation through
software automation.

We have used as our illustrative example “Sally’s Seafood Restaurant” which is a Webo Demo Site.
The impact of referral marketing integrated with social media sharing has the potential of generating
a significant shift in digital marketing trends. You can do it the easy way with our Saa$S or you can do

it manually. We have achieved astounding success doing it manually which is why we have spent 10
years developing the SaaS package as it will enable you to do it in half the time.
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Definition
“Referral marketing is a structured and systematic process to maximize word-of-mouth potential.”
According to Wikipedia.

“Referral marketing does this by encouraging, informing, promoting and rewarding customers
and contacts to think and talk as much as possible about their supplier, their company, product
and service, and the value and benefit the supplier brings to them and people they know. Referral
marketing takes word-of-mouth from the spontaneous situation to one where maximum referrals
are generated.” Engaged customers who, buy more and promote more are at the heart of Referral
Marketing.

9.2 THEWEBO LPM & SAAS PACKAGE Software as a Service

The LPM (Loyalty Programme Marketing) / eMarketing package includes a coupon, loyalty, referral and
four channel digital marketing toolset. It is hosted on the Webo servers in the USA with, 24/7 malware
monitoring, cloud proxy firewalls and daily enterprise backups. Customers subscribe and receive our
support in customising our tried and tested frameworks to implement a Digital Marketing Strategy to
double turnover in half the time. We, at Webo, built the Saa$ as we are digital marketing strategists
who needed the tools to get SMEs found.

The LPM SaaS is on the Webo Directory. If you decide to go online using the Webo site builders you will
have your own URL and a Directory URL. Itis like having a shop in a mall where there is passing traffic.
It can be another outlet for your products or it can be the only outlet. If is akin to selling product on
eBay, Amazon or another online marketplace. The Webo SaaS$ is the most comprehensive directory site
builder in the world. You are unlikely to use most of the functionality but you are likely to find what
you need. It is all about options and the support you will get to get your business growing.

The SaaS enables:

+ avariety of Communicator Apps,

+ blogs

+ Social Media Integration

« Coupon, Loyalty and Referral Marketing

+ the building of eCommerce platforms,

+ online meeting rooms and online meeting packs,

« online workrooms with online data storage,

« staff showcases, and advanced knowledge management hubs for thousands of staff,
+ online podcasts

+  Online video replays With video and image libraries,

« slide show and eBook presenters

+ briefing rooms

+ video conference plug-ins

« every customer of a SaaS member gets their own private membership account and more.
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Your Most Valuable
Assets Focus
Own the
Customer
Staff Experience
Customers Active Advocates
Customer List Surveyed
Strategy Measured
Coupon Referral
Marketing Marketing
Customer Audience
Acquisition Expansion
& Experience & Exploring
Monitoring Value Options
Convert Build
Bargain Relationships
Hunters into & Reward
Raving Fans Referrals

Is your business on your way: From 1 to 2 to 3?
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Google use overall importance with query-specific relevance to be able to put the most relevant and
reliable results first. To determine page importance they use what they call Page Rank to examine the
entire link structure of the web. What this means is that they use a formula. A formula that is uncompro-
mised by attempts to enable it to be dictated to. What is known is that links are analysed to assess the
number of relevant sites that link to your site. The more sites that link to yours the better will be the rank-
ing that you are accorded. All to often the process of optimization will replace the common CLICK HERE
link terminology with a more keyword specific link. By incorporating keywords in the link the quality of
the link is improved as the query for this keyword is more likely to have relevance. The reality is that big
business has the edge.

Next Google analyses what they call Hypertext-Matching Analysis. Here they analyse a page and the
surrounding pages to assess the overall theme as being relevant to the queried keyword search. To
score well here you will have to test the optimization of related keyword themes on surrounding pages
to be able to validate the impact of each chosen related but different keyword theme on a surrounding
page. The end result is that you need to think of groups of pages with common and supporting themes
to achieve high page ranking. Individually themed webpages are easily assessed; they will not on their
own offer a high page ranking opportunity.

Another useful tactic, for those that do not have search engine description and title enablers (Meta Tag
builders) embedded in their websites, is to use a plug-in such as Platinum SEO Pack or Yoast SEO. These
plug-ins will create Search Engine friendly titles and descriptions with the added advantage that you
will be able to “craft” the wording for the Search Engine’s search result. If you do have an enabler it is not
a bad idea to get the plug-in anyway as it opens the opportunity for a variant description and title to
be submitted that targets a similar but different keyword or keyword phrase. We have discussed the im-
portance of using H1,H2 etc headings that are keyword rich. The search engines draw relative keyword
importance from the fact that the keywords appear in the defined article headings. Another matter that
draws attention is the use of anchor text. Anchor text are the words or phrase that are highlighted so as
to indicate that these words are a link to content elsewhere on the page. Given that keywords are linked
to content it adds credibility to the fact that the keywords are meaningfully covered in the content.

As a part of the SEO work done page tactics should be audited/reviewed. Page tactics used may have

legitimate intent but they should be reviewed for relevance and acceptability.

« Cloaking; when one URL is used to disguise the true identity of a destination URL. The cloaked do-
main displays instead of the true URL identity of the site. Cloaking should be discouraged.

« Hiding text. Here text is set to be the same colour as the page background. Often it is for a very le-
gitimate purpose that text is hidden however as it is subject to abuse it should be removed as a part
of the optimization process.

« Check and ensure that there are no malicious misleading redirections to say fake websites that mir-
ror legitimate destinations for phishing or other purposes. These may have been added by a hacker
and an adit of your site is encouraged.

+  Websites should have enough pages so as to establish a theme. To do this six or seven webpages
with at least a couple of hundred words on each are needed to be assessed as relevant by search
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engines. In so doing ensure that there is no duplication as this may result in an SEO down rating.

« Check the use of doorway pages; these redirect users often without them knowing to alternative
destinations for, at best, dubious reasons.

« The use of what are termed Black Hat SEO versus White-Hat SEO. In summary Black-Hat techniques
are classified as cheating and the use thereof is likely to result in being banned or blacklisted.

« Limit or avoid the use of Flash on pages. The search engines cannot analyse it and they may down
rank your site because of it.

« Do not use welcome pages that then link to follow-on pages but do offer a link directory or link lists
to other relevant websites such as it offered in the www.Webo.Directory site builder.

« The hosting company that you use and it’s reliability and credibility for not hosting spammers and
others that utilise dubious methods and engage in illegitimate pursuits.

« Use site builders that allow you to view source code. In doing this you will be able to determine if
there are huge quantities of hidden and irrelevant code that is frowned upon by search engines.

« The loading of large quantities of keywords in HTML Meta Tags will also result in your site being
down ranked. Optimise the site to a small number of relevant keywords.

« Search engines cannot read images but they can read <IMG ALT> text descriptions. Often these
descriptions are not provided which results in a site not being optimised.

« Search engines have difficulty in reading certain special characters. Special characters should be
avoided in headings, page names and in page URLs. The following should be avoided in most of
these circumstances: ampersand (&), dollar sign ($), equals sign (=), percent sign (%) and question
mark (7).

+ Being listed in relevant categories in Internet directories will be taken to be relevant links that will
enhance page ranking. Links to these sites can be inbound and outbound.

+  Websites should be submitted to relevant search engines once optimization is complete and sub-
mission should not be done too frequently.

« The reality is that for most neighbourhood websites the likelihood of generating the hundreds of
in and outbound links to boost page ranking in a meaningful manner makes this endeavour some-
what futile. For those that want to persist the investment in a SEO software package or the use of
a specialist consultant may be a sound idea. Many merchants in this category rely on alternative
methods of deriving website traffic such as from affiliate marketers, local directories and direct mar-
keting to target markets. The strength of the www.Webo.Directory directory is an example of an
alternative approach to deriving website traffic.

Given the time, you will be able to find many more guidelines to enhancing SEO. My view is that it is not
actually that complex. Once you gain an understanding of what the goals are you will be able to achieve
the desired results without becoming harassed by detail. One more time; sink or swim. Reduced to a
micro series of steps, how to swim, may just sink you! Understand the concept and you will do it without
being aware of of the complexity of “the how” at a micro level. Search engines thrive on text; text that
contains searchable keywords within relevant, quality stories that have an interest value. For the small
local business my suggestion is that you focus on a few manageable things.
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« Creating valuable keyword rich content that is relevant to popular keywords for your subject matter.

+ Adhere to Internet/Web standards (e.g. W3C) and ensure that you do not embark on undesirable
practices. Use coded headings, sub headings and describe images.

« Build inbound links by appointing affiliates, networking with relevant other sites such as directories
where you list in relevant categories and by affordably running PPC advertising campaigns that offer
sustainable profitability.

Should you do the above, the crawlers that the search engines send out, will find your site and when
there they will find what they need to offer relevant search results to answer user search queries. It
is difficult to compete with big business SEO budgets but done right small business can dramatically
improve their ranking. Small business have a big advantage that they can use which is their reach into
local markets.
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9.3 COUPON VENDORS

The objectives for using third party coupon vendors (such as Groupon) versus the sharing of coupons
by loyal customers are world’s apart. When price alone guides decision making by “Bargain Hunters”
loyalty programmes face the challenge of showcasing value at higher prices. Ask those that have used
Groupon or who currently use look-alike coupon vendors and you will find that bargain hunting and
not brand loyalty was the motivation of those that bought the coupons from the vendor.

In the case of certain other coupon vendors they do not offer call centre support (they have no listed
telephone numbers) and their focus is on a supply chain for deeply discounted bargains. In some
cases, the supplier is hidden and there is scant opportunity for an interactive customer relationship.
These “bargain hunters” are likely to migrate from one cheap deal to the next without building rela-
tionships with suppliers.

On the other hand, the exact same coupons offered via coupon vendors when offered as rewards to
or by loyal customers will have different objectives and will achieve different results. Simply put, re-
ward discounting builds appreciation and relationships without undermining value. Deeply discount-
ed vendor coupons cheapen brands and lead to discounted pricing expectations. Building customer
loyalty is crucial to getting an effective win-win referral marketing campaign off the ground.

9.4 CUSTOMER SEGMENTATION

Equally crucial is the segmentation of your customer list and engaging with each customer segment
to establish where they find value in your products or services. The integration of feedback collection
and analysis by way of advanced quiz webpages enables you to meet the needs of your customers with
precision. Reward relevancy and gift personalization underpin the effectiveness of rewards. Staff can
gather informal feedback but formal quizzes that ask and probe customer needs and desires will always
render more accurate results.

More and more consumers actively seek reviews and comments on products and services. In addition
to customer reviews and comments staff insights are equally valuable. Making it easy to comment,
review and share is key to referral marketing success as is offering valued rewards.

Consider loyalty segmentation based on a broad range of criteria as an alternative to loyalty points
e.g families with young children, pensioners, busy executives, etc. In parallel give thought to reward
structuring. Offering scarce products & services e.g restaurants offering Secret Menus, will make
customers feel special and is another way of recognising and rewarding a VIP customer base. Niche
stores offering expedited service delivery or fashion boutiques with service assistants dedicated to
VIP level customers are other matters that create huge value in the eyes of their customers. Offering
status upgrade points for game, quiz or survey participation will also boost engagement and build
your customer relationships.
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9.5 COUPON PROMOTIONS & WEBO SAAS INFOGRAPHICS

Ideas for coupon based promotions

« Abandoned cart coupon code

« Birthday/Anniversary Coupons

«  Coupons for purchasing in-person

«  Customer loyalty offers

« Event attendance offers

«  Exclusive social offers

+ Exit-intent pop-up offer

+  First-time shopper offer

« Flash Sales

+  Free Delivery Coupons

« Happy Hour Coupons

+ Holiday and seasonal deals

+ Incentives for liking, following, and sharing on
social media

+ Influencer offers (bloggers,
celebrities, etc.)

+ Loyalty Points milestone discounts

«  Minimum purchase discount
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Simple Measured Affordable Marketing That Works

4 CHANNEL MARKETING
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PROMOTE REFERRALS ~ SEGMENTATION CONVERSION

Reward Advisors for Reputation Identify market segments From Bargain Hunter to Loyal
Building Reviews. Reward within your customer base Customer. Delight by exactly
Advocates for Sharing comments & research information & meeting needs & by exceeding
& reviews. financial coupon options. expectations then sign up.

BUILD REPUTATIONS ~ LOYALTY MARKETING COUPON MARKETING

Reward Customers for Reviews &  Build relationships & give every Attract with Coupon Offers
make it easy to share and build customer their own private Marketed to Targeted Demand.
reputations. rewards account.

REPUTATION AND REFERRAL MARKETING
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COUPON LOYALTY
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where customers gift rewards that are valued by target

MARKETING audiences. Give to get works as it is easily done on the App.
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Notes on the Infographic that follows: Coupons - From Acquisition to Redemption

See Page 101. Coupon Marketing. Segment your customers into like minded groups. Target customer
groups by offering them relevant rewards to share with their friends and business connections. Bestis a
list that has opted in to this specific niche.

See Page 101. Coupon redemption can be set to be on phone. Customers log in to their accounts and
select a coupon and the ADMIN (at the store, restaurant etc) enters a redemption PIN number to redeem
the coupon online. Alternatively, the customer prints the coupon and presents it to the ADMIN. All
coupons, vouchers, tickets etc have the terms and conditions on them.

See page 101. Coupon Showcase - Where to get them. All Communicator Apps have a PC Showcase and a
phone friendly L&R Communicator.As an option, a full or partial product and service showcase can be
presented on the PC Showcase e.g., display 2,000 products on the PC Showcase and feature the top 50
trending products plus all coupons, vouchers and tickets on the App. Generally a coupon is a free offer
to buy and a voucher is a prepaid offer. In essence a voucher is a receipt. Products, services, coupons etc
are present by category. Showcase and App categories can differ.

See Page 102. Coupon Accounting/Storage. Every customer gets their own loyalty account where they can
save coupons, vouchers and tickets for later redemption.

See Page 102  Coupon Acquisition. All coupons, vouchers and tickets are acquired on the App. Coupons
can be offers to buy or they can be links to information. Availability can be assigned to various status
levels e.g., a Silver, Gold and Platinum Status earned by way of points earned or by meeting other criteria.
Advisor Status - for those that write reviews. Ambassador Status - for those that promote via sharing and
Ambassador Status for shared customer/friend referral rewards.
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Welcome
To the Fourways Pocket Advisor

Customers | 2 Local Businesses 1:.;14
>

4 Access Options provide links to LISTINGS. COUPON DEALS. WEBSITES & STORES

DIRECTORY

> Register & Link to Chat

> Listings Link to Your Site

> Deals Link to Your Site

> Classifieds Link to Your Site

> Login To Access Your Listing
or Webo Site Admin Panels

> Browse & Find a Listed Business

> Browse & Find a Deal

> Subscribe to Deals & Rewards

> Advanced Search to Browse
Reviews, Location, Websites,
Stores, Content & more

INFO INDEX that Links

> Directory Pocket Advisors
Downloaded from a Mobi List
Dropdown Search Page to:

> Browse for Neighbourhood
elLists, Niche Pocket Advisors
& Info eBooks

> Link to Deals, Websites,
Stores & more

> Add Mobi List App Buttons
to Phone Home Screens

Mobi INFO eLISTS that Link

> Neighbourhood eLists that list
thousands of businesses and
Emergency No,s plus

> Niche eLists that list Niche
Suppliers such as:
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National Pet Breeders
Week-end Getaways,etc.

> Tap the App Button on a phone

> elists are the ultimate little
black book / D4U contact list

FLYERSs that Link

> eg Businesses appoint about
30 micro businesses who
distribute flyers that market both.

> Flyer Marketing works when it is
in the self interest of the distribu
tor.

> Sponsors pay for Classifieds
Webpages for the
Micro Businesses that distribite
the flyers.

Access Options take Eyeballs
Listings
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B Supermarkets
Footwesr
Fast Food Outiets & Restaurant
Take-Aways & Deliveries

About Us
Maps
Reviews
Deals-etc

Accommod stion

Home & Garden

Home Interior Decor, Appilances & Furniture
Saweilery, Gold & Accessories
Beauty Therapy, Hair & Nall Salons, =
e, ol Kide: Baby, Child, Teen
Books, Cards, Gifts, Printer Supplies
- Loatherwoar & Luggage
Coll Phone Supply/Service Centres  Liquor Store
Pomae; Markets & Malls
Clothing & Fashion Boutiques Movies, Music & Entertainment
Oressmakers, Tailors & Sewing s..»."““::‘* O oo st YNt
Cducstion, Tultion & Extre Murals  Other Professions & Services
Entertsinment, Entartainers & 08  Pots, Animals & Veterinarians
Eatate Agencies & Property Romtals  Pharmacios & Heslth Shops
Cyewoar & Optomatrists Professional Medical b Services
Restaurants, Cafes & Coffes Shope
Travel & Tourlam

AN

WhatsGood \Webo Fourways
Unks to Frequantly Asked "MOW TO" Questions:
&

®) (& (@

Aviation

_& Distribution _
[ SR A
v RN

D o 70 4ty 1 P el
50t ok 18 i o or doeniond ¢ beow

DEALS Excite
Explore Websites

Customers can
Tap-to-Oial, Shop, Find Deals, Coupons, Loyaity Points & Rewards
Businesses can: Add Info, Deals, Loyaity Programmes, Referrs! Rewards & more

[ & | westviio.app Ovarview -
2! anont et - < e
« el
B Please Suggest
: ; Local

Businesses

vl £ 1R E A
for Information
Showcase with Storgs

Security Centre (For cable theft)
Emergency police/ crime services (Call centre)
Motro Police Services
SAPS: Crime Intelligence Unit
SAPS: Criminal Record Centre
SAPS: Dog Unit
SAPS: Couglasdale Police Station
SAPS: Emergency Respense & Flying Squad
SAPS: Family Viclence, Child Protection & Sexual Offences Unit
SAPS: Fravd Unit
SAPS: Public Order, Serious & Violent Crime (Murder & Robbery)

(013) 4907911
112

(011) 3753911)
(011) 9869498
(011) 9865800
(011) 9865800
(011) 6591333
10111

(013) 9827774
(011) 9320040
(011) 9863800
(011) 4493800
(011) 722 4200

a

(086) 1000234
10177

112

(011) 8037707

AA Medical Emergency & Roadside Assistance

State Ambulance Service

Emergency medical services (called from a celiphone)
=24
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9.6 WHY THE WEBO SAAS

The Webo USP: Webo are Digital Marketing Strategists Dedicated to Growing Your Turnover

Information Needs and Channels

An effective marketing strategy needs to ad-
dress information Push, Pull, Engagement and
Promotion. The Webo LPM referral and loyalty
programme addresses these needs within a tried
and tested framework. Successful marketing cam-
paigns need to give attention to the foundations
needed to build and drive a campaign.

The Webo LPM

The LPM has a focus on digital marketing. The
PeP (Performance enhancement Programme)

has a focus on enhancing business performance.
The PeP has been tried and tested in a variety

of countries and has time after time produced
what have been described as impossible turna-
rounds. The PeP is not a quick fix. You can read a
published case study & reviews on Book available
on Amazon. The LPM is a fast track marketing
framework that has a focus on referral and loyalty
marketing to drive revenue growth. The PeP is a
bonus to Webo Saa$ subscribers.

Shared Opinions

In a nutshell, shared opinions drive sales. Your
customers will talk to their friends about cher-
ished experiences as it is human nature to do so.

A study from Texas Tech University confirms that:

83 percent of users are likely to share a product or
service after a good experience. Yet only 29 percent
actually do. That means that an average the major-
ity of users who would otherwise share do not share.

Marketing can be expensive and time-consuming.
Referral marketing is anything but this. In fact,
referrals are the cheapest and most effective form of
marketing and shouldn’t be ignored. In its simplest
form, referral marketing doesn’t cost a dime.

Texas Tech Today
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Satisfied customers have something to share
but generally do not do so if it is not easy to do
while enjoying the experience. Incentivising
customers may help but “quick and easy” shar-
ing is essential.

“the sale is not complete until the customer is so
happy that he or she confidently makes referrals.”
John Jantsch (Duct Tape Selling: Think Like a
Marketer-Sell Like a Superstar)

Convenience and Ease of Use

The Webo Loyalty & Referral App puts the op-
portunity to share on the phones of your cus-
tomers. Earning an incentive plus the gratitude
of a friend is only a couple of clicks away on a
PC or on the phone that is in their pocket. Apart
from the need for it to be easy to do the infor-
mation shared must be worth talking about and
be relevant to the recipient. If it is topical but not
relevant to a potential customer it will not be of
value to them.

Statically studies have found that between 70%
and 86% will share when it is worth their while
and itis easy to do. Thus:
« Forevery 100 customers, say
«  70% will share with 338 friends on Facebook
« STEP 1 ReferralS will then reach: 70% x 338
people x 100 customers = 23,660 referrals.
Next, the reach explodes but suffice to say
that the local reach will be saturated.
+ Studies show that in seven steps of friends
and connections sharing, everyone in the
world on the internet will be reached.
Suffice to say that with the Webo App mak-
ing it easy, you will earn your brand positive
engagement and you will leverage customer
advocacy to effectively accelerate growth.
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9.7 MULTI CHANNEL MARKETING

With the Webo LPM system your marketing strategy will boost customer advocacy with your incentives
to drive revenue growth in a measurable way. The Webo 4 Channel Marketing System with “ Channel
Fusion”allows your brand to leverage multi-channel word-of-mouth advocacy. The best part is: crafting
a4 channel referral program is not complex. You can utilise the Webo SaaS on a DIY (Do It Yourself), DwY
(Done with You) basis or on a B4U (Built for You) basis. The BwY is a Built with You option in which YOU
DRIVE and we NAV along your Roadmap. All options are supported so that you can get your customers
to grow your business ASAP.

According to Wharton, referral customers have a 16 percent higher lifetime value than non-referred
customers.

Plus, they will love your brand because they will have a direct link from the button on their phone screens
to the App Link & List App. This direct link will establish and build a relationship via the App where
customers can add reviews, share comments with social networks, monitor #hashtag engagement, link
and engage on your blog, find items of interest that are worth sharing and more. In addition, the App
will build your audience via generic and social share promotions.

A recent Heinz report showed that
companies with formalized referral programs
experienced 86 percent more revenue
~~ growth in the last two years, compared to the
rest.

The above exemplifies how sustainable
and effective refer-a-friend or refer-a-
business connection programs are at
driving brand awareness and in creating
new customer appointment opportunities.

YOU DRIVE & WE NAV Many large international businesses have a
Our Tried & Tested Strategies & Roadmaps marketing strategy based on Referral Marketing.
But first: what is not a referral programme? A
referral program is not a one-time interaction between a brand and a consumer. Nor is it marketers dangling
a carrot in front of consumers, enticing them with “win big” promises. Neither is it affiliate marketing, where
3rd-party sites do the work for your marketing team and you pay them a bounty. Instead, referral programs
are built upon genuinely enthusiastic, customer-get-customer interactions that equally rewards all parties
involved. There is a science to making referral marketing programs succeed.

Brandon Gains, Contributors: Referral marketing: The secret weapon that should be in your arsenal.

Key to Referral Marketing is customers who feel valued
& rewards that have meaningful value!
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Select hare the link
add a revew'\ Share the Link -> Reviews

. Mains: Large L¢ d : e Coupon
Emsemsenel | ADVISOR REWARD: Save R149 with this coupon. An Affordable
Reoad More Gourmet Tasty Treat. Add a Review to Qualify.

To Start: Sign Up or Sign In
Next:Click to Show Online or Download Print Version

Alternatively:See it in My Account

fprawns

Share the link
Add a review

Reviews

PLEASE CLICK THE SHARE/SAVE button below.
SUBMIT & Claim Your Status Upgrade for the validity period
@ Share /Save K1 ¥ A

Facebook D Twitter
a Google+ Pinterest
a Email m Linkedin an this coupon. Add a Review to

ad
@ Reddit n Tumblr ption below.

More...
I — S —— ACCOUNT

Options for Sharing

y

What’s happening?

Bally's Seafood Restaurant http:/webo.directory/ve-lal-
communicator.php?MID=11015&typeact=sharelink&pcrid=8129

Your Tweet has been posted! View it on Twitter —

Who to follow

AddToAny @AddToAny - 335,532 FOLLOWERS - 916 TWEETS &
The Universal Sharing Platform .+ Follow

Pat Diven Il @micropat - 247,678 FOLLOWERS - 5,030 TWEETS
4 Follow
o Founder, AddToAny

Embed Twitter in your website!
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9.8 SOCIAL NETWORKS

BUILD YOUR AUDIENCE

Sharing: It's Simple Sharing Links to the
Communicator are placed at every menu
item so that customers (diners in this ex-
ample) can immediately link to the social
media page of their choice and add a com-

ment that will be displayed on their social
media pages.

Sharing valued information builds your
audience but it mostly only happens if it is
simple and easy to do.

Sharing is simple:
Select Share the Link, Log In, Select a

Social Media network, Add a comment &
SUBMIT.

Why Register? If you do not register you
cannot claim the reward which is added
to your account. You will automatically
be granted ADVOCATE status for sharing.

Advocates qualify for rewards that they
can gift to friends and business connec-
tions with their compliments.

Success is dependent on customers
being delighted by your service and by

it being easy to do. Sharing incentives
make customers feel valued & being able
to gift rewards boosts their social stand-
ing and yours!
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9.9 CUSTOMER SEGMENTATION & REFERRAL STATUS

“The Webo Loyalty & Referral programme structure has these two layers”

Customer Segmentation

The Webo SaaS Loyalty & Referral App offers customer segmentation. Customers can be segmented
into three categories such as Fan Levels 1, 2 and 3. Each category title can be customised e.g Silver,
Gold & Platinum levels attained by way of the award of points for purchases, completing quizzes and
surveys, game participation e.g #bestpicture and more. Alternatively, other criteria such as who the
customer is rather than what they buy may best suit your restaurant. Customers feel valued when
they are able to offer rewards that are valued to friends and colleagues. The Fan Programme allows
customers who have earned a reward to e-mail the reward to a friend or business colleague who
must register to redeem the reward. Each reward is customised to individual terms and conditions
structured to support the objectives for the reward. Selected incentives should be designed to
showcase your products and services to new audiences that your customers will introduce.

Ideas for Types of Customer Segmentation

Behavioural Segmentation:

Segmenting customers based on purchase behaviour, such as purchase frequency, basket value,
product usage, brand loyalty, and buying preferences.

Demographic Segmentation:
Segmenting customers based on age, gender, income, occupation, education, etc.

Geographic Segmentation:
Segmenting customers based on location, such as country, region, city, or zip code.

Psychographic Segmentation:
Segmenting customers based on lifestyle, attitude, values, and personality.

Customer Referral Status

Membership of a Referral Status is awarded on the basis of what the customer does. There are three

status levels; Advocates, Advisors and Ambassadors

« Advocate status is awarded to those that share items listed with friends on social networks.

« Advisors: are those that write reviews on your App.

« Ambassadors: are those that e-mail a qualifying item to a qualifying person who takes up the offer;
the offer is made available to the sender and the receiver (i.e. they both benefit).

Two-Way Referral Objectives

Terms and conditions may be set. These might be a sign-up, account activation, a purchase, etc.. Where
a referral reward takes the form of a voucher and that voucher is redeemed by an administrator then
the reward will be activated in the accounts of both the giver and the receiver.
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Where rewards are valuable, fraudulent redemption may be a concern. The Webo SaaS redemption
process can be based on printed vouchers or on online redemption in a customer’s account. When a
customer wishes to redeem a reward the customer will typically access their online customer loyalty
and referral account and present their private account to the Administrator. The Administrator can
review the purchase history and the voucher’s validity before entering a PIN number to redeem it.

If the reward, for example, has as a condition that the account is a new account then access to the
account enables the Admin to determine if the person is indeed a new customer. On the other hand
if a specified qualifying transaction is required then access to the customer’s account will enable
validation against ID documents, etc.

In the case of high value rewards the terms and conditions should be checked by a competent legal
authority and audit routines should be effected before a reward is made. In short, conditions must
match the value of benefits. Some systems that process credit cards, set as a requirement, that a new

credit card is used for payment. This option is not available on the Webo SaaS eCommerce platform as
all credit card payments are processed on an off site secure banking portal.

Directory  Site Builder1  Site Builder 2 Site Builder 3
Brand Building Communication Trade or Showcase  Enable Growth/Marketing
Shared Visibility Websites & Blogs  Online Shops Coupon Marketing
‘Club” Identity  Agile Surveys  Pricing Options  Loyalty Programmes
Relationships = Social Media Variations & Auctions - Reputation & Referral

Collective  |Communicators / Apps | Physical & Digital |Every Customer Gets
Marketing | Meetings/Link&List = Products @ Loyalty Account
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9.10 GET SOCIAL

Watch Videos &
: Click download
2 links to Menus
3
Add Comments :

that are Syncd

to Facebook
4

Social Media Integration - It's simple, tap your selection and instantly view the results

A focus on social media communication promotes audience building. Key to success are hosting
stories, contests, events and more that engage and which are worth sharing. The Webo Communicator
makes it simple to engage audiences across many social media channels. You can: 1 Share the Com-
municator App with your friends & connections on Facebook, WhatsApp, LinkedIn, Twitter, Pinterest,
TikTok and you can tap to email a link. 2 Image harvesting from Instagram, Facebook and Twitter is an
option. Select a radio button and photo albums from the sites set up for display if these social media
sites setup as Public albums. 5 shows an Instragram album. 3 This mobi friendly webpage has no
restrictions host text, audio or video. 4 shows links to download menus. 6 Comments made here are
automatically synced to your Facebook page.

Thisis alive demosite:  Find it at http://www.ssr.webo.directory or Select the App Option in the Menu
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9.11 HASHTAGS, QUIZZES & CONTESTS

Sacome 4+ Anessater o 05 |
now 10 9ot our Seeret Meru - The Top 1

o0 1% Secret Meeu % swescme! | G SEAFO0D
: ! 1

(HRIRY, 00003 Businass Forum

#Hashtag

Results on Results on
Facebook Pi
interest
P P © pubse posus
Carpaccio ADVISOR Platter
Couporl i ‘ SIX Cocksal Bar
ol WSSNE——— s e
- Cuaty 13
| ey | Everyctay & Al-cay Food Speciar TUESDAY'
| f SPECIAL ~CRLLED PRAWNS+ Satisty your
Craving Wit Our de IR o
Griled Prawns! The adsohute
o Waok off 15 the right start. ROS o
o o
), Lo Mendo on the Waterfront
2 O i
| 4 [ | 8. 00t ! 3e0fc0d meal # for FREE. See you every

#Seafood Vote

(’,') Pinterest

#Hashtag Campaign Feedback

It's simple, tap a #hashtag, select a channel & view the results
Setup a campaign to expand the reach of your content, gather feedback, have fun and more.
Feature pictures and links using #hasthags placed on a variety of social media sites.

Just Click on the Hashtag 1 then 2 select a preferred social media site and the content on these sites
will be displayed immediately e.g., on 3 Facebook or 4 on Pinterest.
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9.12 POLLS AND SURVEYS TEXT & IMAGE OPTIONS

Live Band Gigs

My Favourite Live Band Gig Is:
Register
most like

| Waming mysal ferch_array() expects paramessr 1 15 be rescurce, bociear
Fver o ‘public_hmlincve dal

‘erch_zerayl) eapects pararvesse
bic_htmiincive dal

Add 8 revew Revews gacoiss
gl:uf:or: Tuna Carpaccio ADVISOR Platter R e gi St er
il ' B or Log In

enefit back and your Referral count
goes up. When it reaches 10 referrals Ambassador Status s
awarded to you
Revem
You are logged in. Select an option below.

mon and Herb Sole Coupon

Sere 148 e cxgn. A Abrcule =] PR
Ad a Reviw 1 Quaity. swow [l cown
@ " LOAD IT

2/4/1 Weokday Coupons.

Engaging by Hosting Snap Polls is simple
Tap Vote, select a poll, vote and view the results instantly.

Webo offers the creation of intuitive quiz pages with responses analysed and exported on spreadsheet
downloads. There are times when a more informal approach will help you engage with your audience.

You can decide if voting should require registration or not. You can set up text as well as image polls.

Text polls offer answers to multiple choice questions and image polls offer multiple images for the
selection of one.
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9.13 CUSTOMER REVIEWS

Cuaim Your Status Upgre
S Dy

eratn

. . Revews © S2are
Sharo e ek Clam Your Status Ungrace Cam Your Status Uograce

gy [ Dol e BRI Addarevew  Revews D Share/Sere Oy @
Q} Mains: Large Lemon and Herb Sole Coupon Monthly Seafood and Jazz Sunday Entrance & O —— T p——
e | A0 S0R REWARD Save 3140wt s coupen An Afcrdatie ’ Lucky Draw Ticket

Courmet 5 b’ S Sy s 0 l

Extrance 15 6pen 10 88 Our CLBtomEn. Win Cashback On your
artrascs lee 870 4 comabrestary et

You are logged in. Select an option below.

. | ® 2

] s

com

H l Boai Mo Buffet & Jazz Coupon / Sundays: Bookings '

Select Reviews
& Read Past

open on the 10th.

Bock early or 14 awesome setoos and jazz ahemoon

You are legged in. Select an option below.
— O -

Claiom Your Status Upgrace

vow Share / Sare 01 /= .
Mains: A Dozen Pecled Queen Prawns Coupon Adta ot — = ReVleWS
OVOCATES REWARD: Free Couson: At & saving of R179 1 in Buttet & Jazz Coupon / Sundays: Bookings
nare 3 favcurts Geh o Quaty open on the 10th.
- 850K sty or 13 awesome 50050 and Jazz shemcon
Neat.CH Dowrioac Pt verson . e s

Mrernatnery Sew 10 My Aczoun

Cuim Your Status Upgrs
Acd s
eveon

On 270 Febevary, 2018 14.06.39  Jack! :This 's the most
ncroditie international menu | have seen. Try & you wil be

O Share/Sawe O w =

amazec
On 4t Apnl. 2018 02:30:71 testdd Wow - What an awesome
secree

On 580 Apnl 2018 01.00:28 matest Tost

O 55 Ao 2019 014549 lavelt TEST

seow | Sally's Ambassador Secret Menu

Mal 8 coupon bereft of yours %o 8 friend or busness connectic

Sally's Ambassador Secrot Menu

* | Mat a coupon benet of yours %o @ iand or business connection

¥ they redee @ you get e benet: back and you Referral coust [ . vl
o¢ y roeom it you get the besef: back ans your Referral cow
gomue ‘v:-n Hreaches 10 refereals Ambassador S is %D, Woan K reaches 10 referrats Ambassador SRS i
a0 awardes 10 you
Sally’s Ambassador Secret Menu Yoty 0n lnggod . Solaut ain apsian haboni You are logged in. Select an option below.
Mat 8 Coupon baneft of yours 10 8 Fiend or busness comnection s
f ey redeem 1 you Get e benefz back and your Aeferral count P < 2
GOus 3 When ¢ reaches 10 referrais Amtassacor Suts .4 e D &
warded 1o you
2471 Wookday Coupons. — -

You are loaned in. Select an ootion below.

Register or
Log In

Reviews and Recommendations

Adding reviews is simple and awarding rewards is automated.
First time buyers, new or existing customers, are likely to be influenced by reviews.

Buyers add reviews or they can respond to reviews. Buyers can edit their reviews in their Membership
Accounts (Every registered customer gets their own private Membership Portal / Account). Site own-
ers (Sellers) cannot edit reviews however the Site Owner reserves the right to delete reviews that fall
outside the set terms and conditions.

Customers that add a review are automatically awarded ADVISOR status for a set period of time and
they will then qualify for rewards that can be accessed on the Communicator App. Rewards can be
gifted to friends or connections. Award redemption can be by printing a coupon or by presenting it on
a phone.
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TRANSACTION HISTORY

-

C. VorT

Ords aty No. No.
Name

£ Balance
Downloads Coupons Coupons Expires Redeem
Number Purchased o toaded R Available

GET 1 o 1 ]

Site Name

Restaurants2 Bob & Sally's 1618
FRIDAY
SPECIAL: 10
Preizels & 2
Beers 2/4/1
Goodmans
Referral
Programme
Voucher with
Ts&Cs

Goodmans 1660 GE
Refarral

goodmans 1658 GET 1 o 1 0

1711112018  Emailed
R

Select MY ACCOUNT
then GET to Print / Download
or Redeem to Redeem Online.

| Restaurants3 2/4/1 Scampi 1671
Deal

17/11/2018 Emailed &
Redeemed

o

®

8 m
ecdeemed o
=
o

®

i
Y E
/7 &
“Rice &

After Selecting GET
view the Coupon & Options

After Selecting Redeem
view the Coupon & Options
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9.14 COUPON ACQUISITION

AND REDEMPTION

Coupon acquisition, management, gifting

J and redemption

Select a coupon, register, redeem imme-
diately by downloading it, printing it or
by e-mailing it.

You can also select the option to ADD TO
MY ACCOUNT.

If you select MY ACCOUNT you will go to
your Webo Members Portal where the

jJ Transaction History will show all the cou-

pons that you have earned.

You will be able to GET the coupon se-
lected for the purpose of redemption by
printing, downloading or e-mailing it.

If you select the REDEEM NOW option
then the coupon or voucher will display
and the Site Administrator will be able
to redeem the coupon or voucher by
entering a PIN code and submitting it on
the phone of the customer.

The seller will have to decide on online
versus print coupon redemption or both
can be accepted also. Coupon can be
rewards or they can be open or limited
time/availability specials.
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9.15 OPT-IN PRIVATE ONLINE CUSTOMER LOYALTY ACCOUNTS

Sallfs Saaiyyd )

HeSIZuTan:. (

Customer Loyalty Accounts
It's how we Thank You
for your Patronage,
fpr Sharing, for Reviewing
& for Recommentations

LOYALTY& REFERRAL PROGRAMME STATUS ! Welcome
‘ Thomhill

Log Out

Store Memberships Edit My Account
Site Name Restaurants3 B Change My Password

Go to this Store  Go to this App Loyalty& Referral Programme Status
Loyalty Programme Loyalty & Referral Programme Detail
Platinum Fan Status at 21/09/18 (Today) is: Platinum Fan LUpoRS, Youhena e ke
Platinum Fan Points Awarded ] ] Wi Goc_d g ths'_s

Add Home Page Bleg Topics
Platinum Fan Points Redeemed ‘ I My Home Page Blog Comments
Current Total Platinum Fan Points for this site: 2037 My Store Reviews
Submit to update Administrator pin number :] . it il
- My Listing Reviews
Referral Programme My Purchase Orders On Hub Stores
Advocate Status : © Active O Inactive  (Share to activate) Delete My Account
Expiry Date 30/09/2018 My Showcase Product Submissions
Advisor Status : O Active © Inactive (Add a review to activate)
Expiry Date 11/07/2018 My Email Subscriptions
Ambassador Status : © Active O Inactive (Add sufficient two-way referrals:A must be > or =B) My SMS Subscriptions
Expiry Date 22/07/2018
Two-way Referrals Sent and Redeemed:
Number sent and Redeemed 3 |A s e
Successful Bids

Number Required to Activate Status 2 |B

Received Referrals Redemption (Gifted Coupon Redemption)
Admin to submit (below) for this Received Referral To be Redeemed Immediately by this Account Holder and for it to be added
to the Sender's Account for Future Use.

Site Name Restaurants2 B

Order no. of this Received Gifted Coupon ]

Submit te update Administrator pin number[ |

HOW TO TIPS
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PRIVATE ONLINE CUSTOMER LOYALTY ACCOUNTS made Simple.

When a customer logs in and selects “Member’s Portal” or selects the MY ACCOUNT option on a vouch-
er, a number of account options are presented.

Customer accounts are private accounts where customers can update their contact details and pass-
words, subscribe and unsubscribe to e-mail and SMS notifications, edit reviews made by them and
where they can see their transaction history as well as the currency of any status awarded including

the expiry date of any status acquired.

Status points are added online, on a customer’s phone by way of an administrator making a status
award and validating the award by entering and submitting a PIN number.

Point requirements and points duration for the FAN, levels 1, 2 and 3 are set up by the Seller.

The duration of the Advisor Status for reviewing and the Advocate Status for sharing are also set up by
the Seller and these are automatically awarded to customers.

The Ambassador Status is based upon sharing valued benefits that are not freely available e.g a buyer
earns a voucher which is gifted to a friend.

When the friend redeems the voucher it is automatically added back into to the customers account
so that they both get the benefit.

customers

Ak
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9.16 INTERNATIONAL
SUCCESS STORIES

1887
GIVE A GLASS OF COKE
Asa Candler’s
coupon idea transformed Coca-
Cola from an insignificant tonic
into a market-dominating drink.
His hand-written tickets offered
consumers a free glass of Coca-Co-
la & by 1913 8,500,000 free drinks
made Coca-Cola a national craze
in the USA.

GIVE A CHORE!
Around the 1990’s friends and
families started to gift personal
gift coupons such as:
+ Good for one hug!
+ Il do the housework for a day
next week-end.
« One day of garden chores!

2003
EARN A% AS A
CASHBACK
The PayPal Referral Program result-
ed in PayPal achieving a 7 to 10%
daily growth that rocketed them
to a user base of over 100 million
users before the end of September
2003.

EARN ACCOMMODATION CREDITS
Airbnb launched in 2008 & has
booked millions of bed nights.
Their 1st referral program test

to 2,161 members doubled
membership by 2,107. They
offered a $25 travel credit for every
referral that booked a $75 trip.
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AT THE
FOUNTAIN

AS5C

Issyed to: given by

This card entities the lucky person to o day

free of doing chores, Someone else is gonna 4o the

ONT
()

Referrals

PayPal's Refer-A-Friend Bonus promotion ended September 26, 2003, Users whose referred friends
completed the bonus requirements by that date were eligible 1o receive the bonus. Although the Refer-A-Frie
Bonus promation has ended, you stil can eam money with our Merchant Referral bonus:

Earn up to when you refer new merchants!

The Merchant Referral Bonus lets you eam a portion of the first 6 months of revenue generated by the new
ACCOUNTS YOU refer.

Invite Your Friends

E Gll toKnowPayPal PayOnline  Send Money GetPaid Products & Services

£ $1 00

You'll get $25 when they take a trip & $75 when they rent out their plac

K Get Started f  INVITE FRIENDS WiTH FACEBOOK  [l@) gl  EMAIL YOUR FRIENDS]
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Get up to 16 GB free space by inviting your friends to

For every friend who joins and installs Dropbox on their computer, we'll give you both 500 MB of bonus space (up
fyou need even more space, upgrade your account

hv‘ Invite your Gmail contacts

= v B ER

Dashboard  Invite friends  Promotions  Silling ¢

" &o = ..

INVITE FRIENDS

Give 10 Get 10

Send out your code Your friend takes a ride v n get 10

> N A O

[ ]
L
o=
Yourimwee ink  https://uber.com/invite/x8vog Enmanatiza g

Share a better way
of working

E3m remards “or recommendng
& Swate

Enjoying the benefits of
Starbucks Rewards™?
Let your friends in on it, too.

~ through May 2, each time you
ite a friend and they sign up for
ucks Rewards™, they’ll earn Gold
tatus after just one purchase.

Plus, you’ll receive

Stars

for every friend who signs up
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In 2010 Coupons moved to Mo-
bile Phones.

GIVE
STORAGE SPACE

Dropbox launched a Referral Program

in 2010. By April 2010 they perma-

nently increased signups by 60%.

Users made 2.8 million referrals and

both the customer and friend earned
extra storage space.

2012: SHARE
YOUR CODE
Uber expanded into over 50 countries
in 3 years! Double-sided Referral Re-
wards. Send out your referral code by
e-mail, Facebook sharing or by Twit-
ter. Give a $10 ride and get a $10 ride!

Google

EARN A
CASHBACK
In Google’s G Suite Referral Program
Account Holders earn $7.50 for every
new G Suite customer that you refer
limited to $1,500 per business that
signs up.

STARBUCKS

EARN STARS
for
REFERRALS
INSTEAD
OF POINTS
FOR
PURCHASES
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SHOES

Visakan's Referral Portal

B Greats sells affordable designer
sneakers. Advocates and

Friends get $10 off next orders.

They believe it works because

of social validation. Customers

@QGreatsbrand constantly refer because

#BorninBrooklyn _ they love the brand and the
# : rewards.

—— - : GET RESPONSE TWO WAY PLUS
o : ' SOFTWARE
V 2N cO\A
iler YOuIr friends and berey p@d CERTIFICATION
Invite a friend to GetResponse — get $30 =ach to save on your b:ll»
‘ Get Response offer marketing
If you invite 3 friends who join on a paid account, . .
p ‘ ycf)u'll get a free Digital Marketing Certification course automation: bulk emall, etc.
of your choice!

The advocate and new
customer receive $30 credit. At
3 referrals, the advocate gets a
digital marketing certification
(and course) worth about $200

usD

Invite friends now

FASHION
Referrals are by one on one
emails or by sharing on
Facebook.

They believe that:
Easy to share
='s
Referral program success.

LEESA
MATTRESSES

They have 3,000 +
Advocates

One third of all sales come
from referrals
You can gift your referral
reward to a charity of your
choice.
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Aarriott Rewards® Refer a Friend

Join Now Marriott Rewards Overview Member Benefits EarnPoints  UsePoints  What's New MARRIOTT HOTE LS
: P ,"‘r ot Advocates can earn up to 50,000
TN » bonus points for sharing Marriott
with their friends and family. When
an advocate refers up to five new
customers per year, advocates earn
2,000 points every time a referral
books a stay to a max of 50,000
bonus points. Referred friends also
get 2,000 per stay to a maximum of
10,000 bonus points.

REVIEWS, REFERRALS & A RECIPE
CLUB

Farm Fresh to You uses reviews
to get referrals. They believe that
testimonials are a genius referral

strategy. Advocates get $25 &

referrals get $15.

AMAZON PRIME

*pnPrime AL g . Prime Members are a segmented
One more benefit of friendship £

Tall your friands how much you love Prime. When thay ~ J » group Of CUStomerS Who Spend
make a $5 purchase, we'l give you $5 towards your next Amazon 3 .

puchase . < 2x more than others & who order

b~ y NS L more often. Note: Clear calls to action
; & Sharing is not restricted to Prime
Members. Sellers on Amazon can
select to use: Percentage Off Promo
Codes, One-Time Use Codes
Group Claim Codes, Buy One/Get One
and Social Media Codes

BE AN AMBASSADOR GADGETS
ZTYLUS REFERRALS

ZTYLUS is rewarding those who love our products. We're looking for influencers to be Brand

Ambassadors and will pay cash for each referral

Refer a Friend and earn a 10%
Cachback on their purchases.

How it works
Step 1: Love or products
Step 2: Register Step 3: Share
Step 4: Earn
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)

FLEETMATICS
GIVE GIFT CARDS
Fleetmatics supplies GPS tracking for
fleet management.
When advocates make referrals, they
get a $200 Amazon gift card.

Consider a Buddy Deal with a Local
Retailer who provides you with Gift

5
IENDS TO EVERNOTE

FR

INVITE FR

J\\

Cards at a discount!

EVERNOTE SOFTWARE
Evernote offers advocates ten points
for the first 3 friends referred plus
5 points when a referral buys the
Evernote Premium package. Friends
get one month of Evernote Premium

“
A

=

Refer a friend to TaxAct.

Earn $20.

l/"

o - N
WM, 2
e =

L free.
INVITE FRIENDS KEEP EARNING 9,
o The T's & C’s give the detail.
L _J TAX ACT
\. ACCOUNTING SOFTWARE
\ One-Way Referral Program

Tax Act segment their customers into
levels that qualify for benefits based
on the level they are on. All levels can
refer a friend or business connection
and get the $20 Reward when they
sign up.

AMERICAN EXPRESS

Rewards are based on the lifetime

\(

Well send an offer for this Ca

194
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value of a new customer and they give
advocates 5,000 Starpoints on their
Starwood Preferred Guest Business
credit card — a value worth around
$125 — for every referral.

e | Points can be gifted and they can be

accumulated for use against future
purchases.
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ADVANCED AUTO PARTS 4

Customers get a $10 gift card and new
customers get $30 off purchases over
$80.

Note that this program is a success even
though the customer making the referral
gets less. Customers earn by making
multiple referrals because it is easy to do.

citibike BIKE RENTALS IN NYC
Subscibe for an annual membership or
a day pass. Day passes get unlimited 30
min rides and annual members get 45
min rides.

They have grown to 12,000 bikes in
NYC and 750 Stations. Both Friend
& Advocate get a free month of
membership.
Promote the value of multiple referrals:
Refer 24 friends and get two years of free
rides!

MADE.COM
FURNITURE SALES ONLINE
Refer 2 friends and get a foldable tray, a
chair for 12 referrals and get a sofa for 40
referrals.
lllustrating the value of the reward
promotes the benefit of frequently
making referrals.

NICHE CAR SALES: TESLA
Tesla owners can track
their referrals on an App.
When the referral program was launched

a single advocate referred 188 people
and made $135,000 in rewards. Tesla
made a whopping $16 million in sales
from this effort. Today, e.g., advocates
get to choose from a range of features

J\L

NEWS: Citi Bike is Going to Dramatically Expand!

Invite friends, share £30

2, | | yoUrR#¥riEND GETS

YOU GET_ ~

£15 ) £15

% - FREE == was» FREE
(TTIT ITZ (X 1
nh an ] an un T

£15 - every time a friend places their first order. £15 off when they place their first order. Everyon
Invite all your friends!*
L= L ]
= "T mmmmmmmmmmmm »
vy Ly

40 friends 12 friends 2 friends
gets youan ets you

Omson Safa

L~ Unlimited Supercharging and $1,000 Credit

based on how many people they refer.
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ILLUSTRATIVE WEBO EXAMPLES

Claim Your Status Upgrade

Add a review Share/Save i ¥ #

Advisor Reward: Add a review to Qualify - Yes,
we are Pet Friendly - have your pet at an outside
table.

Add a Review to Any Humble Harry\'s Menu or Specials Item to
qualify: Next, Register, Log In and Select GET IT. Then ADD TO

MY ACCOUNT. You can Print & Redeem or you can Email this
reward to a friend.

s

Thisis a RACIH:L IIILL ART ]ut,l\) draw ug,kcl

A winener @ 1uun.u|l icsal will cad )(l Hll(
Thary e 30 R 13 msr Te gankfy bt 8 s, A 1 & M1 8 ricka v e

| comznens
" Froend’s Telzphco: Nozber

|

|

M makrile selipbone mmbe 35

o &

GOODMANS

‘ADVOCATES / ATTORNEYS  ADVISORS

FIVE MAJOR NEW SOUTH AFRICAN
LABOUR LAWS
THAT YOU NEED TO KNOW ABOUT
INCLUDING EXTENDED PARENTAL LEAVE

A

5

' & % Appy: Dopbonion w net peemittnd. Subjart 1 vabstsbion ipon
wmsarrtabicn I pral o an prane. Den coupen cat amen

y | Just Designer Designs :
Forntnzhe 0 Arhocxiee wred Advison wh mee i E R m w v B

[Croes | oowniowa e | et i+ wv account |
ADD TO NY ACOOUNT FO LATER USE
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BUDDY DEALS
REFERRAL REWARD

Local Pet Friendly Restaurant offers this
Buddy Deal.
Write a Review to Qualify.
Get a 3 for 2 wekk-end Kenneling & Deal
and Share it with Friends

LUCKY DRAWS
Enter the Lucky Draw
by getting the Referral Reward
and stand to win a limited edition print
each month.

Keeps customers to

check if they are a winner

and see the latest artwork.

LAW FIRM Book
REFERRAL REWARD

Get the Book and share it
to quality for other
Referral Rewards

ADVOCATE and ADVISOR REFERRAL
REWARD
Write a Review or write a
Recommendation on a social network
SHARE
and get invited to the VIP Season Sale
the night before it opens to the public
and Share the VIP Entrance ticket with
friends.
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Beauty Horizons

Aanlntie  Advocatne and Asvioos wha ey gt Bt e end .

o A4

Claim Your Status Upgrade

Add a review O Share/Save B ¥ #

Photo Competition: Waitron Table Instragram /

Facebook Hy5 Photos

Get in the running by tagging your picture at #humbleharrys on
your preferred social network page; Faceook, Pinterest, Instagram,
Twitter, etc. Win & we will Burn your Bill. T&Cs Apply.

Y4
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SLOW DAY TREATMENT SPECIAL

Write a Review
or Write a Recommendation that you
SHARE on your preferred social network
and get 50% off on Mondays PLUS
you can share this Referral Reward with
your friends.

WAITRON PHOTO COMPETITION

With the table’s permission Waitrons
SHARE and #HASHTAG
Selfie Photos on a social network.

Waitron earns a CASH Reward and
the winning Table wins a
“Burn the Food Bill”
Booking.

REFERRAL REWARD EXTRAS
Hire three suits and Refer a Friend
You'll ALL get a shirt and tie free.

OtherTs & C's may Apply

LAST MINUTE BOOKING DEAL
On Checkout Guests Earna
Last Minute Deal Coupon
which they can share with
friends for a last minute
booking on the basis of getting
two bednights for each
bednight paid for.
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- b

-—

BUY ONE GET ONE FREE
BOGOF OLUME BUYS
ON SLOW NIGHTS
FORMAL ADVOCACY
CASHBACK PROGRAMME

Volume Based
Monetary Reward

GET YOUR CUSTOMERS

WEBO FREE TRIAL
Send a Sign Up Coupon with a
CLICK HERE LINK
to the Sign Up Page.

TO SPREAD THE WORD

Tha Webe Referal Markating App
Makes It essy
. . . -

Get R500 for each
referral that signs up.

/ ‘"\
[ CLUB REFERRALS
or o Based on aircraft sales.
oeving Mambac Sod the Te & Cs for delsis. .
. Refer a friend who buys a
e, Gt Bupwrs T o /gl N Bat Hawk Light Sport Aircraft and
| I | _— ' Sndes Roturral you and the friend each get
| Two Way Reward a R7,500 Micro
ambarch | Valued at R7,500 . e .
S tothe Buyerand | Aviation Shop credit.
Toia Rakemal mcantas = 5.0,07 k2 Tema & Codtons. Tha buyeris irtmducas i | tothe Member.
11 B Faak ietaline sopatiacin by 3 'Aarrban F ot o Frdusiasl acd gawe |
quter vauistu wy: 8 sl purddens ok cerses wil i nesced wih ! &) Fawls Portal | |
Miorg foaction scogum crodhe of 2800, Tha Tz & Cxmay be edies atare e, fpe———
\\-

: =
Andemprion AZmin Azwocats Statue iv vaba for 10

days afte- Shanng.
2 the T A O zelow. CLICK WERE to reas mare sbaut tha

3
DOWNLOAD IT If PRINT IT lf MY ACOOUNT
«

Sally's Seafood Restaurant
Sally's Secret Menu : Available to our VIP
ADVOCATES

Follow the Link on tne APP anc use the passwore a1d2¢d o gain
ACCOGS 16 T BECTET Manu,

AMBASSADOR RESTAURANT
REWARDS FOR VIP ADVOCATES
Sally’s Ambassador Secret Menu. Mail a
coupon benefit of yours to a friend or
business connection. If they redeem it
you get the benefit back and your
Referral count goes up.

When it reaches 10 referrals Ambassador
Status is awarded to you.

Share this benefit with your friends
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Become a 24h
ADVOCATE
o

FORMALADVOCACY
CASHBACK
PROGRAMME

Share Your °
REFERRAL
CODE

“We won't cold call or randomly solicit
We'll send you your friends or family. Instead, when they
a10% call we'll match them to your code and
Cashback on monthly we'll send you 10% when they
R2,000+ sales. Y | spend R2,000.

REFER
a 10% off cou-

pon to a friend.
We’ll match your  ® TRANSACTION BASED REFERRAL REWARDS

referrals and the I A

10th pair to be Advocate
purchased will Footwear Inc to your friends and after they
be yours buy 9 pairs you get a pair completely free!
FREE!
// & 5 & o — — ) N
f AT WAEH ARG PeUEN your \
Loyalty
Card s MANY HAPPY RETURNS REWARD YOUR
O Stamped |- LOYAL CUSTOMERS FOR BUYING MORE
S and the
wash

Get the 10th FREE!

Visit us

monthly BOOKCLUB REWARDS
and get our
s Bookclub * Refer 10 plus members of your bookclub for
| { ) Venue and . || acoffee and get a cup for all the members
- a cup of at your next Bookclub meet at
coffee for
all members THE COFFEE SHOP
free! FREE!
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- — — - . WEBO AFFILIATES
7 . Y . U . WORK FROM HOME AS CERTIFIED REFER-
. § { Kt Sl RAL SITE BUILDERS
margins plus build and
W » W maintenance fees, eg i Register for a free trial & build a demo
¢ ‘ - I S Affiliates with 20 clients site of your choice. It could be a site for a
ol Sl Ul s friend or yours. We help & certify that you
7 i ; + own build & mtce fees y " P o y Y
\~§: M of R20,000 pm Thats - meet our build standards: With word &
’ R240,000pa ! photoshop skills it's easy.
N 7 0 E3U G FECO i 0 e G260 3 G BIY G RAS i *
e CAR/ BIKE SALES:

SHOWCASE SPECIALS & OFFER SUCCESS
FEE REFERRAL REWARDS
WITH REFERRAL CODES

“Get 10% off
by quoting my referral code when you
phone to book a test ride”

ana ! MANY HAPPY RETURNS REWARD YOUR
‘ LOYAL CUSTOMERS FOR BUYING MORE
Coupon to
Friends & you
both get Free | * Get the 10th FREE!
Delivery on
orders
A TRAVEL LUGGAGE
Customers EARN & GIFT POINTS FOR
earn PURCHASES
points for o |
purchases
& they can + | The more you spend the more points you
points to ’
friends.

With 1,000 points you can gift any case
/' thatyou purchased or you can gift your
points.
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4 | ORGANISE A GAME NIGHT
Claim Your Status Upgrade

Acda review 8 shue/Save B Y A " Share a coupon valid for the Saturday after-
Open to all limited offer FRIDAY SPECIAL: 10 noon
Pretzels & 2 Beers 2/4/1 ; of a big match at Prime Steak House.
Gather in the pub and secure Savings with this coupon of R150, When four friends have quoted your coupon
Saue legged - Dot a1 apton DEION. code when ordering this “Off-Menu” Special

or have handed in your shared coupon they

get the Special and you get it FREE.

BUDDY UP DEALS

You both download and print a Loyalty
Card that you get signed off when making
a purchase. Meet and hand in your loyalty
cards with 5 signed off purchases between
you & both get 50% off a dress. Promotes
| shopping
>y buddies!

KIDS PARTY INVITE

: Host a Kids Party at the
“Secret Treehouse Restaurant.”

Print a coupon for each child that attends
and hand it to the parent who collects a
child as a Thank You for attending.
Value is 25% off on a Food Breakfast Bill
for 2 adults & 2 kids.

. | JANE'S HEALTH
| : FOOD COLLEGE
Jane’s online courses on exploring
the benefits of health food choice are
completely free when shared by a
JANE'S HEALTH FOOD STORE
- customer.

201
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9.18 TARGETING SEGMENTED CUSTOMERS WITH RELEVANT INCENTIVES

How should can one target customers and what’s the most compelling incentive you can offer?
There are a wide variety of possibilities including the following as potential incentives to con-
sider:

« Fun and entertainment: Quizzes, Competitions, Lucky Draws, Giveaways, Free Gifts that may
be offered by teaming up with stores in the mall, a local club, school or an NGO, etc.

+ Information & Stories: How to Guidelines, Books, Neighbourhood News, Community Whats-
Good Pages.

+  Simplify: Menu Reviews (current & future), Infographics or Ingredient Checklists, etc.

« Events: Invitations to Demo Cook’s Kitchen Days (bring the kids and let’s make ?), Guest
Speakers.

+ Guidelines: How to host dinner parties, party themes, party games for adults & kids,etc.

+ Neighbourhood Reality: Stories, Case Studies, Success Stories (Prize winning entries by cus-
tomers).

Consistently delighting customers is fundamental to success. Customers must be prepared to
recommend you to their friends because you exceed their expectations. Finding the value that
customers will want to share with friends is critically important. You will need to draw on your
understanding of your customer’s preferences. Only appealing offers drive shares,. Try select-
ing a valuable and compelling incentive specifically matched to your best customer’s needs or
to frequently asked questions.

More often than not the most compelling benefit will not be a financial discount. Recognition
and VIP status coupled with service benefits are normally highly desirable rewards. Personalised
double-sided rewards, that deliver equal personalised benefits to both sender and receiver, may
be more effective as a double-sided reward than as a single-sided reward. User altruism and the
will to improve a friend’s situation is a fundamental aspect of a compelling two-way incentive.

Automation

Effective referral programs are driven by referral programme software. The Webo Loyalty & Refer-
ral App is underpinned by convenience as it is an App button on a phone or a PC bookmark. In
this regard the market place is competitive. Where the Webo Loyalty & Referral App is one of a
kind, is that it is further underpinned by advanced 4 Channel Marketing promotions offering
coupons, loyalty and referral rewards for customers to share with friends.

Designing a user experience hinges upon optimising what the end user sees and how they inter-

act with the promotions. The Webo Loyalty & Referral App channels Push and Pull engagement
and it promotes information delivery. The 4 channels are able to cover all the marketing bases
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as the system is an advanced site builder, a viral blog builder, an App Builder with Social Media
integration and Comment Syncing. Optimizing across channels with the seamless Fusion of
Coupon (specials), Loyalty (points/status/segmentation) and Referral (reviewing, sharing & pro-
moting) marketing makes the Webo Saa$S formidable. Add the gamification options for and you
have a 360 degree package of options to boost engagement, drive sales, improve satisfaction
and build relationships & loyalty.

Discovery & Focus

Coupon Marketing: Attract new customers with valued benefits. Loyalty Marketing: Segment
your customers and find the value to each segment. Instead of frequent buyer points consider
customer segmentation that groups like minded customers and personalise incentives to meet
their needs e.g Customers with young families, Pensioners and Business Executives versus a
points for purchases system. Referral Marketing:

Reward customers that review, share and promote your restaurant. How likely are your custom-
ers to find your referral program? The App is promoted to all customers who sign-up for a pri-
vate social media account where they can track and edit on-the-record comments and reviews
and they can opt-in for email and SMS messaging. In a customer’s private online account they
can follow their loyalty benefit transaction history and they can select specific benefits for on-
phone or print redemption. Customers can print tickets, coupons or vouchers for presentation.

Sharing and Sign-up

Sharing and sign-up are made simple by way of pop-up messages that inform customers on
what they need to do in addition the programme offers a topic for engagement in exploring the
win, win opportunities.

Where does one start?

Engage, communicate and market coupons for specials that can be shared. Start by e-mailing
details of online customer account sign-up specials that can be shared. Add the link to the App
with instructions on book marking and on adding the button to phone home screens.

Survey your customers and run polls to determine their preferences and desires. Satisfaction

verification can also be explored by phoning the customer to ask for feedback. Alternatively, the
Saa$S Quiz Webpages are ideal for gathering feedback..
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9.19 FEEDBACK

Ask for feedback to understand trends in desires and value. Consider building an Online Quiz such as
the one outlined in the right hand column. E-mail a customer at a point when a feedback request has
been reached such as after they have dined in your restaurant ask them if you can e-mail them a quiz.
Once the quizpage has been sent and has been completed and submitted by the customer the Saa$
will offer a spreadsheet download of responses. You should reply to the customer and discuss sugges-
tions and any action that you will take so that the customer knows that you are responsive and open
to suggestions.

Another use for the quizpage functionality is to explore customer needs. Build online feedback forms
that explore customer needs, problems and desires by stacking questions where the next question is
determined by the answer to the preceding question. In this way customers can answer say, a simple
five question survey, that offers thousands of options yet the customer only answers 5 questions. In a
5x5 question stack where a question is asked that has 5 options and each succeeding question has 5
options the survey will cover 5 options in layer 1, 25 in layer 2, 125 in layer 3, 625 in layer 4 and 3125
in layer 5. It is unlikely that this many options will be available but the point is that the quizpage can
explore the range of possibility that may exist in the demand for services by customers.

Keys to Coupon, Loyalty & Referral Marketing Success

« You have an established reputation for meeting diners expectations and they are consist-
ently delighted by your meals and by your food and beverage services.

« You have a vision, strategy, communications plan and a roadmap (see below) that maps out
what you are doing, what you expect to be doing and what you will do next to build your
reputation and accelerate the growth of your restaurant/s.

« You have identified & have segmented the customer audiences that you have or which you
wish to attract e.g Families, Pensioners, Business Executives, Jet Setters, Students, etc.

« You have researched the demand for each customer segment and you know where to tar-
get each segment and you know what they value and desire.

« You are aware of the short-term value and long-term value of existing customers and of
prospective new customers so as to maintain a ROI (return on “incentive” investment).

+  You have tested the relevance and value or desire of segmented audiences for knowledge
based give-aways to ensure that customers will want to talk about them and will be pre-
pared to add reviews and share the link on their social networks in return for valued incen-
tives.

« You keep refreshing your specials, events, give-aways and other incentives
so that customers are encouraged to open the App to find what is new in
line with regular release dates.

« You establish and build your relationships via your Apps, blogging, mes-
saging and social media engagement, you survey satisfaction and you
ask for referrals.

« You have a current and to be status roadmap that maps your KPI Symp-
toms & KPI Focus.
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Restaurant Letterhead

Dear “Diners Name”

Feedback Survey

Thank you for your patronage. | would appreciate feedback on your recent dining
experience..

1. Were you satisfied with the meals and service that you received from us?

-Yes or -No
If the Answer to 1. is Yes, then the next question to pop up could be:

2. Based on your positive experience, on a scale of 1 to 10, would you be prepared to
recommend our meals and service to your friends and business connections?

Please select a likelihood number below.

1-2-3-4-5-6-7-8-9-10
If the selection is 8, 9 or 10 then ask:

3. Please can you provide me with the name and contact details of one person that
you can refer us to.

Name: Email:

In addition, please can you suggest any one way in which you believe that your cus-
tomer
experience could have been improved.

If the answer to 1. is No, then the next text message to pop up could be:

Thank you for your time and for the feedback.
Regards
“Chef’s Name”
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9.20 INFOGRAPHIC LIBRARY

THE CUSTOMER JOURNEY
FROM BARGAIN HUNTER
TO ACTIVE ADVISORS, ADVOCATES & AMBASSADORS
WHO GROW YOUR BUSINESS

COMMUNITY - PARTICIPATION
With Memorable Experiences & Relationships
Engaged, Meeting Desires & Established Loyalty

MANAGED GROWTH
Regular assessment of Staff and Capacity
Next Steps Planned & Executed

REVIEWS

Rewarding customers for reviews

Engage by addressing matters raised and
ank customers for sharing their experiences

WORD of MOUTH - SHARING
Credible Reviews Posted with Regularity
Comments & Shares Spreading the Word
Reviews Rewarded

SOCIAL MEDIA SHARING

Ignite an interest in Sharing Comments
Encourage customers to e-mail coupons
Grow Awareness with Social Sharing &
WhatsApp Specials Group Messaging

SOCIAL - APPRECIATION
Events Desired & Competitions Entereg
Benefits are Gifted & Shared

Sharing Rewarded

SELF INTEREST - REWARDS
Focus is on the Customer
who is Delighted with
Patronage Rewards

that are Relevant & Valued.
Popular Coupons, Lucky Draws,
Secret VIP Menus & Events.
#Hashtag Competitions Entered & Promoted.

DELIGHT & REWARD

eward Customers for Patronage
Encourage Buying More
Encourage Buying More Often
Get Personal; Address Diners
by Name. Ask if you can take a
photo for your Instagram Page,
Post to Pinterest, Tweet Reviews
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YOUR JOURNEY FROM STRUGGLING TO DRIVING

WAITING LISTS DRIVING / STANDARDISING

Build a world-class team

& explore growth opportunities

Focus on Systems (when) & Processes (how)
Market Your Brand and Reviews

Established Brand & Reservations Essential
Accurate Provisioning & Staff Planning/Analytics
No Waste, Process Driven & Predictable Quality

RESERVATIONS

Established Relationships via The App
Growing VIP, Advocate and Advisor List
Customers Actively Growing The List

BRANDING / THRIVING

Actively Engage, Reward Sharing & Reviews
Introduce & Promote VIP Customer Benefits
Drive Your Loyalty Programme

REGULARS

Specials / Coupon Driven Sales
Price Driven Covers & Walk ins
Some Staff & Provision Planning

PROMOTING / STRIVING
Build Your Client List, Shares
& Reviews. Delight Customers
& Nurture Returns. Market
“Sellers” & Grow an Audience

SPORADIC PATRONAGE
Empty Tables & Idle Staff
Inaccurate Provisioning,
Food Cost Issues

re Waste, Staff Not
Motivated & Not Productive,
No Meaningful Turnover Analytics

ESTABLISHING /
STRUGGLING

Establish & Work Your
Client List & Your Concept
Adapt Your Concept to Demand
Advertise Offers & Issue Coupons
Sell and Analyze Sales Metrics

SYMPTOMS KEY PERFORMANCE INDICATOR FOCUS
The Customer Journey in 6 Steps

1. Delight Customers - 6. Convert .
Marketing before meeting ‘—\\ From Browsgr & Bargain
expectations is premature. Hunter to Active Customer.
2. Loyalty Marketing 5.Engage on 4 Channels:
Reward patronage, eb5|te App, Blog & Social Media.
Segment Customers J Ignite Desires, Advise &
into 3 levels to precision Sell Experiences & Value

target desires.
4. Coupon Marketing

3. Referral Marketing \', Build your audience by offering
Reward Sharing, Reviews & attractive specials, popular events,

Recommendations made to friends & Business Con- coupon deals, last minute deals,
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Webcome Diners & Restaurasteurs
Our APP can be bution bookmarked on Phones or PCS.
O phones - ADD TO HOME SCREEN. O PC's bookmark the page.
Thes Tap the botion 0o your Phose o seview the latest deals.

241 Weckday Coupons.
Add 2 review Reviews © Share / Save 0 W %

Starters: Tuna Carpaccio Platter.
Save R100 on this coupon.
R 20
Cliick Here 1o GET this Coupon, download it and add it o MY m
| ACCOUNT E
Gst

PTI N —— N — —
Mains: Large Lemon and Herb Sole with
¢ S Rice

Y .
Save R149 with this coupos. An Affordable Gourmet Tasty Treat.

R 3000

Click Here 1o GET this Coupon, download it and add # to MY
ACCOUNT B

Gt
Add 2 review Reviews © Share /Save B w #

Mains: A Dozen Peeled Queen Prawns with

MOBI MENU ) Swvoury Rice-
& SHOWCASE T

Gt
Add a review O Share/Save B W =

Mains: The Ultimate Midweek Treat: A
Dozen Scampi with Rice.

All tickets, coupons and vouchers can be
set up to be print and present or they can
be presented online on phone, iPad, tablet

S or on a PC in the Restaurant.
2 = el Cs

-l pa

——— ~— o
s - .
- -

CcC

TICKETS,COUPONS
& VOUCHERS

Number:
1563

Validity Verified By:
Limit per customer: Customers are HmTed 1o one Jownioac on any

Specinc coupon for each cOUPon that they share and which is
redeemed by the recipient of the gifted coupon. Thus

i e O O W TERMS &
T v i s T L CONDITION
will grant you ADVOCATE STATUS for ten days.

Sur AVOCATES e aniiiad vo 200 tne SECRET sERU COUPON 10
e ——

On the ADpD select “Link to our Secret Menu”™ and use the secret
Passworg of ©alb2c3 to gain access 1o the menu.

If access has been gifted to you please print and present the
e s A o e st i

Reservations: Phone 066 307 1938. Note that reservations are
subject to avaiiabinity.

Validity Days: Tuescay through Sunday every week. We are cosed on
Moncays.

Verification: Validity iS SUDJECT IO VerificCation Lpon arrival. Prior use
vOIds coupOns. Advocate Status is Only valid for 10 days from shanng

S REDEMPTION OPTIONS: PRINT AND

Service: Sit down Gining is required for redemption 2t 10 Street Name.
Suburb Name, Town Name.

Quantity: Only one CouPON May De presented per item served and is
payabie at the speciais rate or the menu.
Service charge: Gratulties shoula be calculated On the full value

received.

Images: Coupon IMages are INCiCative and May Not be specificaily
representative.
Refunds: Coupons are free - refuncs are not applicable.

: Webo who the Loyaity Programme Software as a

Service is rot resporsidle for service and item delivery.
Amenament: The right to amend these terms and conditions without
prior notice is reserved.
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Restaurants can have
as many Link & List
Mobi Apps as they like.

Team up with Shops
in the Mall and be the
home for a Mall Deals
App (free with a cof-
Just Tap a Button fee!)

on your phone & ,
get personal with ; Q_ : Alternatively, offer

specials menus as
“tap to open” options.

LIST OF WEDDING VENDORS HOST A LEGAL OPINION ON A FLIPBOOK AND
A SAUGHT AFTER“LITTLE BLACK BOOK” OFFER CLIENTS LINKS TO SHARE WITH FRIENDS

<- If your firm did ANCs for
clients planning a wedding

PRPEE = youd love to gift them a
// ‘Wﬂ,ﬁumg @D\ Wedding Suppliers App listing
i M, D . W1747 2,000 relevant suppliers in your

: neighbourhood.

If you were an exporter ->
you'd love a Communicator App
detailing the latest NEWS on
excise tariff, Etc.
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COMMUNICATOR APP MARKETING

It's not just about delivering discounts! It's about
automating network marketing with the aid of 4
channels; websites, Apps, Blogs and Social Media.

Tickets: Online ticket issue. Paid or Unpaid, Limited
issue.

Event Vouchers: Pre-book and get paid before the
event.

Stories: Celebration Themes & Office Party Recipes.
Best Story Contest: Use compelling headlines & images.
Present solutions. Unpack problems & solutions. Create
desire with Benefits that show where the value is.
Create Urgency and ASK for something.

Facts: Recipes, Nutrition Charts, Ingredients
Access: Links to Secret Menus. Eating out is a lifestyle

choice. Offer lifestyle experience ideas on WhatsGood
Apps that present your specials.

Competitions: #bestpicture, #hi5in5, #giveaways,
#comment, #bestslogan, #funvideo

Feedback / Polls / Instant Result Voting:

Entries submitted by customers will result in the
customers sharing to boost their vote count. Best
Picture & Best Story contests will boost sharing.

Buddy Deals: Getaway Accommodation, Theatre S o v

Discounts, Mall Store Rewards.

Social Proof: Comments, social sharing, reviews and
likes are indicators that will define your social standing.

USP: What is your unique selling proposition/mantra.
What, above all else, do you want to be the go to
restaurant for? Be the best at something specific. Think:
Fridays are fish days - The best fish and chips on Fridays
vs the The best seafood restaurant.
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4. Referral Marketing 1. Coupon Marketing

Engage to build relationships The focus is on audience building.
and find valued rewards that will
excite customers to review, share
and recommend.

Attract new customers with entic-
ing offers targeted at researched
niche markets.

School customers to own the need

_ Showcase your value.
to advocate the business.

Four Steps to Success

ou po
éP“KETlNc,

Ve S T e ’\""q‘

&g~ A

3. Loyalty Marketing

2.Engage & Convert

Engage, dig deep with polls,
quizzes, surveys & survey needs
and desires to be able to exceed
expectations.

Find valued rewards that seg-
mented niches desire.

The focus is on converting bargain
hunters to be loyal customers.
Differentiate & drive the value in
your USP and find valued rewards
for repeat business.
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FROM

BARGAIN HUNTERS

Coupon Marketing: Deals <D

L0valty & Shaing Rewardstll A

R(e:ferrala;‘Review: Rewards®s = H
[ L
+ OUrvey Des;
Bl Y Desie s o a\S

ogqing: Get Feedhac®y
Social Media: Connect &

f. Whitepapers

a. How-to
Guides

v

c2

=

Ser TN (¢
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Next, find the small differences
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( Delighted Customers 7

4Commun@tor§

Delivery 'Reliable
¢ |
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/
'/ biGimat

Making it

Rewards!

it easy to
Grow Review
&
Reputations Share
2 k

Referrals ’

Rewards!

Grow
Reputations Making it
& it easy to
Referrals Re lge w
Share
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VIP BENEFITS

W A W A

“We |ove Very Good Listsi”

What
Where Where Weddir}g Fo do -
Elanne’ : Llfe“y'e
What'’s ontacts
good G 9

\ ”|
Rewards!
Grow
Reputations
&
Referrals

Home
and
Garden

v ’
Y/ picitaL

Making it
it easy to
Review
&
Share
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The Webo App makes it EASY to:

a4 w Tam o
el
Palo
Gir, BN SALE
L - ——

A A A
Just Tap a Button
onyourphone& p » » » )
get personal with /

Communicator

AL

Restaurant Lodge Legal Firm Aircraft

Loyalty & Referral Communicator Apps
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9.21 FREQUENTLY
ASKED QUESTIONS

Q:

Given that customers are delighted and that it is easy to add reviews which grow reputations and
given that it is setup and easy to make referrals by way of email or social sharing why do referral
marketing programmes fail?

A

Some statistics state that ninety plus percent of referral marketing programme failures are a result of
the incentives offered for referrals not being relevant to customers.

Q:

What do delighted customers appreciate about your products or services?

A

Often, it is the little things that count. Phone response rate, being greeted by name,
being consulted about your needs, etc.

Q:

What should | take into consideration when designing a rewards programme.

A

There is much to consider but a “one-size-fits-all” approach is generally the first step to failure. When
you have created “like minded groups,” find what they will value.

|II

Q:

How many customer segments should | have?

A

You should have as many as you need to address in your programme:
« What segments do you want to grow?

+ How big are the segments?

«  What social networks are they likely to share on.
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«  What are the needs of the social networks e.g., Women are more likely to share on Pinterest than
others - Pinterest is picture and infographic friendly.
«  When you have your broad categories or groups consider creating reward categories on your App
that match these groups with relevant rewards but in addition:
« Dig deeper and find the small differences
« The closer you get to personalised needs the more value you will generate.
« Consider surveying your customers, customers.

Q:

| believe that financial rewards that have a monetary value are often less preferred than rewards that

do not have an obvious monetary value. Is this true and what are nonmonetary rewards?

A:

Rewards that are tailored to satisfy individual needs will be more appreciated. As examples:

«  Mums with daughters that are engaged to be married or women with friends who are planning
weddings would value a wedding planners contact list of 500 wedding suppliers. The value when
the product is relevant will far exceed a 2 for 1 special.

«  Where to eat, where to shop, getaway destinations and more are information “products” that to the
right people will be highly prized.

« Bookon raising a puppy could be valued if you have a puppy.

+ Find a customer’s need and you will have a key to reward relevancy.

Q:

What are popular monetary rewards and in what way can | engage with my customers other than by
offering coupons?

A:

Monetary rewards can be points based so that customers who reach a certain level of ponts can get
the reward and once obtained and added to their accounts they can be allowed to share the rewards
with friends and business connections. They can be transaction based e.g., the 10th is free. They can
be service based such as offering expedited delivery etc. There are many way to engage with custom-
ers on your website, blog, app or social media.

Q:

In summary, what do you get with the Webo SaaS & is there a difference in what the DIY subscription
has access to versus the B4U functionality.

A:

The DIY and B4U Saa$S Packages are functionality is idetical. See page 52 for the “What you get One
Pager”

Q:

What does the Webo Loyalty and Referral Communicator App do, are there demo examples that | can
review at a detailed level to see how they are made and do you think that | can succeed with a DIY
SaaS$ subscription?

Chapter 9: Marketing 219




TIME TO GO ONLINE

e-Business, e-Commerce and e-Marketing. The 3 e's to making money online.

A:

The App makes engagement easy. We have a range of demo Apps that illustrate the needs of different
industries. Please review the “Getting Started” Book to explore the step by step process involved in build-
ing my own Communicator App. Given that you are proficient in using Microsoft Word then it'll be easy
and will be able to build your own Communicator App. We offer DIY subscribers support so you will not
be on your own..

Q:

How do | add the Communicator App to the Home Screen of my Phone.

A

You do not need to download the Communicator App. Just open the page, select menu then add to
Home Screen on Android and IOS handsets.

IQa:m not sure about what to say when | refer a product or service coupon that offers a benefit on some-
thing that | just love to a friend..

A:

You should just be yourself and chat as you would normally to this friend. You may find it easier if you ad-
dress your friend by name.

Illustrative Calls to Action (CTA’s)

eg 1-"Hilane, | have found this product to be awesome. Here is a 25% off coupon to give it a try.”

eg 2 -" Hi Bob, This Book simplifies our shared interest in clock making. Please read & share it

eg 3 -“ Heather, | know your cousin is getting married. Here’s a great Wedding Planners Contact List”

eg 4 -" Jean, My VIP status grants me access to a“Secret Menu” at Joe’s. Here's a coupon to try it”

eg 5 -" Bill, Complete this quizz. Link to try it and get access to receive the views, you'll be surprised.”

eg 6 -“l know you love Sally’s Seafood Restaurant as much as | do. Join me as an Ambassador and get
rewarded for spreading the word. You will not have to qualify as | can share my status.”
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9.22 REWARD GUIDELINES

Guidelines to Reward Programme Impact & Outcome Success:

Programmes should be easily to join, easy to monitor status and participation, easy to gift, review and
share. Simple to manage, simple terms and conditions and reward redemption processes. Managed au-
tomation and status transparency. Focus on Customer satisfaction enhancement rather than on mone-
tary reward maximisation. Easy to communicate across multiple channels in push and pull information
flow systems. POPI Act (South African online Privacy), GDPR (EU online Privacy), opt-in and opt-out
management, personal information protection criteria, and other privacy requirement compliance sur-
rounding data storage, mailing and messaging. Webo sites enjoy outgoing encryption, advanced site
firewalls, malware monitoring, user data privacy, e-mail and SMS opt-in /opt-out options and the https
(secure site) protocol.

Guidelines to Reward Programme Failure:

Statistics suggest that reward programme failure is in the region of 20 to 30 percent. Of those that fail

over 70% fail because the rewards are irrelevant to the customer as they are not desired. Rewards can

lack relevance due to them having:

+ aperceived low value,

« redemption complexity,

« reward options confusion,

+ free or discounted product servicing and maintenance issues,

+ invasive sign-up forms (some 30 to 40% feel companies cross privacy norms),

+ alack of personalization,

« afocus on coupon discounts rather than on referral advocacy,

+ no feedback on negative reviews and on action taken to address concerns, no relationship
management nor loyalty recognition.

Guidelines to Programme Status Monitoring:

+ Understand and track changes in customer lifetime duration and value,

+ Average transaction value,

« Average transaction frequency ( Total no of purchases / no of unique buyers),

« Adoption rate or % new customers,

+  Churn ( Net gain or loss of customer numbers),

+ LostValue (Lost average value of sales lost from lost customers),

. Retention (% of customers lost)

« Researching your Key Performance Indicators will inform performance monitoring needs.

Awareness:

Offering Rewards for Reviews is a great way to create awareness about new product ranges. Reviews
build social credibility and reputations. Solid reputations and current reviews grow businesses. Depend-
ing on the product offering Free Trials, or discounted week-end usage or limited time usage for reviews
may be desired and relevant. The objective of free trials, etc is to remove the risk and barriers to entry
that may exist where reputations may not be well established. In addition where products need cus-
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tomisation such as with software the free trial goes a long way to establishing the relevance and value
of the product to the buyer. For example offer a free trial on a cappuccino machine to a local company
for staff use and solicit reviews. It is no different to hosting a cheese & wine with review cards that can
be captured & shared.

Bucket List Ideas:

Ever dreamt of looking like a prince or princess when you attend a formal event at a conference, asso-
ciation ball or a matric dance? Hollywood stars attending awards events often get the use of jewellery,
designer clothing, etc. Jewellery stores, fashion boutiques, limo services and exotic car sales dealer-
ships could, for instance, hold a lucky draw for customers who enter a competition. Making the reward
a competition reward will ensure that the prize is relevant to the winners. Prizes could relate to the use
of Jewellery, Dresses, Limo Rides, Vintage Cars, Super Cars, Extreme Sports Cars etc. The competition
could be set up as a “Buddy Deal” e.g by a cosmetic dentist with a local jewellery manufacturer. The
dentist and the jewellery manufacturer both benefit by promoting the competition to their respective
customer lists.

Buddy Benefits and Discounted Gift Cards:
You could offer gift cards, coupons, event tickets, etc that you acquire at a discount e.g a gift card for a
day at the spa with a face value of R1,000 may be acquired for R500.

Cashbacks:

Generally, cashbacks take the form of an account credit against future purchases. The key benefit of
cashbacks is that it is akin to a cash discount but with a significant difference in that it, to a degree, dis-
tances itself from a perception being formed on direct product pricing and in addition it encourages
repeat business. As for percentage off discounts cashback programmes should not be the norm or price
and value perceptions may be affected.

Community:

A strong community spirit can be a strong driver.

“Hi Bill, | purchased ???? from Henderson’s Home Store and earned 100 points. If you hand in the attached
coupon with our names on and you too donate your points to the Lily Old Age Home they will match our
combined points which should allow the home to get a small free TV for a resident.” Donating rewards can
be structured in support of a variety of community matters.

Consultations:

In the area of services that relate to professional advice, beauty therapy, legal, wardrobe makeover,
landscaping, etc. can be valued in the hands of a person in need of these services. By making the reward
transferable by way of it being gifted means that it will have a higher chance of being relevant.

Discounts:

Monetary rewards are generally valued but they carry the risk of cheapening the perceived value of the
product. If they are offered they should not be repeated and where possible they should be associated
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with a campaign or season so as to reduce the expectation that the discounted price is the norm. Per-
centage off offers should be carefully considered and in most cases offering a monetary reward credit
that can be used against a range of products is preferable. Instead of a discount offer of 50% off consider
the use of cash backs on next purchase, store credits, gift cards, etc.

Education:

Offering workshops, webinars, mini-courses, video & audio presentations, etc may suit complex prod-
ucts such as weight loss, health foods, high performance motor lubricants, etc. Short courses such as
a three day culinary skills course, a flower arranging course etc that can be gifted may be valued by a
parent signing up for a child for an expensive hospitality college diploma. .

Events and Presentations:

Arranging social events, workshops with guest speakers, etc may be highly prized and allowing custom-
ers to share rewards within a refer-a-friend program could attract a new audience of potential custom-
ers.

Fun and Entertainment:

Competitions, Lucky Draws, Giveaways, Free Gifts, DvD’s, Gifting time to free up time for the receiver to
enjoy an event, etc will engage and build relationships. The goal is to engage and build relationships
that lead to customers becoming advisors, advocates and ambassadors.

Gamification:

#Hashtag contests, #Selfie Contests, Lucky Draws, Sweepstakes and more are likely to engage and build
relationships that go beyond the value of the prize or reward. Consider a cocktail lounge that hosts a
waitron and guests selfie competition on

Facebook. The guests will share, as a part of the contest so say 5 people are in the photo. If they share
the step 1 reach is over a thousand and the step 2 reach is to say the least many thousand.

Group Rewards:

Book Clubs, Ballet Schools, 10 Friends in a Tennis Group, Soccer Clubs etc, can nominate a beneficiary
of a printed coupon, for instance and the associated rewards can result in a gifting event where the
accumulated reward is announced and presented. Another novel small group idea is the purchase of
a bracelet each by six friends from a local jeweller. When one of the group makes a purchase of over a
specified amount then each of the friends gets a charm for the bracelet.

Information:

How To Guidelines, Newsletters, Books, Articles, Brochures, White Papers, Community WhatsGood Pag-
es, etc are often highly valued. A little research often goes a long way towards creating an information
product that will continue to be a return on the investment by way of it being valued by new customers.
Some prized newsletters are about the customers and their success stories rather than being about the
suppliers products and services.
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Last Minute Rewards:

A deep understanding of the variable cost structure, fixed and stepped fixed and incremental variable
costs plotted on a cost, profit, volume chart will reveal the out of pocket cost or opportunity for a margin
associated with spare capacity. It may be that a charge of say, 30% may result in a contribution to fixed
overheads of, say, 10%.

Loyalty:

A current customer base of delighted customers is an amazing asset. Given an effective referral pro-
gramme the customers can make a significant difference in the growth of the business. Loyalty pro-
grammes have a different focus to that of coupon programmes designed to attract new customers and
referral programmes. The loyalty focus is not only to retain the customer but to maintain the delight that
the customer has. Key to success is understanding needs, desires, frustrations, satisfaction levels and
more on what drives the delight that the customer has. There will be big differences and slight differ-
ences in the circumstances of different customer segments. Quizzes, interviews, feedback forms, track-
ing behaviour, trends and more are critically important within a loyalty programme. It is not just about
the 10th is Free! The ultimate conversion of the customer base is their conversion to being advocates
and ambassadors. In business sectors where purchases are irregular, loyalty programmes can drive
huge capacity opportunity by coaching customers to utilise low season specials. As an example, the
summer season is hectic for popular air-conditioning/heater businesses. By offering winter specials on
air-conditioner/heater servicing the business boosts high season capacity for new installations. When
the focus is on what the business can do for the customer the chances of success far exceed the chances
when the focus is only on buy more or buy more often. These matters need to be a result of loyalty
rather than the direct target of attention.

News:
Topical Press Releases, advertising customer milestone achievements, newsletters that are about your
customers and not about you are likely to be valued.

Points:

Some 70%-+ of loyalty programmes are points based. Welcome points, birthday points, points for re-
views and sharing are other popular loyalty programme dynamics. Points for referrals is popular and
for some points for transactions rather than for the value of purchases is the preferred structure. For
some points take the form of stars or some other in-house currency. The advantages of a points struc-
ture include that it can be easily understood, e.g one point for R10 in purchases. Bonus points can help
to drive buying behaviour. The redemption of points can become confusing and needs to be clearly
spelt out. Where redemption is against defined rewards a catalogue may need to be readily available.
A major matter surrounds the duration of points and the complexity that this can introduce. The Webo
Customer Loyalty Accounts are fully transparent in that customers can track their reward acquisition,
redemption, gifting and expiry or points duration/expiry.

Reality:
Case Studies and Success Stories are generally highly popular information products. Tracking product
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use to customers is only the start. Tracking usage & satisfaction through to the end user often opens the
door to constructive reviews that can be highly valuable to other customers.

Reciprocity:

Two-way or win : win rewards are structured around refer-a-friend success rewards based on shared
refer-a-friend coupon reward redemption. It can be that the advocate gets an equal reward or advocate
rewards can be based on multiple friend reward redemptions. The Webo system offers the ability count
reward redemptions.

Refer-a-friend Referral Reward Programmes:

There is a psychology to reward structuring. There is value gleaned from giving as well as from the
value of the reward received. Some programmes are structured around Code Sharing. Advocates share
the code that identifies the advocate or giver so that rewards can be accounted for by the referral pro-
gramme. The alternative is to make it more personal by promoting the advocate and friend by name.
Fraud plays a large part in reward structuring. If the objective is growth then the fraudulent duplication
of reward coupons may not be an issue. It can however, be a huge issue. Companies may want to limit
the number of rewards and duplication prevention can be enhanced by online redemption, ID number
verification, voucher numbering, signatures, PIN number redemption and more. All of these are Webo
Coupon options versus the “just-mention-me option. Referrals can be one-on-one referrals or one-to-
many vias social medial. The power of social referrals is huge. It is based on customer delight, ease or
convenience of making the referral and the reward for doing so. It is important to school advocates in
the art of sharing calls-to-action. This can be done by featuring referral comments that are effective in
converting prospects to customers.

The Webo Loyalty & Referral App puts the opportunity to share on the phones of your customers. Earn-
ing an incentive plus the gratitude of a friend is only a couple of clicks away on a PC or on the phone that
is in their pocket. Statically studies have found that between 70% and 86% will share when it is worth
their while and it is easy to do.

Thus, for every 100 customers:

«  70% will share with friends on say,

- Facebook where, on average, they have 338 friends.

« This referral will then reach: 70% x 338 people x 100 customers = 23,660 referrals in the first step.

« Inthe next step the reach explodes but suffice to say that the local reach will be saturated.

«  What this means is that the multiplier is around 1 to 200 in step one. In local communities the mul-
tiplier tends to duplicate but unique referrals of 300 to 500 are possible. Often a likely multiplier of
200 to 350 is quoted.

« Studies show that in seven steps of friends and connections sharing, everyone in the world on the
internet will be reached.

Suffice to say that with the Webo App making it easy, you will earn your brand positive engagement and
you will leverage customer advocacy to effectively accelerate growth. When referral programmes take
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the form of integrating coupon marketing the added power is massive. Advocates gifting coupons to
friends attracts new audiences that are likely to not be fickle bargain hunters and are likely to become
loyal customers.

Reviews:
« Consider feedback on videos, written opinions, feedback on audio podcasts, etc.
« Encourage and reward feedback early and often to uncover needs and unmet needs.

Simplify:
Articles that summarise or which include Infographics or Graphs, Checklists, etc. should be considered.
Visualise data wherever possible.

Slow Day Rewards:
Promote slow day, time of day, time of month and time of year shopping.

Small Indulgences:

There is much to be said in showing that you care. Say thank you with small indulgences where the
thought is more prized than than the reward. Consider small indulgences such as coffee, flowers, choco-
lates, craft stationery, gift baskets, box of cup cakes, kitchen spices, etc. Timing is critical and the more
spontaneous it can be the better.

Status:

« Elite Membership Benefits, Exclusive VIP Access, VIP Memberships,

« Secret Menus, Free Trial Memberships,

« Tier Names ( Team, VIP, Elite), (Social Elite, VIP, Exec), (Player, Star, Captain),

. Certification,

« Top ten rally: Top 10 customers drive super cars e.g Ferraris in a week-end rally.
« VIP parking, Flexible month end shopping hours.

« Status awards are powerful and they merit exploring out the box ideas.

Surveys:

Assessing the impact and outcome of reward programmes is critical to success and often it leads the
way to finding rewards that are highly relevant to customers. Polls and Forms are some of the options
that the Webo SaaS$ offers to solicit feedback. The Webo Saa$ also offers a very powerful tool; the inter-
active quiz. Essentially it is an online quiz where the answers to a question direct the selection of the
question that follows. Consider a ten by ten stack of 100 questions. Any one person will however only
be asked to answer 10 questions. Consider the impact gender, marital status, extra mural preferences,
interests, etc. Each of these will suggest a more relevant next question and in a short series of questions
you will be able to establish a deeper level of understanding on the objectives of the survey and you
will maintain the interest of respondents. Often needs or desired opportunities that are not normally
considered are established. Done right, you should be able to find desires & upsell desires.

Chapter 9: Marketing 226




TIME TO GO ONLINE

e-Business, e-Commerce and e-Marketing. The 3 e's to making money online.

Tiered Programmes

Companies in the hospitality industry; hotels, lodges, restaurants (that maintain customer lists), bnb’s,
etc, travel and transportation, luxury retailers and many e-commerce traders find that points based
systems suit their needs. Points based tiered programmes raise a number of matters for consideration
including:

+ Points duration: 7 days, 1 month or 1 year, etc.

- Points breaks: 1,000, 2,000 & 3,000 vs 1,000, 5,000 and 20,000, etc.

« Tier branding: Silver, Gold & Platinum vs Team, VIP & Elite, etc.

« Tier benefits: Gifts, privileges, exclusive rewards, etc.

The advantages include being able to identify, track and invest in high-end customer rewards. It is likely
to lock in high end customers.

Where the tiers relate to other segmentation criteria such as: Private, Corporate or Public Sector. In this
example a legal firm would be able to structure rewards with more precision than with a programme
based on spend tiers.

Transaction Based Rewards:
The 10th is free etc. Programmes that are built around punch cards etc are easy to understand and to
promote. They can often be easily defrauded.

Trend Tracking:

Top 10 Lists, What's Good Apps, Surveys and the results thereof together with Reviews can detect emerg-
ing trends that may allow companies to be first or at least early to market so as to enjoy a larger market
share.

Upsell Benefits:

Free optional extras. Mention me and get a free funky coffee mag when you buy over ??? can be valued
for the surprise versus the absolute cost/value of the upsell cost. As itis an upsell product it is more likely
to be appreciated as the base line product will have established the baseline desire.

Value Added Services:
Expedited Delivery, Improved VIP Service with Dedicated / Personal assistants, extended returns or
returns collection (phone and we'll collect & pass a credit).

Volume Buys:

The legendary BOGOF (Buy One, Get One, Free) and variations thereof e.g Buy (4 for 3), (6 for 4), etc.
Volume buys tend to distance themselves from the risk of price setting or price reduction and tend to
be popular in the hospitality industry.
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9.23 DEMO STORES
JEWELLERY STORE

Claim Your Status Upgrade

Add a review £ Share/Save £ w (=

> | GFJ Brand Ambassador Something Borrowed

Jewellery Box

All reservation requests will be subject to availability on a first
Read More come first served basis.

You are logged in. Select an option below.

SHOwW DOWN- MY
mr LOAD IT ACCOUNT

GFJ Promotions

#reeScharmbracelet

Claim Your Status Upgrade

Add a review Share /Save £1 v =

FREE 5 Charm Friendship Bracelet

Spend R1000 and as a bonus select a bracelet and 1 charm.
Read More Nominate 4 friends. When a friend spends R1000 they receive the
bracelet and two charms. The next gets 3 charms, etc. First up
buyers get mailed their catchup charms. Select SHARE and
spread the word.

Vote

Claim Your Status Upgrade

Add a review Reviews Share /Save £} w =

Vote for a preferred Spring Promotion Pendant

Vote for an option or send us a suggested design to be the feature
of our spring promotion.

Read More X X
You are logged in. Select an option below.

SHOW DOWN- MY
mr LOAD IT ACCOUNT

#GFJhiS

Claim Your Status Upgrade
Add a review Share /Save ] v =

#GFJhi5 Xmas Tree Competition

#hashtag a picture to #GFJhi5 and submit the url on an entry to
stand a chance of winning one of 5 fifty % off coupons.

Read More

You are logged in. Select an option below.

SHOW DOWN- MY
mr LOAD IT ACCOUNT
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% Gilbert Ford Jewellers Brand
. Ambassador Something Borrowed

BASSADGR Jewellery Box
Reservation Request

Gifted Recipient Telephone Number

Customer's Name Telephone Number

Signature Required from Required to
Redeemed by: Nature of Event or Occasion

Request & Quote the Order No. 2. e-Mail us this reservation request. 3. Contact us
to discuss availabity & eligibility.

CLOSE § DOWNLOADIT § PRINTIT § MY ACCOUNT
ADD TO MY ACCOUNT FOR LATER USE § EMAILIT

IGiIbert Ford Brand Ambassador Terms & Conditions

Brand Ambassador Rewards: Defined Jewellery Boxes may be granted to a customer, subject to availability and insurance
eligibility, for periods specified by Gilbert Ford Jewellers.

Disqualified Participants: Members of the public that are not Gilbert Ford Jewellers customers or people not introduced by
qualified customers.

Immediate Families: Immediate Families include: Grandparents, Parents, Children, Grandchildren, siblings and spouces
whether by marriage, past marriage, remarriage, adoption, co-habitation or other family extension.

Limit per customer: One Brand Ambassador award may be awarded to one customer, to a member of their immediate
family or to a friend of the customer designated by the customer on a reservation request coupon.

Customer Status: Customers are persons who can produce a receipt for a purchase from Gilbert Ford Jewellers.

Validity Days: This promotion is valid until withdrawn.

Verification: Coupon Validity is subject to verification.

Delivery/Collection: Pick-up or delivery arrangements will be specified here.

Images: Coupon images are indicative and may not be specifically representative.

Service: The Coupon administrator is not responsible for service and item delivery.

Amendment: The right to amend these terms and conditions without prior notice is reserved.
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DECOR STORE

3 Facebook Comments Plugin

Living Spaces

Read More

Claim Your Status Upgrade
Add a review Reviews & Share /Save £ w =

Pre-Order Coupon for this Blue Velvet Sofa.
At the price you will find the value far exceeds the price.

You are logged in. Select an option below.

1
=0 3, | c
SHOW DOWN- MY REDEEM
o LOAD IT ACCOUNT i s

Read More

Claim Your Status Upgrade
Add a review Reviews & Share / Save €3 w =
Sofa: R10,500 OFF Coupon Deal

Save R10 500 off the R21 000 List Price.
You are logged in. Select an option below.

sSHOwWwW DOWN- MY REDEEM
r LOAD IT ACCOUNT mwr

Read More

Claim Your Status Upgrade
Add a review Reviews & Share / Save €3 w =

Sofa: R8,000 OFF Coupon Deal

It is a classic couch - Share or e-mail this coupon to a friend.
You are logged in. Select an option below.

SsSHOwWwW DOWN- MY REDEEM
r LOAD IT ACCOUNT mr

Read More

Claim Your Status Upgrade

Add a review Reviews & Share / Save B3 w =

Sofa Chair: R3,400 OFF Coupon Deal

At half price this single seater sofa is a steal - only 1 left!
You are logged in. Select an option below.

SHOwW DOWN- MY REDEEM
" LOAD IT ACCOUNT mr
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DECORATE = DECORATE: The Decor Store
Coupon Deal: Sofa: R8,000 OFF Coupon Deal

It is a classic couch - You Can share or e-mail this coupon to a friend.

| CLOSE | DOWNLOAD IT ACCOUNT
SR | O

ADD TO MY ACCOUNT FOR LATER USE || EMAIL IT |

Decorate: The Demo Decor Store Coupon Terms and
Conditions

1. Information provided on the Coupen Communicaror App or Site on how to participate forms part of these Terms &
Conditions. By participating, claimants agree to be bound by these Terms & Conditions. Claimants must comply with these
Terms & Conditions for a coupon to be valid.

2. Each claimant is entitled to a maximum of one coupon per person however registered members of our loyalty programme
are encouraged to send coupons to their friends and business connections. Coupons may be gifted but are not transferable
and are not redeemable for cash and cannot be combined with any other coupons or any other offer or discounts or
promotions offered.

3. Each coupon is identified by an Order Number and has different rewards.

4. These Coupon Terms and Conditions are equally applicable to vouchers.

5. To redeem the coupon, Decorate Demo Decor Store types a code into the online coupon redemption field on the online
coupon at the time of redemption.

6. Each coupon is valid for a limited time only and expires on the date specified on the coupon.

7. Coupons cannot be replaced if deleted or lost by any manner.

8. A coupon cannot be applied to previous purchases.

9. Coupons and vouchers are subject to confirmation at the time of finalising a purchase and sale.

10. Decorate Demo Decor Store assumes no responsibility for any failure to receive a claim or for inaccurate information or

If such problems arise, then Decorate Demo Decor Store may modify, cancel, terminate or suspend the coupon.

11. Decorate Demo Decor Store shall not be liable for any loss, damage or injury suffered or sustained (even if caused by
negligence) as a result of accepting and/or using the coupon, except for any liability which cannot be excluded by law.

12. Decorate Demo Decor Store accepts no responsibility for late, lost or misdirected email, downloads or other
communications.

13. These Terms & Conditions are subject to South African law and to the jurisdiction of the courts of South Africa.

14. Decorate Demo Decor Store reserves the right to discontinue a coupon at any time.

15. Please contact Decorate Demo Decor Store to resolve any queries that you may have.

image or for any loss, damage or injury as a result of technical or telecommunications problems, including security breaches.
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It is all about word of mouth marketing and it works like this:

«  Delighted customers will add reviews that grow your
reputation

« and they will share and email referrals if

« you make it easy to do and

- if you reward them for doing so.

For many restaurant owners creating a list of customers is a good first

_ start. The Loyalty & Referral Communicator makes it easy to review,

. share and to create SMS & email customer lists. An industry norm is to
promote specials. The result is that the specials become the dominant
seller and food cost averages can rise by up to 10%. With reduced cash
flow the little things that make a big difference get cut! Growing the number of reviews on your menu
will boost your reputation for tasty meals and for value for money. Reviews give your customers ideas
that they can share. You guessed, it’s the start of your online word of mouth marketing campaign.

] 3G 7010 AM -

o " : o |
Scan the QR P ' m B n

code z

o

4 NCEED

enters PIN on T Phone: Add = ML Uil daee
to Home i

Screen 10S: . Add to
Home
Android: Screen

3
Tap the

Phone or the > 1 App Button
Printout to \ VO . on Phone to

Sign In or e T
Sign Up & T Vo v ot P s S
Select a Deal:
tap GET

o
Pay
Admin Fee
(if needed)

online
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CnlT e Lopmd mmdd

1_“~ JINV ’

Hasbnipnns

JACKIE ANDERSON
SALLY GOODMAN

-
 JADVOCATE

B

FOR LATER USE

|
|

Number:
Terms & Conditions 1563

Validity Verified By:
Limit per customer: Customers are limited tc one download on any
specific coupan for each coupon that they share and which is

redeemed by the recipient of the gifted coupon. Thus:

To qualify for access to the secret menu please “Share” any of our
dishes on the APP with any social media page of your choice, This
will grant you ADVOCATE STATUS for ten days.

Qur ADVOCATES are entitled to add the SECRET MENU COUPON to
their accounts.

On the App select "Link to our Secret Menu”™ and use the secret
password of @albZc3 to gain access to the menu.

If access has been gifted to you please print and present the
coupon when placing an order from the secret menu.

Reservations: Phone 066 307 1938. Note that reservations are
subject to availability.

Validity Days: Tuesday through Sunday every week. We are dosed on
Mongays.

Verification: Validity is subject to verification upan arrival. Prior use
volds coupons. Advocate status is only valid for 10 days from sharing.
Sharing 2t the Ume of order is permitted as your status will be instantly
updated.

Service: S|t down dining Is required for regemption at L0 Street Name,
Suburb Name, Town Name.

Quantity: Only one coupon may be presented per item served and Is
payable at the specials rate on the menu.

Service charge: Gratuities should be calculated on the full value
received.

Images: Coupon Images are indicative and may not be specifically
representatve.

Refunds: Coupons are free - refunds are not appiicable.

Service: Webo who administers the Loyaity Programme Software as a
Service is not responsible for service and item delivery.

Amendment: The nght to amend these terms and conditions without
prior notice 1s reserved.
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LODGE DEMO =
w === FAMILY HOLIDAY REWARDS [E[®

LOYALTY CARD ;e,

Treat your Family to a High Season Holiday
30 B&B Bednights in a year gets you 6 High Season Bednights for
the Family

Telephone Number:

Telephone Number:

DEMO SITE - Redemption Process: 1: Accumulate 30 signed off Bednights on
oyaity Card or accumulate them online on your phone in your Loyalty Account
. CLICK or SCAN the QR code to read more about us. To read more about

efing with the Webo SaaS CLICK HERE

DOWNLOAD IT MY ACCOUNT

MY ACCOUNT FOR LATER USE EMAIL IT

Demo Bed Night Based Loyalty Card - Terms & Conditions
Card:

his Pre-numbered Loyalty Card is a limited time and availability offer,

\at is subject to validity confirmation at the time of redemption and which

ffers entitlement, subject to confirmation, to the offer stated below.

his Loyalty Page may be presented for points allocation for each B&B bednight and must be forfeited at the time of
xdemption.

Iternatively points can be allocated online on phone at the time of checkout at the rate of 100 points for each bednight

its Accumulated:

dame & Number:

Bednight No.| Signature
3

2
3
4
[5
[6
[7
[8
B
|10
[i
[12
[13
[14

[16
[17
[18
e
[20
[21
[22
[23
s
[25
[26
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Having a roadmap to the future that is de-
sired will assist in exploring reward opportu-
nities. Hotels and BnB’s will tend to cater to
business or to a holiday audience. In cases
where they cater to tourists the provision of
a“What's Good “ bucket list of contacts that
suggest hundreds of things to do will be
highly prized. In the example on the left the
guest may select an option to print a loyalty
card or the guest can manage the loyalty
points awarded by way of the online alloca-
tion on phone of the points awarded on
each stay.

o= )

Sovenes [ @ DX EEIR - o

- 7
‘N»g
-
—

| What's Good KZ-N: Lifestyle & Leisure Activities

i >
; “What’s Good” Bucket List -
®

Fi

TDEAS RELATING TO ANIMALS AND PPTS  [EEERERETEIG

Flag Aniesal Farm: Shetfiold Beach - Morse & Poay
Riges, Bring & Bean

032 947 2018

Atican Bud Saactuary: Comperdown €31 783 92

Gama Pack & Raia Farm Game Lodge; Umhish - Doy vests, Morse

Lofge ides.Fating & Archery S

— Phesuiu Satart Pack: Botha's bell, + Cuttural p—
S Vitiage. Croco0se & Snake Park

Gama Parks Tala Private Game Reserve: Camperdown 031 741 9000

Eromvelo KIN Wildhle: Reserves throughout K24

033 843 1999

IDEAS RELATING TO ARTS, CRAPTS AND MORSIRS

| Exhouchs: titlerest - Beading and Beaded Objects |03 765 9989

Mosrgate HAIrest - ASToORy/ FengSh

/Crystate/Jewetiery 31 765 563

Lynette Morris-Male Coramic Art Classes: Westuille
Ceramic Classes 031 206 0343
Werday Corses

z "
:':: Qs - Masaic Sales and Classes for AN PP

Mellcrest Mobbies: Radio Contraiied & Other

rerser 031 765 w3as
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We Help Under Performing Hotels to Delight Guests
& Double Turnover in Half the Time

" Occupancy Drivers Re ul&‘Re : eme  MAXIMISED

PHASE THREE : ‘ REVENUE.
§ LOYANTY & MANAGING YOUR SEASONAL & TACTICAL
GM’S STRATEGIC i = PROFITABILITY
DRIVERS REFERRAL BENEFITS CVP POTENTIAL PRICING | PLUS TEAM
From Booking Trickle to From Managing in the Dark From Static to Dynam d PERFORMANCE t
~.._Strategic Growth 1o Informed Decisions . Package Pricing
— — — T — ——
Define & Seek Digital Marketing Guest Engagement
PHASE TWO AUDIENCE - GUESTLIST - SUPER HERO WITH
MARKETING
FRONT DESK BUILDING MULTIPLIER SOCIAL PROOF
rom Search to From OTA Reliance to From Who Goes There to
__Target Marketing __Referral Marketing , \—_We Must Go There
®
i ——
| +KPI's & Delighted Guests Playing To Your Strengths 4 Channel Marketing
PHASE ONE = | SYSTEMS &CULTURE == YOUR UNIQUE — | PUSH, PULL, ENGAGE &
MARKETING @ ASSESSMENT HOTEL STORY PROMOTE READINESS

HOUSEKEEPING
From Passive to rom Everyday to From Zero to Hero with

High Performance A Unique Appeal ead Magnet Offers
- @ @ ®
PERFORMANCE
f R \ WITH NO TURNAROUND -
d PLAN AND POTENTIAL > “Status: Low Occupancy | Poor Online Visibility | Dated Marketing | Shrinking Revenues

Distressed Team, CVP Ratios, Profitability and Cash Flow ||| Abbreviations: +KPls / +ve Key
% . Performance Indicators | OTA / Online Travel Agencies | CVP / Cost, Volume, Profit.
4

Share the lini
Add a review
High Season Family Holiday Rewards

To Start: Sign Up or Sign In
Nexit:Click to Show Online or Download Print Version

Alternatively:See it in My Account

Share the lini
Add a review

Accommodation: 2/4/1 Monday to Thursday
Coupon. Get one night free.
Read More Save R445 to R1500 with this coupon deal.

To Start: Sign Up or Sign In
Next:Click to Show Online or Download Print Version

Alternatively:See it in My Account
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SHOPPING CENTRE DEMO

Campaign

Enablers ~ Qur Customers ~ Loyalty + Their Customers +* Engage
- -
Content wwore. | Feedback
Managers o & Reviews

- SErYnomn
Data Webo Campaign
Organisers Dlgltal Participation
Effective Sharing &
Service/Support Keep 't ‘ Refarrals
Experience ' 2 Active Brand
Improvement MOb"e Advocates
:‘_T‘:_":/:'”’w‘v_ Personal Online
i ashtag Sharing SOCial Social Accounts
Managed Conte Opt-In SM5 Alerts
Coupons

Opt-In Newsletter

n\’ fo®

Vouchers Food
Offer hl Share
Benefits W 1 ,“x Benefits

Consider the dynamic
Our customers ='s mall tenants. Their Customers ='s shoppers.

Given 100 shops in a mall and only 100 customers from each shop make a referral then the marketing mes-
sage reach will be 100 x 100 x 200 = 2,000, 000 Done right the potential for collective marketing astounds!

Many shopping mall shops offer their customers mall coupon booklets that
have a coupon of theirs in the booklet. Great idea. If 100 shops each distrib-
ute 100 booklets the reach is 100 x 100 = 10,000 Not shabby but way off the
2,000,000. In reality in a local community there will be “incest”in the reach and
all will not be unique potential shoppers but suffice to say that with automated
sharing on a phone app the reach will far exceed the printed booklet.

10,000 booklets (100 for each of 100 shops) is 50 double sided pages ='s 500,000 pages. This means that
when a coupon is redeemed the opportunity for using the one on the other side of the page is lost). In
round numbers a printed booklet for one seasonal promotion (Xmas, Valentine’s etc) will cost double the
cost of the Webo B4U SaaS$ for an entire year of many promotions and monthly specials. The Mall button on
the phones of local shoppers will be the destination for finding the latest deals, arrivals, promotions, en-
tertainment, the mall store contact directory and more. While shops need to attract shoppers so does the
shopping mall need to have a plan to retain tenants and to increase the turnover of their commercial centre.
The Webo Saa$ offers the opportunity for a collaborate marketing plan between store retailers, shoppers
and mall management. Integrating the power of the social reach multiplier brings a disruption to traditional
though and best of all it is affordable.
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LAW FIRM DEMO
Law Firms, like others grow by reputation and referrals. Rewards should meet needs and giving infor-
mation products that will be shared will generate the referrals that will grow the firm. Here are some

examples.

R s Share the link

GOODIMNS
ik P Add a review

~— " |The Goodmans Wedding Planner App

This App is a Reward for Adding a Review: Open, Add to Home
Screen & Tap to View The Goodmans Online Weddings Trade
Show

Click Here to open
this App

In the area of Private Law - market entry for many is when couples get married. In advance of the wed-
ding many will seek legal advise in finalising the contracts that will govern a dissolution of the mar-
riage. Offering a sharable reward of a Wedding Planners Contact list of 1,000 wedding suppliers will be
highly desired and it will be shared to the right audiences at the right time.

Share the link
- Gooomms Add a review

wuue | Legal Links

Commurnsoator

This App is Reserved for our Corporate Clients: Open, Add to
Click Here to open | Home Screen & Tap to View

this A

SRR To Start: Sign Up or Sign In
Next:Click to Show Online or Download Print Version
Alternatively:See it in My Account

-~

It is not that corporate executives cannot find the links that detail matters that may on a regular basis
be needed to finalise issues that arise. The fact is that the availability of an on phone button with links
to hundreds of legislative, regulatory, local government, business association, etc links will be highly
appreciate by many and it will be shared creating the opportunity for audience building through
awareness marketing.

Link to this communicator and find Book downloads, Flipbook reads, Link and List information com-
municators, online meeting rooms and much more. Certainly with a little research professional firms
can create reputations for being modern fountains of knowledge !
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Find the Jewellery Store Loyalty & Referral Communicator at
https://www.jewellery.webo.directory

In this example we feature the concept of rewarding customers with the use of assets. Movie stars
attend awards and other events in gowns sponsored by designers wearing jewellery created famous
jewellery manufacturers. The concept of “something borrowed” has a charm all of it's own and it is
more than a romantic notion for it makes perfectly sound business sense. In this example inviting ap-
plicants to share the joy of extravagent jewellery will not only be remembered but it will create aware-
ness among girls in their senior years at surrounding schools. In a short few years many of these girls
will become engaged and married. The 5 charm friendship bracelet creates a circle of friends who will
share in the joy of the indulgences that the friends will share.Voting for a seasonal new release turns
customers into advisors who are more likely to buy more often. The #hashtag promotion is opens the
door to build upon the relationships that exit.

Find the Decor Sore Loyalty & Referral Communicator at
https://www.decor.webo.directory

Let’s say, the Decor Store will publicize their Annual Sale is three weeks time. It will feature end of
range furniture at discount prices. So, they offer customers the opportunity to buy these items pre-

sale at sale pricing but in addition, customers can invite their friends to share in this opportunity.

This communicator makes customers feel special and it opens the door to Refer-A-Friend benefits.

Find Sally’s Seafood Restaurant demo app at
https://www.restaurants.webo.directory

On this app you will find a full range of rewards to attract, engage, convert, retain and encourage refer-
rals that will grow the business by word of mouth referral marketing.

Find the Lodges communicator at https://www.lodges.webo.directory

Find the Law Firm communicator at https://www.LawFirms.webo.directory

Find links to more Link and List plus Loyalty & Referral Communicators here:
https://www.communicators.webo.directory
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9.24 REWARD Ts & Cs

‘:n There is an aspect of reward structuring that is critically import to the success of any reward
programme; the terms and conditions.

There a number of principles to consider including:
« Qualification: This may relate to a structured reward programme:
« Coupon Programmes
« Distribution; print, 3rd party vendors or via an inhouse referral programme.
+ Loyalty Programmes
« Segmentation: The tiers to a layered or split loyalty structure.
« Fan Levels: Setting the title, points allotment & duration
« Alternatives to a points system: Split on categories or customer interests
« Referral Programmes
« Advisors: Customers who write reviews
+ Review validity: The time that a review remains valid.
« Advocates: Customers who make referrals by social network sharing.
+ Share validity: The time that a share remains valid.
« Ambassadors: Customers who make one-on-one referrals.
« Referral count: The number of “loyalty” referrals needed to be made to qualify
for an Ambassador Reward Coupon.
/" « Referral validity: The time that a referral remains valid.
' Asageneral rule coupon programmes distribute coupons with minimal qualification and
: they relate to discount offers to potential new audiences. Loyalty programmes are designed
h to engage and convert and these offer rewards in exchange for reviews and sharing.
R

Ambassador programmes require the redemption by one or more prospective customers
. before the Ambassador earns the specified reward. The above matters will dominate terms
! and conditions as will matters like disqualification criteria such as the sending of unsolicited
, mail to strangers.
/o
: = 1 The structuring of the reward needs to take into account the lifetime value of a new customer
® 8 and hence the reward may exceed any given margin in the moth of signup. In the Webo
o= Refer-a-Friend Reward programme the payment of the reward is made after three months of
P g r subscription. At three months the programme will not be at breakeven given the amount of
: 5 the reward and the cost of the support provided to the new customer. Setting the payment
\‘. date at 3 months is a compromise that encourages referrals rather than say a payment

. ' annually in arrears which may fail to excite action. In the Webo Refer-A-Friend programme the
N M e ; /“ customer making the one-on-one referral will have the coupon in their account. The potential
. L~ customers can make an immediate online one-on-one meeting booking and they can register
E === i_i their claim with the promotion code on their registration online form for the free trial of the
R SaaS$ package. In circumstances where there is the once off purchase of goods or services the
_SHwE payment can be calculated based on both parties receiving an Ambassador coupon. The new
ﬁ ¥ s h customer redeems the coupon for the reward and the Ambassador does likewise after the

potential new client has redeemed the coupon against purchase and payment.
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Refer-A-Friend
REFER-A-FRIEND COUPON
1\ N Y?u Earn Cash Please Read the Terms & Conditions
AR Friend Gets Help

MY PROMOTION CODE IS:

I )
GET YOUR CUSTOMERS
TO SPREAD THE WORD
The Webo Referral Marketing App
Makes it easy
W;Mv;dm:iﬂo"blh;ﬂ

can do it for you

Refer-A-Friend Rewards

You Get R500 or USD $30

Click the QR Code to read more about the Webo Pricing Structure Please click & your friend gets build time
here to Link to The Webo Digital Communicator App DURING A FREE TRIAL

CLOSE DOWNLOAD IT || PRINT IT MY ACCOUNT

Webo Referral Programme Terms and Conditions
Refer-A-Friend Registration Requirements:

« To claim the Refer-A-Friend rewards both parties; The Webo SaaS Advocate (Advocate) and the Friend
or Business Connection (Friend) must register their participation in the programme.

« The Advocate must create their own unique eight digit (numbers, letters and characters) promotion
code which must be entered in the top row of the coupon.

« The Friend must enter this promotion code on the SaaS signup form (No Credit Card is needed - you
only have to verify your email address).

« The Friend must also enter the Name and Surname (spaces are permitted) of the Advocate who sent
the referral coupon in the ID Number* field on the signup form.

« The Friend must contact us to request the activation of the Loyalty & Referral Communicator App in
their Admin Panel.

« The friend must book an hour of dedicated build support by selecting the following link. Book With
Me

All terms not otherwise defined herein shall have the definitions advised by Webo Digital. These Referral
Programme Terms and Conditions (“Terms and Conditions”) govern Your participation in the Webo Digital
Referral Programme (the “Programme”).

Advocates may refer friends and business connections to the Webo SaaS Loyalty and Referral Communi-

cator App by e-mailing a coupon to your Friend.

- Friends are entitled to a fourteen (14) day free trial of the Webo Digital SaaS Package. In addition,
Friends may book a one hour dedicated support service to assist with the building of a Webo Commu-
nicator App.

« The availability of build support bookings is subject to availability.

+  Only new and returning Webo Digital customers that have not been customers in the past twelve (12)
months are eligible to redeem this Referral Offer.
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« Once a Friend subscribes to a Webo Digital Digital SaaS Package for at least 3 monthly billing
cycles, Advocates will be eligible as a South African resident to receive R500 (payable by EFT) or if
an Advocate is a resident of another country the equivalent of a US $ 30 Referral Fee (payable by
Paypal to your Paypal account).

«  Once Advocates become eligible for the Reward, We will make the Advocate payment within 15
days.

« By participating in the Programme, You will submit personal information about Yourself and Your
friends, such as names, e-mail addresses, and your Paypal account details which may be shared
with a Webo Affiliate (for the purpose of offering assistance) or with any Webo third party Pro-
gramme administrator (to effect payment).

« Allinformation collected, stored and/or shared through the Programme shall be subject to Our
Privacy Policy that can be found on the Webo Digital Blog. By participating in the Programme, You
agree to the collection and use of Your personal information, as is required to execute the provi-
sions of this agreement by us and acknowledge that You both have read and accept Our Privacy
Policy.

« You may not participate in the Programme where doing so would be prohibited by any applicable
laws or regulations. You must be eighteen (18) years or older and a resident of a country that you
advise is your domicile.

« Inaddition to the restrictions You agree to Our Terms and Conditions and you agree that the fol-
lowing activities are expressly prohibited and engaging in any of these will be grounds for imme-
diate termination and disqualification from the Programme, and may lead to the forfeiture of any
existing Programme invitations without compensation.

« Prohibited activities: Spam, bulk distribution of invitations, distribution to strangers, or any other
promotion of Your Programme invitations that would constitute or appear to constitute unsolic-
ited commercial e-mail or spam under any applicable law or regulation. Fraud, attempted fraud,
or abuse of the Programme or these Terms & Conditions. Selling, trading, bartering, or providing
anything of value to Your Invitee beyond the Programme invitation, or otherwise using Your Pro-
gramme invitations or Rewards for promotional purposes.

If You do not comply with any of these Terms and Conditions, Webo and any division of Webo reserves
the right to terminate and disqualify You at any time from participating in the Programme.

You may be required to complete an applicable tax form and furnish Your Tax Registration Number,
and you may be issued a form by a competent tax authority for the total value of the Rewards You
have earned, if You earn Rewards in excess of the tax threshold in the country of your residence in a
calendar year

We reserve the right at any time to modify or discontinue the Programme, either temporarily or per-
manently (or any part thereof), with or without notice.

We will not be liable to You in the event of any modification, suspension or discontinuance of the
Programme. We reserve the right to amend, modify or waive these Terms and Conditions at any time
in our sole discretion.
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Quick Links to Legislation Online

Basic Conditions of

Broad-Based Black Economic Empowerment Act, 2003

Civil Union Act, 2006

Close Corporations Act, 1984

005

Companies Act, 2008

ratives

Consumer Protection Act, 2008

Credit Rating Services Act, 2012

Customs and Excise Act

igns Act, 1993

D

Divorce Act, No. 70 of 1979

Act

Financial Advisory and Intermediary Services Act, 2002
Financial Intelligence Centre Act, 2001

Financial Markets Act, 2012

Income Tax Act

Electronic Communications and Transactions Act
Insolve:

Electronic Communications Act, 2005

Intestate Succession Act, 1987

Labour Relations Act

micil

A

Legal Practice Act, 201
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~
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WhatsGood: Weddings
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9.26 GOING ONLINE WITH THE WEBO Saa$S

Website builders have become popular as they moved the market for building a Website into the
price range of the average SME. From large team project managed assignments that required
the services of page layout specialists, developers with advanced coding skills, graphic artists,
photographers, copy writers and more to built in minutes Al bot built beautiful sites, the world
of site building has changed completely.

Estimates of the growth of the global site builder market are, quite frankly, insane! Wordpress,
founded in 2003, was one of the first to revolutionise the industry and they have been followed
by many site builders that require no coding skills and many of them are free. One of the advances
was the option to purchase a“theme,"if you like, it is a“website builder’s resource box.” Currently
the next generation is nudging itself to the forefront. It is the Al bot built site that builds sites in
minutes featuring Al landing page text, awesome graphic designs and more. Next will be the
ready built site. Yes, | suspect that you will be able to go online upload your name and the Al bot
will, within minutes, suggest alternative names to give you the edge in the RACE to SEO optimi-
sation and it will give you a range of ready built sites to review.

This is all great news so what is the problem?

The problem is that in the race to build beautiful sites the fact that some 90% of all Websites in
the world have never been opened once as a result of a search engine search result has been
overlooked.

Big Ad Spend budgets will get you found. Ad Spend, is what sustains social media and global
search engines. SMEs can and many do market their sites to their customers. Customers have
moved, in many niches, including entertainment, clothing, electronics, beauty and personal care
plus household appliances to shop online. The thing is that the sites that currently service the
market have huge ad spend budgets.

SMEs and many big businesses who trade on Amazon’s marketplace have made it one of the
biggest and most profitable businesses in the world. Webo does, in the main, do what Amazon
does but it also offers the worlds most comprehensive site builder at a fraction of the cost. The
Webo site builder is unique as a directory site builder that collectively markets all on it. If you
plan on going online you have to not only have a Website you have to have a marketing budget
big enough to get you found. Webo is affordably brilliant and | have presented, once again, on
the pages that follow, the Webo site builder. | have already reviewed the Webo Saaa$ but it is
critically important for you to understand that you have to have an emarketing capability that
matches the functionality of the site builders presented on the infographics that follows.
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Find Bob & Sally’s
Home Style Eatery at:
www.bas.webo.directory

Connect

Tap, Scroll
or Swipe

on PC’s, iPads/Tablets,
and Phones to quickly
find

Coupons,
Vouchers
& Tickets

Connected with
Webo PV & CEV

You “Look’’

You Just
Flip Pages,
Link or Scroll
to Find
Deals &
Product
Info.
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2/4/1 Weekday Coup

Add a review Reviews O Share/Save [} w =
Click Here to login to leave a review.

Starters: Tuna Carpaccio Platter.

Save R100 on this coupon.

R _30.00
Click to Get this Coupon, download and add to MY ACCOUNT [y

.y nmed w0 he regiernd A& log

11 you Bave mon previonaly regisiernd

New Reglstration
Pt Namo*

Lawt Nemw®
User Name®

Avatar Lmage

-

Mobile Number® (No Spaces)

2/4/1 Weckday Coupons.

Add a review Reviews © Share / Save £} w =

sSuBMIT

Starters: Tuna Carpaccio Platter.

Save R100 on this coupon.

R 3000
Click to Get this Coupon, download and add to MY ACCOUNT ’a

Get

Add a review Reviews © Share/Save £ ¥ =

On [2th July, 2017 09:35:12 restaurants3 :This dish defines melt-in-
your-mouth freshness.

On 12th July, 2017 09:35:50 restaurants3 :This dish defines melt-in-
your-mouth freshness.

On /5th July, 2017 12:46:50 restaurants3 :| agree the Carpaccio is
wonderful

On [4th July, 2017 13:07:38 restaurants3 :Highly recommended -
yes, it's melt-in-the-mouth quality.

Starters: Tuna Carpaccio Platter.

Quve B 10 an thic sonnan

Add a review

2.

If you are not
Logged In
the Log In

and New
Registration
Screen
will open

Complete
and Submit

3.
The
Add a review
panel will open

Add your
review &
SUBMIT

4.
Select
Reviews
to Read
the Reviews

You can edit/delete
your reviews in
Your Account



. ) 1.
isbam with: i o o= =) oo 1. At the top of the

App under the

TUNA CARPACCIO R_30.00

Webo |2 & Gl = Click to Get this Coupon, download and add to MY ACCOUNT [y ) >

Add a review Reviews O Share/Save 0} w = \1 He'ader Image
Start Tuna Carpaccio Platter. sdpei
7 rters: Tuna 1 . Share Option &
Connected with ] Sve R100 on this coupon. 2. "

Add a review Reviews © Share/Save ) ¥ = \' Each Item on the
W . @’. Starters: T\ n Facebook D Twitter App has a
L4 e ’ 1 i B0 e Share Option
Share el [ uo @ Googer [ Pinteres 3.

Click to Get this C .
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eg Tap the Item
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| W Addareview Reviews OShae/Sane Ol w =
@ Vote for a preferred Spring Promotion
Pendant

T Vote for an optoa or send us 4 segpesiad design 1o be the
feature of our spring promotion,

shellfish  Voue

Vote for the oot Chef's spocial wOy =
g Vote for the best dish on our

Starters: menu oupon.
S0v8 RID Lo o ooy

To Start: Segn Up o Sign In
Neat Clck 0 Sww Online OF Downdost Priss Verscs
ARematively Sce it i My Accoust

AdS 3 revie

Sclifish  Vime
Click Hene 10 Sogin %o vose:

Al 8 revies Reviews O Shaen / Baew 01 w0 ®

Starters: Tuna Carpaccio Platter Coupon.
Save RI00 on this covpon

To St Sgn Up i Sigm s
NEALCHOR 10 Shew (b € [hrmasond Prizs Veraace
Alternatively See i i M) oo

Fadelifish  Vote
Vote for the next Chef's special

Help our Chef decide on the next special -
please vote for your recommendation

Fish & Chips? 0%
A Linefish Dish? 0%
A Prawn Dish? s 14%
A Crab Dish? 0%
Total Votes : 14
vate

Add a review Reviews O Share / Save 01 w =

Starters: Tuna Carpaccio Platter Coupon.
Save R100 on this coupon.

To Start: My sccount ‘9
Next:Click 10 Show Online of Download Print Version  £edas s

Altematively:-See it in My Account

Add a review Reviews O Share/ Save O} w =

Mains: Large Lemon and Herb Sole

Coupon
Save R149 with this coupon. An Affordable Gourmet Tasty
Treat.

To Start: My scoount .
Nexu:Click t0 Show Online of Download Print Version  £ed il

Alternatively:Scc it in My Account

O Shate/ Save O} w =

)

Host a Caption Competition
Offer a fun picture, ask

D a question and request
customers to add their answers
to a competition entry form eg.
tag your answer on a social

Competitions media page with #hy5in5
Q: What did the Oyster say to
the Seahorse? Win

Sally Goodman 0715071400

Sally Goodman 0715071400
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Promotions and Competitions: What's your High 5 Greeting
#hySins

Add a review © Share/Save € w ==

HyS5inS Caption Competition.Min 50%
OFF LUCKY DRAW & 5 Free Main
Courses

Stand to get lucky and draw a % off coupon. Minimum 50% oftf
your main meal.

To Start: Sign Up or Sign In
Next:Click to Show Online or Download Print Version
Altematively:See it in My Account




Community

Competitions

Win : Win
Competitions

Promotions and Competitions

#shellfish
D Instagram n Facebook Share/Save 0} w =

] ; Sunda
] Pmtemst Google+ olnt y

| 0 Twitter ’ Axchive a complimentary buffet.

-
-

Next:Click to Show Online or Download Print Version [=JTH
Alternatively:See it in My Account -

#Hashtag
MARKETING

Entrance
Tickets
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S-Ily 's Seafood & Jazz Monthly Event and LUCKY DRAW
Terms & C

'The Competition: Each month we take bookings for the Seafood and
Jazz event on the first Sunday of the month. We host the best seafood
[buffet that you can hope to find featuring fresh from the sea seafood flown
in for this Sunday lunch which extends into the afternoon accompanied by
la variety of Jazz artists, Itis a sca!ood experience not to be missed.
[Entrance: Reservations are ] and who d this

petition coupon must quote the coupon order number when making a
reservation.
'Winners: Customers must bring the coupon on their phones or a printed
[copy to the event for verification. A lucky draw will be held and the
winning order numbers will have their entrance fee refunded and they will
receive the buffet with our comphmems

ualified Par All of entities
Tud and and their Immediate Families plus any

person under 18 years of age. The promoter may, at it's sole discretion
disqualify nny pctson for any reason whatsoever.

Families include: Grandparents,
Pnenu Chddren Grandcmldren siblings nnd spouces whe(hcf by
or other

past
family extension.
'Validity Days: This coupon is valid for the month in which it is issued.
Verification: Winner's Coupon Validity is subject to verification.
Images: Coupon images are indicative and may not be specifically

representative.

[Service: The Coupon administrator is not responsible for service and item
delivery.

Amendment: The right to amend these terms and conditions without prior

notice is reserved.

Order Number:
1010

Validity Verified By:




Sally Goodman 0813282648

Sally Goodman 0813282648

-

Print

Coupons
and
Vouchers

The Buyer Prints the Coupon
and makes a Reservation / Appointment
for the
Redemption of the Service, Meal etc.

The coupon can be gifted.
The seller will scan the QR code

and the Online version will open
for the Seller to enter the PIN.

If valid the coupon/voucher will be redeemed.
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TUNA CARPACCIO

Online

Are 2 limited time and availability offer,

that is subject to validity confirmation at the time of redemption and
which

offers entitlement, subject to confirmation, to the offer stated on the

ipt
fu!hegoodsoturvuxsslnedonhvwd)ﬂ
that is subject to a valid booking, availability and redemption
verification
before an expiry date.

hip: Tnlap-sse;upnnmccnwol’paymcmmﬁdlmdnskpnm

line account.
per customer: Customers are limited to XX downloads on any

Isp - ooupon whilst voucher purchases are subject to stated conditions.
c1 Phone

xxx xxx xxxx. Note that reservations are subject to

; ility.
lidity Days: Coupons; Monday through Thursday every week.

erification: Validity is subject to verification upon arrival. Prior use
oids coupons and vouchers.
ce: Sit down dining is required for redemption at x Street Name,

d:nge: Gratuities should be calculated on the full value received.

All images are indicative and may not be specifically

:Cmpmfe:sm-nldmlnlmfeenndmmuhm
C TheCoupon administrator is not responsible for service and item

Coupon e.g.

£
**TRice &'
A Dozen Scampi

Coupon e.g.




Tickelts

Print &
Present
or
Online

Download
& Print or
Show on
Phone

Lucky Draws &
Competitions

Theme Event
Entrance

Voting

Terms &
Conditions
Plus Ticket

Number on
Tickets

Kathy Worthington 012 345 6789

Read More

Read More

Promotions and Competitions

Add a review © Share/Save ] ¥ =

LUCKY DRAW: Sunday Seafood Buffet- Table
for Twenty - This is a completely free giveaway..

This is our big prize. The value of the prize is R6,000 without VAT.
You pay only for beverages. Enter to win!

To Start: Sign Up or Sign In
Next:Click to Show Online or Download Print Version

Alternatively:See it in My Account

Promotions and Competitions

Add a review Share / Save ] ¥ =

LUCKY DRAW: Sunday Seafood Buffet- Table
for Twenty - This is a completely free giveaway..

This is our big prize. The value of the prize is R6,000 without VAT.
You pay only for beverages. Enter to win!

You are logged in. Select an option below.

i L]
sSHOwW DOWN- MYy
T LOAD IT ACCOUNT

CEYETD Print &

Online
Tickeltls

| CLOSE || DOWNLOAD IT | PRINTIT [| MY ACCOUNT § Submit |

Promotional Competition Terms & Conditions

Nicnnalifiad Darticinanter All amnlnauaoce ~f nartininatina antitiae incluidina nramatare

‘ Number 1384
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Option 1. Coupons -
are Issued Free

Summary

Buyers Login tap a selected
coupon which opens for the
Seller to enter the Redemption |

PIN. That’s it

It

Link Format

Website
www.webo.directory/
SiteName/

App
www.SiteName.webo.

directory

QR Code
Scan with your phone
to open the APP

You may receive the
website URL, App URL
or QR Code by SMS,
Email or they may be
on social media sites.

Button Bookmark the
App Page on a phone

Share with:

241 Weekday Coupons

i

Adé 8 seview Reviews © Share / Save €1 w =

Starters: Tuna Carpaccio Platter.

S his coupen

c 10 GET this Coupon, dowsload it uad add it 1o MY
ACCOUNT

Add a revew Reviews O Share/ Save Q1 w

Mains: Large Lemon and Herb Sole with

o The URL for this Demo Website is www.webo.directory/restaurants3/
« For the App the URL is www.restaurants3.webo.directory
« The QR Codeis

1. Login &
Select a Coupon

Puiced®

If you are not registered 5 e St S Ayt o8
2. Present the Coupon or 3. Select

by Se|ecting Menu V’V Savoury Rice. you will be rcquircd to
oy T Ty T register or LOGIN Read more to see the detailed View Page .
H i Read More & JET this Coupon, dowslond it and add it 10 M o - . ke
On_an ioS de,v'ce' AecatT - (top right). The online s el T
eg iPhone & iPad Tap T e version of the coupon —— 1 a.

the “Bookmark” button,
and then tap “Add to
Home Screen.”

On an Android device.
eg Samsung & Tablet

Use the Chrome
browser to open the
page. Tap the “Menu”
button, and then tap
“Add to Home Screen.”

Mains: A Dozen Peeled Queen Prawns with
Savoury Rice.
At

of R179 s bs & erary deat

SET this Cospon, dowslond it asd add it 10 MY ;}

A6d s review © Share

Mains: The Ultimate Midweek Treat: A
Dozen Scampi with Rice.

—T

()
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will display (middle

right). Hand the phone . I
to the Seller to enter

the Redemption PIN or
close the page to save the

coupon in your Online
Account. LOGIN with

your registered Email address and password to view your Online Account. See In
oupons. See Redemption for online plus Print &
Present options. “Read More” on the App opens the Store View Pages for detail.

Store Checkout for How to Gift




Option 2. Express
Checkout on Phones

- Website Links
- Downloads
- Newsletters
- Social Media Links
- Social Media Images
- Blogs & Galleries, etc

A

Express Checkout

To benefit from the express checkout
option you need to have purchased a
package of credits. WhatsGood credits are
available at a discount and these may be
used on any site on the Webo Directory.

Once you have purchased a package of
WhatsGood Credits these will reflect in
Your Account and each time you purchase
a coupon one credit will be deducted from
your account. WhatsGood credits are not
refundable and they are not transferable.

Coupon credits are not redeemable in
payment for prepaid vouchers.

First time users

If you wish to obtain a
Discounted Package of
Credits - see below:

1. Tap the option to Sign Up for an

Account.

2. In Your Account’s Admin, select Coupons
and Vouchers.

3. Follow the checkout for your your choice

between the 2/4/1 and the 3/4/1 packages.

If you do not wish a Discounted Package
of Credits - the App Checkout process will
lead you through the payment process for
the purchase of one credit.

GET 1 Credit

Chapter 9: Marketing

Cowpon Package Name OrderNumbor  No Of Coupona  Total Price ValidityDays)  Status

$paciat cn WrasGood Credts 810 " 2000 120 Approved
No. No.
Coupons  Coupons
Downloaded Rodocmsd
1 ° ]

Balanca

Downicads ol EPT0s  Rodeem

" Qty
Purchased
311112017 Radeom
o o ! 317112017 Receom
Now

° 0 ' 31112017 Redoom
Now

See page 19 for an enlarged copy of the above.

GET 12 Credits GET 30 Credits




e ————

Logged In . After selecting the GET option
a WhatsGood Credit will be

removed from your balance

Given that you signed
up and are logged in

after having purchased | available. .
a WhatsGood Package T o
of credits. { = rd = Once the online coupon o

Ooe ) o (right) opens you can hand
your phone to the Seller to

enter the redemption PIN.

Select a Coupon

Vouchers and Standard

Once the PIN is entered, N IR |

Rated produc'{s do not A e — Starters: Tuna Carpaccio Platter.
e Cc 7 ras Save R0 on i cowpom.

have the GET Coupon e . e e s T s o ot and sk Y |

redeemed in Your Account. Read More | RIS " == a3
Logo. : ; :

T Wiy S = After redemption or if the .| 7 —— el ()
Add a eview Revigws O Sham/Save B w

Mains: Large Lemon and Herb Sole with
. 24| |Savoury Rice.

coupon is closed without

GRS redesilie redemption the opening APP

with any credit are

Starters: Tuna Carpaccio Platter.
Save K100 on this coupos.

R 200
R X0

Cliek

listed on the App with

Chck Here 1o GET this Coupen, dowslosd it and 3d o MY B
ACCOUNT .

a GET Coupon Logo
that reflects the Seller’s
Logo.

Add » review © Share /Save Bl v =

Mains: Large Lemon and Herb Sole with
Savoury Rice.

Save R149 with thin coupen. A= Affordabile Gourmet Taaty Trea

Reviews

|Lw

®
Click Here to GET this Coupen. dowsload it and add it 5o MY 8
ACCOUNT 1
Get

Add & review © Share /Save B =

Mains: A Dozen Peeled Queen Prawns with
Savoury Rice.
At saving of R179 s is u crazy deul

Reviews

| 300

Chick Here to GET this Coupen, dowsload it and a2 it MY 18
ACCOUNT 1
Ot

Add s review © Share /Seve B w *

Mains: The Ultimate Midweek Treat: A
Dozen Scampi with Rice.

Once selected the
online version of the
coupon will show.

()

Offer
Current
Table Menus
as Downloads
Think,

On Phone

Table Menus
or Takeaway
-~ “Fridge Menus”
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screen (right) will show.

If you do not have a coupon
credit available you will

be linked to the In Store
checkout. You can elect to

go to the In Store checkout if
you want to gift the coupon to
someone and want to provide
their details for listing on the
coupon.

ACCOUNT

Hiere 10 GET s Coupon, owniond it and sdd # 30 MY 9

e e A 1 s e e
e
S

e N30 64 e s

s ooy - -

P Cortact ix

e Pt o e w3y e

Ovwrkticn | feeres  AdtAReves  Aeies |

If the coupon is closed without redemption it will show in Your Account. You can

Log In to Your Account at any stage where you can select GET to download the
coupon. This will download the coupon and the terms and conditions. It can be
downloaded only once. The seller will scan the QR code to open the Online Coupon

for the PIN to be entered. Alternatively, select Redeem and the Online Coupon will
open for redemption. See pages 19, 20 & 21 for examples of these pages.

- Menu Downloads

- Coupons, Vouchers, Limited

Promo Codes e.g. 1st 10, eic.
- Personalised Gift Vouchers
e.g. Monthly Lucky Draw
- Prepaid Vouchers for Set
Menus booked for a date/time
e.g. Great for dinner & movie '




In Store
Promotions

Some Options

SEAFOOD BUFFET
1ST SUN LUNCH PM

Voucher Events

Your “Toolbox” Includes:
Subscriber Management

In Store

Admin Links

Chapter 9: Marketing

Consider Consider

Limited Edition Personalised
Promo Codes Gift Vouchers

Consider Would you
on phone share valued

VIP Menus ! Benefits ?

A Dozen Scampi

Coupon Deals Voucher Deals

- Email Newsletters & Links to Photo
Galleries, Instagram, Facebook, eic.

- e-Mail Monthly Specials
- SMS Saturday Night’s Chef’s Special

Sallyis A
Emailoealsi |

Sally’s 9
Two Opt-In Subscriber Social Media Links to the

Databases are maintained; Seller’s Social Media pages
one for email delivery and and to the Seller’s Website .

one for SMS delivery.




Start with the
Home Page that
has two format
options; with a
side panel and
without.

Select VIEW

on the Home
Page and review
the detailed
description &
features.

If desired,
ADD TO
BASKET &
CHECKOUT

If you did not
Sign Up or
Sign In before,
the Register &

Login page will s

display.

tion if proc-
essed success-

fully.

1=
Select
an item on the
Store Home
Page

2
View the
Description &
Features.

8.
View On-
line Coupon /

3
Add to
Basket &
Checkout

6. 4.
If Appli- Sign Up or
cable Select Sign In i.e.
a payment , Register or
type. o Login

Confirm
Recipient De-
tails & Gift if
desired.

The
Confirmation
Page will show

/ confirm your
details and that
of a gift recipient
(if required).

O

s St et

eieas

If the coupon is
not free or if it is
a voucher or if
you do not have
coupon credits
the the Payment
Page Shows.

6

Notification

of Payment is
shown then your
Buyer’'s Account

R — . is opened.
|
e ——— ; . e The Coupon
Ve E- u"f-.:.?:'-:;::' ! | : e or Voucher is
rr— LI ST displayed for 8
- e e redemption
= i or if closed
s S s = it is saved in
fac B S e your Buyer's
o~ N Account.
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e ——
MY COUPONS AND VOUCHERS

WHATSGOOD PACKAGES PURCHASED

Coupon Package Name Order Number No Of Coupons Total Price

Validity(Days)

Status

customer
WhatsGood 3/4/1Credits 614 30 300.00 180 e gets their
own online
Account
TRANSACTION HISTORY S
Coupon or No. No.
Site Name  Voucher :rder Downloads Qty Coupons Coupons E— Expires Redeem and the Online
Nave umber Purchased Downloaded R Available .
adsemed version of the
Sally's 2/4/1 Scampi 896 GET 1 0 0 1 31/11/2017 Redeem
Seafood Deal Now Coupon or.
Restaurant voucher W|“
sally's 2/4/1 915 GET 1 0 0 1 31/11/2017 Redeem open & can
Seafood Carpaccio Now be passed to
Restaurant  Deal the seller for
CLEAR HISTORY GO TO MY ACCOUNT redemption.
Select to
download the
WHATSGOOD PACKAGES FOR SALE Print Version
to print and
Coupon Package Name No Of Coupons Total Price Validity(Days) Purchase present to the
WhatsGood 2/4/1 Credits 12 180.00 % Seller.

WhatsGood 3/4/1Credits 30 300.00

Sally Goodman 0813282648
Sally Goodman 0813282648

-
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Credits available

TUNA CARPACCIO

Online

i Coupon e.g.



Print

PN
Coupons = ny ‘}
and = TRice &'

Vouchers A Dozen Scampi

[Sally's Seafood Restaurant Terms & Conditions
[Coupons:

Order Number:
896

The Buyer Prints the Coupon
and makes a Reservation / Appointment A e e s oty o, , N
for the 3;:; subject to validity confirmation at the time of redemption and

offers enti subject to to the offer stated on the
coupon.

Redemption of the Service, Meal etc. [

Are not refundable,

The coupon can be gifted.

for the goods or services stated on the voucher

that is subject 1o a valid booking, availability and redemption
veril

before an expiry date.

|Ownership: Title passes upon receipt of payment in full and risk passes
upon delivery by electronic or other means 1o the buyer or to the buyers
lonline account.

The seller will scan the QR code
and the Online version will open xfm%?x:;:.{::‘i;é‘::mm:{mm
for the Seller to enter the PIN. i -

\Validity Days: Coupons; Monday through Thursday every week.
Verification: Validity is subject to verification upon arrival. Prior use
'voids coupons and vouchers.
[Service: Sit down dining is required for redemption at x Street Name,
If valid the coupon/voucher will be redeemed. |GGy ex s oo s oot g sem v

p - S rvimdum Gratuities should be calculated on the full value received.
: All images are indicative and may not be specifically
mm:‘::xpon fees are an administration fee and are non refundable. coupon e-g-
3 : The Coupon administrator is not responsible for service and item

very.

Connect w:th
Webo 7 v

Online & On Phone

Coupons & Vouchers
9:41 AM

Summary
The Webo Vouchers App’s Features Include:

Your Branding
All Sites and App’s are yours with your branding. ] . ot g

Thewt Tip the buston 0 your Phoes s sevierm.

One-click Management & Redemption
Every Customer gets their own ACCOUNT to man-

age Redemptions, Reviews and more. Printed

Coupons & Vouchers

One-click Reviews 371 Weckday Couponn

The App and Every Item listed on the App offers the s:,: n.,: :W ;..m,d o

option to ADD a Review and to Read Reviews. ey gL

(Click Here %0 GET this Coepon, dowaload it and add 30 MY
ACCOUNT I

One-click Social Sharing =

The App and Every Item listed on the App offers o Ay e
sharing eg share with all your friends on Facebook
or share with all business connections on LinkedIn.

One-click VIEW Detail Links
Every item listed on the App offers a Read More
link to detailed VIEW pages on the App’s website.

One-click GET Coupon & Voucher Buttons

Every coupon or voucher listed on the App has the
option to Get coupons or vouchers with one click.
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Mains: Large Lemon and Herb Sole with
Savoury Rice.

Save R149 with ths cospon. Aa Affordable Gearmet Tasty Treat
R0m

Click Here 10 GET this Coupon, dowsload it and add 5o MY f
ACCOUNT g

Add a seview Revews © Share/ Save B ¥ =
Mains: A Dozen Pecled Queen Prawns with
Savoury Rice.

At s saving of RIS this is a crazy deal.

X
Click Here 1 GET this Cospon. dowalond it and add i 8 MY
ACCOUNT T

Add a eview © Shar 0w

Mains: The Ultimate Midvnek Treat: A
Donn Scampi with Rice.

e

- B/




In a Marketing Chapter a group of businesses
pool their ‘“‘giveaways’” and each business markelts
all of the giveaways to their customers.

Customers have access to a range of “Lucky Draws”’
and the businesses benefit from the exposure that
they get to the customers of the others plus they
get exposure on the social network platforms

of the businesses in the marketing chapter.
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=F Ernablers

e e e

Well Presented Coupon, Lucky Attentive
Websites To Draw, Contest Service,
Tell Your Campaigns to Support & User
Story Excite Networking

Blogs & Social Fresh Positive User
Media to Engage Content Experience

eCommerce Organised & Active
Shops, Auctions Transparent Feedback
Showcases Data & Reviews

CRM Apps Build Valued Benefits
Relationships Benefits Shared

’\,‘\ ~

o 8 8 mm*wr

Vv N VYV

Customer
Retention and
Customer
Growth will be
High
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LPM & CRM Touch Points

Campaign :
Emalalans ~ Qur Customers + Loyalty «+ Their Customers + Engage

Content | f * > = Y Feedback

: ANG 'E "
Managers ‘ _ - & Reviews
Campaign

Data : , 7
Organisers | L‘Plﬂ? ﬂpp Participation

Service/Support 7
’ -
Experience iobile Active Brand

Improvement Advocates

Reviews GU
g Personal Online

Polls & SUrvevs c
olls & Surveys Social Accounts

. » ".
mHashtag Sharing é_’(":'l?.'
Opt-in SMS Alerts

Managed Contests
Coupont , ( ) ) Qpt-In Newtletter
Vouchers Fead

Share
Benefits

Offer
Benefits

W{m at’s ‘i@] ood

atsGood /Restaurant Marketing Channels

Contact List
Marketing Social Sharing: Good Lists are Shared E

Coupon - = .
Marketing Social Sharing: Awesome Deals Go Viral acca

Menu : X =
Marketing Social Sharing: Showcase and Excite
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| [‘TJ i L :

How to Add our S Next
COmmunicator' : iPhones Pt

Tap the For

Bookmarklet Apps list above For Android
to the Home Screen e iPhones Phones
of your Phone. e Add Add

button To To
below. Home Home

Start by opening a Webo page online P Screen Screen

on your phone. Select “Menu” then i et See aSee
“Add to Home Screen.” That’s It! ' Below ottos

o E—— \
6 @ ouos sUNG @#0U0s |

. b ot o v 3% = o B Tt o . e Ufestyle & Laisure Activities
W o it Gt 1nte, Rt st Do that

qQqwe rr tyuui op
als|diflglh]ilk]!

® z x c v b nm S

”m vo Y wace rotun

7N
4

www.whatsgood.webo.directory
2.0pen the Page &
3.select a Dropdown Option.
4.Select GO & Open the Page.

5.Select the iPhone Share Button.

6. Select Add to Home Screen.
7. Editthe Title & Select Add.

8. Tap the App Button to Open.

1.Goto
www.whatsgood.webo.directory

2.0pen the Page &
3.select a Dropdown Option.

4.Select GO & Open the Page.

5. Select the iPhone Share Button.

6. Select Add to Home Screen.

qQqw e r t yu i op

7. Edit the Title & Select Add. etz izt

ermans - Fun (Deas tor Ha
Wha! Gi - Lif
8. Tap the App Button to Open. ﬁ,?ﬁﬂ N E:I :’W'?&LB
| —~ N
\ ~ g

a s d f gh j k|

& 2z x c v bnm &8

=@ o .

\
\

once
S
-
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Couypams, PDeals & Spedials Slvarirag)
L@ @iﬂy Rewairal & UTer Sivarimmaeg)
@putartiein/IRevievw Sivairiiing
Aagille Quiiz Mlairtketling & (Rererrals
Awionmmaied [Prompetions/ CommpEtitions
Awiormmaiteal Sodakal] Mledlia lmtegiraiiaonn
Winariis Geeal Cabmimmuimicarianr [Prormm@iiaonns

- . Reputation &
e Referral
Marketing

Communicator

WhatsGood,

Communicator

Meelings);

Communicator

Four
Channels
Promoting

Promoting 4 Commmunicators

The Science behind
Rerfrferral MMarketing Success
Delight Customers, Make it Easy to
Review, Share & Relevantly Reward
Engaged Customers who have their own
Private Online Loyalty Accounts.
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