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The toolkit includes

(% An end-user datasheet

A product battlecard
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Branded and unbranded social templates with graphics

‘ O O ‘ k | t ‘ A branded and unbranded plain text email campaign
l |Ser g l | id e Opt-out email templates

An animation (in select toolkits)
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THE RESOURCES

What's in your toolKit.

Keeper Security

Secure password and privileged G]% KEEPER
access management for your business Keeper battlecard @ IKEEPER

Company overviow
Kieper ks next-gencrotion password and

Why Keeper? aer-dnd gred

dhosrilime ond complonce ssues. Many busneses

Thin crucries gops in vty and acces conrol Password Managemant Privileged Access Management

Y R p— Keeper 0 ecereaed conmesiert oy barmaroge passwordds
ey, a0,

Android &7 36 WY 37 ek 25 Wiy 1z W
Challenges Keeper solves 105 Apg Stare 49 S & & . 46 Y Y s0% Ak Ak 28
Micraseft Store 4.8 43 % % ¥ ¥ 32 Wk Mo Rating IS & & & &
Chrome Eddenzion | 4.8 29 3 3% h kK | 50 3.3
Keeper vs WPassword Keepervs LastPass hmr“t’_‘""‘" ’ Keepar vs CybarArk
Finpir i shringrir sacarity, bbb eper s kit wtha security: frstarchitechre i by 7 Al
deployraont model thos iPassasond. "W”“lwm"‘,-mm“ mrisaian fron Dubrass, nrhaad of gy onterie ok,

Benefits of Keeper

bijection handling

(,% End-user datasheet @ Product Battlecard

The datasheet gives all the key features and benefits of the product to This is a quick reference to help your sales team win customers.
share with your customers. It contains tips on objection handling, as well as comparisons with

competitor products.
This document is an editable PDF. The footer has been left free for you to

add your own logo and company details before sharing with customers.
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THE RESOURCES BRANDED SET

SOC | a' (R KEEPER (B <EEPER @ KEEPERPAM

te M p | a teS Weak passwords Password management Who has access
create unnecessary risk should not slow to your critical systems?

54 your team down.

[Sfay secure with Keeper)

The social templates are designed
as a series of 3 individual posts with
supporting graphics.

You have a branded set, which
highlights the vendor, and an
unbranded set that focuses on a

particular security challenge.

There are prompts in the posts to
amend and insert a link to your
website or contact page.

UNBRANDED SET

L -
Password management

should not slow your
team down.

Who has access to
your critical systems?

Weak passwords

create unnecessary risk
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Email campaigns.

Plain text email campaign

The plain text campaign is a sequence of 3 emails which you can send
out to prospects. Plain text emails are as the name describes: just text,
with no visual enhancements. These can be highly effective. They are
ideal for more personal, direct outreach where deliverability, simplicity
or a less ‘'marketing-heavy’ feel is preferred.

There are details to amend in the emails, including the names of who
you're sending to and who the email is coming from. If you don't
have the name of the recipient, we recommend replacing the
greeting with 'Hi there’ or similar. Once you've edited the variables,

you can copy the content into any email marketing platform.

ELOVADE A

The toolkit includes an email campaign to help you generate
leads for your business. These emails can fit into your inbound
sales process. We strongly advise you to track engagement and
call recipients who open the email.

v

Opt-out email

Some partners choose to implement our vendors on an ‘opt-out’ basis,
where customers are automatically enrolled and billed unless they
actively choose to opt out.

If you decide to use this approach, we have provided opt-out email
templates to inform your clients accordingly.
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THE RESOURCES

Animation.

atlul
8848

If an animation is part of the toolkit, this is designed as a
short, attention-grabbing asset that communicates the key
message in a more engaging, visual format than static
content. You can use the link provided across digital channels geggitt?hell
such as social posts, emails or landing pages.

Use the animation to support core messaging, and keep
usage consistent with the wider campaign to maintain a
cohesive story across all assets.
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YOUR QUESTIONS ANSWERED

How to make the most of the campaign resources.

Ol

035

How long should | leave it
between emails and social posts?

Emails: wait 3-7 days between each email in a campaign. This
avoids overwhelming the recipient while keeping your brand top-
of-mind.

Social posts: you can post more often on social media (1-2 times
per week per message), as social is less intrusive and more public-
facing. For this campaign we have created 3 social posts to
coincide with each email.

Best practice: coordinate your emails and social posts so they
support each other, not compete. For example, post a social
update a day before or after sending an email to reinforce the
message.

Should I call a prospect before sending the email?
This is optional, depending on context:

+ Ifyou have a warm prospect or an existing relationship, a brief
pre-call can increase open rates and engagement.

+ For cold contacts, calling first may not always help and could
seem pushy. Emailing first is usually safer.

02
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Can | reuse the emails with the same person?

Yes, you can reuse the emails, but carefully. We recommend:

» Avoid sending the exact same emalil repeatedly in a short
timeframe, as it can annoy recipients.

+ Instead, repurpose content: change the subject line, adjust the
introduction slightly, or highlight a different benefit if possible.

»  You could cycle through the campaign again after 3-6 months
with minor updates.

Should | call after sending an email?
Yes.

» Calls are a great way to personalise the conversation, answer
guestions, clarify benefits or schedule a meeting - not just to
repeat the email content.

» Timing: 1-3 days after the email is ideal, while the content is
still fresh in their mind.

» Follow-up calls are most effective if the recipient opened the
email or clicked on a link. If you have access to this data, check
open and click rates and contact people in order of priority
(who engaged the most).
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SUGGESTED TIMELINE

When to use the resources.

Week 1

Email #1
Send

Social post #1
Post across your social media channels

Follow-up calls

Follow up a couple of days after the first
email (see Q4 guidance)

Elovade UK&

ELOVADE A

Week 2

Email #2

Send to any contacts who have not
engaged yet

Social post #2
Post across your social media channels

Follow-up calls
Follow up a couple of days after email #2
(see Q4 guidance). Be informed by week T's

calls and engagement, so you don't repeat
calls.

Suite 2.1, Hurstwood Business Centre, York Road, Thirsk, YO7 3BX
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A basic guide on when to use each resource, based on the guidance
in this document.

Week 3

Email #3

Send to any contacts who have not
engaged yet

Social post #3
Post across your social media channels

Follow-up calls

Follow up a couple of days after email #3
(see Q4 guidance). Be informed by calls and
engagement after emails #1 and #2, so you
don't repeat calls.

Tel 020 3358 00920
Email partnersupport@elovade.co.uk

Web www.elovade.co.uk




