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Agenda

1. Vision & Overview
2. Content & Taxonomy Audit

3. Content Recommendations
e (Core Content Recommendations

 Trade Marketing & Sponsored Content
Content Activation: Page-Level Content Strategies

Content Model

Taxonomy

N o Unos

Governance Model

* (Content Governance Structure

 Content Lifecycle & Reviews

8. Editorial Guidelines
9. Next Steps
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Operationalizing a content strategy

Inventoried client and intranet site

content to surface content types Classifies all content by type and serves as the basis for future evaluations

Model all of the elements within each Prepares content recommendations and gap analysis
content type Defines digital structure to “liquefy” and create new content in the systems (CMS and DAM)

e Create a taxonomy and tagging strategy Enables tagging of content to support search, personalization, display, filtering, and reuse

e Develop a metadata and tagging schema Organizes metadata required for each asset to support use cases

T P Surfaces functional gaps to support lifecycle
e Ensures adherence to Editorial Guidelines and Voice & Tone

process from authoring to archive : : : o
Guides reorganization to support content publishing

Aligns organizational functions around content lifecycle

content lifecycle

Define the criteria for content evaluation . . : :
e TS e Faiat Allows content decisions to be informed by business needs
and optimization

e Design a governance model for the
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Vision

CURRENT STATE FUTURE STATE

Product Data and Pricing » Library of Dynamic Content

Online Ordering Catalog -+  Marketplace for Suppliers and Customers
Transactional Relationships » Trusted Resource for Industry Trends
Top-Down Sales Organization » Promotional Platform for Alcohol Brands
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What we’ve completed — supporting documentation

DELIVERABLES & OTHER ARTIFACTS

* Content Recommendations — PDF * Supplier Portal Audit

o Content Recommendations — PDF o Supplier Portal Audit —Excel Workbook
 Conceptual Taxonomy  Governance Model

o Taxonomy Visualizations — PDF o Final Phase 1 Content Strategy Readout — PDF

o Conceptual Content Model Taxonomy — PDF
o Taxonomy Workbook — Excel Workbook * Editorial Guidelines
o Editorial Guidelines — PDF
* Conceptual Content Model
o Conceptual Content Model Taxonomy — PDF  (Content Activation Strategy
o Content Model Diagrams — PDF o Final Phase 1 Content Strategy Readout— PDF

o Content Model — Excel Workbook
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Operationalizing a content strategy — 1

Classifies all content by type and serves as the basis for future evaluations

Prepares content recommendations and gap analysis
Defines digital structure to “liquefy” and create new content in the systems (CMS and DAM)

Enables tagging of content to support search, personalization, display, filtering, and reuse

Organizes metadata required for each asset to support use cases

Surfaces functional gaps to support lifecycle
Ensures adherence to Editorial Guidelines and Voice & Tone
Guides reorganization to support content publishing

Aligns organizational functions around content lifecycle

Allows content decisions to be informed by business needs

National Example Wine and Spirits - Confidential — Do Not Copy or Distribute. 8



What we reviewed

SITES OTHER ARTIFACTS

* National Example Corporate Site * PIM Field List

 Our Wine Online * [tem Registry User Template and Taxonomy
* Voyager * Product — Item Data Model

e SGNN * Las Vegas Newsletters

* [tem Registry Portal * Pricing Books Online

* (CS360

Third-Party Sources

Competitive Sites

Drizly

Caskers

Wine.com

The Whiskey Exchange
Tasting Panel

Seven Fifty Newsletter
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What we observed — product/item metadata

e List of 100+ fields in PIM, 85 of which © FIELD DETAILS

e g

provided by suppliers via item registry ot [O] comafr|  cevem  [¥] [] _equied ] _rietyve -]

This is the unique key that will be used to identify your item in the
SGWS Supplier Portal. A new Item Number will generate a new

DAL A it No Item for your Catalog. An existing Item Number will update the " g
(] [ ] [ ] P
® P d p d t tt b t k y d t Item in your Catalog.
rOV I e S ro u C a r I u e S I n e a a o1 LAYOUT B s ) The Supplier Product Number is an internal number or code your
| upplier Product Number Text

company uses to identify the product.

categories such as:

complete as space allows. Any reasonably knowledgeable
PIM_LAYOUT C Supplier Item Description individual should be able to read this description and know Y Text

. exactly what the item is called. The Supplier Item Description
O P rO d U Ct/ | te m D Eta I I S should match what is printed on the label as closely as possible.
Enter the Label Brand for your item here. If the brand is new to
your portfolio, please enter this in the Requested Label 8rand

PIM LAYOUT D Label Brand Y Text
A etk field. One of Label 8rand and Requested Label Brand must be "

o Pricing

populated.

If this brand is a new brand for your portfolio, enter the Brand

PIM_LAYOUT E Requested Label Brand
Name here.

Text

o Marketing Classification/Descriptors

Enter the name of the Producer of the item as stated on the label.

If the Producer is new to your portfolio, please enter NA - Not
PIM_LAYOUT F Producer : STap% Y Text
Applicable in this field.

o Packaging

If applicable, enter any fanciful or proprietary names used on the

PIM_LAYOUT G Proprietary/Fanciful Name label
abel.

Text

o Logistics

The Category is a broad grouping into which the product falls.
PIM_LAYOUT H Category . . Y Lov
Please select the most appropriate Category for your item.

A Class is a more specific definition of the product. Select the
PIM_LAYOUT I Class . . Y LoV
available option that best relates to the product.
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What we observed — product categorization hierarchies

Product Categories
o CATEGORY —> CLASS - SUB-CLASS - VARIETAL (if category = wine OR material = grape)

Item

o PRODUCT (Tier 1, Product Family w/ shared attributes) = ITEM (Tier 2, Sellable Unit)

Geography

o COUNTRY OF ORIGIN—> REGION (state, province, etc.) 2 SUB-REGION - APPELLATION -
VINEYARD (mainly applies to wine)

Packaging
o PALLET -> CASE - INNER PACK - BASE UNIT (bottle)
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What we observed — controlled values

o L]
T K &
- w € & o 9 4
3 g 33y 2 2 » &
2 2 wawZ x 7] ~
B, o o ul 2zz> 9 £3 o 5 & t
Zz Q >5 w
FEA A N T T T v b p g P s So &
Si0nt 0330310 IR Unudats FEaF P g g £ .9 &5
2 z 94 Ok IYLL280aF0, 2 s 3 S850E 23 e
0232 ,05¢ oY G8r5LYS agik RCMCNMSEHCEW&NRPD §3538 9 ¢ 588
gELLUsE 92 g9hhs dost 3338555802 50°58:8 3029 & 309 L
g5682242 | B SoEeEGudslie oofF0 & MR G &
83883253 T0HFEE LESHL w355 o fo &
4339 95 SESLS W FEe L 4 2 PSS &
50 SECEGSELYSETS 98, & Fd T EFE —
OFs& @ &, 9 g ¢
TISLOL L e 0SS EFLS . r
SSIESLEES OEESE ¥
SSTEREEY £0.6588S &
TEisy T LSS & &
TRSS 888558 Sso s )
U SSESCEs S8
oo,«o%%«m« & S8 e@% &
Sy &
9§ ¢ S85E & n —
$ SIS L8,
SOESwe st b
CPFELLES
CIFITEES o
OFEENE &
Lgg N 00/060&.4&\0 %\@
TxL S AN
7 SSEEES
LS | -
COELSES
P
SRS o
FEO R S
T 0 &
z > B
@ I3 & @
Z o Nl o
e g 7 S o
. z g < B
2 & 8 3 g CE LIS
4 1 5] 2 < Q¥ ST
£ & S @ w RSN
0 % 9 L 2 2 x & RS
3 2 2o @ 3 3 & 2] om%e(vo@ O o
Z SRS
Z 5] £ & N0 o, & N
& < PO IR
3 & acoo A o5 v(myo,e%,.v(
SR S e
& RN e
& 070 e T
S & e SN N
& > d CRE At
& o%ﬁ/o N o
N T o
& ¥od ) RG]
’ £ @) N
s, o el wSanice
N @07?4(_& N OAA o
Y75, O/Wco,wuun,ﬁ»m&?
fOTHE ¢
0% N
EERN
RPN e
B T pO o
NEIN R e Y
wo,mc/%caw QA«M\
Iy ca/m,,zim.,zi C O
Y. PO oW
S e o
ovzmiwiof W e
e W S0DR R
T, % 2 ookt
O.leé\ g B ] owurrim gEER
- % o e e
G EnAl
My Z REVTCE
Moy Migeg T W SR AN
gy oo MAROIT i
E @ ORGERL) AORM! —
Bz, I PIREE  qouR
32037l PWeET 8 SO
995, SWEE NATE
%sfsss TN [y—
S WRERS FEE
lamyy NEL COFFEL RNk e
i3, I7y 1500 oo ENERC D SYRUP
W3y, Iy &@E I, FLAVOR -
ENZ Ivy v Qny NBERRY Jun "
Y335, /0N R REFRUIT JUIC n
Ninyg w%W %wwaz_\wu m.woN,oMﬂmmm
Iy ONv7y ORAN £
Y31y qsuwwh_%ﬁm«f JOMATO JUIC
- e d
Y NMOy; ICE
NVI993g.97, 9 Ju ES IC BEE
Jan EVERAG! I-ALCOHOL! o —
"N3TI0037y SN0 (AGE-NON-ALCOHOLIC B NON-ALCOH
I ow1g MIXED PAC NON-ALCOHOLIC WIN
NENT n
3avo 3 mmw_m HOLIG BEVERAGES -
EURE ON-ALGO! HOLIC BEVERAGES
Mg N SAMPLES-NON-ALCO! NG 1408
IV ¥3gny val O
LELINY
¥3IHIO Fv HIIYM OIHOAY 1S
J3dIN1-3TY A3gay H3Lvm YILVM ONID VS
NYOVNO-31v A38y ILYM TI1LS
1388N0-31V A388V
I1v A3gav WINE S39vu3a3g TNz Y3010 aywy 3010 J1day qayy
SWEET SWEET/DESSERT 34 43110 93HONV14-430)0 auy
WHITE WINE SWEET avaw SIHLOH3015 ey ]
R b WINE-SWEET STILLTABLE WINE " S30m, SR E M trvii
W N 3138 g3, N3,
LEM Avaw
WINE S3ovyg,, H3H10-3 a
e WINE i, g O O3y O Gy
RED WINE - O STy -
o
OOLER SPEC LT . o
WINE M»zo_» A » —
PLUM WINE Sy n SNy M
MANE! NG ® S 1) NHsg,
z&.ﬁ_ﬂ_ﬂm m%mm,ﬂ spARKM . 840y oy ow,mwzmoea Fp—
QUEUR-WINE W SN Ivg
- ST WINE WPEST e 1500 Vi o
JSREDWINE SAT e (S0 I 0 oy
FLAVORE . \WIN KN 10, 140g) Ovg
oo@ﬂzmna»mﬂw e FED %wmﬁmmgu& N O
A w
CocKTNLYITAR O Nhg n, OO o, N1y
dﬂmo ONO\, o Siny
€ W oy, "Wigy
o RN N m vﬁo Mgy W3,
UNDE N P Ay 39 Opy,
o - 08" £ S hig 1O
" £ 0o v,
ARl © & oI, & Oty
St ey o G, xwoc\zm\\c
BTN e o V3o PHCICTY on
Wwehan S s 92, o, Mo
ey » 39 )
\S\a\ws\ gvsw% id [Ap—
406,39, 6.0,
Qéeme 03309, 20,," o,
¥ 29 100 by Wy,
En by oo, P,
w6, Oy Oop M,
) 8, Ve o, Ory
%o, 4 b K5y s woga oy,
A 2) 7t O,
Y, %@N\w\%w\oo.wsas a4
& K Do Mg, 7o,
% K oD by v \vo\v
oa(o X No@ H%o \X«J\v\_\o ¥ §$e§$
S LN fe) r
(TIONSE) by (P
3 % o3, 00y O 1 i, 0
% 05y 8000 0y, Oty Wy
% V00, ) Youy, Yony
%, 400y o, o,
ey )
3 % RN oy,
% N o e, Py, My, 5,
Z ® Uy B0 % Vo, 00 Yo
3 oS 00 ®t,
% ? 5520 ORI %
@ o — _ “
P~
@
3
g X
=1
—
» —
Z
2 w
A w
& &0 cwooEEY
& T35 RUIEEA/N.MEEE wouWOQXERFPESEE
§ FERS 5SS mm&m%mmamnmmmmmmm%wﬁ& mmmmxmmwmmmmmw
° T8 728 8 sawﬁnmw%%.:mmﬁnwmwmﬁmmmc 3222228
~ @ MUFRURRCCRNWB__& MPWEWEMFCEBV_% <2 2 3
SO oLESFo58ewsol a Gmse woZ [c]
=okgS 25LS & 0545 wZzoeooc@Ws z
S2559Yp5YS wuowaszED DR mm
503533323~ DME&EEEMMMM S
5785355 YhEystognuzad
g~ v7ag FEEOHuuEEEE" g
3 s g6 523 ° @
3




What we observed — controlled values

 PIM features 40 attribute categories with controlled value Example: Flavored Liqueurs
lists some of which are unique a specific category and some
are universal

* For specific marketing classification categories, these
controlled values are individually mapped to the primary
product categorization. Categories include: S
o Flavor
o Color
o Material/Sub-Material

o Varietal

LIQUEUR

* This can be leveraged for advanced or faceted search
opportunities within an experience

o Example: customer browses for fruit ligueurs but isn’t sure
which flavors are available

LIQUEUR-HERBAL

ACAI

APPLE
APRICOT
BANANA
BERRY

BLACK CURRANT
BLACKBERRY
BLEND-FRUITS
BLUEBERRY
BOYSENBERRY
CHERRY
CITRUS
CITRUS & HERBS
COCONUT
CRANBERRY
CUCUMBER
GRAPE
GRAPEFRUIT
GUAVA
HUCKLEBERRY
KIWI

LEMON

LIME
LOGANBERRY
LYCHEE
MANGO

MELON
ORANGE
PASSION FRUIT
PEACH

PEAR
PINEAPPLE
PINEAPPLE & COCONUT
PLUM
POMEGRANATE
RASPBERRY
RHUBARB
SLOE BERRY
STRAWBERRY
TANGERINE
TROPICAL
WATERMELON
OTHER

ANISE

BISON GRASS
BLEND-BOTANICALS
BLEND-PROPRIETARY
BLEND-SPICES
BUTTERSCOTCH
CAKE

CARAMEL
CARAWAY

CHILI PEPPER
CHOCOLATE
CINNAMON
COFFEE

CREAM

GINGER

HONEY

JUNIPER BERRIES
MAPLE
MARSHMALLOW
MINT

MOCHA

OTHER
PEPPERMINT
PUMPKIN

ROOT BEER
SPEARMINT

TEA

TEA-GREEN
TEA-SWEET
VANILLA
WHIPPED CREAM
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Review of potential third-party content sources

SOURCES
* Robert Parker Wine Advocate * Wine and Spirits Magazine
o Ratings/Reviews o Reviews/Ratings
o Vintage Chart o Tasting Notes
 Whisky Advocate o Recipes
o Ratings/Reviews * Tasting Panel
o Whisky 101 — Instant Expert o Reviews
* Wine Spectator o Recipes
o Ratings/Reviews o Features

o Vintage Charts

INTEGRATION OPTIONS

* Manual

 Automated via XML RSS Feeds/API
 Automated w/ MDM storage

NOTE: We have to anticipate the possibility of a popular wine having up to 3 — 4 different reviews/tasting notes
attached to it and allow for that flexibility in the Ul
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Key gaps & opportunities

* PIM does not contain all the necessary user-facing content to support full e-commerce experience (long
description, tasting notes, ratings/reviews, etc.). This information needs to be defined or sourced from third

parties and/or suppliers

* Taxonomy needs to extend beyond just product categorization/classification:
o Brand Taxonomy
o Customer Taxonomy

o Sales Taxonomy

* Content relationships need to be defined to understand cross-selling and deep-linking opportunities via
connected via taxonomy

* Approach for any potential assets other than product assets such as banners, product family shots, etc., need
to be defined:

o Whether this is required for the experience

o Whether these assets live in DAM or CMS Media Library
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. Content Strategy Recommendations

-




Operationalizing a content strategy: 2

Inventoried client and intranet site

content to surface content types Classifies all content by type and serves as the basis for future evaluations

Model all of the elements within each Prepares content recommendations and gap analysis
content type Defines digital structure to “liquefy” and create new content in the systems (CMS and DAM)

e Create a taxonomy and tagging strategy Enables tagging of content to support search, personalization, display, filtering, and reuse

e Develop a metadata and tagging schema Organizes metadata required for each asset to support use cases

T P Surfaces functional gaps to support lifecycle
e Ensures adherence to Editorial Guidelines and Voice & Tone

process from authoring to archive : : : o
Guides reorganization to support content publishing

Aligns organizational functions around content lifecycle

content lifecycle

Define the criteria for content evaluation . . : :
e TS e Faiat Allows content decisions to be informed by business needs
and optimization

e Design a governance model for the
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Core Content Recommendations
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National Example's e-commerce content ecosystem

Users Objects

Interactions

Discovery

Customers
Browse
Search
Filter
Compare
Recommend
Sales

Consultants

Transactions

Order
Payment
Invoice

Delivery
Customer Credit

Service Return

Promotions
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National Example's content marketing initiatives

Brand

Marketing

Recipes (Banners, Video
Merchandise, Ads,
Sales)

National
Example's News
and Updates

Industry Business/
Trends Pricing Guides
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Product detail content exploration

Confidential — Do Not Copy or Distribute.

Primary Product Details

— Name

— Description

— Product Images

— Category — Class — Subclass
— Supplier — Brand*

— ABV/Proof

— Flavor

— Base Unit Type

— Country of Origin — Region

— Availability/Delivery Options
— Packaging Options (see item)

Marketing Descriptors

Tasting Notes/Flavor Profiles
Ratings/Reviews
Recipes/Serving Guides*
Food Pairings

Promotions*

Discount Codes

Brand Info — Banner, Ads, etc.

ltem Details

— Price (Per Bottle, Per Case)
— Size

— Item Availability

— Item Packing Unit Details

Content Marketing Areas

Recipes

Related Products

Related Products

— Products in Same Category

— Products in Same Geo

— Products in Same Brand
Complimentary Products

— Products in Different Category
Recommended Products

— Customer Recs*

— Sales Recs™

— Best Seller Recs™

Industry

Trends Guides

Business

* denotes a relationship to a potential content type or

filter

Search/Filter Facets:

— Category

— Region

— Brand (Distillery, Vineyard)*
— Price (bottle, case)

— Rating

— Size/Packaging

— Age/Vintage



Product content opportunity: category overview

Pet lte I ra h With its deep color, rich texture, firm tannin, and bold flavors... (—B

T

Wine.com offers content around the

specific wine varietal that a user chooses.
This includes a banner image,

description, and a group of wine

characteristics.
81 Items Show out of stock Sort: Most Popular
% Petite Sirah ® | & REGION v ¢ RATING & PRICE ~  More filters > Th|s content may open customer eyes to
underrepresented varietals.
Caymus Suisun Grand Durif 2015 $59%
Petite Sirah from Suisun Valley, North Coast, California
WS 93

Petite Sirah

With its deep color, rich texture, firm tannin, and bold flavors, there is nothing petite about Petite Sirah. The variety was originally known as Durif, but took
on its more popular moniker when it was imported to California from France in 1884. Despite its origins, it has since become known as a quintessentially
Californian grape. It has been commonly utilized as a blending partner for softer Zinfandel and other varieties, but has also found success as a single varietal
wine. It is most commonly grown in Lodi and the Central Valley, and to an extent in Sonoma and Napa counties.

In the Glass

Petite Sirah wines are typically deep, dark, rich, and inky, with concentrated flavors of blueberry, plum, backberry, black pepper, sweet baking spice, leather,
and cigar box, and chewy, chocolatey tannins. Notes of vanilla and coconut can be found in examples with significant amounts of new oak.

Perfect Pairings

Petite Sirah’s full body and bold fruit make it an ideal match for barbecue, especially brisket with a slightly sweet sauce, and other rich meat dishes. The
variety’s heavy tannins call for fatty protein and strong flavors that won’t get drowned out by the wine.

Sommelier Secret

Don’t get Petite Sirah confused with Syrah—it is not, as the name might seem to imply, a smaller version of Syrah. It is, however, the offspring of Syrah
(crossed with an obscure French variety called Peloursin), so the two grapes do share some characteristics despite being completely distinct varieties.
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Product content opportunity: browse/search by flavor

If you're struggling to choose which whisky to buy,
we can help. We've come up with the eight most
common styles of whisky and allocated them to the
ones we sell. Each style sums up the flavours you'll
find in a glass of whisky, so whether you're looking
for an elegant and floral dram or something loaded

with rich fruit and spice, you're sure to find a

whisky you like.

The Whisky Exchange allows users to search and filter whisky by flavor.
This section also features guides and imagery to help consumers identify
their own flavor profile.

This is an example of how to build useful content that supports a
particular faceted navigation scheme. We need to think about the
available attributes and whether or not there is an opportunity to develop
content that helps a user understand and make a purchase.

Light, delicate drams that show off whisky’s softer side, with subtlety,
elegance and finesse

DRIED FRUIT AND NUT
Great all-round whiskies that offer plenty of rich fruit and nuttiness,
ideal for beginners

National Example Wine & Spirits - Confidential — Do Not Copy or Distribute.

FRESH FRUIT AND VANILLA

Bursting with flavour, these whiskies are fresh, clean and sweet, with
tropical fruit and soft spice

Rich, with a delicious honeyed maltiness, these whiskies offer classic
aromas and flavours




Product content opportunity: popular/recommended products

National Example's
Top Picks for You

Popular —
Purchase Data

Bulleit Bourbon

$19.99 - $51.99

Top Picks

Baileys Irish Cream Original

$15.99 - $44.99

19 Crimes Red Blend

$7.14 - $22.09

Tito's Handmade Vod!

$9.99 - $37.09

Veuve Clicquot Brut Yellow Label

$39.60 - $99.99

Trending Now

Johnnie Walker Blue Label

$149.99 - $314.99

Moet & Chandon Imperial Brut

Champagne
$37.98 - $82.99

Hennessy V.S Co;

$27.99 - $69.9¢

National Example Wine & Spirits - Confidential — Do Not Copy or Distribute.

Online alcohol distributor and
delivery service, Drizly has
homepage modules that feature top
picks and trending items.

This could be a huge differentiator
for National Example's considering
the large amount of purchasing data
that can be leveraged as well as the
sales force of consultants who are
equipped to make strategic,
customized recommendations.




Product content opportunity: recipes with featured products

Try These: Buliele Reelpes e Suerouroons Drizly features recipes on their
B .o product pages. These recipes are
provided by the supplier and
| . highlight a specific product. It also
links back to the shopping experience
with a “Shop Ingredients” module.

Bulleit Boilermaker

bourbon beer _
Write a review Medium 5 min
Step aside, vodka and gin—this Bulleit BLT is Go old-school with Bulleit's take on the classic
the new go-to summer drink. You may WhISkey and beer drink. It doesn't get much more classic than the Old Fashioned. This timeless drink is a

associate tonic water with vodka or gin, but staple for any mixologist or home bartender!

what about bourbon? This golden alternative is
iust as simple and light for summer.

Read More > Read More >
- Ingredients / Tools w How to Mix
7 167 Bulleit Bourbion g Old fashioned 1. In a rocks glass, muddle sugar and bitters
2. Add bourbon, water, and a large ice cube
v 1/4 oz Bitt i
e g Jigger 3. Twist slices of lemon and orange peel over
i ) / 10z Sugar the drink and drop the slices in
Bulleit Old Fashioned Rye Manhattan Muddler 5
\ 4. Garnish with a cherry
/1 splash of Water
bourbon rye whiskey
v Lemon Slice
It doesn't get much more classic than the Old An important staple in your bartending
Fashioned. This timeless drink is a staple for arsenal, the Manhattan is a classic cocktail / Orange Slice
any mixologist or home bartender! traditionally made with Rye Whiskey.

Shop Ingredients

Bulleit Bourbon Angostura Bitters

$19.99 - $51.99 $5.99 - $34.99
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Brand detail content exploration

Brand

Confidential — Do Not Copy or Distribute.

Brand Details

— Brand Name

— Brand Logo

— Supplier

— Country of Origin

— Appellation-Vineyard

— Short Description

— Brand Story/Features

— Relevant Product Categories

Content Marketing Areas

Brand Industry

Content Trends

Brand Marketing

— Brand Banner Images
— Product Glamour Shots
— Video Advertisements

Product/Promotion™® Listing

— Products*
— Promotions/Discounts*®

Search/Filter:

— Product Category
— SortA—-Z

— Popularity*

* denotes a relationship to a potential content type or
filter



Brand content opportunity: brand landing page

..| VBEZ\M . The Whiskey Exchange features brand landing pages that display all of the
" AMERICAN WHISKEY products associated with that brand. It also features the descriptive

B ooy e oo | background and history that helps inform customers of the brand’s story.
world, producing a huge range of well-respected and award winning |
whiskies.

Discover more »

Not only does this proposition help the customer discover new information
about the brands they purchase, it also helps position brands and their

- -_ - — . —" associated products on the platform.
All j All ;| Jim Beam x All j All j All j
SIZE

.

STANDARD (9)
OIANUARD )

a=GRID =LST  PRICE NAME  LATEST »

Jim Beam is made by a family who started distilling in 1795. Seven
generations on, they've become one of the biggest distillers in the
world, producing a huge range of well-respected and award winning

whiskies.

Close »

JIM BEAM

AMERICAN WHISKEY CHARACTER AND STYLE OF JIM BEAM

The Beam name is an A:‘:,S;Ei{_ l1sation of boenm, tne

family name of the German imn

Oak Vanilla Toffee
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Brand content opportunity: brand search/discovery

It is also helpful for users to be able to search brands as an

QCJT((]:HZWHISKY BRANDS object itself. Whiskey Exchange allows users to search for
brands A-Z with a breakdown for each category.

A comprehensive alphabetical list of Scotch Whisky brands,
including single malts such as Laphroaig and Macallan, blended

whiskies including Ballantine's and Johnnie Walker, blended malts

Drizly and Wine.com feature a Top Brands designation in the
navigation to help route people to products they want to
sell. For SGWS, this could be a major opportunity to align
supplier and user goals.

such as Monkey Shoulder, and grain whiskies like Haig Club.

= ARrdbeg >

v TEN

Ardbeg

~TEN

ATO Z OF BLEN BEER WINE LIQUOR EXTRAS RECIPES O\ Search Beer, Wine & Liquor

Beer Types Top Brands Countries

IPA Wheat Bud Light United States
MONKEY

SHOULDER
HitH 27 ¢

Belgian Ale Seasonal Stella Artois Germany

Cider Stout Corona Ireland

ATO Z OF GRAI Pale Ale Pilsner Lagunitas Mexico

Porter Sour Ale Dogfish Head Japan
Amber Ale Hefeweizen Angry Orchard Belgium

View All >> View All Beer Brands >> View All >>
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Brand content opportunity: brand videos

Jim Beam® | Mila Kunis "Invitation" TV Com.mercial Incorporating brand VideOS intO the

experience is also a possibility considering
some of the suppliers you work with are
already pushing this content on other
channels.

Even if the video is a commercial, in the
experience, it would work as additional
product content which the user can choose
to engage with or not.

How to Make a Toasty Hot Toddy at Home
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Promotion detail content exploration

Promotion Details Product Options Discount Pricing Search/Filter:
— Product Category
: — Promotion Number — Item Number — Original Price — Bottle, Case — Ending Soon
Promotion — Promotion Name — Case/Bottle Quantity — Discount Amount — Popularity
— Promotion Short Description — Size — Discounted Price — Bottle, — Discount % Size
— Promotion Image (optional) — Current Inventory Case
— Discount Code — Total Savings — Percentage,
— Start Date* SS
— End Date*

Content Marketing Areas

Businesa/
Pricing
Guides

Industry

Trends

* denotes a relationship to a potential content
type or filter
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Promotion content opportunity: highlighted promotions/deals

Sl $20.an STO0miE—— | Wine.com uses t|I§s on th-elr homepage to highlight great
deals and promotions. This promotion leads to a product

listing page that shows price cuts as well as the

total/percentage saved on specific items.

Use Code,JANNEWZO

This could be a great way to present enticing bulk sales
and discounts for SGWS.

Up to 40% Off New Arrivals this Week y Impressive Values
Wine Advocate 90+ Find Your Favorites Rated 90+ Under $20

1122 Items Show out of stock Sort: Most Popular
% VARIETAL v & ReGION v | So¢ 90+ Rated AndBelow$20 X | More filters >
Chateau de Landiras 2014 $172 $14°°
4;('. Bordeaux Red Blends from Graves, Bordeaux, France Save $3.00 (17%)

D [[95 WW 93

///// (/ wlbvens

yRAV

Ships Today ‘ 1 H Add to Cart
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Promotion content opportunity: promotion labels

FEATURED @ SELECTION

FIKIIS

OBAN LITTLE BAY SINGLE MALT THE MACALLAN 15 YEARS OLD TOMATIN 12 YEAR OLD CUATRO QUIET MAN 8 YEAR OLD SINGLE
SCOTCH WHISKY FINE OAK SCOTCH SINGLE MALT MANZANILLA SHERRY CASK MALT IRISH WHISKEY
WHISKY FINISH SINGLE MALT SCO...
$86.99 $149.99 $89.99 $53.99

Cask.com features labels on their products to indicate when the sales end. This entices users to click on the
item and drives their behavior to purchase before the sale ends.
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Initial content prioritization matrix

Content Type

Exists in Current

State?

Source

Strategic
Priority

Effort

Product Details/Pricing

Product Imagery

Reviews and Ratings

Tasting Notes

Customer Purchasing History/Data
Flavor Profiles

Food Pairings

Recipes

Promotions

Brand Marketing (Banners, Advertisements, Merchandising, Sales)
Pricing Guides

Product Notifications/Release Calendar

Industry Trends (Popularity, Geography, Seasonal)

Local/Industry Events
National Example's News and Updates

On-Premise/Off-Premise Business Guides

Yes

Spring 2018

No
No
Yes
No
No
No
Yes
No
Yes
No
No

No
Yes

No

SGWS

SGWS

3" Party, Users

3rd Party, Suppliers
SGWS

31 Party, Suppliers
3rd Party, Suppliers
3" Party

SGWS, Suppliers
Suppliers

SGWS

SGWS, 3" Party
SGWS

SGWS, 3" Party
SGWS
SGWS
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TIER 1
TIER 1
TIER 1
TIER 1
TIER 1
TIER 2
TIER 2
TIER 2
TIER 2
TIER 2
TIER 2
TIER 3
TIER 3

TIER 3
TIER 3
TIER 3

MEDIUM
HIGH
MEDIUM
MEDIUM
HIGH
MEDIUM
MEDIUM
MEDIUM
MEDIUM
MEDIUM
LOW
MEDIUM
HIGH

MEDIUM
LOW
HIGH




Trade Marketing & Sponsored Content
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Supplier-driven and third-party content marketing

The key to sponsored content is striking a balance between supplier and customer goals in a way that
never compromises the user experience. The key to licensed content is acquiring the license.

Suobliers * Sales Goals .
pg e Traffic Goals National Recommended Products
: Example
Third Party P
e * Brand Collateral Brand Relevant Content
* Licensed Content Marketing
Leveraging the National Synthesize and monetize Discovering and purchasing
Example's platform to help information from various products that will enable
promote products and suppliers and license content their business
achieve sales goals and from third parties for
extend the reach of third- presentation to customers

party content
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Sponsored content/advertising — best practices

This image depicts an eye-tracking study from Nielsen Norman where they tested user
visual engagement on sites with ads. Red/Yellow spots highlight areas with the highest

engagement, while the green boxes indicate areas with ads, which saw virtually no
engagement.
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Sponsored content — pricing

Though there is no real standard for pricing sponsored content/advertising units, there are a variety
of a variables that can influence how you choose to monetize content. The studies list below outline
the factors in pricing these opportunities in great detail.

Our recommendation, would be to ease into monetization opportunities after building out the
platform, collecting data and examining user behavior.

SOURCES
* Sponsored Content Guide by Moz

o https://moz.com/blog/everything-you-need-to-know-about-sponsored-content

* Sponsored Content White Paper:

o https://connect.relevance.com/hubfs/Rebranded Case Studies/WhitePaper SponsoredArticl
es RELEVANCE 2017.pdf?t=1515987641894
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Pillars of web content management

The secret to effective content management for any organization is understanding and coordinating these
four core concepts:

* Content Modeling — Editorial and User Experience

* Content Aggregation — Content Structure and Categorization

* Editorial Tools & Workflow — People and Process

* Delivery & Output Management — System Management and Integration

National Example Wine & Spirits - Confidential — Do Not Copy or Distribute.




Key activities for National Example's success

The key activities that the National Example's organization will have to undertake to achieve and implement
a consumer-facing content strategy, specifically in regards to the e-commerce platform and content

marketing, include:

* Content Tagging — Validate existing product data quality and ensure the necessary tags have been applied
to all product content being pulled from PIM to enable searching and filtering

* Product Naming — Engage product experts to develop a naming convention for product name (short
description) that is both user-friendly and merchandises the product properly

* Product Assets — Ensure bottle shot URLs are captured in PIM and asset metadata is applied

* Supplier Activation — Enable product suppliers to become content providers to fill in gaps around product

long descriptions and brand assets (images, videos, other resources)

* Third-Party Activation & Licensing — Solidifying partnerships with pub
outsource tasting notes, reviews and category descriptions across the

ications/content creators to

oroduct catalog

* Editorial Workflows — Establish a team and workflow for managing the content lifecycle for future

Iterations
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National Example's content sources

Third-
Party
Sources

Users

(Customers,
Internal)

Core Content el da Regional
Matter

Team™ Teams
Experts

e Sales

* Product

o Support *Note: (;urrently, no core content
team exists
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External sources: supplier-driven and third-party content

e Sales Goals

Suppliers :
p; e Traffic Goals National Recommended Products
: Example
Third-Party P
* Brand Collateral Brand Relevant Content
Sources . .
* Licensed Content Marketing
Leveraging the National Synthesize and monetize Discovering and purchasing
Example's platform to help information from various products that will enable
promote products and suppliers and license content their business

from third parties for
presentation to customers

achieve sales goals and
extend the reach of third-
party content

Note: The key to sponsored content is striking a balance between supplier and customer goals in a way that never compromises the user experience. The key to licensed content is

acquiring/negotiating the license.
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Refined prioritization matrix

Content Type

Exists in Current

State?

Source

Strategic

Priority

Effort

Product Details/Pricing

Product Imagery

Reviews and Ratings

Tasting Notes

Customer Purchasing History/Data

Promotions

Brand Marketing (Banners, Advertisements, Merchandising, Sales)
Pricing Guides

Product Notifications/Release Calendar

Industry Trends (Popularity, Geography, Seasonal)
Local/Industry Events

On-Premise/Off-Premise Business Guides

Flavor Profiles

Food Pairings

Recipes

National Example's News and Updates

Yes

Spring 2018

No
No
Yes
Yes
No
Yes
No
No
No
No
No
No
No

Yes

SGWS

SGWS

3" Party, Users

3rd Party, Suppliers
SGWS

SGWS, Suppliers
Suppliers

SGWS

SGWS, 31 Party
SGWS

SGWS, 31 Party
SGWS

3" Party, Suppliers
31 Party, Suppliers
3" Party

SGWS
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TIER 1
TIER 1
TIER 1
TIER 1
TIER 1
TIER 1/2
TIER 2
TIER 2
TIER 2
TIER 2
TIER 2
TIER 2
TIER 3
TIER 3
TIER 3
TIER 3

MEDIUM
HIGH
MEDIUM
MEDIUM
HIGH
MEDIUM
MEDIUM
LOW
MEDIUM
HIGH
MEDIUM
HIGH
MEDIUM
MEDIUM
MEDIUM
LOW




Activating the core-content recommendations

 The following slides represent the core-content recommendations, along with third-party and supplier
content recommendations, distilled into page-level content strategies for each of the pages below. These
will indicate how to best activate the content at our disposal and lead to the experience our customers
and internal audiences seek:

o Product Search/Listing

o Product Detail

o Product Insights/Opportunities
o Category Listing

o Brand Listing

o Promotions

o Support

NOTE: Additional page-level recommendations will be prepared as design continues.
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Product search/listing

WHATITIS
CHANNELS @
Users can view, filter, search and sort through an aggregate list of products distributed by National Example's and

make selections to add items to cart or learn more about a particular product.
AUDIENCES  All - Customers, Sales, Service

FEATURES DEPENDENCIES

List c?f individua.I products with high-level product . PIM — Product Details, Product Assets,
details and attributes such ast proc?luct narT\e, bottle Product Tags CUSTOMER VALUE
§hot category, geography, price, sizes available and . Marketing DAM — Promo/Brand Assets
|nver.1tory status., , _ - Promotion, Inventory Data Product Details/Attributes _ [] 1
Provide the option to identify case amount or bottle
amount that you would like to add directly to cart or Search/Filter Capability _ [] e
save the product to watchlist
Filter list of products based on relevant attributes CONTENT TYPES Feature Image/CTA/Desc. — L] +
such as category, price, reserve status, item type .

_ , o _ , Add to Cart/Watchlist . 1
Display a tag that identifies whether this product is » Products .
on promotion or an opportunity for a customer in the - Categories
cales view . Promotions BUSINESS CONSIDERATIONS

i i - Brands _ 1

Optlon to sort by level of inventory, date added, Business Value L]
price, name, etc.
Provide a feature image and description to be used to Operational Complexity T . il
highlight promotions, brands or specific product
categories Implementation Complexity — __ L] +

National Example Wine & Spirits - Confidential — Do Not Copy or Distribute.




Product detail

WHATITIS
CHANNELS @
Users can get the detailed view of all information relevant to a particular product to understand more about the

contents within the bottle, the people who manufactured the product and the impact it has on your business.
AUDIENCES  All - Customers, Sales, Service

FEATURES DEPENDENCIES

See complete set of bottle shot assets related to a « PIM — Product Details, Product Assets,
product — Front Shot, Back Shot, Label Shot, 360 shot Product Tags CUSTOMER VALUE
View product name, tags and other metadata related - Marketing DAM — Promo/Brand Assets
to that product - Customer Purchasing Data Product Details/Attributes B ] N
Option to select number of cases/bottles to add to - Recommendations Engine
cart based on current inventory Marketing Descriptors — L] 1
Marketing descriptors about that product including
product long description, tasting notes, flavor CONTENT TYPES Brand Information — L] T
profiles, regional guides etc. .
Ability to view ratings/reviews from trusted third Product * Recipes Recommendations N - o
party sources and submit a product rating as a Cate.gories + Insights BUSINESS CONSIDERATIONS
customer Region
Ability to view assets, resources, activations directly + Brand Business Value — L] +
from the suppliers about the particular brand of that + Tasting Notes
oroduct Ratings/Reviews Operational Complexity o . Bl
See recommendations on similar products, Flavor Profiles | |

Food Pairings Implementation Complexity . +

complimentary products and products that have
been recommended to you by a sales consultant
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Product insights/opportunities

WHATITIS
CHANNELS @
Users can see trends and data about the impact a product has on the market which will drive sales

recommendations to customers

AUDIENCES Sales, Customers

FEATURES DEPENDENCIES
- Sales users can see purchasing trends for a particular - PIM — Product Details, Product Assets,
product in a variety of graphical forms Product Tags CUSTOMER VALUE
- Sales users can see data pertaining to a specific - Customer Purchasing Data
product category or a specific region/territory - Recommendations Engine Product Insights - ] 0
- Sales users can gather insights and deliver them with
product recommendations to a specific customer that Proposals _ [ ] 1
they are consulting
Customer can see the the proposals that have been CONTENT TYPES Market Trends — H T
created for them along with the business insights
Customers can also see when products are tagged as Prqducts
recommended for them by their sales rep Insights BUSINESS CONSIDERATIONS
Proposal

Business Value o . T
B

Operational Complexity

Implementation Complexity — __ . +
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Category listing

WHATITIS
CHANNELS @
Users can browse through different product categories offered by National Example's and discover information

about varietals and spirit styles while also being surfaced a list of products that fall into that category
AUDIENCES  All—Customers, Sales, Service

FEATURES DEPENDENCIES
Category landing outlines the full National Example's « PIM —Product Details, Product Assets,
categorical hierarchy (Category, Class, Sub-Class, Product Tags CUSTOMER VALUE
Varietal) to allow user to browse through and identify - Marketing DAM
new product styles - CMS Category Landing o ] N
When a category filter/tag is selected, a category
image and short description appears above the Category Feature Section _ L] 1

product listing on the results page that sets context

around the product type as well as displays all the CONTENT TYPES Category Article/Guides — N T
products in that category
User can click a CTA from that category feature image - Categories
that leads to an article/guide on that specific » Products BUSINESS CONSIDERATIONS
category or varietal so they can learn more about the - Promotions
history, flavor profiles, regional specs of that category + Article Business Value — L] -+
Promotion can be run on a specific product category B — N
which filters the product list and displays the discount Operational Complexity

NOTE: Might be useful to start with Wine types and varietals and Implementation Complexity  _ . —+

gradually move into other categories
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Brand listing

WHATITIS
CHANNELS @
Users can browse through a list of brands and suppliers that have partnerships with SGWS. Users can see all

products within that brand as well as marketing activations and resources created by the suppliers.

AUDIENCES Customers, Sales

FEATURES DEPENDENCIES
Brand landing page outlines the full brand portfolio « PIM —Product Details, Product Assets,
carried by SGWS Product Tags CUSTOMER VALUE
When a brand is selected, user navigates to a results - Marketing DAM
page where a brand feature image and description - CMS Brand Product Tags - Il n
appear above the product listing for that particular - Suppliers
brand Brand Assets - . e
User can click a CTA from that category feature
image that leads to a brand spotlight where CONTENT TYPES Brand Descriptions — L] T
documents, videos and other assets regarding the
brand can be accessed . Brands
Similar brand resources and assets can also be found . Products BUSINESS CONSIDERATIONS
as a component on the product detail page and . Promotions
linked to from there Business Value — N T
NOTE: This will likely have to start off as a partnership between Operational Complexity - . T
certain suppliers who can provide information directly from their
supplier portals Implementation Complexity — . -+
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Promotions

WHATITIS
CHANNELS @
Users can view current promotions that help customers identify deals and special pricing on different types of

products.
AUDIENCES  All—Customers, Sales, Service

FEATURES DEPENDENCIES
Promotions are featured on the homepage to drive « PIM — Product Details, Product Assets,
people to special product offers when they enter the Product Tags CUSTOMER VALUE
experience. - Marketing DAM — Promo/Brand Assets
Promotions can populate the feature image/CTA - Promotion, Inventory Data Homepage Promo Tiles B — N
above the product listing with information that
highlights the details of the offer Promo Feature Image _ B 4
Products that are on promotion should have an :
indicator in both the product listing and product CONTENT TYPES Offer Detalls — L T
detail page
Search results listing should feature active - Products
promotions below the filters in the sidebar, which - Promotions BUSINESS CONSIDERATIONS
can be reserved as essentially ad space for suppliers . Brands
If you a user selects a promo item, then a discount . Categories Business Value — . T
code should be automatically applied in shopping
cart/checkout Operational Complexity _ . Bl

Implementation Complexity . +
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Support

WHATITIS
CHANNELS
Users can find support/help content to help them self-service issues related to orders, refunds, credits, shipping,
using the e-commerce tool, etc. They can also find information to connect them with service representatives either
via phone or online. AUDIENCES All—Customers, Sales, Service
FEATURES DEPENDENCIES
- A searchable collection of help topics and categories - CMS
that organize support articles for self-service - Support Team Knowledge/Expertise CUSTOMER VALUE
Users can find support articles written and - Help Taxonomy
maintained by the service team that offer detailed - CRM/Case Management Support Landing B — N
guidance on
Users can open a help case or find contact Support Articles _ ] 1
information to work directly with a service :
representative CONTENT TYPES Help Topics/Togs — . T
Service reps can see open cases that they have and
start to manage open cases and solve issues + Articles

BUSINESS CONSIDERATIONS

Business Value

Operational Complexity

Implementation Complexity — __ L] 4
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Operationalizing a content strategy: 2

Inventoried client and intranet site

content to surface content types Classifies all content by type and serves as the basis for future evaluations

Model all of the elements within each Prepares content recommendations and gap analysis
content type Defines digital structure to “liquefy” and create new content in the systems (CMS and DAM)

e Create a taxonomy and tagging strategy Enables tagging of content to support search, personalization, display, filtering, and reuse

e Develop a metadata and tagging schema Organizes metadata required for each asset to support use cases

T P Surfaces functional gaps to support lifecycle
e Ensures adherence to Editorial Guidelines and Voice & Tone

process from authoring to archive : : : o
Guides reorganization to support content publishing

Aligns organizational functions around content lifecycle

content lifecycle

Define the criteria for content evaluation . . : :
e TS e Faiat Allows content decisions to be informed by business needs
and optimization

e Design a governance model for the
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Content model use case for SGWS

* Organizes our system of objects and relationships to identify what types of content needs
to exist and how to connect those pieces of content

* Defines content structure to maintain a clear and consistent experience for the people
who are interacting with the platforms and digesting information.

* QOutlines design of authoring templates in CMS, and to some extent Salesforce, for creating
and publishing different content types

* Allows us to assess gaps in current state content to identify level of effort and prioritize
activities

* Assigns an audience (user) and source (creator) to a particular content element
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National Example's content sources

Third-
Party
Sources

National
Users
Example (Customers,
Brand Internal)

Core Content el da Regional
Matter

Team™ Teams
Experts

*Note: Currently, no core content
team exists
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External sources: supplier-driven and third-party content

e Sales Goals

Suppliers :
pz e Traffic Goals National Recommended Products
: Example
Third Party P
* Brand Collateral Brand Relevant Content
Sources . .

* Licensed Content Marketing

Leveraging the National Synthesize and monetize Discovering and purchasing

Example's platform to help information from various products that will enable
promote products and suppliers and license content their business

from third parties for
presentation to customers

achieve sales goals and
extend the reach of third-
party content

Note: The key to sponsored content is striking a balance between supplier and customer goals in a way that never compromises the user experience. The key to licensed content is

acquiring/negotiating the license.
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National Example's content areas

E-Commerce & Sales Planning & Service & Support National Example's  Universal

Content Marketing Management Internal Messaging
Communications

* Product e Q@Goals * Support/Help * Newsand Updates |* Asset

* Promotion * Opportunities * Service Request * Corporate Comm. * Notification

* Brand * |nsights * Transaction

* Rating/Review * Sales Activities

e Tasting Notes  Territory (Route)

 Flavor Profile * Proposal

* Recipe * Performance

 Brand Collateral * Training

 Article (Trends)

Consultative Sales Supported by Content
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National Example's e-commerce content ecosystem modeled

SGWS
Content

Search/
Browse

Discover Product:
(Content & Navigation)

Proposals

DAM
Product
Shots

Promotions

Notification

Related
Products

Category

Brand

Article
(Trends)

Geography

g
Q.

External
Content

Product Information
(Content & Metadata)

Age/

Catego
gory Vintage

Brand Geography

/\ / \ /\

: ¥ Product Details
Oban 14-Year Old Single Malt Description
-Tasting Notes

-Flavor Profile
-Ratings

Related Content
-Recipes

-Food Pairing
-Brand Collateral

Recommended
-Purchase History
-Similar Products
-Complimentary
Products

Inventory
Status

Sizes
Available

Packaging
Options
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National Example's sales content ecosystem modeled

Salesforce Management Sales Planning Product Selection

Opportunities/
Insights

Customer Accounts
(Contacts)

Sales Team
| (Consultants)
Sales Performance - n
Manager
Territory/ /
Routes

Events
(Activities)

Proposals
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Operationalizing a content strategy: 3 - 4

Inventoried client and intranet site

content to surface content types Classifies all content by type and serves as the basis for future evaluations

Model all of the elements within each Prepares content recommendations and gap analysis
content type Defines digital structure to “liquefy” and create new content in the systems (CMS and DAM)

e Create a taxonomy and tagging strategy Enables tagging of content to support search, personalization, display, filtering, and reuse

e Develop a metadata and tagging schema Organizes metadata required for each asset to support use cases

T P Surfaces functional gaps to support lifecycle
e Ensures adherence to Editorial Guidelines and Voice & Tone

process from authoring to archive : : : o
Guides reorganization to support content publishing

Aligns organizational functions around content lifecycle

content lifecycle

Define the criteria for content evaluation . . : :
e TS e Faiat Allows content decisions to be informed by business needs
and optimization

e Design a governance model for the
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Taxonomy use case for SGWS

* Develops arich index of product metadata that enables searching and filtering across facets (product
characteristics)

o Categorization — Category, Class, Subclass, Varietal
o Geography

o Product Characteristics — Flavor, Color Material

o Size/Packaging Type

O ...

e Establishes a consistent vocabulary for systems and components (navigation, labels, dropdowns, filters,
notifications, etc.)

* Defines complex relationships between data/content objects for insights, dynamic content and reporting

* Creates a categorization scheme for tagging assets to make them findable in DAM and readable as a URL string
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National Example's hierarchies

* Product Categories
o CATEGORY —> CLASS > SUB-CLASS - VARIETAL (if category = wine OR material = grape)

* |tem
o PRODUCT (Tier 1, Product Family w/ shared attributes) = ITEM (Tier 2, Sellable Unit)

 Geography
o COUNTRY OF ORIGIN—> REGION (state, province, etc.) = SUB-REGION —> APPELLATION -> VINEYARD (mainly applies
to wine)
* Packaging
o PALLET = CASE - INNER PACK = BASE UNIT (bottle)
e Supplier
o SUPPLIER > BRAND - PRODUCT FAMILY

e Sales Team
o SALES MANAGER = SALES CONSULTANTS

* Customers (Accounts)
o ACCOUNT = CONTACTS - OWNER = BUYERS
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Product categorization taxonomy (primary)
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Taxonomy in action | customer product mix

-

Product Mix Breakdown:

Wine — 30% Wine Mix Breakdown:

Category
Varietal

Beer — 10%
Spirits —50%

Non-Alcoholic — 10%
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Taxonomy in action | product characteristics — flavor

SPIRITS

MIXED PACKAGE-SPIRITS
BRANDY-FRUIT

COCKTAILS
RUM

LIQUEUR

GIN
BRANDY-GRAPE

SLIVOVITZ/SLIVCVICKA
QUETSCH

MIRABELLE

POIRE WILLIAMS

TRIPLE SEC

CURACAO
ARANCELLO/ORANGECELLO
SLOCE GIN

PACHARAN

MAIL TAI

CREME DE MENTHE
PINA COLADA
LIQUEUR-COFFEE
CREME DE FRAISE
CREME DE FRAMBOISE
CREME DE PECHE
LIMONCELLO
KIRSCH/KIRSCHWASSER

LIQUEUR-HERBAL
MOSCOW MULE

LIQUEUR-FRUIT

CREME DE CACAO
CREME DE GINGEMBRE
CREME DE MURE
BLOCDY MARY

CREME DE CASSIS
WHISKEY SOUR

CREME DE BANANE
MARASCHING

SPICED RUM

FERNET

AMARO

AQUAVIT

AKVAVIT

ROCK & RYE

KUMMEL

LIQUEUR-NUT FLAVORED

LIQUEUR-FLORAL
CREME DE NOYAUX
AMARETTO

CREME DE g)\%LETTE

[ I
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MIXED PACKAGE
PLUM

ORANGE

SLOE BERRY
MINT

MOCHA

COFFEE

PEAR

TROPICAL
STRAWBERRY
PINEAFPPLE & COCONUT
RASPBERRY
PEACH

LEMON

WHIPPED CREAM
VANILLA

TEA-SWEET -

TEA-GREEN
TEA

SPEARMINT
ROOT BEER
PUMPKIN
PEPPERMINT
MARSHMALLOW
MAPLE

JUNIPER BERRIES
HONEY

CREAM
CINNAMON -

CARAMEL
CAKE

BUTTERSCOTCH -

BISON GRASS
WATERMELON
TANGERINE

RHUBARB -

POMEGRANATE
PINEAPPLE
PASSION FRUIT
MELON

MANGO -

LYCHEE
LOGANBERRY
LIME

Kiwi
HUCKLEBERRY
GUANVA
GRAPEFRUIT
GRAPE
CUCUMBER
CRANBERRY
COCONUT
CITRUS & HERBS
BOYSENBERRY

BLUEBERRY
BLEND-FRUITS

BERRY
APRICOT

CHOCOLATE
BLEND-SPICES
GINGER
BLACKBERRY
CHILI PEPPER
BLACK CURRANT
BANANA
CHERRY
BLEND-PROPRIETARY
CARAWAY
CITRUS

OTHER

BLEND-BOTANICALS
VWALNUT

HAZELNUT
HIBISCUS
ELDERFLOWER
ALMOND

FLORAL

ANISE




Taxonomy in action | product asset tags — spirits

Asset Family

HIBIKI

SUNTORY WHISKY

Individual Asset
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Asset Details

Asset ID
Asset URL

Filename
Dimensions
Asset Type
Shot Type

Alt Text

Product Details
Category
Brand
Supplier
Country of Origin
Age
Packaging Type

Usage
Channel Usage

Asset Owner
Date Shot
Date Uploaded
Expiration Date

—

Example:
Spirits

Whiskey

Hibiki Harmony
Suntory Beam
Japan

8 years

Case

N~—




Taxonomy in action | product asset tags — wine

Asset Family

0OOH"“ /34

4

v

EAST COAST
PINOT NOIR

Individual Asset
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Asset Details
Asset ID
Asset URL
Filename
Dimensions
Asset Type
Shot Type
Alt Text

I Product Details

Category, Class and
Subclass
Brand
Supplier
Country of Origin
Region
Varietal
Vintage
Packaging Type

=

Usage
Channel Usage

Asset Owner
Date Shot
Date Uploaded
Expiration Date

—

Example:
Wine
Still/Table Wine
Red

Goose Bay
Goose Bay
New Zealand
East Bay
Pinot Noir
2014

Case

¥




Other taxonomies or controlled vocabularies

* Users * Transactions
o Sales Teams o Transaction Types
o Customer Type/Segment o Notification Triggers

o Service Request

* Sales
o Visit Planning
o Opportunity Type
o Goal Type
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Operationalizing a content strategy: 5 - 7

Inventoried client and intranet site

content to surface content types Classifies all content by type and serves as the basis for future evaluations

Model all of the elements within each Prepares content recommendations and gap analysis
content type Defines digital structure to “liquefy” and create new content in the systems (CMS and DAM)

e Create a taxonomy and tagging strategy Enables tagging of content to support search, personalization, display, filtering, and reuse

e Develop a metadata and tagging schema Organizes metadata required for each asset to support use cases

T P Surfaces functional gaps to support lifecycle
e Ensures adherence to Editorial Guidelines and Voice & Tone

process from authoring to archive : : : o
Guides reorganization to support content publishing

Aligns organizational functions around content lifecycle

content lifecycle

Define the criteria for content evaluation . . : :
e TS e Faiat Allows content decisions to be informed by business needs
and optimization

e Design a governance model for the
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Content governance overview

Governance

Implementing content delivery and maintenance for the the National
Example’s digital experience will require the management of

multiple complexities...

Three stand out.
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Content governance overview

Complexity Drivers

Multiple Systems

Unify content delivery from CMS, MDM, Sapphire, etc.

Implement DAM and dynamic content technologies
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Content governance overview

Complexity Drivers

Numerous Stakeholders
Drive change and improvement through communication

Collaborate to understand business, supplier and technology
requirements
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Content governance overview

Complexity Drivers

Evolving Standards

Manage digital content processes and tools to meet changing

business needs and customer preference

Optimize the way National Example's operates and the results
delivered
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Content Governance Structure

Confidential — Do Not Copy or Distribute.
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Governance models

To manage these complexities, some form of governance is required. There are three common
organizational governance models, each with its own strengths and weaknesses:

Centralized

Federated

Decentralized

 Digital governance and
operations aligned in one
organizational group

e Other groups act as
customers of central team

Digital governance is
centralized

Digital content is subject to
central approvals

Digital operations are shared
among entities

Digital governance and
operations are distributed
among various entities and
decentralized

Digital content is distributed
and approved within distributed
teams

National Example Wine & Spirits - Confidential — Do Not Copy or Distribute.




Recommended governance model — federated

Digital Governance Board

e Members: Content Team, Business Teams, IT, Marketing, PMO

 Role: Provide vision, set goals and objectives, make strategic decisions about digital presence and taxonomy, final authority on policies and

standards
Content Operations Digital Governance Board
e Members: Content team * Role: Provide vision, set goals and
 Role: Own overall digital experience; monitor, enforce, and evolve objectives, make strategic decisions about
governance standards; provide product management for CMS and digital presence, content model and
content/experience production support taxonomy, final authority on policies and
standards

Content Providers (internal and external)

e Members: Third-party publishers, Suppliers, MDM Team

* Role: Provide trusted, unbiased content to establish credibility and
position National Example as a curated platform. Provide brand content.
Information from MDM team

User
Experience

Content Delivery Management

e Members: IT

* Role: Deliver technology to enable content operations; control setup of
content types, CMS design, etc.
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Content governance board

Head of Governance Committee

Governance Committee

Content Team Product/Brand Marketing Regions/Accounts E-Commerce

Working Groups

Strategy Operations Technology Marketing Publishing/Delivery Taxonomy
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Content operations team in context
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Content governance steps

Effective governance can help
manage SGWS’s content delivery
and maintenance and content
model and taxonomy
implementation

Governance Validate
1. Core content team SPriCEE

2. Governance board
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Content team: content governance steps

Core Content Team

Content team with input from:

1
2
3.
4
5

Product Marketing

. Suppliers

MDM

. Third-Party Sources

User-Generated Content

1. Create

Content Types

. Product Information
. Promotions

. Brand Content

. Saving Assets in DAM

. Incorporating User-Generated Content
(Ratings & Reviews)

. Incorporating Third-Party Content (Tasting
Notes, etc.)
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Content team: content governance steps

2.Validate

Responsibilities

Core Content Team

A Managing Editor or Content Operations . Review new content, new tags, and fix issues
Manager will provide ongoing oversight and . Analyze tag and content usage to identify
analysis on content from various internal and trends and changes

external sources as outline above. . _ -
. ldentify education and communication needs

. Report findings to the Governance and
Stakeholder groups
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Core content team: roles and responsibilities

Managing Editor/Content e Ultimate owner of content; accountable for the content performance
Manager * [nitiate content requests for update/addition
e Gather and facilitate all content to submit with requests
* Review and provide feedback on content; authorize content deployment
e Responsible for third-party licensing agreements and managing relationships
* Responsible for moderation and review of third-party content and user-generated content

Content Editor * Collaborate with creators on content development

* Review content for substantive, organizational, branding, and legal concerns
* Ensure compliance with styles and standards
* Moderate user-generated content as necessary

Copywriter/ * Create content: SGWS, Suppliers, Users all create content subject to moderation and workflow approval
Content Creator (external)

Creative/UX (external) * Lead creative development effort and manage creative developer team

* Ensure quality and timeliness of delivery of creative elements
* Evolve creative standards
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Content governance board: content governance steps

3.Guide

Content Governance Board Responsibilities

. Reviews change recommendations of Managing Editor

A governance board should be used to make
decisions through targeted collaboration. . Drives overall implementation and adoption of digital

This small fluid group of delegates should meet content principles

monthly or quarterly including, but not limited to, . Works with stakeholders to understand business
representatives from the following: requirements and facilitates collaboration

* Products/Brands/Regions . Communicates with organization to drive change within
* Content Team groups

* MDM Team . Support the long-range goals of SGWS’s digital strategy
 PMO . Ensure that decisions are informed and processes are

o T improved
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Content governance board: content governance steps

4.Inform

Content Governance Board Responsibilities

. Receives updates on changes

A larger group of stakeholders from the groups

represented on the governance board will . Provides expert perspective on escalated
continue to be informed on a quarterly basis and topics

provide strategic direction: . Facilitates consensus and decisions on

* Strategy strategic issues

* Products/Brands/Regions
/ /Reg . Collaborates in digital content education and

* (Content Team ..
communication

 MDM Team
 PMO
e |T
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Content governance board: roles and responsibilities

The head of the Content Governance Board should be introduced to lead the content governance board composed of a representative of each
digital channel to leverage synergies and ensure consistencies across the organization

Communications and change * Corporate information dissemination, internal and external
management

Corporate Brand/Design * Brand compliance, visual design and consistency

Head of Content Governance  Final decision maker for the governance model

 Leverage synergies and ensures consistencies across single governance models of each site (web channel)
in the organization

UX/Content Team Lead * Business vision, concept, and strategy

* Plan, direct, and coordinate content operations
* Formulate standards and policies
e Plan the use of tools and human resources

Managing Editor/Content * Brand compliance, copy and content

Manager  Manage daily operations for iimplementation of vision, content lifecycle management, style guide,
information architecture and overall quality
 Manage third-party and user-generated content sources

Technology * Technology strategy and implementation for digital experience delivery

Business units * Corporate, product, service, and support content owners
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Other (PMO): roles and responsibilities

Program Management * Understand and gain agreement on the overall objectives, scope, risk, approach, budget, etc.
* Define, adopt and evolve the standard project management procedures that will be used to manage the
project

* Coordinate with business, content operations and outside vendors to manage projects to completion
* Drive appropriate business process improvement and change management efforts

Performance Insight * Provide metrics and analysis on digital content, user experience and customer feedback
* Provide guidance on how to integrate analytics and maximize data
* Develop and distribute dashboards
e Support change management efforts

Business Analysis * Elicit, analyze, communicate and validate business requirements
 Facilitate changes to business processes and or policies
* Work with outside vendors and internal IT to develop applications and tools that meet customer and
business needs
* Relate/convey Internet application trends to business owners
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Other (IT): roles and responsibilities

System Administrator * Represents technology on governance board to strategize content delivery methodologies

* Maintain content modules, content types, taxonomies, controlled vocabularies and presentation templates
e Control site process

* Provide user access
* Maintain workflows

Technology Architect * Provide, adopt and evolve technology standards
System Administrator * Maintain infrastructure, upgrades, rollout
Technical Development and * Application development

Support e UE Design for changes

 Performance and technical issue resolution and escalation

Quality Assurance * Testing and UAT on technical releases
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Content Lifecycle & Reviews

Confidential — Do Not Copy or Distribute.
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Content strategy lifecycle: questions governance addresses

0. Content Governance
* What process should we use?
 To what standards must we adhere?

* Who is available to support this effort?

1. Assess: OBJECTIVE OBJECTIVE
* How is the experience and its content performing? Sl Detailed content strategy

current state ecosystem framework for future
* What actions can be taken to improve performance? state content
 Who will take it?

* What issues exist around standards compliance?

CONTENT

e What corrective measures should be enacted?
GOVERNANCE

2. Define:
* What business/customer outcomes are you trying to achieve?
* How will you know if you’re successful? How will you measure?
* Who owns this content? OBJECTIVE

* Who is responsible for approving, creating, maintaining, and retiring Fullycrdeafteddconltent
. t t
thIS Content? assets reaqy for deploymen

* Are enough resources available?
* How long will this take?
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Content strategy lifecycle: questions governance addresses

3. Define:
* What is the source of content?
* How will users access this content?
* What content should be created?
* What other touchpoints should be considered?

OBJECTIVE OBJECTIVE
* How long should this content be valid? Clear definition of Detailed content strategy

current state ecosystem framework for future

4. Implement state content

* What template do we use?
e What standards should be followed as content is created?

CONTENT

 Will an agency support content creation?
GOVERNANCE

e Do assets exist that we can reuse?
e Who will enter content into the CMS?

e How do we optimize for search?

5. Optimize OBJECTIVE
* What testing is required before deployment? AR s

assets ready for deployment

* When will this content be published?

At what intervals will updates be released?
* What is the measurement plan for content performance?
When will this content be retired?
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Generic content maintenance process

1. Create: Content will be provided from various sources, internally
and externally

2. Approve: The mechanisms the content team and other approve
content that is created for publication on the site via workflow
approvals or moderation

Approve

3. Publish: Actually pushing content to the live site(s) after all
approvals are met

4. Measure: Ascertaining which content is performing against KPIs
or metrics and making plans for steps 5-7 accordingly

5. Maintain & Update: Making any updates to meet business needs
or otherwise updating content to keep it fresh and relevant
(subject to approvals as required)

6. Archive: Deciding when content is now longer applicable for
presentation on the experience. This could be based on a timed
review (quarterly, yearly, etc.), but can still be accessible in the
system for potential future use

Maintain

7. Retire: Determining when content is now longer relevant to the
& Update

experience and will not be applicable | the future and retiring it
completely.
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Example content workflow

DEFINING YOUR PROCESS

Approve

AUTHOR REVIEW
DESIGN REVISE
SOURCE APPROVE
TAG

PRIORITIZE
PLAN
ASSIGN

SCHEUDULE

ADMIN, SETUP, ROLES, CONTENT PUBLISHING WORKFLOW

STANDARDS
(@ O - :
Copywriter/ Ux/ 31 Party/Brand Editor/ Subject  Managing Editor
Managing Copywriter/  Business Brand/ Visual Design  Content Vendor Approver  Matter Expert
Editor Supplier/ User

Third Party

Update &
Maintain

STAGE TRACK KPIS UPDATE RETIRE
PREVIEW TRACK SEO OPTIMIZE DELETE
DEPLOY ARCHIVE

EXPIRE

CONTINUOUS DATA DRIVEN

IMPROVEMENTS CONTENT PUBLISHING WORKFLOW

-
E

-
2 3

Managing Editor System

Managing Editor Analytics & SEO Managing Editor
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Operationalizing a content strategy: 6 — 7

Inventoried client and intranet site

content to surface content types Classifies all content by type and serves as the basis for future evaluations

Model all of the elements within each Prepares content recommendations and gap analysis
content type Defines digital structure to “liquefy” and create new content in the systems (CMS and DAM)

e Create a taxonomy and tagging strategy Enables tagging of content to support search, personalization, display, filtering, and reuse

e Develop a metadata and tagging schema Organizes metadata required for each asset to support use cases

T P Surfaces functional gaps to support lifecycle
e Ensures adherence to Editorial Guidelines and Voice & Tone

process from authoring to archive : : : o
Guides reorganization to support content publishing

Aligns organizational functions around content lifecycle

content lifecycle

Define the criteria for content evaluation . . : :
e TS e Faiat Allows content decisions to be informed by business needs
and optimization

e Design a governance model for the
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Editorial guidelines use case for SGWS

* Establishes the National Example's brand voice to maintain consistency in tone throughout
the various digital experiences

* Creates rules for crafting messaging and other content that remains faithful to this voice
and tone

* Provides best practice recommendations on how to write digital elements such as browser
titles, CTAs, error messages and more

* Provides general usage guidelines for producing content for the digital experience
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Editorial guidelines for SGWS

Section Page
Overview & Purpose 4
Voice & Tone 6
Voice & Tone in the Digital Experience 7
_\/oice & Tone Overview 8
Brand Values & Voice 9
Voice Characteristics 10
Voice Scale 13
Editorial Guidelines 14
Customer-Centered Writing 15
Naming & Nomenclature 18
Usage Guidelines 20
Further Information 26
Primary References 27
Other References 27
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Voice and tone

Brand Voice & Values

Proof

Brand Voice Brand Values
+ Confident v Reinvention
« Trustworthy v Performance
v Loyal v Legacy

v Progressive v Stewardship
v Passionate v Passion

SG Vision

“To be the world’s top-performing, most trusted and highly
efficient distributor of adult beverages.”

Top-performance and high efficiency are what we expect from

implementing DE.

v Most Trusted comes from Proof (transparency through DE)

Voice Scale

Not Here Not
Cocksure Confident Restrained
-reewheeling Trustworthy Circumspect
Renegade Loyal Slavish
Revolutionary Progressive Staid
Emotional Passionate Stoic

4—»

National Example Wine & Spirits - Confidential — Do Not Copy or Distribute.




User-centered writing recommendations

The way we write for interfaces shapes the \Crltlcal information that the user must

users perception of our digital products. The have for successful communication

/
editorial guidelines provide best practices on

\ /
how to use language that enhances the \ /
experience:

P \ Supporting information /
 User-centered digital writing \ that is helpful to have /
\ /
* Labeling and nomenclature \ /
 Usage and style \ /
\ /
* Accessibility best practices \ |/

YV

Additional information
that is nice to have
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Continuing to operationalize the content strategy

Inventoried client and intranet site

content to surface content types Classifies all content by type and serves as the basis for future evaluations

Model all of the elements within each Prepares content recommendations and gap analysis
content type Defines digital structure to “liquefy” and create new content in the systems (CMS and DAM)

e Create a taxonomy and tagging strategy Enables tagging of content to support search, personalization, display, filtering, and reuse

e Develop a metadata and tagging schema Organizes metadata required for each asset to support use cases

T P Surfaces functional gaps to support lifecycle
e Ensures adherence to Editorial Guidelines and Voice & Tone

process from authoring to archive : : : o
Guides reorganization to support content publishing

Aligns organizational functions around content lifecycle

content lifecycle

Define the criteria for content evaluation . . : :
e TS e Faiat Allows content decisions to be informed by business needs
and optimization

e Design a governance model for the
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Prioritized steps to operationalizing governance model

Tag content and assets appropriately based on taxonomy

Establish governance team sponsors, members and structure

\

3 Hire managing editor and begin to set up content team

4 Determine mechanism to extract user facing product details for the experience (Product descriptions,
names, etc.)

[

Secure licensing agreements for third-party content

Incorporate third-party and UGC content into the experience subject to moderation
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