LAY ProOORAME Digital

MARKETING
DOUBLES TURNOVER

IN HALF THE TIME” M a rketi n g

For
Restaurants

with the
Webo SaaS




Introduction to Digital Marketing
Welcome
What you will find on this site
Testimonials
The aim
Getting Ready

Our Unique Unique Selling Proposition

The Communicator App
Overview & Value Drivers
KPI's & Next Steps

Meeting Room & Staff Communicators

14

22

27

32

Find this live site at www.ssr.webo.directory

O




WELCOME TO SALLY'S SEAFOOD DEMO RESTAURANT

Objective

Set out on this she k& an
in-depth review of cusiomer
engagamant with tea aid of
coupen. lovalty and nfesral
markesing. We da 50 with

thee aid of the Wabo Saa5
package which sugments and
enFances implamentaion
through software sutomatian,

The imgact al refamal
merketng integrated with
sociE media sharing has
the: poential o ganeria

i signiicant shifl in digital
miarketng trends, You can da
it the easy way with our
5335 or you can do it
marwaly. We have achisvad
astounding sucoess doing

il manuslly which is why

we have spent 10 yaarg
develaping the Saa% package
a5 il wil enable you toda it in
half the Gme.

Definition

“Fateral makeling 5 a
shructured and Bystematic
process fo maxemze wond-of-

mouth potential "
According 1o Wikipeda

“Refaral marketing does this
by ancauraging. informing,
pramaling and rewanding
ashomens and conkacls 1o
think znd talk == misch &=
possible about shar suppler,
their comparry, product and
sorvice, ard the valag and
benefit the supplier bings o
them and paople they knoe:

Referral markadng takes
word-ofmeyth fom e
soanlanecus SRuakon fo one
whera masimum relsmals an
generated.”

Engaged custiomers who,
buy more and promois moee:
are 3 the heart of Relemal
Marketing.

The LPM & SasS

Package [Saftwarn as a
Service]

The package inchudes a
coypan, Krally, referal and
for channed digital marketing
tooiset

ki is hosted on ha Wabo
senvers in The USAwith, 247
makvare maniaring, cioud
proey frewalls and daly
eaTiarprise backups.

Cusiamers subscribe

and TeRive Qur Suppor

in customising cor tried

and fesied frameworks to
implement a Digital Markating
Sarategy (o doudle fumowr n
Fea¥ P i,

The Sza% is an the Wetn
Direciary. You will hae your
oven LURL and a Cireciany
LIBL. & Bkir having a shop
in & mal where theve &
pasging trathc.

The Saa$ enables:

A variaty of Communicahor
Anps,

tlogs

= Sodal Media Integration

*  Coupon Marketing
Loyaly Marketing
Referzl Markating
iha buildng of
aCommane platfams,

= gnline mesling moms.

«  ankne masling packs,
Onkne Workrooms 'with
ankne data slorags,

= shafl showtases,

= onkne podcais
Owling vicksn replays
slide shaw, presentahions,
brigfing rooms

= wideo confierance plug-ins

=y cuesfomerof a
5aah member gets Iheir
s pehiale mambership
account and more

The advantage of a Saas
Package i thal you L0 use
Wil you nead, when you
nesd it 1 15 all about options.

CIGITAL MARKETIMG 15 DRIVEM BY POSSIEILITY AMND BMOT BY HISTORICAL TREMDS

Will You Double Turnover in Half the Time with our Tried & Tested Frameworks?
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WHAT YOU WILL FIND ON THIS SITE

This site explores the benefits of coupon, loyalty & referral marketing so
that you can determine if loyalty and referral marketing is for you. it
also explores the unique benefits of the Webo SaaS LPM (Loyalty

& Referral Programme Marketing) software solution.

Before you can enjoy the many benefits of a referral
program, you need delighted customers. Satisfled
customers are the key to loyalty and referral
marketing; without this, your programme
will not be effective in establishing
brand loyalty, engagement and
customer list growth. It's
simple, happy customers
are loyal and are likely
to make referrals
but unhappy
customers
do not.

Qur
LPM is a
user-centric,
strategy that
enables satisfied
customers to introduce
the benefits of your services
to their friends and connections.

The effect of referrals is that they will
accelerate your growth and tumover plus it
increases customer retention and loyalty. The
focus of a 5EM (Search Engine Marketing) strategy
shifts from SEQ and PPC to trusted recommendations
from friends and connections.

The power of referral marketing to grow a customer list is second to
none, Ask around and you will discover that structured referral marketing
strategies are rare and few have taken the easy way to grow their restaurants
by automating their referral programmes. Referral Marketing is akin to Content
Marketing but driven by delighted Customers,

Page 4 Restaurant Marketing with the Webo SaaS



“lestimonials are
nearly as good as
money in the bank,
but referrals really
are money in the
bank.”

iy Covrad Lewingon [(Guerrilla Markelding,
4it Ediion. Easy and Inexpensive Sivale
gques for Making Hig Frofits from Youwr Small-
Business)

“Word of mouth is the
primary factor behind
20 percent fo 30 per-
cent of all purchasing
decisions.”

Jonah Berger, Contagious. Why Things
Catch On

COUPON, LOYALTY & REFERRAL MARKETING

The Aim is to Get Diners to share Memorable Experiences

Restaurants 5 inpufs for outputs by following procasses (the what) and sysiems (the when)
The supply of many services entails a condrollable sequence of steps. Wihen provided o a diner
they will have an mpac and influance an cutcomsa that drives the diner's expernence. We value

Customer defight in dining at your restaurant results n 2 memorable experience the subjective
that iz the intangible vaue that the diner enjovs. It is a benefit derived from the opinions of friends
meals served, the ambiance and the food & beverage senices delvered

which is why they
Technical specificaiions aside, a diner's expenience i$ what potential diners are an effective
vaie. The resul of the sardces is whal ges meaning and valke and social influence
sharing the joy that the value brought is what influsnces others to want . y
D do the same. on potential

customer
Shared diner's comments. reviews and lestimonials ane powerful social nfluencers

mn migrming pre-purchase expectations and these opinions shape a polential diner's acquisition.
expactations and the dacssion 1o dine at your reslavwrant.

COMSISTENTLY DELIGHTING DIMNERS ENSURES CUSTOMER RETENTIOMN & REFERRALS

Will You Double Turnover in Half the Time with our Tried & Tested Frameworks? Page 5



Your Most
Valuable
Assets

Staff
Customers
Customer List
Strategy

Coupon
Marketing

Customer
Acquisition
& Experience
Monitoring

Convert
Bargain
Hunters into

=
\

Focus

Own the
Customer
+—+ Experience

+— Active Advocates

4

Surveyed
Measured

—

1 T

—

Referral
Marketing

1

Audience

Expansion

& Exploring
Value Options

—+ Build
Relationships
— & Reward

w

—

—

DO YOUR CUSTOMERS GROW YOUR RESTAURANT ?
WE MAKE IT EASY AND QUICK FOR THEM TO SHARE

THOUGHTS ON SOCIAL MEDPIA ON THEIR PHONES
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Getting Ready: Matters for deliberation

The chjeciives for using third pary coupan vendors (such as Groupan) versus the sharing of coupans by loyal
cuslomers are word's aparl. 'When price alone gudes decsion making by “Bargain Hunters” lovally pro-
grammes face the chalenge of showcasing value at higher prices. Ask those that used Groupon coupons, be-
fore they leff the country, or who cumantly use look-glke coupon vandors such as Hyperi and you will find that
bargain hunting and not brand loyalty was the motivation of those that bought the coupans from the vendor

In the case of Hypark they do not offer call centra suppon (thay have no listed telephona numbars) and thair fo-
CUS is on & supply chain for deeply discounied bargains. In some cases, the supplier is hidden and there i3 scant
apporunity for an inferactive customer relationship, Thesa “bargain hunters” are ikely to migrate from one cheap
deal to the next without building relationzhips with suppliers.

n the ofher hand, the axact sama coupans offered via coupon vendors when offared as rawards fo or by loyal
customers will have different objectives and will achieve difierent results. Simply put. reward discounting builds
appreciation and relationships without undermining value. Deeply discounted vendor coupans cheapen brands
and lead o discounted pricing expectalions.

Bulldng cuslamer layally (s crucial b getling an effective win-win referral markebng campaign olf the ground.

Equaly crucial is the segmentafion of your customer list and engaging with each customer segment to establsh
whera they find value in your products or senvices. The mbegration of fesdback collection and analysis by way of
advanced quiz webpages enables you to mest the needs of your customers with precision. Reward relevancy
and gift personalization undengin the effectivensss of rewards. Staff can gather mioemal feedback but formal
quizzes that ask and probe cusiomer neads and desires will always render more accurate results.

Mora and mora consumars aclively seak reviews and comments on products and secvices. In addilion o cus-

tomer reviews and comments staff insights are equally valuabde. Making it easy 1o comment, review and share is
Key fo refemal marketing sUCCESS as 15 oflenng valled rawards,

Consader loyalty segmentabon based on a broad range of criteria as an aemative to loyalty points &.q families
with yaung children, pensionars, busy execulivas. alc. In parallal give thought 1o raward slructuring. Ofedng
scarce products & senvices .0 Secret Menus, will make cusiomers feel special and s another way of recognis-
ing and rewarding a VIP customer basa. Expedied service delivery and dedicated personal service assistants
arae other matiars thal create huge value in the eyes of their customers. Offenng slatus upgrade ponts for game,
quiz or survey participation will a%so boost engagement and build your customer relationships.

Will You Double Turnover in Half the Time with our Tried & Tested Frameworks? Page 7



“
5-

Introduction to Digital Marketing

Our Unique Unique Selling Proposition
Our USP

The PeP

Digital Marketing - The Options

Multi Channel Marketing

Digital Marketing Roadmap

The Communicator App
Overview & Value Drivers
KPI's & Next Steps

Meeting Room & Staff Communicators

9
10
11
12
13

14

22

27

32

Find this live site at www.ssr.webo.directory

O




Our USP is that we are Digital Marketing Strategists
Dedicated to Growing Your Turnover
s

Information Meeds and Channels

An effzctive marketing strategy needs to address infor-
ration Push, Pull, Engagemant and Pramation. The
Weabo LPM referrad and loyally programme addresses
these neads within a tnad and tested framawark. Suc-
cessful marketing campasgns need o give aliention o
the foundations needed to build and drive & campaign.

Thi Webo PelP and the LPM

Tha LPM has a faces on digilal markabng. The PaP
(Perfomance enhancement Programme) has a focus
on enhancig business perlormances. The PeP has
been tried and tested in a varlety of countries and has
time after time produced what have been described
as impossible urnarounds. The PeP s nal a queck fix
You can read a published case sludy & reviews on an
eBook available on Amazon, The LPM 15 a fast frack
marketing framewonk that has a focus on referral and
loyalty marketing io drve revenue growth, The PeP is
a banus o Webo Saas subscrbars.

Sharad Opinions

In a nutshell, shared opintons dive sales. Your cus-
tormens will 2% to their fiands about cherished expen-
ences as it is human nature to do 50,

A study from Texas Tach Universlly confirms thal: 83
percent of users ave dkely lo share & product or senice
affer a good experiance, Yei oy 29 percent acfually
do. That maans hat an average of 45 percent of users
who wound otherwiss share oo not share,

Marketing can be expensive and fme-consummng
Referal marwehing 15 anything ouf ffus, In fact, referals
are the cheapest and most efechive form of Markeling
and shouldn't be ignoved. In is simplest vm, referral
imarksling dossn | cosl 2 dirme.

Texas Tech Today

Will You Double Turnover in Half the Time with our Tried & Tested Frameworks?

Satisfied customers have something fo share
but generally do not do so if it is not sasy o

do while enjoying the experience. Incentivising
cusfomers may help but "quick and easy” shar-
ing is assantial.

“tha sale is nol complele wnif! the cuslomer is 50
happy that he or she combdent!y makes referrals.”

John Jardsch (Duct Tape Seffing: Think Live &
Markefer-Sell Like 3 Supersiar)

Convenience and Ease of Use

The Webo Loyalty & Referral App puts the oopor-
tunify ko share on the phones of your customers,
Earning an incentive plus the gratituda of a fmend
is onfy a couple of clicks away on a PC or on the
phone that & in their pocket, Apar from the need
for it 1o be easy 10 do the information shared must
be worth talking about and be refevant to the re-
ciplenL. i it is lopcal bul nol relevant 1o a patential
cuestomer it will not be of value to them

Statically studies have faund that between 104 and
86% will share when it is worth their while and it is
easy o do. Thus:

«  For every 100 customers,

« 0% will share with Triends on say,

+ Facebook where, on average, they have 338
friends,

+ Thig referral wil then reach: 70% x 338 people
% 100 customers = 23,660 refemals in the first
step.

= In the next step the reach explodes but suffice
to say fhat the local reach will be saturated,

+  Sludes show that in seven steps of fiends and
connections sharing, everyone in the workd on
[he inkemsl will bs reachad.

« Suffice 1o say that with the Weba App making it
easy, you will eam your brand positive engage-
ment and you will leverage customer advocacy
to effechvely accelerate growth

Page 9



VISION )

STRATEGY . P NREGE

ARE YOU READY TO PLAN YOUR
PERFORMANCE ENHANCEMENT PROGRAMME?
THE COMMUNICATOR APP

1S A GOOD QUICK START

Restaurant Marketing with the Webo SaaS




DIGITAL MARKETING - THE OPTIONS

There are a number of options for online
marketing including:

+ Search Engine Marketing

« Bearch Engine Oplimisation to secure &
high seanch enging result ranking

+  Pay Per Click (PPC) to secure & high rank-
ing by out badding others for the top spot an
a search enging resulfs page.

* Lsers search for keywords or for answers
o keyword phrasas.

= The Search Engines rank results on the
hasis of relevance, popularity and & variety
of ever changing critena embadded n an
undisclosed algorithm.

+  Search Engine Marketing warks given that
there is demand that can be reached al a
positive RO,

«  Emall Marketing

«  Blast campaigns fo purchased emai lists
are a thing of the past due 10 legisiative and
requlatory changes.

+  Communicaling with Ogl-in cusbomer ksts
that mesd the requirements of the POPI Act
and European GDPR requirements are shill
viable howeser customers need 1o be can-
vassed and betier shil, they should have the
oplian [0 opl-in fo e-mad cormespondence.

*  5MS Marketing
+ D 10 one or one b many via bulk SMS.
*  Dipt-n and opt-out management & required
o mest privacy raquirements and whila it 1s
ot fres, it is easy o use.

. Whats.hpp Marketing
Group Chat between the whaole group or
betwaan Admin usars.
« The group size is restricied to 256 users
« [argup list sharing, as it is a colleciive plal-
farmn, is @ given. Shafing your Cushomar lis!
& phone number may be a negatve,

Content Marketing
Above all the content must be: fresh,
relevan to largeled auwdiences, an inlar-
esting story and the presentation neads to
be appealing.
' Cmtmt presentation oplions include:
Apps, Articles, Blogs
+  Casa Studies, Ebooks
+  Flipbooks, Infographics
* Landing Pages, Newsletters
+  Onfina Magazines
+  Ondne Press Releases
+  Oniine Reviews, Online Testimonials
+ Podcasts, Reports, Slide Sharing
«  Social Media Pages
+  Tagged Images
*  Videns, Webinars and White papers

Encual Media Marketing
succass lies in the abity to get audi-
ancag o cannect, laok and bk chal
To achieve this you nead 1o market to
demand or to create demand by address.
Ing solutions 10 argeted pain, probiems or
frustrations.

Affiliate Marketing
Markating i outsourced to Affiliales who
rrearkat for 2 sUCoass fea.

Associafe Appointments

+ Brand distributors or agens ane appoinked
as independent suppliers of senices
withan & farmal referral supply chain.

Referral Marketing

r  The professions and other sarvios pro-
widers have abways primarily grown by
Repulaton and Referral.
Done right: Referral Marketing can Build
Reputations and Accalersie Referals.

v Success lies in the abisty 1o Atlract, De-
light and offer refevantfvalued Rewards.

Will You Double Turnover in Half the Time with our Tried & Tested Frameworks? Page 11



Formal, Measured
Multi-Channel Marketing

With the Webo LPM syslem your marketing strategy will boost customer advocacy with your incentives o drive
revenue growth in @ measurable way, The Webo 4 Channel Marketing System with * Channel Fusion® allows
your brand 1o leverage mulli-channel word-of-mouth advocacy. The besl pan is: crafng a 4 channel raferral
program is not complex. You can ulilse the Webo Saas on a DwY basis or on a B4U basis, Our preference is
& Built with You apbon m which YOU DRIVE and WE NAY along an agreed Roadmap such as the one on the
opposte page. AN oplions are supported so that you can get your customers ks grow your business ASAR

Accarding 1o Wharlon, referral cusiomers have a 16 percant higher Ifebime value than non-refemed customers

Pius, they will love your brand becausa they will have a direct Bnk from the bufion on thesr phone screens (o the
App Link & List App. This direct link will eslablish and bulld a relationship via the App where cusiomens can add
reviews, share comments with social networks, monitor #hashiag engagemend, link and engage on your blog
find tems of mbsdast that ara worh shanng and mora. In &ddiban, he &pp will build your audsanca vig genenc
and social share promotions,

A recen] Henz [R={ K4 ]
showed Ihal companas
with foomahized  referal
R rams gxpenanced
BE percent more revenue
growth in the last bao years
compansd 1o the masl.

The above exemplifies how
suslanable and effeckve
refer-a-fiend or refer
g-OUsInNess cannechan
programs are at driving
brand awareness and in
crealing  new  cuslomar

YOU DRIVE & WE NAV appomtment oppartunities
IR TRIED & TESTED STRATECIES & BOA D AFS

Many large intermational businesses have 8 marveting strategy based on Referrs! Marketing, Bud first: whal is
nof 8 rsferral programme? A refera! program is not @ one-time interaciion belween & brand and & consimmer,
Mo 5 i markafers dangling a cavrof in frovd of consurmars, eabicng Hem with “win g™ promises. Nelher /s
it sffiliale markefing. where drd-party sifes do the work for your markeding team &nd you pay them & bawndy
ivslead, refsral pograms arg bl woan ganwinsly anthosraste, crsomer-get-cushomer ntarachons el aqually
rewaras all parties involved. There is a science o making referral marketing programs SUCCeec

Brandon Gaing, Conlfibubors: Refertal markeing: The secnet woapen el shoulkd b & ywour arsina

Ky o Roferral Marketing is customers who feel valved & rewards that have moaningful value!
A e e e e e e L ™ S e
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The Customer Segmentation Layer and the Referral Status Layer.
“The Webo Loyaly & Refarmal programme shuclune fas hose fwe leyers”

Customer Segmantation

The Weba Saas Lovalty & Referral App offers customer segmentation. Customers can be segmented Ino
three cateqories such as Fan Levels 1, 2 and 3, Each category Gile can be customised e.g Silver, Gold &
Platinum levels altained by way of the award of paints for purchases, complaling quizzes and surveys, game
participation e.g #bestpiciure and more. Altematively, other criteria such as who the customer is rather than
what they buy may best surt your restaurant.

Customers fee! valued when they are able to offer rewards that are valued to fnends and colleagues. The
Fan Programme allows customers who have eamead a reward to e-mail the rewand 1o a friend or businass
collzague who must register to redeem the reward. Each rewand is customized to individual terms and
condifions structursd fo support the objectves for the reward.

Selected moentees should be designed o showcase your producis and senices to new audiences that vour
custarmars will infrodecs,

Customer Referral Status

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

levels; Advocates, Advisors and Ambassadors

+  Advocale slalus is awarded 1o those that share ilams Istad on the App with friends on sodal networks.
Advisors: are those that write reviews on your App

+  Ambessadors; are those that e-mail & qualifying dem fo & qualifying person who takes up the offer with
the rezult that the offer i made availabée 10 the sender and the receiver {Le. they both benefil).

Two-Way Referral Objectives

Terms and conditions may be sat which must be met in order for the refering customer and the prospective
customer o receive their rewards. These mighl be a sign-up, account activalion, a purchasa, or something
glse. Where a raferral reward takes the form of a voucher and that voucher is redeemed by an administrator
then the reward will be acfivated in the accounts of both the greer and the recemver.

Where rewards are valuable, fraudulent redemption may be a concem. The Webo Saas redempiion process
can be based on printed vouchears or on onlne redemplion in & customer's account, When a customer weshes
10 redeam a reward the customer will typically access their online customer loyvally and refesral acoount

and present thesr private account to the Adminisirator. The Adminisirator will be able to review the purchase
history and tha wouchar's validiy in the account before enlering a PIN number [0 redeam it

If the reward, for examplk:, has a5 a condibon that the accowunt 1= & new account then accass i the account
enables the Admin to determine If the person is indeed a new customer. On the ofther hand if a spacified
qualifying fransaction is required then access to the customer's account will enalble velidaton against

I0 documents, elc. In the case of high value rewards the terms and conddtions should be checkad by a
competent legal authority and awdit routines should be effected before a rewand is made.

In short, conditions need 1o maich the valwe of benefits. Some systems that process credd cards, sat as
a requiresment, that a new credit card is used for payment. This option is not avaitable on the Webo Saas
eCommerce platiorm as all cradil cand paymenis ara processad on an off sfle sacura banking portal.

Will You Double Turnover in Half the Time with our Tried & Tested Frameworks? Page 15
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Soclal Media Integration - It's simple, tap your selection and instantly view the resulis

A focus on social media communication promotes audience buiding. Key ko sucoess are hosing stories, con-
tests, events and more that engage and which are worth sharing. The Webo Communicator makes it simple o
engage audiencas across many socal media channels, You can; 10 Share the Communicator App with your
friends & conneclions on Facabook, WhatsApp, Linkedin, Twitter, Pinteresi, Google+ and you can {ap to email
glink. 2= Image harvesting from Insiagram. Facebook and Twitter is an oplion, Select a radio button and
photo albums from the sites set up for display if these social media siles setup as Public albums. 5 shows an
Insiragram album. 3=> This mobi friendly webpage has no resinictions host text, audo or video. & shows links
to download menus, 6 Comments made hena are automatically synced to your Facebook page.

This is a lve demo s&g;  Find it at hitp-iwww ssrwebo.directory  or Select the App Option i the Manu

-

ENGAGE
WITH
#
HASHTAG

QUILLES
&
CONTESTS

#Heshtag Campaign Feedback - It's simple, tap & #hashtag, select a channel & view the results

Sefug a campaign 1o exgand the reach of your content, gather feedback, have fun and more. Fealure pic-
tures and links using #hasthags placed an a variety of social media sites. Just Click on the Hashtag 1=
then 2=  selact a praferred socal media sde and the content on these sies will be displayed mmedsately
ajon 3= Facebook or 4= on Pinterast.

Page 16 Restaurant Marketing with the Webo Saa$S



ENGAGE WITH POLLS & SURVEYS - SELECT TEXT OR IMAGE OPTIONS

rm Bt B

wy i Ll B

Texn P nTHE

'['I'pl.inm o orem
s
1= 1"

Hosting Snap Polls is simple - Tap Viote, select a poll, vote and view the results instantly,

Webo offers the creation of intuitative quiz pages with responses analysed and exported on spreadzheet
downlogds, There are Bmes when a more informal approach will help you engage with your audience. You can
dacida if vating should reguena registrabon o nol. You can el up %ext 25 well as imape polls. Text palls ofler
answers to multiple choice questions and image polis offer multiple images for the selection of one

EASY TO ADD & EASY TO READ CUSTOMER REVIEWS

B T M e

Sl Heviows
b | ram T e rew

e & Read Pasi

(Tg.'pt-}'ﬂm ]'I.I:'I.'Il."ra e e

_ = =——l
S E T e " '_:___"_; . ____ e
e slndis ® 3 s
Log In Tl _—

P 7N 7N P

Reviews and Recommendations - Adding reviews is simple and awarding rewards s automated.

First fime buyers, naw or existing customars, are likely 1o be influenced by raviews, Buyers add reviews or
thay can respond 1o reviews. Buyers can edit their reviews in their Membership Accounts (Every regisienad
cusiomer gets their pwn private Membership Portal / Account), Site owners [Sellers) cannol edit reviews
howevar tha Site Cranar reserves tha nghl lo delele reviews thal fall outside tha sel ferms and condilions.
Cusiomers that add a review are automatically awarded ADVISOR status for a et pesiod of time and they will
then qualdy for rewards that can be accessed on fhe Communicator App. Rewards can be gifted o frends or

connechons. Award redemgdion can be by prinling a coupon or by peesanting it on a phone.

Will You Double Turnover in Half the Time with our Tried & Tested Frameworks? Page 17
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Sharing: it's Simple
Sharing Links 1o the Comemuns-
cator are placed at every menu
itam 50 that custormsans (dnars n
this exampae) can immediatesy
FRART & Clar Yoo Bimdn Upzgmci o Fa sty sk bl ik to the socal media page of
W 2hain/ Bave. K OF oF Follow the lheir choice and add a commant
Clyficing for Shacing that will be displayed on their
ADVISUR Pratter social media pages.

n cmiad Hn 1 [Ted Ssnsie® . Buln] 6 Plinvies T 5 - £
= - Sharing valued information
= e g pion heiee 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 Soclal Medla network,

What's happening? Add a comment & SUBMIT,
IEE:&M Rt hp bwobs) esdtonyio-i- Why Register? If you do not
conmuaicalon pho D= 101 SRlypeeci-shareinabocrid=H1 2 regisier you cannot claam the

reward which iz added to your

aocount. You will automaticaly
b granted ADVOCATE stalus

for sharing.

Advocates qualify for rewards
that they can giff to fiends and
business connechions wilh fhair
compliments
M i sl
Ak Ty & A Py - 195,55 POLLIWERS, 598 TREETA Success 15 dependant on cus-
T I Pt 1 tomers being defghtad by your
T e s e sarvica and by il Being aasy 1o
H oo, ATk E do. Sharing incantives make
. cushorners feel valued & being
able o oift rewards boosts their
social standing and yours!
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Will You Double Turnover in Half the Time with our Tried & Tested Frameworks?

ON PHONE OR
PRINTED
COUPON

ACQUISITION

& REDPEMPTION

15 EASY

Coupon acquisition, manage-
ment, gifting and redemption

>Elect a coupon, register,
redeam immediately by down-
loading it, printing it or by
e-mading it.

You can also sehect the oplion
b ADD TO MY ACCOUNT.

If you select MY ACCOLINT yau
will o b your Webo Members
Portal where the Transaction
Histary will show all the cou-
pons that you have sarnead.

You will be able o GET the cou-
pon selectad for the purpose of
redemplion by prinfing. down-
loading or a-maikng i

It you sehect tha REDEEM
NOW option then the coupon

or vaucher will display and the
Site Administrator will be able (o
redeem the coupon of voucher
by entering & PIN code and
submitting it on the phone of the
cusfomer,

The seller will have 1o decide

on onling versus pring coupon
redemption or both can be ac-
cepted also,

Coupon can be rewards or they
can be open or limited fme/
avaitability specals.
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o — THEIR OWN

PRIVATE ONLINE
ACCOUNT

Coupon, Loyalty & Referral Marketing made Simiple.
When a customer logs in and sslects Member's Portal™ or selects the MY ACCOUNT option on a
voucher, a number of account options are presented. Customer accounts are private accounts where
customers can update their contact details and passwords, subscribe and unsubscribe to e-mail and
SMS notifications, edit reviews made by them and where they can see thelr transaction history as
well as the currency of any status awarded incuding the expiry date of any status acquired. Status
points are added onling, on a customers phone by way of an administrator making a stapus award
and validating the sward 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
reviewling and the Advocate Status for sharing are also set up by the Seller and these are automati-
cally awarded to customers. The Ambassador Status is based upon sharing valued benefits that are
ned freely available e.g a buver earns a voucher which s gifted to a friend, When the Iriend redeems
the voucher it is antomatically added back into to the customers account 50 thal they both gat the
benefit
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Will You Double Turnover in Half the Time with our Tried & Tested Frameworks?

Restaurants ¢an have
G many Link & Lt
Mok Agps a5 lay like,

- il = 47 PLE i
He ey
31) -
Ben n [ ==
5 ————

Taam up with Shaps

in the Mall and be $a
hom far 3 Mall Deals
App (lree wilh & caflealy

’ #1% BALE
- . -

F e, F
Just Tap a Button
on your phone & N
g:t personal with
lly’s Communicators

? i
X
-l " -
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| — S— | —
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Aliamaively, offer
20 speciz’s menus a=
Tap 10 open” ophicRs
e ek

Our Desserk Bar = I3 Open
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Finding the value that the
Communicator App can deliver:

it's not just about delivering discounts! it's
abaut automating network marketing with the
ai of 4 channals; wabsites, Apps, Blogs and
Social Media.

Tickets: Onling ticket issue. Pasd or Unpaid,
Limited issus.

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

Stories: Celebration Themes & Ofiice Parly
Recipes. Basl Story Conlest: Use compelling
headlines & images. Present solutions. Unpack
problems & solutions. Create desire with Ban-
efits that show where the valwe is. Create Ur-
gency and ASK for something.

Facts: Recipes, Nulriion Charts, Ingradients

Access: Links lo Secrel Menus. Ealingoul s a
Iifestyle choice, Orffer lifestde experience ideas
on WhatsGood apps that prasent your specials.

Competitions: #besipiciure, ¥hesing, Fgivea-
ways, #oomment, $hestsiogan, #umvideo

Feedback ( Polls | Instant Result Voting:
Eniries submitied by customers will result in the
customers sharing to boost their vots cound,
Besl Piclure & Besl Story contests will boos!

sharing.

Buddy Deals: Getaway Accommodation. Thea-
tre Discounts,  Mall Store Rewards.

Soclal Proof: Comments. social sharing, re-
views and fkes are indicators that will define

your social standing.

USP: What is your uniquea sefing propasition/
manira, What, above all else, do you want to be
the go fo restaurant for? Be the best at some-
thing spacific. 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

Engage to build relationships
and find valued rewards that
will excite customers to re-
view, share and recommend.

School customers to own the

need to advocate the business.

3. Loyalty Marketing

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

Find valued rewards that
segmented niches desire.

1. Coupon Marketing

The focus is on audience
building.

Attract new customers with
enticing offers targeted at
researched niche markets.

Showcase your value.

2. Engage & Convert

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.

Will You Double Turnover in Half the Time with our Tried & Tested Frameworks?
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Targeting and Incentives
How can one largel customens and whal's Ihe most compaliing mcentve you can offar? There are a wide vari-
aty of possibilfies induding the following as polential meentives lo consider:

«  Fun and enferlainment: Quizzes, Compettions, Lucky Draws, Giveaways, Free Gifts thal may ba aered by
teaming up with stares n the mall, a lecal club, school ar an NGO, ate.

Infarmation & Stories: How 1o Guidelines, eBooks, Neighbourhood News, Cammunity WhalsGood Pages.
Simplify: Menu Reviews [current & fubure), Infograghics or Ingradient Checklists, elc.

Events: Invitations to Demo Cook's Kechen Days (bring the kids and lat's make 7), Guest Speakers,
Guidalines: How to hast dinner parties, parly thames. parly games lor adulls & kids_elc.

Neighbaurhoad Reality: Stories, Case Studies. Success Stories (Prize winning enfnies by customers).

¥ ¥ L L] L

Conszstently delighling cuslomers is lundamental 1o success. Customers mus! be prepared bo recommend you
fo their fiends becausa you excesd thair expectations. Finding the value that customers will want to share with
inends s crtically impartant. You will need to draw on your understanding of your customer's preferances. Only
appealing offers drive shares,. Try selacting & valuabla and compalling incentive specically matched to your
best customer’s needs ar ko frequently asked questons. Mare aflen than not the mast compeling banefit will not
be a financial discowt, Recogniton and VIP status coupled with sarvice benefits are normally highly desirable
rawards. Personalised double-sided rewards, that deliver equal personalised banafits to both sander and re-
cemer, may be maora afechve a5 a doubke-saded reward than as a single-saded reward. User altruism and the will
to improve & fiend's situation s a fundamental aspect of & compeliing two-way mcenive,

Automation

Effective referal programs are driven by referral programme software. The Webo Loyalty & Referral App is un-
derpinned by convenience as it i an App bution on & phone or a PC bookmark. In this regard the market placa
is competitwe. Where the Webo Loyalty & Referral App is one of a kind, is that it is further undespinned by an
advanced 4 Channgl Marketing system with channel fusion. Designing a user expenence hinges upon optimis-
ing what the and usar s2as and how they interact with the refarral program. The Weba Loyalty & Refarral App
channels Push and Pull engagement and it promotes information delvery. The 4 channels are able to oover 2l
fhe marketing bases as the systemn is an advanced site builder, a viral biog builder, an App Builder with Social
Media integration and Comment Syncing. Optimising across channels with the seamless Fusion of Coupon (spe-
cials), Loyalty (points/siatusisegmentation) and Referral {reviewing, shanng & promoting) marketing makes the
Wabo Saal formidabla. Add the gamification opbions lar and you have a 360 degres package of aplions 1o boos]
engagement. drive sales. improve satisfaction and build relationships & lovalty.

Discovery & Focus

Coupon Marketing: Attract new custamers with valued benefits. Loyalty Marketing: Segmant your customers and
find the value to each segment. Instead of frequent buyer points consder customer segmentation that groups
like minded customers and personaliss incenfives in meet their neads &.g Customens with young families, Pan.
sioners and Business Execulives versus a points for purchases system. Referral Marketing: Reward cuslomers
thal review, share and promoie your restaurant. How lkely are your cusiomers o find your referral program?
The App is promoted fo &l customers who sign-up for a private social media account where they can frack and
edit on-the-record comments and reviews and they can opi-in fior email and SMS messaging. In a customer's
private onling account they can foliow their loyalty benefi fransaction history and they can select spacific ben-
afits for on-phone or prnt redemption. Cusiomens can prinl tickats, coupons of vouchers for pragsantabion.

Sharing and Sign-up

Shaning and sign-up are made simple by way of pop-up messages that mform customers an what they need to
da in addition the programme offars a topic for engagament in explaring the win, win opportunities.
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[‘rnu must ASK for feedback to understand trends in desires and value)

Where does one start?

Engage, communicate and market coupons for specials
that can be shared. Start by e-mailing detais of online
cusiomer account sign-up specals that can be shared
Add the link 1o the App with msiructions on book marking
and on adding the button [o phone home screans.

Sureey your customers and run palls fo detarmine their
preferences and desires. Safisfaction verification can aso
be explorad by phoning the customer fo ask for feedback.
Allarnativaly, the Saal Quir Webpages are ideal for gath-
ering feechack.

Consider budding an Onbne Quiz such as the one outhned
in the nght kand column. E-mad & customer &t a point
when a feedback request has been reachad such as afler
thay have dined in your restaurant ask them if you can
e-mail them a quiz.

Once the quizpage has been sent and has been com-
pleted and submitted by the customear the 5aas will ofter
a spreadshest downlkoad of responses. You should reply
ta the customer and discuss suggastions and any acfion
that you will fake 20 that the customer knows thal you ane
responsive and open 1o suggestons.

Anoiher use for the quzpage funclionality is 1o explore
cusiomer needs. Build online feedback forms that ex-
plone customear naads, problems and desiras by slacking
questions where the next queston is determined by the
answer o the preceding question. In this way cusiomers
Can answer say, a simple five question survey, tat offers
thousands of options yet the customer only answers 5
queslions.

In & 56 question stack where a quesfion is askad that has
5 opliong and each succeedng queston has 5 oplions e
survey will cover 5 options in layer 1, 25 in layer 2, 125

in layar 3. 625 in layer 4 and 3125 in layer 5. I is unlikaty
that this many options wil be avaiiable but the point is that
the quizpage can explore the rangs of passility that may
axigl in the demand for servicas by cuslomars.

Page 28

Dear “Dinars Nams"
Feedhack Survoy
Thank you for your patronage. | would appreciate
feedback on your recent dning experence_
1. 'Wers vou.safsfied with the meals and senvics Had
you recesyed fram us?
-Yag ar - Ko
I tre Engwer 1o 1. s Yas, than the nast guasion io

rrE P T ey

. Based on your pogiive expenence. on 8 S of

1 to 14, wowld you be prepared o recammend o

mieals and service io your friends and busingss con-

nections? Please select 3 bkebhood number below
1-2-3-4-5-8-7-8-9-10

e el B s 100 1 ank

3. Pleasa can you provide me v the name and
contect detsils of one person that wou can redar us o

Iy dicition, please can you SUgges! any one way in
which you believe Shat your customer expenence
could have been improvad.

2. Based on your expenence, on 3 scale of 160110,

worild you please rae the service that you recevid

Ireem u§, Please seled] a number below
1-2-3-4-5-6-7-8-9-10

I 2ddition, please can you suggest any one way in
wiich you believe fhal your cusiomer axperience
could have been improved

Thank you for your tima and fior the feadhack,

Regans
*Chefs Mams*

Restaurant Marketing with the Webo SaaS




| Keys to Coupon, Loyalty & Referral Marketing Success I

«  You have an eslablshed repulation for mesting diners expectalions and they are cansistently
delighied by your meals and by your food and beverage services.

 You have a vision, strategy, communicafions plen and a roadmap (see below) that maps out what
vou ana doing, what you expect b be doing and what you will do next to build your reputation and
accelerate the growth of your restaurant's.

« You have denlified & have segmented the cuslomer audiances thal you have or which you wish
1o attract e.g Families, Pensioners, Business Execulives, Jet Setters, Studaents, alc.
ou have ressarched the demand for each customer segment and you know where io target
each segment and you know what they value and desira.
You are aware of the short-term value and long-term value of existing customers and of prospec-
five new customars so as to maintain a RO (return on “incentive” inasiment).
You hava testad the refavance and value or desire of sagmented audiences for knowledge based
give-aways to ensure that cusiomers will wand o talk about them and will be prepared io add
reviaws and share tha link en thes social netwarks in ralurn for valued incanlives.
You keep refreshing your specials, events, give-aways and other incentives so that cusiomers
are encouraged fo open the App to find what & new in ine wih regular release dates.

* You establish and build your relationships via your Apps, blogging, messaging and social media
engagement, you servey safisfaction gnd you ask for referrals,

* You have a current and [0 ba stalus roadmap that maps your KPI Symplams & KP| Focus.

YOUR JOURNEY FROM STRUGGLING TO DRIVING

SYMPTOMS KEY PERFORMANCE INDICATOR

WAITING LISTS

Eetablizhed Brand & Fesesalions Esseniial
Apcusste Patvisioning & S1aT Planring/fnalice
o Waele, Prooess Chiven & Preddalis Cualily

DRIVING ! STANDARDISING

Huild a wofidchss fsam

& Expioie geowth oopoiundies

Focus on Syslams (afen| & Fiooeoses (how)
Warkir! Yor Brard and Riviows

RESERVATIONE
Exfshlishad Aslsborships via Thadipp

Grmaing VIP, Advwocaie and Advesor List
Casiomors Aoively Growing Tha Lisl

BRANDING | THRIVING
Actrvely Engage. Roward Sharing & Roviews
Intmducs & Promola VIP Cuslomer Bemals
[ Yiotir Layally Progaamme

HEGULARS PROMOTING | STRIVING
---.. .-- BIIHT ...|-- ::I | % b |k Sheres
A LHNVET] S UREE S VY R T Lis I il
i e Nurtire Batrms ek
) .- ." In l-. nar
SPORADI PATRONAGE ESTASLISHING |
=ty (ks & e Sl ETRUGGLING
wimrate Prinmsoning Pt i
Cacd O & e Eatabbian & Wk Yo
__’_'Dl'lfl:f';'_’ﬁ":'l_l_ Gl List & Yo Conespl
II' | T, N - i Adap Your Loncapl bo Lamand
dulivaed & Nol Productie idvorien D & lBeun Coupos
o Meanipghul Tt Biidylics

5all and Arabyze Sales Mainics
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THE CUSTOMER JOURNEY
FROM
BARGAIN HUNTER
TO ACTIVE ADVISORS, ADVOCATES & AMBASSADORS
WHO GROW YOUR BUSINESS

b .

COMMUMITY - PARTICIPATION
‘Wiith Memasitle Eipeneoss & Hellionships
Engaged. Mesling Desdies & Extabished Lovally

MANAGED GROWTH
Regusr assreswni of Siafl and Cagacily
Haxl Steps Plarred E Expailed

REVIEWS

Hemarding cislnmers ior redsss

Lrgage by andressng matiers rmAsad and
thank cuslnmars for sharing their mparsnms

WORD of MOUTH - SHARING
Lredindn Haviews Hosled with Hequlanty
Commenis & Shares Bpreading ha Wl
Fnyurss Rewarced

BOCIAL - APPRECIATION HL‘.-L',IJ.'- MED#A 5HAR '-.II_~

SELF NTEREST - REWARDS
Focus & on tha Customer

wha is Dalghsed with

Fatronags Rewards

) are plevan| & Walued
Popuiler Coupans, Lugiy Deaes,
Eecral VIP Menus & Evantz
#Hashiag Competisors Erdered & Pramoted

DELYGHT & REWARD

Sewan Cusiomem for Pafronano
Enocirage Buying Mars
Encourage Buying Mo Cfian
== Pagoie &Address Dneie
Ly Pdgiretn. M 1 i 50 1ake &
e ko youwr Felsgram Faga
SoEl b Finkanast el Henseis

_F-lu._,__‘,_ 6. Conweri

1. Delight Customers Fram Browsar &
Marketing betore ;1 Bargain Hurer
meeling expectations & o Active Cuslomer

premature.

2. Layalty Marketing e 5. Engage on 4 Channals:
Reward palonaces, . Wetsite, Agp, Blog
Segment Cusiamers & Social Media
ima 3 fewels 1o precson kynite Desres, Advise &
larget desres. Sell Experiances & value
3, Referral Marketing 4. Coupon Markating
Hﬂmm.w& Build vour aucioncn by offening afiraciive
Recammendations made o frends Specals, popular avanls, cougon deals,

& Business Connecions las! minulz deals,
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TRIED AND TESTED FRAMEWORK!
FalF
Performance enhancement Programm
&
OTHT Roadmaps
(Double Turnowver in Half the Time)
will
Guide and Manage Growth
ensuring the regular assessment of

Staff and Capacity plus
Planned & Executed Next Steps

WOM - PRINT MEDIA oA DO rv L:‘-‘.'.:.:l-

FROM
BARGAIN HUNTERS

ADVOCATES
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v Meet anline or ofT 1o Discuss, eckle & &clion & WE Manoge Content, Presentation & &dailalblity

Online Meeting Rooms and On-Phone or PC Meeting Pack Apps for Restaurants

*  [nline meeting rooms can be permananily open, with no sel meatng duration and they can be scheduled
tor open at a set tima on a set date

«  Aftendess can access &n onling meeting room with any browser on @ PC or with a Smart Phone,

+  There is no imé ko the number of meatng rooms thal are sel up. (Fair usage norms apply)

+ The oniine mesting room can be accessed by an unlimited number of attendees.

«  Altendess can upload documsntation, open Inkad files, review fipbooks, completa quizpagas, texl o im-
ape polls or play audio podcasts, waltch videas or image libraries that can be uvpdated live by attendees or
by mvitation

+  Polls thal dspday instant resufie can be gal up during a meatng fo gather vale counts on dacisons.
Attendees login and open the onling mesting ropm page that has back office support for a Meeting Admin-
istratior to type up the meatng menubas dumng a lee meeting,

« Attandees can record on record formal comments as i required for company board maetings o they can
use the Dashboard comments funclionality in deliberations eg for one 1o one private fext chats or for open
[x] chal messages 1o all aliendass.

Meeting Admin's have access to minute, action plan, case fe and other iemplates plus they can creale and
save custom page templates,

+ The onlng meeting reom wal can display up to fve pages al a time.

Attendess refresh their screens to review the cument status of the minutes, decision and acton tables efc

# Al redersnce docurmentalion will have besn dsiribwled by way of & mesling pack App and The meeling pags
displays live links to reference documentation, data libranes eic

« Whena an online meeting room i5 used as a privale staff room dedicated to communicate HR matters and
ghift schedules all information would be available as an accessible data library.

Where mestings / documents are private they can be set behind password gates

« Dnline meabng rooms can also be sat up as baefing roams on new menus and wine lists ate, Siaff and
Progress meetings with a head office can delberate online via frae conferance calls while minutes ana
takan by an online back office that dsplays the kve minute taking on a shared screen

+  [nling Maating Pack Apps can be relaasad with all pragaration documeantalion, prasantalions, defverad
online with cell phone briefing audio and video clips, eic delivered onfine.

«  The Meehngs Communicator is mchided in the Webo Saas,

Will You Double Turnover in Half the Time with our Tried & Tested Frameworks? Page 33



Thank you for tire fime faken fo review owr snapshot guide fo the Webo Restaurant LPM,
We encourage you 1o confact us for 3 discussion on your spacific circumstances a5 we
would be thrilled to show you our frameworks fo double furnover in haif the time,

Regards
Aiam Mackanzia

CEQ: Webo Read more at hitp.fwww.vouchars. webo.directory Find video librartes, furthar
information an our blog and on this website. The Demao sife lllustrated in this guideline is
fve at: hilpYwww. ssrwebo.directory
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