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BENEFIT//QUEST

Business & Personal Insurance

CROS5- BENEFIT QUEST

SELLING sure nee

Agency

USING AMS SHELLS
FOR CROSS-SELLING

e Make sure you're looking at clients’ AMS
shell

e What business do they have with us?

e What business do they NOT have with us?

o e Pay attention to client updates
sy
ANCE i '_‘éwu o) Bussiness
s ﬂ E‘?m % iiiii & Exa m p | e

‘ANCE e Life ~
——— w If a new address added:

Ask the customer if they need new personal
lines, noting that moving is a big life-change
that they might want to review insurance
options.

Have they had a life Account Rounding
change?

Have they opened
Communication any recent emails

about different

insurance?




HEY PHOTOGRAPHERS! )

C Got

SAVE TIME AND
ENERGY WITH A NEW

WAY TO TACKLE
PIGTURE DRY

OUR QR CODE SYSTEM ALLOWS YOU TO
EASILY MATCH EACH CUSTOMER'S NAME
TO THEIR PHOTOGRAPHS

Let us walk you through
the #1 Workflow and Sales
Solution for Volume
Photographers

12 GotPhoto

NO MORE PAPER FORMS!

Simply give each person
you shoot a QR card and
they can use it to access
all of their images online

and make purchases
directly from there! ' '
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a. Safe Harbor 401(k)

b. Standard 401(k)

c. Simplified Employee Pension Retirement Arrangement (SEP IRA) d.
KEOGH

e. Individual 401(k)

f. Individual Retirement Arrangement (IRA)

11l. Safe Harbor 401(k)

a. Non-Elective Contribution - Guaranteed or Flexible
b. Matching Contribution - Basic or Enhanced Match Formula c.
Automatic Enrollment

IV. Safe Harbor 401(k) - Plan Design Choices

a. Plan Investment Choice

b. Employee Plan Eligibility

c. Annual Plan Contribution Limits
d. Bundled vs. Unbundled
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FIRM HISTORY

Mission Statement:
“Provide the best insurance and financial services
available to our clients with maximum objectivity
and customer service.”

Eric Cohen, Managing Director,

e Has been in the Property & Casualty
Insurance and Benefits business for over 33
years

e Expertise: unparalled; Integrity: unmatched
Recognized by his peers for his dedication to
his clients & commitment to the financial
services industry

e Featured on Fox & Friends Live for expertise
in the insurance and employee benefits field

Phone: (212)-389-7939
Email: eric.cohen@benefitquest.com

Milind J. Shah, CFP®, Insurance & Investments,
e Has over 22 years of hands-on experience in
the financial services industry with an
expertise in insurance and investments
e CERTIFIED FINANCIAL PLANNER TM
certification recognize Milind as an expert in
the financial services field

Phone: (212)-389-7824
Email: milind.shah@benefitquest.com

Employer-Sponsored Retirement Plans

Established
in 2001

in New York, New York

Eric and Milind are also Members of
the Million Dollar Round Table
(MDRT).

MDRT is the Premier Association of
Financial Professionals. It is an
international, independent
association of more than 31,000
members - less than 1 percent of the
world's most successful insurance
and financial services professionals -
from 476 insurance companies in 80
nations and territories. MDRT
members demonstrate exceptional
professional knowledge, strict ethical
conduct and outstanding client
service. MDRT membership is
recognized internationally as the
standard of sales excellence in the
insurance and financial services
business.
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Safe Harbor 401(K)

The SafeHarbor 401(k) is a popular retirement option for employers
with 50 or fewer full-time employees and for those who are
establishing start-up plans. The benefits to the employer include
attracting and retaining qualified employees by offering a retirement
plan. Another benefit is that they are exempt from certain annual
administration that is necessary with Standard 401(k) plans. There are
three Safe Harbor provisions that could benefit employees who
contribute to the plan by having their contributions matched with
employer dollars. Please see section on Safe Harbor 401(k) Plans
below.

Great for
companies
with 50 or

fewer full-time

employees i

Employer-Sponsored Retirement Plans



Standard 401(k)

The standard 401(k) plan is more common for employers with more
than 50 employees. In this type of plan the employer typically has an
organized human resources department that works closely with a third-
party administrator (TPA) to administer the plan. Most standard 401(k)
plans offer a profit-sharing provision. This allows the employer to make
additional contributions on behalf of the employees based on company
profits. Plan assets typically exceed $1,000,000.

Employer-Sponsored Retirement Plans 04



Simplified Employee Pension Individual Retirement Arrangement (SEP IRA)

A SEP is a simplified employee
pension plan. A SEP plan
provides employers with a
simplified method to make
contributions toward their
employees’ retirement and, if
self-employed, their own
retirement. Contributions are
made directly to an Individual
Retirement Arrangement (IRA)
or Annuity set up for each
employee (a SEP-IRA. It is most
appropriate for very small
employers (usually 3
employees or less) and for
owners who are usually
related. It is easy to set up and
administer. The annual
contribution limits are lower
than with other retirement
plans.

Employer-Sponsored Retirement Plans
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KEOGH

Although small employers may establish this plan, it is most often
established by the self-employed. It is more complex to maintain than any
other type of plan described above due to its extensive annual
administration. A Keogh plan may be established in one of three versions
- Profit Sharing Keogh (most flexible), Money Purchase Keogh (most
restrictive) or Paired Keogh (a combination of Profit Sharing and Money
Purchase). Most Keogh plans incorporate permanent life insurance. This
feature increases allowable annual contribution limits and maximizes
business tax-deductions for both plan investments and life insurance
premiums.

Employer-Sponsored Retirement Plans 06



'RETIREMENT PLANS

Individual 401(k)

The Individual 401(k), also referred to as a Solo-401(k) or Individual(k),
allows the self-employed person or sole-proprietor to establish a

retirement plan with the same features as those of the 401(k) plans
described above. These features include loan provisions; simplified
administration and annual plan limits.

@}

MutuarOmana
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Individual Retirement Arrangement (IRA) Account

Individual Retirement Arrangement (IRA) accounts are established by employees on their own to
augment their retirement savings in one of two ways - Traditional or ROTH. In a Traditional IRA
account, most investors are able to make annual tax-deductible contributions (within certain income
limits) regardless of income. These contributions grow tax-deferred and are taxed at ordinary
income tax rates upon distribution. Furthermore, at age 72 the account owner must start
withdrawing funds from the account.

ROTH IRA accounts allow for after-tax contributions and although they grow tax-deferred, no
income tax is levied upon distribution. Eligibility to contribute to a ROTH IRA is determined by IRS-
imposed income limits. For 2022, income must be less than $214,000 for Married Filing Jointly filers.
For a Single/Head of Household it is $204,000. The account owner can contribute to the account at
any age.

For both types of IRA accounts, the annual limit is $6,000 for 2022 with catch-up provisions of
$1,000 for those 50 years old or older.

Employer-Sponsored Retirement Plans 08



JAMS <>
#1| April 2023

Welcome Hon. L. Priscilla
Hall,(Ret.)!

TO OUR BEAUTIFUL COMMUNITY...

2
Meet Judge Hall <

Please help us welcome Hon. L. Priscilla Hall to JAMS
panel of arbitrators/mediators!

A little about Judge Hall:

* More than 30 years of experience on the bench

* Twice elected as a justice to the Supreme Court
of the State of New York

* She has presided over thousands of cases
involving a wide array of areas including:
Banking, Business/Commercial, Civil Rights,
Class Action and Mass Torts, Construction,
Education Law, Employment Law,
Governmental/Public Agency, Insurance, Personall
Injury/Torts, Real Property, Securities

* Her diverse career has spanned the fields of law,
public service, and community service

Judge Hall at JAMS:

Based in the New York Resolution Center, Justice Hall will serve as an arbitrator, mediator, special
master/referee, and facilitator, handling disputes in business and commercial, civil rights, mass
torts, construction, education, employment, government and public agency, insurance, banking,
personal injury and torts, real property, and securities. She is available to conduct sessions in
person as well as virtually for attorneys and their clients across the country.

In the need of
Arbitration or Mediation
Services?

tel:+1-800-352-5267 | https://www.jamsadr.com/hall/?tab=bio
https://www. jamsadr.com/
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A Jump Start into Your Happiness Journey: Quick Tips for First Steps
Towards Lifelong Happiness

S0 you want to improve your life? A great place to start is with vour mindset. Your journey to a
happier vou can be a long process, but it doesn’t have to be! With a few quick tips, yvou can start
today on your path to a lifestyle of confidence, high-zelf esteem_ and... greater happiness!

1. Be open with your feelings
Sharing vour thoughts and especially talking about your feelings can improve your mood
and help vou stay in good mental health. Pushing past the initial awkwardness to open up
a conversation about how you're feeling can seem daunting but a majority of
psvchologists agree that having these discussions and conversations about vour feelings
and emotions will lift vour mood and raise vour spirits.

2. Bring joy to others
Helping others can be a great way to help yourself. Even small acts of kindness can be a
good way to boost vour spirits. A combination of scientific research and experiments
have shown that altruism and acts of grving stimulate the areas of the brain that result in
pleasure. So giving some of yvour time to a person, group, cause, or organization vou care
about can be a great way to embrace vour own pursuit of happiness.




Build new skills

Challenge vourzelf by trving a new hobbv or improving yvour skills and strengths at a
current one. Activities that allow you to be creative, involve skill, and vou enjoy doing
are another great way to lift vour mood and confidence levels. Hobbies can encompass a
variety of activities from playing an instrument, to reading, to team sports, and more.
Hobbies let vou unwind from the stresses of vour dav-to-day and have been shown to
improve vour well-being.

Move your body!

We've all heard 1t. Regular exercise generates endorphins for a natural feel-good buzz.
Pop on vour walking shoes or vour personal favorite workout for thirty minutes a day at
least three days a week to improve your emotional well-being. You don’t have to have a
crazy exercise routine to feel the effects, just have fun and get moving!

Mext steps! Now that you've gotien started with some first steps towards a happier vou,
it’s a great time to reserve tickets to Coaching Season’s Happiness Conference for
even more wavs to cultivate happiness in vour life.
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Festival of Enormous
(“hanges dt the Last Minute

"MAKE BIG PLAMS, BUT CHAMNGE YOUR PLAMS
_ AS TIME CHANGES.”
BENEFIT//QUEST KENNY MARCHANT

Business & Personal Insurance
If you den't like your current plan... make a new cne. Teday's holiday gives you the chance to switch
things up— better late than never! And just before the new year starts!
And if you need to change up your insurance, we're here to help. We offer lots of insurance options,

contact us and let us help you find great coverage— wouldn't that be a great change?

Fchange #motivation Finspiration #mindset #¥growth #instagood #success #goals #health #quotes #
transformation #lifestyle #happiness #believe #happy #art #support #changeofplans #festivalofenor

mouschangesatthelastminute
Fnycainsurance #¥nyinsurance #¥njinsurance ¥insurance #¥insuranceagent ¥insurancebroker #insurancea

gency ¥benefitquest
Fnewyorkinsurance #nswjerseyinsurance




monscer.com

Welcome to Monster.com!

Thank you for signing up for an account!

Here at Monster, we are dedicated to matching you with the
perfect job. Our algorithms will match you with jobs that are a
good fit for you based on the resume you upload, your search
criteria, and previous positions you’ve applied for.

Get started today by uploading your resume! From there, we make
it super easy for you to find and apply for your next career
opportunity.

For even better matches and higher success rates, we also
recommend filling out your profile as well as our “goals” section,
that allows you to specify exactly what you’re looking for in your
next job.

We’re excited to help with your job hunt! Let us know if you have
any questions.

MONSTER..

Don‘t want to receive emails from Monzter.com anymore? Unoybecribe

If you question the authenticity of thiz email, please wvisit the Monster.com zite directly using your web browzer. From there you can login to
your profile to verify your preferences or generate another email.

If you have any questions. mail us at syppori@monster com we'd love to help!
Monster.com Terms of Uze
Privacy Statement
© 2021 Monster Woridwide
133 Boston Post Road, Weston, MA 02493

Pleaze do not reply to this email.



monster.com

Hey Jazzmine!

Take a look at these jobs we found for you!

Emergency Medical Technician- Boston Emergency Medical Services— Boston, MA
$12-14 hourly (USD)

Seeking trained EMTs for full-time positions at Boston Emergency Medical Services. EMT
license required. Must have a flexible schedule to work nights, weekends, holidays...
View Details

Associate Scientist- FRA Technologies— Boston, MA

$48K annually (USD)

FRA Technologies is HIRING! Seeking a full-time associate scientist to work on our team
developing new cell proteins. REQUIREMENTS: 2-5 years lab experience, Bachelors in...
View Details

Biological Lab Technician - The Ohio State University— Wooster, OH
$28K annually (USD)

Seeking a biological lab tech to work under Dr Ed Smith researching Osteosarcoma. REQUIREMENTS:
Bachelors degree in Biclogy or related subject, cell allele research, expenence in a lab setting...
View Details

See more like this, or change your preferences to get better matches at
Monster.com.

MONSTER

Don't want to receive emails from Monster.com anymore” Lo oegine

¥ you quUestion the SUTHEntIRty of this emasil. piesce Wizit the Monster Com site Cirectly LZing your wed browzer. From there you can log in to
your profile to verify your preferences or generste ancther email

¥ you have any questions, mall us at gUpcot@manster com we'd love to heip!
Morzter.com Terme of Use
Vacy Statement
© 2021 Monster Woridwide
133 Boston Poct Road, Weston, MA 02493

Pieace 0O NOt reply to this email



monster.com

Hey Jazzmine!

We are excited to offer a free webinar on what recruiters and hiring
managers want to see when reviewing your resume.

The webinar will be an hour conversation with Target recruiter, Jenny
Thompson, who has over 10 years of experience hiring qualified candidates
in multiple fields.

You attend the webinar for free, live, on Saturday, September 24, at 2pm,

or sign up to receive the webinar recording if you can’t make it on
Saturday.

Here’s the link to sign up for the live webinar.
And here is the link to receive the webinar recording.

You may be able to ask a question at the live webinar!

We at Monster are sincerely committed to helping you to be the best
applicant and match you with great job opportunities. We're excited for you
to upload your sparkling new resume on Monster after the seminar.

Monster.com

Have other questions about the webinar? Just ask! webinarimonster.com

MONSTER

Don't want to receive emails from Monster com amymore? LUnoneoTine

¥ you question the authenticity of this email, pieace vizit the Monzter com site cirectly Lzing your web browser. From there you can login to
your profile to verify your preferences of generate another email

F you have any questions, mail us at supportEMONSier. com we'd love 1o help!
Monster.com Terme of Use
¥ Statement
© 2021 Monster Workdwide
133 Boston Poct Road, Weston, MA 02493

Piease o not reply to this email.
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L’ Oreal Case Study

Sitnation Analysis: L'Oreal 15 locking for room for growth m the at-home hair colonng market
and has spotted three new hair dye styles through their research on celebnty styles and what 13
currently prevalent on social media. These three new styles are tie-dye, splat, and ombre har.

L Oreal wants to determine which of these styles are quuckly passing fads or longer-lasting
trends i order to decide whether to create new products to cater towards these frends.

Issme: Should L' Oreal create new at-home hair dye products to cater to any of the new hair style
trends: tie-dye, splat, and ombre?

Strategic Alternatives: One possible altemative for L'Oreal would be to create no new
products to cater to any of the emerging three styles. With this choice, the nisks to L' Oreal would
be minimal, with no upfront costs to produce new products or expenses related to marketing the
new products. With this option, however, there would be the nsk that one of these trends does
become a mainstay m the hamr dye scene and that L' Oreal will have missed out on revenue from
these products and/or come into the game too late, so that people have already grown attached to
purchasing products for these styles from other brands.

Another possible alternative for L'Oreal would be to create three new hair dye products, one to
create each new hair dve style. The nisk with this 15 a large upfront cost for production and
marketing these products with the potential for one, two, or zll three styles to fum out to be a fad
mstead of a trend. While L™ Oreal would be sure to have produced a product to fulfill any longer
trend that these hair dye styles may become, if none of the trends continue to be m-style, the
products may net make enough money to justify any up front costs.

A third alternative 15 to choose just one or two of the styles to create a new product for. For this
there 15 less upfront cost of designing and marketmg multiple products, but there 15 the
possibility of jumping on the wrong style. If L' Oreal choozes only one style to create a product
for, their new product will not be competing agamst their other new products and they will be
able to put all of therr marketimg efforts into malang sure the hair dye style they have created a
product for 13 a more lasting frend.

Recommendation and Rationale: Before malang a recommendation, we should address
whether 1t 15 likely theze new hair dye styles are trends or are fads. There are four key questions
we can ask to help determine whether a style 1s a fad or a trend:

*1. Iz the item/style compatible with a change m consumer lifestyle?

2. Does the mnovation provide real benefits?

3. Is the mnovation compatible with other changes in the marketplace?

4. Who 15 adopting the trend?” (Dubois 4).

The first potential trend 'fad 13 tie-dye hair. This style does not appear to be compatible with 2
change m consumer hifestyvle, nor does the mmovation provide real benefitz. The immovation
seems to follow other trends m the marketplace around generally more wild or less natural
looking hair colors. The trend seems to be adopted pnmanly by celebrnities and voung people
who are not yet in the workforce. The style 13 unlikely to be acceptable at many more



professionzl/corporate jobs. Given this mformation, I believe that tie-dye hair will tom out to be
a fad.

The second potential trend 'fad 13 splat. It seems to have most of the same answers to these key
questions as the tie-dye hair dye style did. The style does not zppear to be compatible with a
change in consumer lifestyle, nor provides real benefits. The trend also seems to follow other
trends with less natural looking hair colors. This style seems to be adopted primanly by
celebnties and young people who are not vet in the workforce. The style 13 unlikely to be
acceptable at many more professional/corporate jobs. Given this information, I believe that the
splat hair dye style will tum out to be a fad.

The third potential trend /fad 15 ombre. This style does not appear to correlate with a change in
consumer lifestyle or provide real benefits. This mnovation 13 compatible with both trends
towards unnaturally colored hair, as well 2z more natural colors. This frend 15 being widely
adopted by celebrities, yvoung people, and women. Given the broader adoption of this style, and
that it 13 compatible with more hifestyles, I believe that ombre hair will turm out to be a trend.

In addition to using these four questions to determine whether these emerging styles are trends or
fadz, we can look at the loop strategy for suidance. The first step of the loop strategy would be to
listen on social media to what consumers are mterested in. The social media listeming L' Oreal
did for these trends gamered mixed results. Articles were bemng released that suzgested ombre
was zoing out of style m favor of the splat trend, while thousands of YouTube tutonals on
getting the ombre style suggested that it was actually the most popular of the emerging styles.
Given the practicality of the ombre trend over these other emerging styles, I find it likely the
trend will stick around for longer.

MMy recommendation to [ Oresl relates to the second step of the loop strategy—to develop. I
would recommend that L' Oreal mamifactures a product for the ombre hair dye style only. Grven
the critenia from the four keyv questions, 1t seems the most likely to be a frend while the other two
styvles seem more like short-term fads. This hair dye style 15 the most wearable for an ordmary
consumer. It can be subtle or bold which appeals to a vanety of audiences. There 135 already an
accessible product to recreate the splat hair dye style at home, but the ombre style offers the

opportunity to be the first at-home product on the market.

Begardless of which style(s) L Creal ends up choosing to create a product for, the third step of
the loop process comes into play next, promoting the product(s). [ would recommend to them
certain soclal media stratepies to market their product. Even if the style the chose might have
ended up as a “fad” L' Oreal does have some power to mfluence that. If the product they releasze
15 easy to use, works well, and looks good, they may have the ability to reigmite the trend, if 1t
hzd been losing mterest partially due to maccessibility. I would recommend that L' Oreal use
mfluencer marketmg for thewr products. If celebnities and style 1cons are posting on zocial media,
continung the trend then evervday consumers are more hikely to continue the trend as well.

As the loop strategy circles back around, once they have developed and promoted their product,
L Oreal should continue to listen and look for customer feedback as well as feedback from the

general public about adaptations on current trends or even newer emerging styles.



KPIs and Expected Outcomes: For key performance indicators we have many quanfitative and
a few semi-qualitative metrics to look at. On the quantitative side, we will know 1f the new
ombre hair dye product 15 successful based off of sales numbers. If the product has sales numbers
comparzable to products in their existing Casting Créme Gloss, Preference, and Excellence
product lmes we will Inow the new product 13 successful.

Alzo on the quantitative side, 1f the revenue generated from the product i1s greater than the
development costs, marketing costs, and vanable costs, this 15 another key indicator of success
for the new product.

Another mdicator for us would be the longevity of the frend. If the trend lasts more than a year,
L Oreal can be confident it made the comrect move in developing this product.

From a semi-quabtative, semi-quantitative perspective, if the product appears to be getting a lot
of zttention on social media and if the product/style has a renewed sense of mterest in fashion
articles and YouTube videos, these metrics on consumer/public response would indicate how
successful the product 1s.



What if all workers wrote software, not just
the geek elite?: Reaction

Julia Everitt

No-coding solutions may seem like a dream, at first glance. They offer the ability to create
apps without the need for complex technical skills or even any coding experience at all.
While these no-code/low-code solutions might do in a pinch they are truly no replacement
to custom software. The article itself even quickly admits one of the short comings of no-
code options when describing a no-code app built by a field technician for Telstra, “the
interface may look cluttered: the landing page jams in 150 buttons and a local-news
ticker—the app equivalent of an airplane cockpit” ("What if all workers”). That is to say,
while no-code apps may be functional, their appearance can be clunky and application-
optimization is quite low.

Custom software is the better and often only true solution to many technological needs.
With custom software you get a higher level of complexity. There are virtually no limits on
features you can build, ensuring your software will easily integrate with any necessary
third-party applications. In addition to these key integration components, the additional
security and support options provided by custom software cannot be overlooked. The
article points out that “[no-code/low-code solutions] could also become a headache for
corporate IT departments if citizen developers collect customer data that are worthless or,
worse, that violate privacy” (What if all workers). Application security is very important
especially when dealing with financials or customer data. No-code solutions offer little to
nothing in the way of security while custom software offers many options for ensuring
sensitive information is kept safe. Another incredibly useful key feature that is not available
in no-code apps is support options. When you build a no-code app yourself, you do not have
anywhere to go for troubleshooting or inexplicable errors. When you work with a custom
software solution, the entity who has built the software can help you if issues arise and
have background to recommend and implement new features and additions to solve
unanticipated pain points.

What the no-code proponents often overlook is the superior level of fit and finish offered
by custom software. While no-code options are limited to pre-built options, as mentioned
above, custom software can really be tailored to your needs. All aspects of your custom
software can be coded to work seamlessly together and with the existing systems you have
in place. The finishing and aesthetics of custom software surpass those of no-code options
since templates offered on no-code platforms cannot account for all of your needs and
require compromises to be made.

While we will likely see the no-code and low-code market space continue to grow,
companies need to ask themselves whether they want to save a bit of time and money
upfront building a stock-model application that will give them headaches later on with
integration issues and potential for data breaches, or do they want to put all their worries
aside and opt for an easy-to-use, designed-with-their-needs-in-mind, secure, custom
software solution. There are many trade-offs between these two software options, but
custom software reins supreme in so many key areas, that no-code and low-code options
are merely a cheap, substandard alternative to the true quality found in custom software
solution.



Understanding Tonal: The New In-Home Fitness System

Author: Julia Everitt

Intended Audience: Brand new Tonal uzers, potential Tonal users, or fitness personal
trainers interested in leaming about a potential competitor

Date: February 9=, 2020

Tonal
Iritro

Thiz report will cover the functions of the fitness system Tonal. This report is designed for brand new
Tonal users, potential Tonal users, and personal trainers to leam more about what Tonal is and what
its functions are.

Tona is an in-home gym and personal frainer that goes on your wall. It has two arms that adjust
three ways in order to replicate almost every machine or free weight you would use in a gym. The
Tonal uses electromagnets to create up fo 100 pounds of digital resistance per arm, for a total of 200
pounds of digital resistance.

Workouts

Tonal has a variety of workouts and programs to meet users’ strength training goals. Users follow
along with a coach during workouts through several strength “blocks” (where a block is between two
and four exercises that user will repeat between two and four times depending on the workout).
Workouts are one-off individual workouts ranging from 15 minutes and up to an hour in duration.
Programs are four-weeks long and either three times or four times a week; they are designed to
meet a2 more long-tenm fitness goal. In addition to the over 100 programs and workouts currently
available on Tonal, new content is added to the library every fwo weeks. No exisfing content is
removed during these updates, only added |

hitps-fhweny whipsaw comfwp-contentfuploads 201911/ Tonal hMain.jpg

The image above displays Tonal in three different positions. The first is a Tonal that is fumed off and
entirely stowed away. The second is a Tonal with the bar aftachment on with the screen in Free Lift
Mode. The third is a Tonal with smart handles attached with the home screen displayed.

Free Lift Mode

In addition fo workout and programs led by coaches, Tonal alzo has Free Lift Mode. In Free Lifi
Mode, users can look through Jonal's entire library of movements to build their own workout, if they
do not feel like following along with a coach that day, or want to complete additional exercizes not in
their scheduled workout. In addition to Free Lift Mode on the Tonal itself, a user can build their own



workout using the Tonal app that will sync automatically to their Tonal account so they can easily
pull up the workout they built ocn screen.

Smart Accessories

The Tonal has a Smart Accessones package available for purchase that is recommended for best
use of the Tonal system. The package includes smart handles (image A), a smart bar atiachment
(image B), a rope attachment (image C), a roller (image D), bench (image E), and workout mat
(image F). The two smart handles attach to each arm of the Tonal guickly and easily using “t-locks”
where you simply insert and twist the handle to attach. The handles, rope, and bar all attach using
these t-locks. The smart handles allow you to turn on and off the resistance (weight) simply by
pressing a button on the side of the handle (where both handles have these buttons, but you only
need to press one side to toggle the weight on and off). The smart handles also have a gyroscope
inside of them which allows Tonal to better evaluate the quality of vour reps. The smart bar similarly
toggles the weight on and off in the same manner, by simply pressing a button that is clipped to the
smart bar; the clip is removable and can slide along the bar, 30 users can place it where it is not in
the way of their hands while exercizing. The rope aftachment only aftaches to one arm of the Tonal
and does not have any of the smart features, but simply caters better towards certain movements
than the other attachments; movements including, but not limited to chops, bicep curls, and pull-
throughs. The roller can be used for aclive recovery exercises as well as sfretching. The bench
allowes for a greater number of movements in your workout including popular exercises such as
bench presses and chest presses. The final item in the Smart Accessonies package is the workout
mat; the workout mat provides cushion and support for any exercises on the floor including warm up
exercises, active recovery, cool downs, eic.

Customized Strength Training

When a user is first setting up their Tonal, they create an account where they select their curmeni
fitness level, as well as choosing two fitness goals from a selection of six goals: building muscle,
improving performance, gaining strength, maintaining filness, getting lean, and boosting energy.
From the goals the user provides, as well as their current fiiness level, Tonal will recommend
specific programs fo users to meet those goals. Users can choose whether or not they would like to
complete those recommended programs, or join any of the other programs in the library, or complete
individual workouts.

Strength Assessment

After a user puts their goals into the Tonal, they will be asked to complete “your first tonal workout”
which is a strength assessment, used fo calibrate recommended starting weighis for every exercize
in the system. The sysiem also grows with the user. When a user goes through a set of reps quickly
and without struggling, the Tonal will increase the recommended amount of weight for that
movement the next time the user encounters the movement. For example, if a user completes a set
of & reps of goblet sqguats quickly while maintaining their range of motion at 28 pounds, the next time
the user does a set of goblet squats, the recommended weight for the movement will be 29 pounds.



Uszer Interface

Tonal has a touch screen, so users can scroll through the library of workouts and programs on the
screen, as well as adjust the digital resistance and foggle the weight on and off on screen. The
homepage of Tonal displays recommended programs first, followed by the newest workouts, and
then a selection of other workouts. From the home screen, the users can select a function to search
for specific workouts or programs based on factors like the length of time the workout takes, which
coach is leading the workout, what muscles the workout uses, and what level the workout is
(beginner, intermediate, or advanced).

Advanced Features

Tonal has several other advanced features. One is a spotter mode. Spotter mode functions as a
replacement for having a friend spot for you in the gym, on Tonal, if Tonal feels you struggling on a
rep (1.e. you take too long to complete the rep) it will decrease the resistance for you on just that rep
50 you can complete your workout. Another advanced feature is bumowut mode. Burmout mode
reduces the weight one pound at a time until you complete your last successful rep. The other two
advanced weight features are chains and eccentnc. Chains mode simulates how one would [ift with
chains in a gym by increasing the resistance on the outset of a movement and decreasing it back to
the st weight on the decline. Eccentric is similar to chains, except in eccentric mode the weight is
the st weight on the ouiset and then increases on the decline. These two advanced weight modes
are designed to increase the amount of time the muscle is under tension in order to build muscle at a
quicker rate.

Sound on Tonal

Sound on Tonal can either be played out lowd through built-in speakers, like a television, or can be
paired with any wireless Bluetooth headphones or earbuds. Tonal has a selection of different music
playlists that you can choose 1o listen to while you are working out. There is a volume confrol that
allowes you to increase or decrease the volume of the coach, music, and sound effects independent
of one another to suit your preferences.

Future Advancements

Jonal's hardware has been “future-proofed” for further advancements, with a currently non-functional
buili-in camera, so potential customers do not have to worry about buying an obsolete model; all
updates will be on the software.

Summary/Conclusion

Overall, Tonal combines digital resistance with the expertise of fitness coaches to create a system
where users are able to complete workouts and meet strength fraining goals. Tonal has smart
accessories that attach to the hardware's two arms to help Tonal to replicate more of the machines
and free weights available in regular gyms. Tonal keeps track of how much weight a user should be
lifting for each movement in the system, and provides weight recommendations to users. Tonal



provides several features in addition to ts main functions as a personal trainer and in-home gym for
users ease of use and enjoyment, such as ability to search for specific workouts, and options to
listen to music.

Works Consulted

The World's Most Intelligent Home Gym and Personal Trainer. (n.d.). Retrieved February 7, 2020,
from hitps:/Awwwv. tonal. comyd

Tonal Strength Training System - Whipsaw Industrial Design & Engineenng. (n.d.). Retneved
February 7, 2020, from hifps./Asww. whipsaw.comprojectffonal-strength-training-system/




COACHING SEASON
Cultivite & life well, lwed

Video Planner

Where will this video be What audience persona will your video
published? target?

+ Facebook » Joe Curious

« Instagram Stores —Setby-Sae

»  Twitter «  Alex Value

—Fetok « Scott Michael

o Other ____ _________ o Other ____ _________

Video Title: | Number 7

Video Pitch: | Use “original sound- |gxiblyepog” where the cashier is mishearing the
customer. Person is lip syncing with audio, on screen

* 7. Alife coach and a path towards my goals
11: Continue to struggle with work=life balance at my 8-5 job.”

Video Which one are you trying to order?
Caption:

Name of team member: | Role (writer, videographer, protagonist etc.):

Any team memiber All roles




Pubdish Date: | July 12 | Reason Want to wait until a workday to publish.
Selected:

Publish Monday | Reason Peaple tend to be most disillusioned with

Weekday: Selected: their jobs and work on Mondays.

Publish Time | llam Reason Will capture paople during their lunch

(EST): Selected: break.

Identity the Mishearing a customer. The trend is the sound.

TikTok/video trend,

within your video:

Link to music:

Mo rusic-- the scund from this video, available in the app:
hitps:/ fwww tiktok com/@lexibluepoo/ video /6972173275744

Q86614 E'Iung=en&i5_c-:-|:i'..' _url=l&is_from webapp=vl

List of props: No prope.
Hashtag Reason this # was Hashtag

selected? Popularity

1 #Iifecoach Relevant to subjact h54.2M
ratter

2 #jobburnout Relevant to subjact N5.4K
ratter

3 | #=zelfimprovement Relevant to targat 5.7B
audience.

4 | #wellnesstiktok Relevant to targat |6.5M
audience.

5 #Hworklifebalance Relevant to targat 65.1M
audience.

6 | #goalsatting Relevant to subjact B3.2M

rmcitter.




7 #personalcoach

7. A life coach and o path towards my goals
Il Continue to struggle with work-life balance

at miy 8-5 job.”

Relevant to brand. 3.9
] #Iifecoaching Relewant to brand. a2.8mM
TikTok
Resources usad to research
hashtags:
Script

Audio Visual Duration
| | “adginol sound- Person lipsynring to audio asking for the a5

lexibluspoo; number 7. In text on screen:

Total Duration:




COACHING SEASON
Coltinte & life e, lived

Video Planner

Where will this video be What audience persona will your video
published? target?
« Focebook o dee-CHEies
« Instagram Stories s
+  Twitter ——
o Ftak «  Scott Michoel
« Other ____ _ ________ « Other ____ _ ___ _ ____
Video Title: Put a finger down
Video Pitch: | A put a finger down challenge for common reasons someone
would wanit a life coach.
Video another put a finger down challenge!
Caption:

Name of team member: | Role (writer, videographer, protagonist etc.):

Anyonea

Publish Date:

T2ain Reason Gives a reascnable amount of time to
Selected: craate the video to publish on a
Wadnesday.




Pulbdish Wadnesday | Reason one of the bast days to post a TikTok
Weekday: Selected: for numbear of views.
Pubdlish Time | Bam Reason one of the bast times to post a TikTok
(EST): Selected: for numbsear of views.

Identify the TikTok/video trend or type of content,

Put-a-finger-down

within your video! challenge.
Link to music: n/a
List of props: nja
Hashtag Reason this # was Hashtog
selected? Popularity
1 | lifecoach Relevant to brand. H75.4M
2 | lifecoaching Relevant to brand. B5. 38

3 | worklifebalonce

Relevant to video content S51.6mM

4 | putafingardown Relevant trand. 3.58

$ | putafingerdownchallenge Relevant trand. 348.4M
6 | putafingerdownif Relevant trend. B4

7 | putyourfingerdown Relevant trend. 45 5M
8 | putyourfingardownchallenge | Relevant trend. 175




Script

Audio

Visual

Duration

Okay, put a finger down challange, but I'll
onby tall you what it's for at the end.
Put a finger down if you lost your job during

the pandemic and haven't been abla to find
a new one. Put a finger down if you have

8-5 job, but it's not what you want to be
doing and makes you exhausted. Put o

finger down if you feel like you need to "get
your life together.” Put a finger down if you

have big goals but fael like you really need
somaone else to halp hold you accountable
for making prograss towards those goals.
And put a finger down if you think “work-life
balance” is actually a myth. Okay, so if you
put ANY fingers down, even just cne, sounds

like you could maybe use a life coach. Click
the username to find cut about Coaching
Season.

Person holds up hand
with five fingers, and
puts down a finger with
aach “put a finger
down.” Perzon does air
quaotes for each zet of
quotes in script.

0:00-1:10

Total Duration:

1210




SOCIAL MEDIA

MARKETING

Social Media Marketing 37-56

Social Media Graphics -- Created for Heidi Marshall
Studio, page 38

Social Media Analytics Case Study— Created for
Heidi Marshall Studio, Pages 39-45

Social Media and SEO Proposal Deck-- Created for
Multimedia Solutions, Pages 46-56



| Monday, Oct 10th

HOW TO BOOK  6-9pm
& SURVIVE A Athena is back to help you
CO-STAR with demystify co-star roles
Athena Colén and prepare the

“under-5" audition

Film/TV Acting &
Auditioning with Heidi

: +
Collective

&

UPCOMING CLASSES

EEEEEEEEEEEREN
FILM/TV ACTING &

AUDITIONING: PART 1 WITH

PLAYING TEENAGE ROLES
WITH ATHENA COLON

HEIDI MARSHALL STUDIO

NEW SECTION
ADDED!

PART 1:
FILM/TV
ACTING &
AUDITIONING
WITH HEIDI

November 10, 17
December1, 8

Thursdays in November!
6-10pm EST




Heidi Marshall Studio

Julia Everitt
Social Media Case Study: Analytics & Content Examples

Instagram
Followers
Number of followers: 3,490 Followers
Following: 3,742 3600
New followers gained in December: 43 S308
New followers gained in January: 60 e
3200
3100
6 months Ago: August 24th, 2023 3000
2900
Number of followers: 3,181 aue
Increase in followers: 252 z?ocuﬂ = = ﬁ ﬁ = 5
9.71% Increase ﬁg\«p q.“i”ﬂa ﬁ_@@ 4,\“3?9 ﬁqp ﬁqp rﬁﬂv \-.;S;"? q\«,‘g \,\:";:'9

Overview: Big Picture




Instagram

Likes/ Reach for Image Posts

Average likes per post (over 2022): 58

Average reach per post (over 2022): 834

Average likes per post (over last 6 months): 79
Average reach per post (over last 6 months): 999

Overview: Big Picture

Likes/ Reach for Reels

Average likes per reel (over last 6 months): 103
Average reach per reel (over last 6 months): 1673

Avg Reels Lkes Avg Reels Views

Instagram

Reels vs Image Post Reach

Average reach per
image post (over
last 6 months): 999

]

Average reach per
reel (over last 6
months): 1673

B
g8

5

Aug-22 Sep-22 Oc-22

Overview: Big Picture

Reels vs Image Post Reach

Blue: Image Posts
Average Reach

Orange; Reels
Average Reach

‘ ‘ I
Mow-22 Duc-22 an23
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Reach: 1610

Likes: 174

Text: Both captions imparted personal wisdom | &

gained from experience in the industry.

Top Performing Posts

Reach: 1806

Likes: 196

Image: Both of these top performing images
featured a photo of Heidi

(-]
1 I L L I @ empmereda tnlo olec e
\RTIS! —
|
- r . i
2 OQvY
(] (] [
@

Top Performing Posts

Reach: 1751
Likes: 50
Image: Features Heidi with graphics

Other: Collaboration with another
account




4t heidimarshallstudio
Zoom

Top Performing Posts

it Ppidimarshallstudio
Loaking ahead st what's happening in the
Acting Collective!

Upcoming guasts far Full Access mambers
inchude:

Guy Lockard @guylockard

Actor | CHICAGD MED, CHICAGO PD, GOD
FRIENDED ME, FBI, THE VILLAGE

Erica Hart, CSA @olovel?
Hart Casting | THE SURRDGATE, THAT DAKMN
BICHAEL CHE, JODME, B'way: CHICKEN AND
BISCUNTS, PASS OVER

Athena Coldn Eathens_nyc
Actor & Coach | THE GIRL ON THE BUS, NEW
AMSTERDAM, BULL, VINYL, JESSICA JOMES,
L&D: SWU

Gat to know these talented artists and
creatives in an intimate, supportive
environment. kMasterclaties and redident
teaching artist sories include individualized
coaching, pear axchange, Intemate Hsoussions,
anecdoles, and caneer ips.

Link in bie 1o choose Full Acoess 10 the Acting
Collective!

P.5. Did you know @athena_ryc runs a
workshop in the colective every monn? ¢

Reach: 1586
Likes: 96

Images: Carousel post featuring three
upcoming guests

Text: Who will be upcoming guests for the
Acting Collective.

Posts that reference guests, community
members, etc. may perform better since
they may be reshared by those tagged.

#+  heidimarshallstudio
Mew Orleans, Loulsiana

Top Performing Posts

heidimarshallstudio As a Director, what I'm lacking
tor in an actor, what | need to see inthe audition
process, is diffenent than what | look for from you
when I'm coaching you, Ty

Az your Coach, | look for how 1o support you 1o get
thire and help you make your discovenes, how 1o
work with the camera, how 1o bring your unigue self
into the role, how 1o make cholces stronger. And
M. ..

But when 'm directing, | need you to get there ALL
on your awn,

A direcion needs:
an actor who can deliver on the spot
an acter who can deliver it again, and again,
an acter who makes choices on their own.
an actor who can discuss the chaices.
an actor who confidently navigates the scene.
an actor who goes deeper every single Lake, or
every callback.

Dirgctors need actors who are ready to handle being
on sof

You can count on the Directer baing uber busy on
set and not having time te also be your acting coach.
(And | 'won't be with you on all your gigs!) e

Thiee are S0 many TBEtors on st that will cause
stress and chaos. So, the team ﬂ!ﬂll"' noads actors
who can deliver independent of what the direclor is
Giving, Of Mot giving.

W don't take these casting decisions lightly af all,

W need to feel confident you can make it happen an
the day of filming, S0 much i riding on the actor's
performance being delivered!

This is pracisely why you need to have many Tools in
your arasnal that you can reach for 1o deliver on the
Spol. You need to feel confident that you will be able
to got thore on your own,

Reach: 1646
Likes: 119
Image: Screengrab from a movie/TV show

Text: Acting tip.




4 Reel Insights

Ready to book your next coming-of-age show o...
'

» - [ ] i n
2347 106 3 3 il
Reach @

2,066

1843 o 223
. .

Top Reels

Why might this reel
have performed well?

e Offers constructive
advice

14 Reel Insights

Why might this reel have
performed well?

e Offers constructive
advice
e Uses trending sound

Part of the job when it comes to acting is memo...

| 4 v L] 7 n
2646 129 8 8 33
Reach ©

2,598

1648 O as0
- -

4 Reel Insights

Self-tapes are the name of the game! And some....

» v a v n
2649 162 3 18 59
Reach @
2,301

Top Reels

Why might this reel
have performed
well?

e Offers advice
e Short: 7
seconds

Reel Insights

Why might this reel
have performed well?

e Uses trending
sound

October might be the -scariest~ month, but not...

| v L ] v n
3457 29 1 2 Q0
Reach @

3,500

221 ( ) 3,279
- [

e Short: 12 seconds



< Reel Insights Why might these reels < Reel Insights < RaalInsights

have performed well?

e Offers constructive

advice
What doos your audition say about you? You need to ook past thinking about the words. ..
W LT b
> v [ ] v n > v L] v N > - Y 7 n
2665 282 17 53 38 2510 190 13 n 30 3651 408 33 26 7%
Reach Reach ©
2 Reach @
2,424 2199

3,006

1904 520 1677 522
= % * = 2075 a3
- -

Top Reels

e Posts & reels featuring Heidi perform e The feed posts with a long caption with
well actionable advice are still performing well
e Collaborations (such as the podcast ¢ Add engagement to the social media
contribution) could be a good way to strategy
gain reach, especially for new audiences o Commenting, liking, and following
either leaders/competitors within
e Reels are showing higher reach than feed the niche or prospective customers
posts — recommend continue posting o Usually recommended to like &
reels engage with others’ posts 15mins

before & after posting
e Reels that include clips from online
classes perform well

e Reels with no acting advice/tips, or
where the advice is in the caption don’t
perform as well

Recommendations




TikTok

Followers

Number of followers: 28 Y YT r—

Following: 34 very different teenagers
have in common?

Top TikTok Post
Views: 932
Likes: 194
Comments: 4
Shares: 10

|Date Views Likes Comments Saves
| 11/7/2022 873 16 6 1
| 11/9/2022 282 10 3 1
|11/11/2022 489 33 0 3
| 11/16/2022 262 31 3 1
| 11/28/2022 261 29 0 0
| 11/30/2022 279 44 2 4
12/5/2022 107 16 0 2
12/14/2022 329 31 0 3
|12/21/2022 286 11 2 1
| 12/31/2022 932 194 4 10
| 1/14/2023 866 19 2 1
| 1/18/2023 165 10 0 1
| 1/23/2023 266 19 6 2
2/2/2023 894 8 0 1
| 2/17/2023 922 11 1 0
| 2/24/2023 130 4 0 0
| 2/27/2023 359 9 0 0
3/1/2023 236 8 2 1

TikTok

e Hashtags relating to pop culture topics
may perform better

e Reach may be limited since business
accounts on TikTok cannot use many
trending songs/sounds

Recommendations

e Content has been optimized for IG
Reels and not TikTok- could negatively
affect performance

e Videos speaking to the camera tend to
perform well on TikTok




Riker Danzig LLP

July 2023

Agenda

6-Month SEO Roadmap

Initial SEO Recommendations: Content
Initial SEO Recommendations: Technical
Website Optimization Recommendations
Social Media Strategy & Set-up

August Social Media Content

Riker Danzig




6-Month SEO Roadmap

Riker Danzig

Audit & analvze
existing site
petfarmancs

Feyword Hesearch

‘ WMarket Research

Exasting Content
Fewiew

Optimize Exsting
Content

Audit & Optimize Site
Links

Addrtional Keyward
Feseanch

Addrional Fewword
Fesaarch

Maw Content Ideaticn ‘

Kewward [nisgration

Develop Content
Flan

‘ SWOT Aralysis

Comps Research,
Rewiew, &
Companson

Techrical SEQ
Audit

Begin Copyariting

Backlink Audit

Optimze Title Tags,

hMeta Descrptions,

Internal Links, Etc

Publish Gopywrting
from Month 2

Addizonal On-Pags
SEQ

| Cutreach far Backlinks

Additional Copywriting

Cantent Creation &
Copywriting

Cantart Creation &
| Copywrting

‘ Menw Cortant [deation

Caortart Creation &
Copywriting

Cutreach for Backlinks

SEOQ Deliverables

e Monthly Web Traffic Reports

O

Oureach for Backlinks

Includes performance of new content pages, hounce rales, elc.
Monthly Crawl Stats Reports
Blog post reviews
Blog post suggestions

Monthly report of updates made
Monthly report of suggestions for optimization

Riker Danzig




Initial SE0 Recommendations: Content

Riker Danzig

Blog Posts
o Write plainly for the everyvman
o Create a glossary of kev terms

Kevwords to integrate into content
o Morristown
o Litigation
o Insurance

e Content Ideas

Initial SEO Recommendations: Technical

o How to File for Bankruptey Without a Lawver (and Why It Would Be Better to Have
One)

o Paralegals Function in a Law Firm

o What To Know About Al and The Law

Riker Danzig

Start: Technical SEO audit
o Preferred domain audit
o Andit 301 redirects
Compress website files to improve page load speed
Submit up-to-date XML sitemap to Google Search Console & Bing Webmaster Tools
Remove outdated content from the website (improves crawlability for search engines to
index the site)
Review crawl stats regularly
o Set-up Google Crawl Stats Report
Add breadernmb menus



Riker Danzig
Website Optimization Recommendations —*

Add clickable “contact™ button above the fold

e Optimize homepage so visitors can see what type of
business Riker Danzig is within 15 seconds of landing
on the page

e List of attornevs rather than searching for attornevs

o Are vou speaking to existing clients or potential
clients?
m  Key- speak to both
e Restructure or remove “Events”™ page

Riker Danzig
Social Media Strategy & Set-Up —*

Postine {requency:
Two posts a week on Instagram & LinkedIn

Post on same davs- Mondavs & Wednesdavs :
ame g ays ) Linked|(}]

Ideally share stories on Instagram on davs with no posts.
Ideally share/ repost with comment for LinkedIn on days with no posts.

Stories could include sharing blog posts shared to the website, breaking news
relevant to the legal industry or firm's clients, resharing content from firm'’s
clients & employees. and sharing firm news that may not justify its own feed

post.

LinkedIn content to share would include sharing blog posts shared to the

website. posts from firm’s emplovees, legal news. and thought leadership picces

pertaining relevant to the firm's arcas of practice. - ‘\

Material on Instagram and LinkedIn will be on the same subject matter, but may
he optimized for each platform.



Social Media Strategy & Set-Up Continued

Mix of posts. articles. carousel. stories, and reels/short form video.

Riker Danzig

Add storv highlights: Legal news, sharing client wins., FAQ. emplovee

AN
u Linked[T}).

Content Pillars:

o Legal Tips

o Defining “Legalese”

o When to Hire a Lawver

o Myth Busting

o Brief Chat with a Lawver
e About the Firm

o Firm news & updates

o Meet the Riker Danzie team
e Legal news

o Relevant new laws passed

o Court cases establishing a

precedent

Social Media Strategy & Set-Up Continued Hher Danzis

Who to Follow

Who to Follow:
e (Competitor Firms

o

O

Pardalis & Nohavicka: @pnlawyers
Pitcofl Law Group:
apitcoftlawgroup

Lesch and Lesch: @leschandlesch

e Targel Clientele/ Existing Clients

00 0 o0

Wells Fargo

Bank of America
Wayne Surgical Cenler
Business Owners

Real Estale Agenls



Riker Danzig

Social Media Strategy: Engagement

Engage with accounts vou are following, target clients,

accounts in target industries (both individuals & v
businesses). legal industry thought leaders. and those who

vou see engaging with competitor law firms’ content.

Engaging can include: I . . Q a;

Liking posts ke
Commenting on posts

Sharing posts (with or without additional commentary)
Replying to comments on our posts

Responding to messages sent to the accounts

Celebrate Love Insightful Curious

Social Media Content Calendar

SUN MON TUE WED THU FRI SAT

2023
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August 2nd e
LinkedIn Post & IG Carouscl
3 Times to Hire a Lawyer (when you
think you might not need onc!)
sometimes it can be pretty obvious when to hire a lawver. Other times... not so much.
Here are 3 times vou should hire a lawver that voun might not have thought of:
12 When starting a business. You might think vou can just fill out some paperwork and start vour LLC, but vou could very guickly end up in hot water for
not follimving lesal procedures when raising capital, incorrectly assessing vour tax lahbility, or any other number of things, Laws for businesses can be

complicated and having a lawver on vour side from the start could save vou time, money, and headaches in the long rn.

2. The other party has hired an attorney, Even if it was initiallvy a matter that vou thought vou conld handle without getting the courts involved, if the
other party has “lawvered up,” it is definitely time for vou to find representation too.

3 You are presented with a contract, An attorney can help clarify the contract’s terms, help vou to negotiate more favorable terms, and avoid any traps
that may be hidden in the contract™s lesalese,

Not sure if vou need to hive a lawver? Use the link in our bio to contact us, and we'll see how we can help von.
lawlirm «businessowner «legaladvice «legaltips #njlawfirm “nyvelawfirm “njattorney = nyveattorney “njlawver “nvelawver «attorney ~lawverlife
smallbusiness «lawsuit ~lawver ©njrealestate «nycrealestate ©morristown ©legaladvocate «lawtirms «lawversofinstagram « startup « law «legal

lawvertalk ~attorneyvlife “attornevsolinstagram ~lle «lefounder @ smallbusinessowner

*Aattorney advertising. Past results do not guarantee the same results to future elients.

Riker Danzig

August 2nd

LinkedIn Post & 1G Carousel
3 Times to Hire a Lawver (when vou think vou might not need one!)

-

+
+ +

#1 ++

3 TlMES TO When starting a #2

H l RE A BUSINGSS The other party has You are presented

Sawve this post for
future reference &

follow for more times
*+ to hire a lawyer!
-+ o

LAWYER hired an attorney with a contract.

eyl think ye ¥ ane




LinkedIn Article and 1G Reel Riker Danzig
Defining Legal Terms: Bankruptey A “ g“ St 7t h

Litigation

Reel Script: How to speak “legalese™ lesson 1: What is Bankruptey Litigation?

Declaring hankruptey is a legal process where a person or business can file paperwork in order to have their outstanding
debts forgiven. While a majority of the time, this process doesn’t involve a dispute with a second party, any person or
business who is owed money by the person/business filing for bankruptey can dispute the discharge.

When a creditor (someone who is owed money) disputes the bankruptey, it can result in bankruptey litigation. One common
tvpe of bankruptey litigation involves dischargeability of debts. Since not all debts can be forgiven even in bankruptey, there
are cases where the debtor or creditor must file a lawsnit within the bankruptey case to ask the court to decide whether the debt
will remain.

What legalese do vou neced help decoding?

Caption: Helping vou speak “legalese™ What is Bankruptey Litigation?

I hope this vou find this breakdown of "bankrptey litization™ from our attorney (NAME) helpful!
What other legal terminology would vou like to see us breakdown?

Il vou find voursell as a debtor or creditor involved in bankruptey proceedings, please reach oul Wo us on our website via the link in our bio.
lawfirm “bankruptey #legaladvice <legaltips “njlawlirm “nyvelawfirm < njattorney “nveattorney «njlawver «nyvclawyer “attorney «lawverlite
legalterm < lawsuit = lawver “njrealestate “legalese “morristown #lezaladvocate «lawhirms «lawversofinstagram < definition «law «lesal

lawyertalk “attornevlife «attorneysofinstagram  «legalterms = legallesson «lesallessons

FAtorney advertising. Past results do not guarantee the same resoalts to futare clients.

Riker Danzig

LinkedIn & Instagram Feed Post

Introducing the Team: Michael R. O’Donnell

Michael
Copn: R

L
Meel the Riker Dangig LLP Team! 1
Michael R O'Donnell is a Co-Managing Partoer of the Firm, and has been with the o Tor over 54 vears., 0 Don ne"

Mike O'Donnell provides a range ol commercial litigation seeviees Lo clients—particulardy Litle insurance Co-Managing
companics and linancial instilulions. Partner of the Firm

When he is nol practicing law, Michael O'Donned] is active in the community. He is currently Chair ol the
Board of Directors ol Zulall Communily Health Centers. He is a Lile Fellow ol the American Bar Foundalion.

He is a member of the American Bar Associalion (TTPS Title Insurance Commiltee), Title Counsel Section of 1&0
American Land Title Association, the Associalion of the Federal Bar ol New Jersey, New Jersey Stale Bar

(Banking, Real Fxtate and Federal Bar Sections), and Morris Counly Bar Associalion (Financial Services
Conunitlee). Finally, Mike had the honor of serving live vears in the United States Marcine Corps.

Introducing

Rike;r the Riker
Danzig Danzig Team

Follow Lo learn more aboul our practice and Leam, or click the link ioouwr biooal vou or vour business needs
lewal assislance.

~lawlirm ~lawlirmpartner =legaladvice =lesaltips =njlawlim =nyelawlinm =njallorney =nycatlornesy
mojlawyver Tnyvclawver mallorney =lawyverlile =mecttheteam =lawsuil ~lawyer llleinsurance =lnanciallaw
~morrislown Tlewaladvocale =lawlivms =lawversolinslasram=law ~legal =lawyvertalk =allorneyvlile
mallorneyvsolinstagram ~legalese ~knowvourlawwer

##Allorney adverlising. Past resulls do nol guarantee the same resulls o lilare clients.



LinkedIn Article or Feed Post

1G Carousel
Myth Busting: Cyber security - Hackers A “ g“ St 1 4t h

don’t target small businesses

Riker Danzig

Myth: Hackers don’t targel small businesses.

While Riker Danzig helps clients with the legal difliculties presented by evberatlacks, loss of electronic data, mistakes in electronic fund
transters, and other computer-related issues, we know thal preventing cyvber security hreaches is a lot better for our clients than
litigaling them.

While mainstream news mav only cover cvher atlacks on large orzanizations, small husinesses are al risk too. While larger businesses
may mean pavday for a cvbercriminal, these criminals also know that small businesses may be easier targels due Lo weaker security
procedures.

Whalt can vou do to prevent an atlack? Set formal password policies for vour company, install updates when necessary, and always use
security soltware.

I vour company is already [acing evher security related legal difficulties, contact Riker Danzig LLP via the link in our bio 1o see how we
can help.

=lawfirm =mythvsfact =cvhersecurily =smallbusiness =cvherallack =legaladvice =legaltips =njlawfirm =nyvclawlirm =njatlorney
=nvcallorney =njlawver =nvclawver =altorney =lawverlife =lavwver =morristown =legaladvocale =lawlirms =lawversofinstagram=law
=legal =lawvertalk =attorneylife =atlornevsolinstagram =legalese =legalmyths =cvbersecuritymyths

==\ llorney adverlising. Past resulls do not guarantee the same results 1o future clients

Riker Danzig

LinkedIn Article or Feed Post A t 1 4t h
1G Carousel ugus

Myth Busting: Cyber security - Hackers
don’t target small businesses

PREVENT
CYBER
ATTACKS
BEFORE THEY
HAPPEN

NEED LEGAL
CYBER

MYTH: FACT:

Hackers don't target small
businesses.

Hackers target businesses of

all sizes. Too late for that? Read on...
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Riker Danzig

LinkedIn & Instagram Feed Post: Augu St 1 Bth

Casc Settled

Case settled! Congratulating firm partner, Scott A, Ohnegian, on
settling his client's cmplovment case.

Riker Dangig represent businesses in matters involving ciployvee
relations, unlawtul discrimination, wrongtul termination, and
cmploviment contracts.

Riker Danzig's Labor and Employment Law Group has consistently
heen highly ranked by Chambers USA: America’s Leading Lawvers for
Business since 2oo4 and we are happy to celebrate another win of a
ereat settlement deal for our client.

Does vou business have a labor or emplovment law case of vour own.
Reach out to us via the link in our hio and we'll see how we can work
toeether.

lawtirm #clientwin #legaladvice #legaltips “njlawtirm «nvelawfirm
njattorney “nyveattorney “njlawver “nyelawver “attorney < lawverlife
casesettled lawsuit +laowver »emplovmentlaw = lahorlaw @ morristown

settlement «law «legal
am Swinthecase “verdictisin

lesaladvocate « lawfirms « lawversofinstag
lavwvertalk “attornevlife “attornevsofinsta

“*Attorney advertising. Past results do not guarantee the same results to future
clients.

Riker Danzig

LinkedIn Feed Post & Instagram Reel A t 2" t
Brief Chat with a Lawyer: Estate ugus S

Planning

Questions:

Can vou give us a very quick overview of what estate planning is?

At what age or time should someone start estate planning?

What tvpes of clients does Riker Danzig take for their estate planning services?

Why would vou recommend Riker Danzig for estate planning services over another law firm?

Any final thoughts on estate planning vou really wish more people knew?



LinkedIn & Instagram Feed Post
Client Testimonial

August 23rd

Excellent service and resulis! Lel’s not tool our own horn though, instead let’s
hear from happy client, CLIENT NAME HERE, about her 5-star experience with us:

Why do our clients choose us?

“This firm was an ahsolute jov o work with. Amazing stafl and Atlorneyvs that
made gelling my Litle case handled a piece of cake. The team that handled my
casc. lead by Ronald Ahrens, kept me inlormed and aware ol the progress every
step ol the way. They are kind and considerate and thonghtiul individuals whe
care aboul the people they represent nol just the outeome. [ am grateful for their
hard work, dedication and humanity.”

Il vou have worked with our firm, we would greatlv appreciale vou leaving us a
review on Google. We would love to hear aboutl vour experience working with us!

=lawlirm =sstarreview =clientiestimonial =legaladvice =legaltips =njlawlirm
=nvclawlirm =njallorney =nvcattorney =njlawver =nvclawver =allorney
=lawverlile =litleinsurance =lawsuil =lawver =happyeustomer =happyclient
=morristown =legaladvocale =lawlirms =lawversolinstagram =heretohelp =law
=legal =lawyertalk =attornevlife =altornevsolinstagram =winthecase
=gnoglereview

**Allorney advertising. Past resulls do not guarantee the same results to [ulare
clients.

Riker Danzig
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Julia Eventt

Environmental Analysis Canvas: FXNow

Business Archetype: Product Innovation

My business for my marketing challenge 1s a streaming service called FXNow. The business
archetype that my business falls within i1s “Product Innovation.” FXNow fills a niche that
existing streaming platforms do not. Not only will the service provide television and movie
content not available on other streaming platforms, it also will have a social networking

component not seen n other streaming services.
Market Forces

Customers are on the precipice of being priced out of purchasing access to all streaming
platforms. In earlier years of streaming, customers were able to access all of the content they
would want to watch on just one or two streaming services. Now, every network 1s starting their
own streaming service and it is no longer cheaper to stream content if you purchase every
possible subscription than 1t 1s to purchase a cable package. Bundling streaming services together
has begun to be common, but 1t 1s hkely we will start to see people only opting for certain
streaming services instead of subscribing to all of them, requiring individual streaming services
to compete with one another tor viewership more than they previously were. The biggest growth
potential 1s 1n younger audiences, gen Z and millenmals. Switching costs are low, so 1t would be
casy to entice customers to try the service, but also would be difficult to retain customers. The
customers are most willing to pay for the unique content they want to see. If our service has

access to a show they want to watch, that 1s not available on other services, they will purchase a

subscription.
Industry Forces

FXNow's main competitors are other streaming services and cable television providers. One of
the newest entrants to the streaming market 1s Peacock which currently holds the competitive
advantage of having a basic service that 1s entirely tree to consumers. Other players to consider
15 those creating the content that will be on the streaming service. Even while working with FX's
existing hibrary of content the service heavily depends on being able to purchase or license new
content from production companies and other networks. The most influential stakeholders for

FXNow are investors and employees tor the platform.



Key Trends

The largest technological trend in streaming in 2021 1s into content creation. Increasingly,
streaming services are expected to not distnbute content but be actively creating their own
content (Wastcoat). New streaming copyright laws make illegal streaming a felony instead of a
misdemeanor, decreasing illegal streaming activity to put more money back into the pockets of
streaming services (Slater and Watts). Disposable income for the main target demographics (gen

Z and millenmials) 1s low, especially due to the global pandemic.
Macroeconomic Forces

The economy 1s currently rebounding from the major effects of the COVID-19 pandemic. The
pandemic has further widened the economic inequality gap contributing to a shrinking middle
class. It is currently more difficult and expensive to acquire resources to run a streaming service
given that productions for creating new content are subject to meeting COVID-19 regulations,
mcreasing costs. It 1s likely will soon be seeing a decrease in these added costs with vaccinations
lowering concerns about COVID-19. Having a fully online product means our services are easily

accessible to all potential customers.
Needs and Demands

Demand in streaming is increasing for a service that has everything they want to watch in one
place. Customers want to be able to just use one streaming service and be able to watch every
show they want on it. With the increasing number of streaming services, the problem of needing
to subscribe to multiple services in order to get all of the content a user wants is growing.
Demand is also increasing for new content. Customers want shows that not only they have not
seen before, but that also speak to the moment that we are living in. They want content that 1s not

just new to them, but new, in and of itself.

We also see a demand for better recommendation algorithms. It can be difficult to find
something new to watch when one has just finished a movie or series they like. Some users find
themselves rewatching the same shows because 1t 1s easier to rewatch something they already

know they hike than to bet their ime on something new that might be lackluster.



Competitors

Our competitors are Netthx, Hulu, Paramount Plus, Amazon Prime Video, YouTube TV, Shing,
Disney Plus, Crunchyroll, HBO Max, other streaming services, and cable TV. The most
dominant players in this sector are Netflix, Amazon Prime Video, and Hulu. Theyve all been in

the marketplace for a while and offer a robust selection of content.

The age of these competitors in the marketplace could serve as both an advantage and a
disadvantage for them. Their time in the industry has given them the knowledge and resources to
be competitive, but on the other hand, 1t has given people time to watch the content on those
platforms that they were interested in. If a customer subscribed to Netflix to watch a specific
show, they may be willing to cancel their subscription and purchase a membership on a different

platform now that they have already watched that show.
Substitute Products and Services

The main substitute for streaming services is cable television. The cost of cable television is
significantly more expensive than the cost of our streaming service, but also offers a greater
selection of content than our service does. The switching costs are relatively low for a customer

to move from our service to a cable plan.

Other substitutes for our product would be other entertainment and leisure activities. Watching
YouTube videos, hstening to podcasts, or reading books could all be considered substitutes to

our product. The costs of these alternative are all lower than the cost of our streaming service.
Societal and Cultural Trends

One cultural trend that we've seen in the consumption of entertainment and media 1s binge
watching. There is a trend towards users wanting to consume all of a new show in as few sittings
as possible. If a buyer purchased a subscription to a streaming service to watch one show, with
binge watching, it i1s possible they would consume the entire show in a short time frame and

cancel the subscription after the first month.

One socictal trend that we've seen is a desire for ethical entertainment. People want the content
they are watching to have been made under ethical conditions and without indirectly supporting

mjustices or human nghts violations.



(zlobal Market Conditions

The shrinking middle class and high rate of underemployment could negatively impact the
market for niche and luxury goods such as streaming services. The economy is currently growing

as it recuperates from the severe losses of the previous year.

Global growth is predicted to be 6% for 2021 (World Economic Outlook). This expected growth
rate is higher than that of other recent previous years, indicating a stronger global economy is

emerging.

SWOT Analysis

Taking a look at a SWOT analysis for FXNow, some of our major strengths are that we have low
variable costs and our costs are predictable. Some of the weaknesses our business has are that we
mecur high costs betore we collect revenues and that we currently have weak customer
relationships. Some opportumties FXNow has that it should take advantage of are that our
business benefits from economies of scale and our key activities are difficult to copy. The main

threats for FXNow are market saturation and competitors threatening our market share.
Future Environmental Conditions

The market for streaming services 1s very competitive and will only grow more competitive over
time. It is likely customers will grow frustrated with the number of different subscription
services they will need in order to access all exclusive content. It may become important for

FXNow to partner with other streaming services to bundle their content.

While the streaming market 1s gething more competitive, there 1s an increased nterest in
streamed content as well as growing economy. This should offer some opportumities for FXNow.
Luckily also for FXNow, our target demographic, Gen Z and Millennials portion of wealth
should grow over time and increase their potential to purchase our product. The future for

FXNow appears to be one with very stark competition, but also with many opportunities.
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Executive Summary: FXNow

Cable television is quickly falling to the wayside in favor of streaming services. The share of
Americans who say they watch cable television has fallen from 76% in 2013 to 56% this year
(Rainie). In addition to the fall of cable television, the market for streaming services is currently
quite homogenous, offering tv shows and movies to be streamed, but nothing more.

FX has the opportunity to expand its current revenue streams and get ahead of the downfall of
cable by investing in the streaming platform, FXNow. FXNow should employ a Fast FX strategy
in that it should launch its new FX platform as quickly as possible, with primarily existing FX
properties, in order to enter and get a foothold in the streaming wars to continue to grow from. I
recommend for Gen Z and millennial audiences who love to binge watch and converse about
their favorite shows, FXNow is the streaming service that offers exclusive content and a unique
comment interaction system because it wants you to experience the next step in streaming. The
likely investment to make this service a reality is approximately $200,000 for the site and
application itself and an additional $100 million to build on the existing FX catalog of content.

The product we are creating is a streaming service offering FX's current library of content, new
televisions shows and movies, and a user interface that allows for comments, conversations, and
recommendations. Our target market i1s Gen Z and millennials because these groups will offer us
a higher lifetime value and easier marketing options. The price we are offering this service at is
$4.99/month (or annually for $49.99/year) with ads, or $8.99/month (annually $89.99/year) for
an ad-free experience to appeal to price sensitive and non-price sensitive groups. This rate is
$1/month less for the ad-free version than our comparable competitor, Paramount Plus, in order
to increase demand and interest at launch. The service will be available globally and require an
internet connection to access it. FXNow's promotion strategy starts with capturing the
approximately two million people who currently view FX content by running commercials on
FX network’s cable presence, offers a two-week free trial to potential subscribers, and focuses on
FXNow’s key aspects of exclusive content and innovative interactive platform. Participation will
include maintaining an active and pro-active social media presence engaging with consumers
about what they like and don't like about the platform. We will seek to have 100,000 followers
and 250,000 followers on the key social plattorms of Twitter and Instagram, respectively, with
accounts on all major social media platforms.

We expect the profits for FXNow to be around $90 million in its first year, with anticipated
growth to profits of $900 million in vear 5. The number of subscribers we believe we will have
within the first year is 1 million subscribers, with an expected increase in subscribers to 15
million within 5 vears. We expect a low churn rate of approximately 5%, indicating the loyalty
and satisfaction of our customers.
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Evenitt 1

Portfolio Plan

FXNow 15 a new-to-company product as well as business model. While there are no other
services exactly hike 1t on the market at the moment, 1t combines elements of existing entities
such as popular streaming services and comment sections akin to YouTube or social media
plattorms. This puts FXNow 1n position where there 1s moderate seventy of conthct, as well as
moderate strategic dissimilarity from FX's other entities. Given this information, we will look at

other aspects of the orgamzational plan.
People Plan

In order to address this challenge, 1t would be most optimal to have a management team that 1s
well-versed in the streaming world as well as has strong connections with key collaborators. In
addition to these skills, 1t would be usetul to have members on the management team who have a
proven track record of successes with this type of work. A skilled and ambitious team should
have no problems building and executing a business model for FXNow. Questions [ would have
about each person 1n the team would be: what are the main ways and plattorms on which you
consume video content, what has your expenence with entertainment/media been hike, and what
1s your approach to working with others on long-term projects? It will be important for members
of the company to have empathy for one another to allow them to work well together, so a
potential strategy for fostering empathy in the workplace would be to prioritize active listening
as well as avording making assumptions about other workers. Given the company’s structure,
employees have a vanety of different jobs, it would be best tor company culture for those
differing jobs to not take on a hierarchical structure and remain on an even playing field.
Employees will report to managers but management should maintain an open line of
communication with employees. Rewarding employees for supenor work should come 1n the

form of additional time-off to avoid employee burnout.
Culture Plan

One way to cultivate the desired culture at FXNow 1s for employees to watch the content that 1s
on the platform (during working hours), regardless of how directly their job relates to the actual
production-side of the media. It may also be helpful to have regular meetings where different

segments of the company share what they are working on, again, even to those it does not
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directly affect. The more familiarity employees have with one another, the easier it will be for
empathy to brew. The “object” that 1s most important to have the most eyes on 15 the website and
smart TV application’s design and user interface. It is important to get feedback from all
segments of the company, as well as customers on the functionality of this particular “object.”
The best way to share the vision for the company’s future 1s to communicate it in multiple
manners—both in person through presentational meetings about trajectory, through documents
distnbuted via email about where the company 1s going, and through prototyping, showing
mock-ups of new advancements and features so everyone at FXNow is very aware of what the

future of the company and the product looks like.
Processes Plan

The value discipline driving the business model for FXNow is Product Leadership. In order to
support that model, we need to be consistently innovating and staying one step ahead of
competitors that may enter our arena. We need to foster creativity at our company in order to
feed these new innovations. It is important for new ideas to come on both the content and
production side, as well as on the web design and user interface front. These ideas can come
from upper management, producers, and web designers, though we should be open to new ideas
from individuals outside of these positions as well. The best way to motivate employees 1s to
make FXNow a company that they want to work for. We can do this by allowing more flexible
hours, creating an open workplace culture, and offering opportunities for advancement. The best
way to motivate partners and customers is to consistently produce high-quality content offered

on an innovative new platform.
Structure Plan

In order to support the Product Leadership value disciphine, FXNow must maimntain a structure
that prioritizes creation of new ideas and content. The structure should include employees with a
background in this type of innovation and should factor in ime and funds to try new ideas. It is
important for those working on the functional end to be very integrated with one another. The
functional aspects of the site itself and the content do not necessarily need to be integrated in
order to be successful. It would likely be easiest if the producers on the content end acted
independently from those working on the actual interface of the service. Management should be

heavily integrated in both aspects of the service and should serve as the link to make sure the two
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entities will be compatible with one another as a final product. The best management structure
for cultural change 1s one where management does not take on a hierarchical structure and
employees feel on the same relative playing field with the managers so they are able to

communicate honestly about their problems and 1deas.
Rewards Plan

The key performance indicators we are looking at for FXNow are the total number of
subscribers, number of premium subscribers, number of comments in-platform on video content
posted, cost per season of a show, number of views for cost, website case of use, the success vs
failure rate of the comment moderation system, how users rate content on the platform, and how
many customers move from basic to premium subscriptions. Given these as the KPls for the
company, the reward structure that makes the most sense to support these indicators as well as
the business model 15 to reward those who are involved n creating the most highly rated content,
those involved in creating the most watched content, those who perfect the website's ease of use,
and those who find methods to attract more subscribers. The best way to reward these individuals
and teams 1s through bonus paid time off, so that they will avoid burnout as well as want to
continue working at FXNow. | believe this reward structure will facilitate a changing culture
because it will encourage employees to work effectively, but also allow them time off to

recharge so they can work at their full potential.
Research Plan

In order to test if our business model assumptions are working, we will need feedback from
customers and target market as well as knowledge on what our competitors are doing. We could
get feedback from our customers by randomly selecting a sample size of them and offering them
a month free of service for filling out a survey. In order to get feedback from non-customers in
our target market we would have to pay them to fill out a survey. The best way for us to gain
msight on what our competitors are doing 1s through secondary research as well as using their
services for companson. We will explore different questions with each group of people. From
the customers we will ask what their favorite and least favorite aspects of the platform are, why
they subscribed in the first place, why they stay subscribed, what price they would be willing to
pay to stay subscribed, and what their favorite shows on the platform are. The questions we will

ask non-customers 1s why they haven’t subscnibed, 1s there a price point where they would
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subscribe, what their favorite TV shows are, and what, if any, other streaming services or cable
are they subscnbed to. From our competiion we would be explonng what updates they are
making, what content they are providing, and how scamless the experience of using it is. It
would be best to request survey responses from approximately 500 users, hoping for 100
responses, getting 100 responses from non-customers, and researching as many of our streaming
competitors as possible, but focusing on bigger services. This research should happen within the
first sixth months of the release of the service. The marketing department will be responsible for
these survey and research efforts, but the reports from the survey will be given to relevant
departments for implementation. Company and customer interviews will be recorded so
anonymous transcriptions will be available to relevant employees, and brief notes will be taken

that highlight key points and important insights from interviewed parties.
Implementation Plan

Projects to be implemented include creating an algorithm for content recommendations, creating
additional library content, and creating an algorithm for comment moderation. It would be best
for everything to be completed with a prototype created for testing within eight months, and a
final product ready for use by customers within 14 months. Critical KPIs include useful content
recommendations, number of movies and TV shows available on the platform, and correct
comment flags vs incorrectly flagged comments. The path forward starts with building a website
and algorithms to make the site function properly. Creating new content is of secondary
importance because should it need to, the site could launch with FX's current catalog without
additional new content, but new content should be in the pipeline, created by different people

while the site 1s being built and tested.

Risk Plan

Limiting factors and obstacles for FXNow include steep competition, low switching costs, and
limited resources. Critical success factors are the existing audience base from FX, employee
tramning and education, and excellent management. One specific nisk faced by FXNow is
backlash for moving content off of existing streaming platforms for a new one they would have
to pay an additional fee for, which will be countered by the promise of more content than they

would have gotten otherwise as well as an innovative platform design. Another risk faced is
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customers priontizing competitors, which we will counter by offering our service at a lower

price.
Conclusion

With the information above, FXNow has a plan to move forward with its operations. It will be
looking at various KPIs including subscription numbers and site functionality. The knowledge of
risks from competition and customer backlash will keep us aware of preemptive measures we
must take to satisfy customers. Our business model 15 based on new innovation, with this
organizational plan we will be able to stay one step ahead of competitors in order to compete in

the product leadership sphere.
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The strategy I am taking to create a Blue Ocean for my product, FXMNow, is by creating a
soclal component to my streaming services not seen in 1ts competitors. With FXMNow, users are
able to leave comments on content and otherwise discuss the TV shows and movies they are
watching with other users. They are also able to get better recommendations for what to watch
next based on feedback and recommendations from other users, as well as an algorithm offering
suggestions based on content the user has already watched and any ratings the user has left on

previously viewed content.

Creating this additional social component will offer users another way to engage with the
content and platform, but does come with costs to the company. Additional employees will need
to be hired 1n order to moderate comments on the platform to avoid hate speech and other
negativity in comment sections that 1s not conducive to having meaningful conversations about
the content that users have watched. To take some of the moderating strain off of staff members,

we would also create an automated tool to moderate these comment sections.

Additionally, this comment section tool will allow us to better understand what content
our users are interested in. With a combination of viewing metrics such as the number of
comments, number of reviews, and engagement via comments and reviews in relation to number
of views, 1n addition to some m-platform social media histening, we will be better intormed about
which content of ours engages viewers. This will give us ideas on future content to create,
benefitting both the company, in making it easier for us to determine our customers’ interests, as
well as beneficial to our customers because they will get more content that they find interesting

and engaging.

FXMNow will only offer content that is exclusive to the FXNow platform. Subscribers will
only be able to view FX created content on the platform. This allows us to charge a lower
monthly price to customers since we are not paying other companies to source their content in
addition to our own content we have and are currently creating. Limiting the content will also
make 1t easier for customers to determine their next show to watch, reducing the common

problem of deciding what to watch next.
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Nine Blueprinting Steps

The first step of the service blueprinting process is to decide on the company’s service to be
blueprinted as well as the objective of blueprinting it. The service my marketing challenge
focuses on is the FXNow streaming service so that was the service [ blueprinted. A competitor
for FXNow that is not also a streaming service is cable television so it made sense to me to
choose that to gain insight on how the two compared. My objective for creating these blueprints
was to gain insights about the service process, compare how different the processes were
between FXNow as a streaming service and cable television, and get a better idea of how the

service process currently works to inform potential improvements.

The second step of the service blueprinting process is to determine who should be involved in the
blueprinting process. Given that this 1s only a hypothetical company, the only person who was
involved in this process was myself. If it were a more legitimate process, it would be helpful to
get input from representatives from the web designers, customer service support staff, content

curators, and customers.

The third step is to modify the blueprinting technique as appropriate. Given that my service is
online rather than in-person, | modified my blueprint to include a section on “Onstage

Technology™ rather than on *Onstage/Visible Contact Employee Actions.”

The fourth step of service blueprinting is to map the process the way it happens the majority of
the time. My service blueprint follows a typical usage scenano, though does provide for
circumstances where a customer may require support, which throughout the customer's use of

the service, 15 hikely enough to happen once that it was a valid inclusion in the service bluepnint.

The fifth step of service blueprinting is to note disagreements between partics working on the
service blueprint. Given that the only person working on this service blueprinting process was

myself, I had no disagreements to note at this time.

The sixth step of creating a service blueprint is to make sure that customers remain the focus of
the blueprint. Every aspect of my service blueprint centers the customers. [ built off of the
Customer Actions section to assure that the customers remained the key focus for my service

blueprint.
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The seventh and eighth steps are to track insights gleaned from the process of creating the
service blueprint and develop recommendations and future actions from the blueprint. These

insights, recommendations, and future actions will be discussed later in this document.

The nineth step is to “if desired, create final blueprints™ for company use (Bitner 81). In this
case, the process of creating the blueprints was done to find insights and not for use in training

employees or company-wide usage at this time.
Insights and Innovations from Blueprinting

One key insight that I gleaned from making these two service blueprints 1s how different the
service processes are for a streaming service versus a traditional cable TV service. While in
many cases these two seem to be relatively perfect substitutes for one another, there are many
differences particularly in the arena of “visible contact employee actions.” There is a lot more
mnteraction between employees at a cable provider 1n companson to at a streaming service. The
lack of a need for an installation appointment and additional equipment 1s a definite advantage
for streaming services, which is an aspect FXNow should try to capitalize on. Another key
msight from writing the service blueprint I gleaned was the effects of adding the social
component to a streaming service. While it does amplify the customer’s experience of the
product, it does add a significant amount of behind the scenes work for the company to the

product, this is likely why other services don’t opt to include this as a feature for their product.

While 1t 15 an advantage to the customers to not need any equipment or need to schedule any
appointments to receive our service, one thing to note 1s the presence of a cable box, remote, and
TV channel guide do serve as reminders to a customer about the existence of their cable access.
These visual reminders could serve as free pseudo-advertising for the cable companies for the
customers continued patronage. It would be interesting for FXNow to consider creating a guide
or other physical entity to send to customers, either a catalog of shows and movies, or a periodic
brochure stating what is new on the platform. This physical piece of evidence could serve as a
reminder to customers not only that they have an account, but also that there 1s other new content
available to them as long as they choose to continue their subscnption. Looking at the service
blueprints for FXNow and a competing business, cable television offers useful feedback on the

key advantages and disadvantages of the use of one service in comparison to the other.
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One important KPI for FXNow is the number of subscribers to the service. This KPI is a very
clear indicator of whether or not “desirability™ is being achieved as the number of subscnibers
would increase as customers and stakeholders are seemng their needs met by the platform and

decreasing 1t their wants and needs are not being met.

Another KPI that would clearly indicate the viability of FXNow would be net income. Given that
net income indicates the amount of money brought in minus expenses, it would be a good

indicator of whether the service is profitable, since it accounts for both income as well as costs.

A third KPI for FXNow based on 1ts business model 1s the functionality of the user interface and
the website’s ease of use. This KPI would be a good indicator of the feasibility of what FXNow
15 trying to accomplish. The most challenging to implement and most umque aspect of FXNow 1s
the user interface, so how well it works would be a good indicator of “what can be accomplished

with the resources and expertise at hand” (Henshaw & Swan).

A fourth KPI and one that would indicate high desirability would be the percent ot users
regularly leaving comments and engaging with the content. Some users would simply subscnbe
to FXNow purely because 1t has exclusive content they cannot access on other streaming
services, but measunng how many users engage 1n addihional teatures outside of simply
streaming content would indicate how worthwhile they found these additional features or

whether they found them unnecessary and frivolous.

A fifth KPI that would reflect the viability of the platform would be content creation cost per
view. Knowing how much money 1s spent to create a TV show or movie on the service compared
with how many views that piece of content ends up getiing could indicate whether certain shows
or types of movies are worth continuing, as well as indicate the overall success and margins for

the service.

The final KP1 I believe would be useful for representing the feasibility of the service would be
the number of correctly flagged comments versus incorrectly flagged comments. Since users are
allowed to leave comments on the content, there will be an algonthm n place to moderate
content to defend against hate speech, cyberbullymng, etc. Measuring how often this comment
moderation system correctly versus incorrectly flags profane and benign comments with indicate

how tunctional and therefore how feasible including this teature 1s.
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