Go To Market Strategy

Modern Marketing Content
and Contact Process



Enterprise Marketing “To and Through” Channel
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“To and Through™ Channel Marketing
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Constant refinement required to conquer/defend

“To and Through” Channel Content

Product Detail Page

Long Desc.

Short Desc.

Attributes/
Specs

Iltem
induction
templates
inputs
(Title, DIMS,

bullets,
regulatory)

. . Sales
s video el Enablement
Demand Gen o
. Training
Performance/ Feature Email
Primary Secondary Lifestyle/ ; Mobile / z , How-To
Images Images Application Selection Social Video benefic Social C )
guides highlights PLA/EDA omparison
Value
SEM

Mass-Induction (BSO / API)

Custom Syndication




Distributor eCommerce Assessment

*Enhanced eCommerce Criteria*®
CUSTOM PROGRAMS
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()
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T This is in addition to other available 3M promotional support, including 3M product features and benefits content, joint sales calls, etc.

* Criteria subject to revision upon notice Effective April 5, 2019
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