Marketing Legendary.

AI-NATIVE MARKETING SERVICES / 2026

The technical
operating partner
behind growth.

For founders, CMOs and growth teams that need
strategy, media, measurement, automation and creative
to work as one accountable service system.

SENIOR SPECIALISTS PRODUCTIZED ECONOMICS

marketinglegendary.com




Marketing Legendary. PORTFOLIO FOOTPRINT 02

SELECTED PORTFOLIO / AGGREGATE FOOTPRINT

Built across brands, markets and operating contexts.

A conservative portfolio-wide count, paired with identities evidenced in the supplied case-study decks.

SELECTED BRAND AND IDENTITY WORK

60+ us$4a3M+

o, puravida
A\ @ MONTRET

berry 9 Live ¥ FREE
BRANDS PAID MEDIA MANAGED
Portfolio aggregate stated conservatively; FffT F A E
managed-media figure supplied by Marketing | eG BEAUTY
Legendary.

RAURUS

0 OPERATING GEOGRAPHIES
T . INDIA % HEANA \ﬁsoeﬁ @ Statisfy
- SOUTHEAST ASIA - NETHERLANDS

« MIDDLE EAST

SELECTED IDENTITIES SHOWN - GEOGRAPHIES SUPPLIED BY MARKETING LEGENDARY

ML. / MASTER CAPABILITIES SUPPLIED CASE-STUDY DECKS / PORTFOLIO AND IDENTITY EVIDENCE - MANAGED-MEDIA FIGURE SUPPLIED BY MARKETING LEGENDARY



Marketing Legendary. BUYER PROOF 03

EVIDENCE AT A GLANCE

Reported outcomes and documented analysis scope.

Client-supplied case studies. Commercial outcomes and analysis volume are labeled separately; detailed evidence follows.

OUTCOME OUTCOME OUTCOME

% 287 22%
- 36% +£070 tcoc/0
CUSTOMER ACQUISITION COST MONTHLY REVENUE QUARTERLY REVENUE
OUTCOME OUTCOME ANALYSIS SCOPE
-9% -10% 5,600

/0 /0 [

CAMPAIGN COST COST PER CONVERSION ATTRIBUTION CONVERSIONS

EdTech and automation outcome periods not supplied - attribution scope: Dec 1, 2019-Feb 20, 2020.

ML. / MASTER CAPABILITIES SUPPLIED PERFORMANCE MARKETING CASES / OUTCOMES AND ANALYSIS SCOPE



Marketing Legendary. HWHAT YOU CAN BUY

PURCHASABLE CAPABILITY SYSTEMS

Buy the system your constraint requires.

Start with one commercial problem. Add connected capabilities only when the evidence requires them.

Paid media, audience and creative testin Events, attribution and operating
ACQUISITION g MEASUREMENT dashboards
Lower acquisition cost and stronger qualified One decision-ready source of commercial truth
demand
AUTOMATION Rules, lifecycle and journey orchestration APP GROWTH Install, activation, retention and ASO
Faster decisions with visible guardrails Coln”ec'f paid acquisition to retained product
value
CREATIVE PERFORMANCE  Concepts, variants and feedback loops CONTENT AUTHORITY 233%?{]‘;“' editorial and distribution
Turn creative production into measurable Convert expertise into sustained demand
learning

ML. / MASTER CAPABILITIES
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Marketing Legendary.

FOUR WAYS TO START

HOW WE ENGAGE 05

Choose the level of operating ownership you need.

01 02
DIAGNOSE BUILD

A defined commercial A missing technical
constraint capability

Evidence map + prioritized Deployed system +
operating plan documentation + transfer

03

OPERATE

An ongoing growth function

Senior operating cadence +
measurable outcomes

04

EMBED

Capacity inside the client
team

Specialists enter the exact layer
that needs depth

Productized scope and transparent economics at every level - without adding a layer of account-management overhead.

ML. / MASTER CAPABILITIES



Marketing Legendary.

EXTENSION OF THE TEAM

EMBEDDED OPERATING MODEL

An embedded operating layer, not another handoft.

Senior specialists join the client system with explicit ownership, shared evidence and a visible decision
cadence.

MARKETING LEGENDARY
CLIENT TEAM

SPECIALISTS enter where depth is needed

CEO / growth

Product / sales EVIDENCE one commercial truth
Data / finance

CADENCE daily / weekly / monthly

CLIENT RETAINS

Accounts

Data

IP and assets
Operating
documentation

CLEAR OWNERSHIP. SHARED DASHBOARDS. NO BLACK BOX. CAPABILITY STAYS WITH THE CLIENT.

06

ML. / MASTER CAPABILITIES



Marketing Legendary. STARTING SEQUENCE 07

A PRACTICAL FIRST MONTH

Thirty days turn one constraint into an operating plan.

WEEK 01 WEEK 02 WEEK 03 WEEK 04

ALIGN EVIDENCE DESIGN ACTIVATE

Commercial question, owner Access, instrumentation and Prioritized architecture and First deployment, dashboard
and baseline system audit operating model and cadence

TECHNICAL EVIDENCE LIBRARY STRATEGY ANALYTICS AUTOMATION CREATIVE IMPACT

08 36 49 66 76

ML. / MASTER CAPABILITIES



Marketing Legendary.

01

Strategy & intelligence.

The brief is not the strategy. The strategy
is the set of choices that makes the briet
commercially true.

08




Marketing Legendary, STRATEGY & INTELLIGENCE 09

DECISION ARCHITECTURE

Strategy starts with the commercial constraint.

Before channel plans, creative formats or dashboards.

01 02 03 04 05

OBJECTIVE MARKET MAP SEGMENTS JOURNEYS MEASUREMENT

Revenue, margin, adoption Demand, competitors, Value, intent, behavior and Triggers, touchpoints and Events, KPIs and decision
or retention category mechanics friction conversion paths cadence

A system of choices that can be deployed, measured and changed.

ML. / MASTER CAPABILITIES



Marketing Legendary. STRATEGY & INTELLIGENCE

COMPETITIVE INTELLIGENCE

A market map reveals where sameness creates
opportunity.

COMMERCIAL PROOF 1

CATEGORY PROMISE What everyone claims
PROOF SYSTEM What buyers can verify G
o
CREATIVE CODES What the market recognizes °
MEDIA BEHAVIOR Where competitors invest 0
o o
JOURNEY FRICTION Where buyers fall away G

DISTINCTIVENESS to

A-G = anonymized competitors or category references

ML. / MASTER CAPABILITIES

10



Marketing Legendary. STRATEGY & INTELLIGENCE

AUDIENCE ARCHITECTURE

Segmentation must change a decision.

A demographic description becomes useful only when it changes audience, creative, offer or
journey logic.

( SHOPPING ) [ FITNESS ) ( FASHION ) ( WELLNESS ) ( ENTERTAINMENT
DECISION LENS

AUDIENCE

Who enters?

PRIMARY [ CATEGORY INTENT ) ( COMPETITOR USERS ) ( VALUE SEEKERS ) ( ETHICAL BUYERS ]
MESSAGE What matters?

OFFER

Why act now?
SECONDARY [ FOLLOWERS ) ( CONNECTIONS ) ( SIMILAR AUDIENCES ) ( REMARKETING )
JOURNEY
m—[ EXPANDED INTENT ) ( HIGH-VALUE BUYERS ) ( CULTURE SIGNALS ) ( ENGAGED SHOPPERS )

What happens next?

ML. / MASTER CAPABILITIES



Marketing Legendary. STRATEGY & INTELLIGENCE

JOURNEY DESIGN

Every journey needs an observable state change.

DISCOVER UNDERSTAND EVALUATE COMMIT ADOPT EXPAND
— — —
qualified visit content depth product action conversion first value repeat value
SIGNAL source scroll / depth product event purchase activation repeat
DECISION qualify educate de-risk convert onboard cross-sell
OWNER media content product commerce CRM growth

ML. / MASTER CAPABILITIES

12



Marketing Legendary. STRATEGY & INTELLIGENCE / GOOGLE ADS 13

PLATFORM STRATEGY / CAMPAIGN ARCHITECTURE

Google Ads needs five campaign types with
five distinct jobs.

.A\ Google Ads

SEARCH PERFORMANCE MAX SHOPPING APP VIDEO
Capture declared intent Expand across Google Monetize product Acquire and retain users  Create and harvest
inventory demand demand
OBJECTIVE Sales - leads OBJECTIVE Sales - leads - value OBJECTIVE Revenue - margin 0BJECTIVE Installs - in-app value OBJECTIVE Reach - consideration -
action

SEGMENT Keywords + audience SEGMENT Search themes + SEGMENT Feed taxonomy + product SEGMENT Event cohorts + SEGMENT Custom segments +
observation audience signals groups remarketing customer data

MEASURE DDA - value - impression MEASURE Channel - asset group - MEASURE ROAS - profit - feed health MEASURE MMP/GAA4 - retained value MEASURE Views - engaged view - lift
share conversion

OPERATING RULE - Search protects query control. PMax expands reach. Shopping protects feed economics. App optimizes to retained value. Video earns incremental demand.

ML. / MASTER CAPABILITIES GOOGLE ADS API CAMPAIGNS - PERFORMANCE MAX - AUDIENCE MANAGEMENT - REVIEWED JUL 2026



Marketing Legendary. STRATEGY & INTELLIGENCE / GOOGLE ADS 14

PLATFORM INTELLIGENCE / MEASUREMENT AND ATTRIBUTION
.4\ Google Ads

Google measurement must reconcile channel,
product and customer value.

CONSENTED SIGNALS MATCH + RECOVERY CONVERSTON GOVERNANCE ATTRIBUTION BIDDING
Google tag - GA4 - app events Enhanced conversions - offline Primary actions - value rules - Data-driven attribution tCPA - tROAS : value
imports dedupe
CROSS-CHANNEL OPERATING DASHBOARD DEMONSTRATIVE VIEW

DECISION CADENCE

- 1496 + 1 196 + 9 296 + 7 496 DAILY query waste - feed errors - pacing

CAC TREND CONVERSION VALUE FEED APPROVAL SIGNAL MATCH

2x WEEK asset groups - creative decay - cohorts
Search - non-brand Shopping - high-margin SKUs

WEEKLY channel incrementality - marginal ROAS
PMax - YouTube + Search App - retained purchasers
D D

MONTHLY conversion governance - value model

All dashboard values are synthetic and illustrate the operating model.

ML. / MASTER CAPABILITIES GOOGLE ADS: ENHANCED CONVERSIONS - DDA - PMAX CHANNEL REPORTING - REVIEWED JUL 2026



Marketing Legendary. STRATEGY & INTELLIGENCE / META 15

PLATFORM STRATEGY / OBJECTIVE AND DELIVERY ARCHITECTURE

O\ Meta Ads

Meta wins when objective, conversion location
and creative system agree.

AWARENESS TRAFFIC ENGAGEMENT
DELIVERY SYSTEM
reach - recall - video landing page views messages - video - social
AUDIENCE Advantage+ - custom - lookalike
PLACEMENTS Facebook - Instagram - Reels - Stories
LEADS APP PROMOTION SALES
forms - calls - messaging installs - in-app events web - app - shop - store CREATLVE mixed formats - catalog - creator assets

CAMPAIGN-TO-PLACEMENT MAP

DEMONSTRATIVE VIEW

0BJECTIVE

Facebook @ Instagram Reels / Messenger . . .
G . 00 conversion location / performance goal / bid strategy

Do not treat campaign objective as reporting taxonomy; it is the auction instruction.

ML. / MASTER CAPABILITIES META AD OBJECTIVES - ADVANTAGE+ AUDIENCE - ADVANTAGE+ PLACEMENTS - REVIEWED JUL 2026



Marketing Legendary. STRATEGY & INTELLIGENCE / META 16

PLATFORM INTELLIGENCE / SIGNAL QUALITY AND INCREMENTALITY
O Meta Ads

Meta measurement starts with signal quality -
then tests incrementality.

DEDUPLICATED DATASET

BROWSER SERVER APP OFFLINE
Meta Pixel Conversions API SDK / CAPI CRM / store events event_id - match quality - value - consent
CREATIVE x PLACEMENT x AUDIENCE DEMONSTRATIVE VIEW

MEASUREMENT LADDER

PLACEMENT RESULT QUALITY
01 Platform attribution delivery decisions
Problem-first UGC 9:16 Reels PURCHASE HIGH
02 A/B test creative / audience causality
Proof-first Carousel Instagram Feed
03 Conversion lift incremental outcome
Offer-first Static 111 Facebook Feed PURCHASE
Creator demo Video 9:16 Stories VIEW TO SALE o4 MMM / blended CAC porilpelresin

Dashboard values are synthetic.

ML. / MASTER CAPABILITIES META: CONVERSIONS API - BUSINESS TOOLS - A/B TESTING - REVIEWED JUL 2026



Marketing Legendary.

STRATEGY SCORECARD

STRATEGY & INTELLIGENCE

A strategy is complete when its assumptions can fail

visibly.

ASSUMPTION

High-intent category demand exists

Value proof is weak

Creative fatigue drives CAC

CRM misses active intent

Retention follows first value

ML. / MASTER CAPABILITIES

EVIDENCE

Search + competitor traffic

Page depth + objections

Frequency + hook decay

Event + lead latency

Cohort activation

DECISION

Prioritize capture

Rebuild proof system

Rotate hook families

Trigger lifecycle routes

Optimize onboarding

Qualified sessions

CVR by message

CAC by creative

Speed to lead

D30 retained

REVIEW

Weekly

Fortnightly

Twice weekly

Daily

Monthly

17



Marketing Legendary.

CONFIDENTIAL COMMERCE CASE

A cosmetics growth
system built from
objective to
deployment.

India - D2C cosmetics - performance
media, creative and automation planning

EVIDENCE AVAILABLE
Audience architecture - media plan - creative

deployment - measurement setup

Final commercial outcome data was not included in the
supplied source.

18




Marketing Legendary, STRATEGY & INTELLIGENCE 19

COMMERCE CASE / KICKOFF TARGETS

The engagement began with four explicit
commercial targets.

These are source-stated objectives, not achieved-outcome claims.

- 30% +10-12% END-TO-END +20-25%

CAC TARGET ARPU TARGET AUTOMATION TARGET QUARTERLY REVENUE TARGET

within 4-6 months increase average value connect journey triggers after learning period

BUYER NOTE The value of this source is the documented system design and deployment logic; reported result data was not supplied.

ML. / MASTER CAPABILITIES SUPPLIED PERFORMANCE MARKETING CASE STUDY / OBJECTIVES



Marketing Legendary. STRATEGY & INTELLIGENCE 20

COMMERCE CASE / AUDIENCE DECISIONS

Segments were useful only when they changed
execution.

01 AFFINITY Shopping, fitness and fashion signals Open demand with broad hooks ( CREATIVE ENTRY )

02 PRIMARY Category, competitor and ethical intent Increase bid and sharpen proof [ BID + MESSAGE )

03  RECOVERY Followers, engaged visitors and cart Resume the interrupted journey [ OFFER + ROUTE )
behavior

Reported audience signal: 43% of recorded sales came from ages 16-24; mobile represented 56% of device use.

ML. / MASTER CAPABILITIES SUPPLIED AUDIENCE SEGMENTATION AND DEVICE PROFILE



Marketing Legendary. STRATEGY & INTELLIGENCE 21

COMMERCE CASE / TIMED DEPLOYMENT

The media plan made channel roles and learning
windows explicit.

Selected allocation shown in source: Instagram 48%, Google 22% and Facebook 15% (85% identified; remaining
15% not labeled).

( HISTORICAL DEPLOYMENT PLAN - JANUARY 2020 )

WEEK 1 WEEK 2 WEEK 3 WEEK 4

CREATIVE ENTRY Carousel + influencer

ENGAGEMENT Social engagement
BRAND PROOF Video + newsfeed

DEMAND CAPTURE Search + shopping

CONVERSION Primary audience offers

SOURCE DOCUMENTS FIVE CAMPAIGN JOBS; THE CHANNEL ALLOCATION IS PARTIAL (85% IDENTIFIED).

ML. / MASTER CAPABILITIES DECK EDITION: JULY 2026 - EVIDENCE PERIOD: JANUARY 2020 - SUPPLIED MEDIA PLAN



Marketing Legendary.

COMMERCE CASE / DEPLOYMENT EVIDENCE

STRATEGY & INTELLIGENCE 22

Creative, channel and conversion evidence shared

one taxonomy.

SUPPLIED CAMPAIGN CREATIVE

Newsfeed / Single Image Ads

Campaign Objectives

Brand Engagements Purchases
Awareness
Shop CLAKEY: Now at 20% Off
O Channels

Shop now.

7 Creative Themes

Users: Influencers / Celebrities

Showeasing features Influencers using the products

Marketing Offer Campaigns

Biack Friday Sale, Freay Fridays

Feature Driven: Assertive SUGRCRSH

Build. Buy Vegan Mascara Oniine - 100% Organic
Foreg. Vegan, Chemical & Cruehty Free 2
740 69
Brand Values & Identity Skinklygom
Fres Mafvery

ML. / MASTER CAPABILITIES

Ineeda

@ o

01 AWARENESS
Brand + video
02 ENGAGEMENT
Social + carousel
03 PURCHASE
Search + conversion
04 MEASURE

Add to cart + purchase events

Source proves deployment architecture; final result data
was not supplied.

SUPPLIED PERFORMANCE MARKETING CASE STUDY / DEPLOYMENT EVIDENCE



Marketing Legendary.

02

Performance media.

Every media decision becomes an
instrumented loop: signal, hypothesis,
experiment, budget and commercial
outcome.

23




Marketing Legendary. PERFORMANCE MEDIA

PERFORMANCE OPERATING LOOP

Optimization is a closed loop, not a weekly report.

SIGNAL HYPOTHESIS EXPERIMENT BUDGET OUTCOME
events + audiences who / why / when > creative + offer bid + allocation revenue + margin
TAXONOMY CONVERSIONS SPLIT TESTS CROSS - CHANNEL BID RULES GOVERNANCE

ML. / MASTER CAPABILITIES

24



Marketing Legendary. PERFORMANCE WEDIA

FULL-FUNNEL MEDIA ARCHITECTURE

Different jobs require different buying logic.

LY . n e, ——— Reach + qualified attention C VIDEO ) ( SOCTAL ) ( CREATOR )

DEMAND CAPTURE — Intent + conversion ( SEARCH ) ( SHOPPING ) ( APP )

DERARCEREEDVERY ———  Return + completion [ REMARKETING ) ( EMAIL ) [ PUSH )

LS B ———— Repeat + cross-sell ( CRM ) ( LOVALTY ) ( REFERRAL )

ONE TAXONOMY - ONE CONVERSION MODEL - ONE COMMERCIAL SCORECARD

ML. / MASTER CAPABILITIES



Marketing Legendary.

PERFORMANCE MEDIA

CAMPAIGN TAXONOMY

Naming conventions are infrastructure.

A campaign name should reveal the business decision without opening the platform.
MARKET OBJECTIVE PRODUCT AUDIENCE FORMAT OFFER VERSION

IN _ CONV LIP _ VID 200FF Vo3

IN_CONV_LIP_PRI_VID_ 200FF_V03

AUDITABLE

Market to objective to product to audience to format to offer to version

Taxonomy links cost, creative, audience and conversion data across platforms.

ML. / MASTER CAPABILITIES

26



Marketing Legendary.

BUDGET ARCHITECTURE

Budget follows evidence, not platform
momentum.

PORTFOLIO ALLOCATION

CORE / PROVEN

SCALE / EMERGING

TEST / LEARNING

RESERVE

ML. / MASTER CAPABILITIES

55%

25%

15%

5%

01

02

03

04

05

REALLOCATION RULE

PROTECT

PROMOTE

PUSH

PAUSE

RECYCLE

minimum learning volume

stable marginal return

creative and audience headroom

cost without signal quality

losing budget to next best test

PERFORMANCE MEDIA

27



Marketing Legendary. PERFORMANCE MEDIA 28

EXPERIMENT DESIGN

A test backlog makes assumptions and decision rules
visible.

HYPOTHESIS EVIDENCE NEEDED CONTROLLED VARIABLE DECISION RULE

Proof-led hooks reduce hesitation Qualified conversion signal Hook family Promote only after stable evidence WEDIA

Short demos improve qualified attention Watch depth + downstream action Format Hold audience and offer constant CREATIVE
Price framing changes checkout intent Checkout initiation quality Offer frame Read value, not click-through alone cROWTH

Broader reach can preserve efficiency Marginal acquisition quality Audience scope Scale only inside agreed guardrail WEDIA

Creator treatment strengthens trust Attention + commercial follow-through Treatment Archive the learning with the asset

CREATIVE

ML. / MASTER CAPABILITIES OPERATING TEMPLATE - NO CLIENT RESULT DATA



PERFORMANCE MEDIA 29

Marketing Legendary.

CONTROL ROOM

The dashboard exists to trigger a decision.

DECISION-READY CONTROL ROOM - OPERATING SCHEMA

DELIVERY
Pacing, reach and saturation

Is the plan reaching the intended
market?

EFFICIENCY
Marginal acquisition cost

Is the next unit still commercially viable?

VALUE
Activation, revenue and margin

Is acquired demand creating
downstream value?

INTEGRITY

Coverage, latency and
duplication

Can operators trust the signal?

ANOMALY QUEUE

Owner - severity - evidence - next check

/ MASTER CAPABILITIES

What changed?

DECISION QUEUE

Action - guardrail - approver - review time

What should move?

OPERATING SCHEMA - NO CLIENT RESULT DATA



Marketing Legendary.

APPLIED PERFORMANCE / MOBILE APP

Scaling an EdTech app
from install to
revenue.

Acquisition for K-12, test-prep and SAT
audiences, segmented between students and
parents.

PAID ACQUISITION x SDK x BRANCH x ANALYTICS

-36% +28%

CUSTOMER ACQUISITION COST MONTHLY REVENUE 30




Marketing Legendary, PERFORMANCE MEDIA 31

EDTECH CASE / ACQUISITION SYSTEM

The acquisition architecture connected media to
in-app value.

GOOGLE

Search + display

META APP STORE BRANCH CRM REVENUE
—_ —
Video + social Install Attribution Lifecycle Subscription
YOUTUBE
Demand creation CAMPAIGN to INSTALL to ACTIVATION to PURCHASE

ML. / MASTER CAPABILITIES REBUILT FROM SUPPLIED EDTECH APP ACQUISITION CASE



Marketing Legendary.

EDTECH CASE / AUDIENCE x CREATIVE

PERFORMANCE MEDIA 32

Parents and students required different prootf systems.

PARENTS

35-50

DECISION DRIVERS

Outcomes - trust - price

CREATIVE + CHANNEL

Search - long-form - testimonial

ML. / MASTER CAPABILITIES

STUDENTS

12-17

DECISION DRIVERS

Confidence - access - momentum

CREATIVE + CHANNEL

Video - carousel - creator

REMARKETING

All qualified
visitors

DECISION DRIVERS

Urgency - reminder - completion

CREATIVE + CHANNEL

Offer - social proof - push

AUDIENCE LOGIC ADAPTED FROM SUPPLIED EDTECH CASE STUDY



Marketing Legendary. PERFORMANCE MEDIA 33

EDTECH CASE / INSTRUMENTATION

SDK and attribution setup made optimization
commercially legible.

( HISTORICAL IMPLEMENTATION EVIDENCE - SOURCE DATE NOT SUPPLIED )

SDK EVENT INSTRUMENTATION BRANCH ATTRIBUTION

Advanced Matching Doesn't Work With i0S 14 in Older Versions ot .

CKS P INSTALLS 4

0

Search by name or D

M : : s Facebook can't use the Advanced Matching feature to match you
ID 13826167311452 : : L
U SDK version 8.0 or higher to fix this issue.

1D 13817 1687811652
a

=

|10 588840213225465

summary

142,477 A 4,008 A

i<l

Show talls X + Compare by

= . 3 ad Pmpel Add Fitter

Overview Test Events Diagnostics Settings [E Face

I

¢ ® P> ©

10 2732136618434466
otp_login

@ Active

Count
Ty
Lo
—a

select_plan_
® Active

®
buy_package

® Active

continue_to_pay

@ Active

® purchase_courses_AA_proposition

& Aebin

ML. / MASTER CAPABILITIES DECK EDITION: JULY 2026 - EVIDENCE PERIOD: NOT SUPPLIED - HISTORICAL IMPLEMENTATION EVIDENCE



Marketing Legendary. PERFORMANCE MEDIA 34

EDTECH CASE / REPORTED OUTCOMES

Connected acquisition improved etficiency and
revenue.

- 367 +12% +17% +28% +229%

CUSTOMER ACQUISITION COST USERS SALES MONTHLY REVENUE QUARTERLY REVENUE

SYSTEM BEHIND THE RESULT

Campaign taxonomy - SDK events - Branch attribution - cross-channel optimization - creative testing

Reported client outcomes; client identity, spend baseline and measurement period were not specified in the supplied souzce.

ML. / MASTER CAPABILITIES SOURCE: SUPPLIED PERFORMANCE MARKETING CASE STUDY



Marketing Legendary.

OPERATING CADENCE

PERFORMANCE MEDIA

Performance compounds when decisions have a

clock.

delivery anomalies
budget pacing

tracking breaks

urgent creative fatigue

ML. / MASTER CAPABILITIES

TWICE WEEKLY

01

02

03

04

test readouts

audience promotion

creative rotation

bid changes

WEEKLY

01

02

03

04

portfolio reallocation

funnel diagnostics

new hypotheses

forecast update

MONTHLY

01 commercial review
02 channel role reset
03 unit economics

04 next sprint

35



Marketing Legendary.

) W CREDR REFRESH

@ 3 D @ T : LAST 90 DAYS @ ]

Analytics & attribution.

LAST 2 YEARS @

Measurement is not reporting. It is the
architecture that decides which signals
deserve belief.

36



Marketing Legendary. ANALYTICS & ATTRIBUTION

MEASUREMENT SPINE

A trustworthy dashboard begins before the dashboard.

BUSINESS MODEL EVENT MODEL QUALITY CONTROL

revenue - margin - names - parameters - coverage - latency -

adoption - retention identity duplication
MEASUREMENT PLAN DATA COLLECTION

DECISION CADENCE

owner - action - review
clock

KPIs - dimensions - web - app - CRM -
thresholds commerce

If the business question cannot be stated, the metric should not be on the dashboard.

ML. / MASTER CAPABILITIES



Marketing Legendary, ANALYTICS & ATTRIBUTION

EVENT TAXONOMY

Events describe behavior; parameters explain value.

ACQUISITION CONSIDERATION CONVERSION ACTIVATION RETENTION

SESSION_START CONTENT_DEPTH ADD_TO_CART ACCOUNT_CREATED RETURN_SESSION
CAMPAIGN_VIEW PRODUCT_VIEW CHECKOUT_START FIRST_VALUE REPEAT_PURCHASE

LANDING_VIEW COMPARE_START PURCHASE FEATURE_ADOPTED SUBSCRIPTION_RENEWED

Required parameters: user_id - session_id - source - campaign - product - value - currency - timestamp

ML. / MASTER CAPABILITIES



Marketing Legendary.

DASHBOARD ANATOMY

ANALYTICS & ATTRIBUTION 39

A useful dashboard answers three questions at

once.

EXECUTIVE GROWTH DASHBOARD - SYNTHETIC DEMONSTRATION
01 02

WHAT HAPPENED? WHY?

trend + variance segment + funnel

Segment A

Segment B

Segment C

Demonstrative trend

ML. / MASTER CAPABILITIES

72%

55%

38%

(: SYNTHETIC DEMONSTRATION - NOT CLIENT DATA :)

03

WHAT NEXT?

decision + owner

Qualified signal

FIX Journey friction

TEST Proof hypothesis

SYNTHETIC DEMONSTRATION - VALUES ARE NOT CLIENT OUTCOMES



Marketing Legendary.

COHORT ANALYSIS

Cohorts separate growth quality from growth volume.

ML.

RETENTION BY ACQUISITION WEEK -

wel

wez

wes

we4

wes

weé

1060%

100%

100%

1060%

100%

100%

/ MASTER CAPABILITIES

74%

SYNTHETIC DEMONSTRATION

ANALYTICS & ATTRIBUTION 40

(: SYNTHETIC DEMONSTRATION - NOT CLIENT DATA :)

READOUT

+21pp

D30 RETENTION - WO1 TO WOé6

25% to 46%

The synthetic change becomes a
diagnostic question: what did
onboarding, source mix or first-value
behavior do differently?

SYNTHETIC DEMONSTRATION - WO1-TO-WO6 ARITHMETIC SHOWN EXPLICITLY



Marketing Legendary, ANALYTICS & ATTRIBUTION a

FUNNEL ANALYSIS

The funnel is a diagnostic map, not a conversion trophy.

OBSERVABLE STATE EVIDENCE REQUIRED DIAGNOSTIC QUESTION

QUALIFIED VISIT source + query + landing Did the promise match the visitor's intent? MEDIA
PRODUCT VIEW depth + compare events Was the proof sufficient to continue? CONTENT
INTENT ACTION CTA + form-start events Was the next action clear and credible? PRODUCT
CHECKOUT START field + payment events Where did friction or uncertainty appear?

ux

PURCHASE value + currency + order ID Was commercial value recorded correctly?

Read the break, verify the signal, assign the ownexr, then choose the fix.

ML. / MASTER CAPABILITIES DIAGNOSTIC OPERATING SCHEMA - NO CLIENT RESULT DATA



Marketing Legendary. ANALYTICS & ATTRIBUTION 42

HISTORICAL UNIVERSAL ANALYTICS EVIDENCE

5,600 conversions carried more than one channel
story.

(: PAID SEARCH :)
(: ORGANIC :)
TOTAL CONVERSIONS
C DEC 1, 2019-FEB 20, 2020 )
(: DIRECT :)
Last-click simplifies reporting. Path analysis
explains influence.
[ SOCIAL )
(: EMATL :)

Path sequence - assists - overlap - time lag

ML. / MASTER CAPABILITIES DECK EDITION: JULY 2026 - EVIDENCE PERIOD: DEC 1, 2019-FEB 20, 2020 - HISTORICAL UA EVIDENCE



Marketing Legendary.

HISTORICAL UNIVERSAL ANALYTICS EVIDENCE

ANALYTICS & ATTRIBUTION 43

Influence appears when channels are allowed to assist.

ML.

SOURCE VALUES - TOP FIVE BY ASSISTED CONVERSIONS

ORGANIC SEARCH

PAID SEARCH

DISPLAY

SOCIAL NETWORK

EMAIL

/ MASTER CAPABILITIES

ASSISTED CONVERSIONS

6,426

4,568

1,645

1,236

567

DECK EDITION: JULY 2026 -

LAST CLICK / DIRECT

34

2,118

567

112

EVIDENCE PERIOD: DEC 1, 2019-FEB 20, 2020 - EXACT SOURCE TRANSCRIPTION



Marketing Legendary.

HISTORICAL UNIVERSAL ANALYTICS EVIDENCE

ANALYTICS & ATTRIBUTION 44

Conversion delay changes bidding, remarketing and

forecasting.

Protect same-day value
signals

Sequence the 12-30 day tail

Model delayed value
separately

Match urgency to elapsed
time

SHARE OF CONVERSIONS BY DELAY - SEPARATE SOURCE REPORT DECISION IMPLICATIONS
SAME DAY 82.74%
BIDDING
1 DAY 1.83%
® REMARKETING
2-3 DAYS 2.13%
(J
4-7 DAYS 2.76% IFOLAEELETT
-
8-11 DAYS 1.83%
CREATIVE
@
12-30 DAYS 8.7%
G

SOURCE SNAPSHOT WARNING

ML. / MASTER CAPABILITIES

Time-lag counts total 6,075 versus 5,600 in the attribution snapshot. Percentages are shown as a separate report and are not reconciled.

DECK EDITION: JULY 2026 - EVIDENCE PERIOD: DEC 1, 2019-FEB 20, 2020 - HISTORICAL UA EVIDENCE
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Selected App Groups
APPLIED ANALYTICS / MOBILE COMMERCE

L All Apps
Analytics

y . App analytics built a

Company Activity Dashboard map from behaVIOI'

. to value.

NEW DEVICES ACTIVE DEVICES / DAY SESSIONS / DAY
IS 396 98.9 1.3K
immary r o Custom events, dashboards, cohorts and funnels
etivity made user behavior operable across acquisition
. and lifecycle decisions.
Sl NEW DEVICES ® [1%3 /
Userlds &n
T
ce b il
vy

cal
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HISTORICAL APP ANALYTICS EVIDENCE

ANALYTICS & ATTRIBUTION 46

Dashboards, events and cohorts exposed ditferent layers
of behavior.

/04

veto Step 1

ative to previous step

1onys

1> App Uninstalled)

CUSTOM DASHBOARD

[ step 1> 3 (App Installed > create_login)

W step1> 4 (App Installed > add_apartment)

ML.

/ MASTER CAPABILITIES

Funnel

o Percentage  Count

Aisers

DEVICES + EVENTS

[ nthe tast 30 cays

£ Cohort
in the last 30 days

Retention Mode
Nih Day

- View cohort

[ Bookmarked cohorts

FUNNELS + COHORTS

tomation

las to automate the App Journey
rsonalize the experience based
tions to drive user engagement

& Home Management Services

le Commerce

DECK EDITION: JULY 2026 - EVIDENCE PERIOD:

( SOURCE DATE NOT SUPPLIED )

99

Cost Clicks
Change In Cost 5576 0
9% 5589 0
— 5597 (( 0
$2,166 5610 (+ 0
$2,199 5630 0

NOT SUPPLIED - HISTORICAL IMPLEMENTATION EVIDENCE
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IMPLEMENTATION CONTROLS

Every app signal needs a contract before it enters a
dashboard.

01 02 04 05 06
EVENT NAME TRIGGER PARAMETERS IDENTITY QUALITY OWNER
One stable Exact product Context required Anonymous-to- Coverage, latency, Person who
behavioral state change for value known bridge duplication resolves failure
meaning

RELEASE GATE spec approved - test event received - identity verified - dashboard reconciled - owner assigned

ML. / MASTER CAPABILITIES DECK EDITION: JULY 2026

- OPERATING MODEL INFORMED BY HISTORICAL IMPLEMENTATION EVIDENCE - SOURCE DATE NOT SUPPLIED
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APP ANALYTICS / JOURNEY MAP

Campaign journeys joined acquisition context to
product behavior.

CAMPAIGN INSTALL SIGN UP FIRST VALUE REPEAT PURCHASE
—_— —_— B
source + creative store + device identity + consent activation event retention signal commercial value
CAMPAIGN_ID INSTALL_ID USER_ID ACTIVATION_TS RETURN_COUNT VALUE
CREATIVE_ID STORE_SOURCE SIGNUP_TYPE FEATURE_NAME COHORT CURRENCY

One user journey. Six operational owners. One measurement spine.

ML. / MASTER CAPABILITIES REBUILT FROM SUPPLIED APP ANALYTICS JOURNEY EVIDENCE
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MONITOR DECIDE

G 1 signal + threshold — rule + confidence

Automation &
l i fe cycl e . bid + budget + route " effect + guardrail

Automate repetitive mechanics while
keeping thresholds, exceptions and
commercial judgment visible.

ESCALATE

human decision

Rules run quickly. Decision rights remain human.
49
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DECISION RIGHTS

Good automation knows what it may do - and when it
must ask.

Pace within approved budget Material budget shift Invent value assumptions
Trigger consented journey New commercial threshold Bypass consent or governance
Pause on tracking failure Change to audience policy Hide the action history

Every action retains an owner, threshold, exception, cooling period and audit trail.

ML. / MASTER CAPABILITIES

50
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BID AUTOMATION

Rules automate the mechanics of value-based bidding.

KEYWORD CONVERSION TARGET

First-page bridge Conversion grabber CPA / ROAS optimizer

Raise within CPC guardrail Increase when value signal strengthens Move toward commercial threshold

TIME GEO DEVICE
Hour-of-week adjustment Geo bid adjustment Device adjustment
Shift to proven conversion windows Weight local demand + economics Correct for device-level value

For every rule: trigger - scope - action - cap - cooling period - audit log - owner

ML. / MASTER CAPABILITIES RULE FAMILIES ADAPTED FROM SUPPLIED AD AUTOMATION CASE
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BUDGET AUTOMATION

Budget rules must protect learning and commercial
guardrails.

DETECT CHECK COMPARE REALLOCATE VERIFY ESCALATE

—_—
Budget limited Conversion quality Marginal return Within portfolio Cost + value Material change

ACCOUNT-CONFIGURED POLICY

MAX MOVE MIN EVIDENCE COOLING PERIOD APPROVAL RIGHT

Set by risk tolerance Set by conversion volume Set by learning latency Required for material
shifts

ML. / MASTER CAPABILITIES POLICY VALUES VARY BY PLATFORM, ACCOUNT ECONOMICS, DATA VOLUME AND RISK TOLERANCE
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AD AUTOMATION / REPORTED OUTCOMES

Automated campaign changes improved etticiency
without hiding control.

- 9% +27 - 10% 7

CAMPAIGN COST CONVERSIONS COST PER CONVERSION BUDGET-LIMITED CAMPAIGNS

SOURCE BASELINE to SELECTED RULE SCENARIO

$2,319 to $2,115 454 to 462 5.107 to 4.577

-8.8% - rounded -9% +1.8% - rounded +2% -10.4% - rounded -10%

53

ML. / MASTER CAPABILITIES DECK EDITION: JULY 2026 - EVIDENCE PERIOD: NOT SUPPLIED - BASELINE VERIFIED FROM SOURCE TABLE
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LIFECYCLE ORCHESTRATION

Lifecycle automation responds to behavior, not a calendar.

VISIT SIGN UP INCOMPLETE FIRST VALUE INACTIVE RETURN
—_— —_— B
Anonymous intent Known identity Friction detected Activation Risk state Re-engaged
INSTANT T+5 MIN T+1 HR T+24 HR T+72 HR
Welcome + next action Complete profile Return to product Value reminder Escalate / suppress

Channels follow consent, urgency and value: email - push - SMS - sales task - in-product message

ML. / MASTER CAPABILITIES

54
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LEAD-ROUTING ARCHITECTURE

The fastest route is the one that understands context.

PAID SALES

campaign + keyword named owner

ORGANIC ENRICH SCORE

page + intent UTM - geo - product - value fit x intent x urgency NURTURE

automated journey

OFFLINE
QR + location
SERVICE

PARTNER support route

source + offer

Routing inputs location - occupancy - product - source - behavior - score - availability

ML. / MASTER CAPABILITIES

55
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CONFIDENTIAL AUTOMOTIVE CASE

Web, offline and CRM
became one lead
architecture.

Tracking, decentralized CRM, hyperlocal routing,
offline lead magnets and lifecycle automation were
connected around one enriched lead record.

OMNICHANNEL x HYPERLOCAL x CRM

The supplied source documents architecture and deployment; no
verified commercial outcome was included.

56
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AUTOMOTIVE CASE / DATA ARCHITECTURE

Every lead carried the context required for action.

IDENTITY SOURCE CONTEXT BEHAVIOR VALUE

name - phone - channel - campaign - product - location - pages - events - return lead score - stage -
consent keyword language visits outcome

01 02 04 05

Captured once - passed through UTM + forms - persisted into CRM - returned to campaign reporting

ML. / MASTER CAPABILITIES REBUILT FROM SUPPLIED AUTOMOTIVE OMNICHANNEL CASE
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AUTOMOTIVE CASE / HYPERLOCAL

Location, inventory and advisor capacity shaped the
route.

HYPERLOCAL ROUTING MAP ROUTING DECISION

01 GEO nearest viable market

02 PRODUCT inventory + configuration
03 CAPACITY advisor availability

04 VALUE lead score + intent

05 SLA response-time priority

ML. / MASTER CAPABILITIES SOURCE LOGIC: SUPPLIED AUTOMOTIVE OMNICHANNEL CASE
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AUTOMOTIVE CASE / DECISION LOGIC

Lifecycle decisions were conditional, not calendar-
based.

OBSERVED STATE EVIDENCE NEXT BEST ACTION SUPPRESSION

ANONYMOUS INTENT product + location Show locally viable inventory MEDIA frequency cap
KNOWN LEAD identity + consent Confirm route and advisor CRM invalid contact
INCOMPLETE PROFILE missing field + return Resume the exact step LIFECYCLE recent completion

HIGH INTENT repeat product action Create advisor task owner unavailable

BOOKED appointment event Stop acquisition prompts booking cancelled

SERVICE

ML. / MASTER CAPABILITIES DECISION LOGIC REBUILT FROM SUPPLIED AUTOMOTIVE LIFECYCLE AUTOMATION MAP
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AUTOMOTIVE CASE / INSTALLED CAPABILITY

The lasting output was a transferable lead operating
model.

01 ENRICHED LEAD RECORD Source, product, location, behavior and value context

02 HYPERLOCAL ROUTING Inventory, advisor capacity and response priority

03 BEHAVIORAL STAGES Trigger logic from anonymous intent to sales action

04 AUDIENCE UPDATES Web, CRM and offline membership changed with behavior
05 OPERATING DOCUMENTATION Fields, routes, messages, owners and escalation rules

Architecture and deployed capability evidenced in source; commercial outcome not supplied.

ML. / MASTER CAPABILITIES SUPPLIED AUTOMOTIVE OMNICHANNEL CASE STUDY
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05

App & mobile growth.

The app funnel is one connected system:
discovery, install, activation, value,
retention and revenue.

61
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MOBILE GROWTH LIFECYCLE

Install is a handoff, not the outcome.

DISCOVERY STORE INSTALL ACTIVATE RETAIN MONETIZE
> > >
qualified reach listing conversion attributed user first value repeat behavior revenue
REACH QUALITY STORE CVR CPI ACTIVATION RATE D1 / D7 LTV / PAYBACK
discovery listing install cost first value retention value

CPI belongs to the install handoftf; K-factor is the referral coetficient that describes organic propagation.

REFER

organic loop

K-FACTOR

referral coefficient

ML. / MASTER CAPABILITIES
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INSTRUMENTATION STACK

Mobile measurement requires identity across systems.

) (
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) (
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Identity bridge: click_id -

install_id -

anonymou

s_id - user

PPPPPP

N N N N

_id - subscription_i

APP & MOBILE GROWTH
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ASO CAPABILITY EXAMPLE

APP & MOBILE GROWTH 64

A store-growth evidence pack turns listing decisions into
a release plan.

Capability example - no client outcome claim.

01

KEYWORD MAP

Queries, intent and
competitive gaps

ML. / MASTER CAPABILITIES

02

04

METADATA DIFF SCREENSHOT TEST MATRIX REVIEW THEMES
Title, subtitle and Message, sequence and Rating friction and
description changes locale variants response patterns

DELIVERABLE: prioritized release backlog - measurement plan - experiment archive - handoff documentation

05

AT RECOMMENDATION PROMPTS

How assistants
describe and shortlist
the app

ASO CAPABILITY ARCHITECTURE - NO COMMERCIAL OUTCOME ASSERTED
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ASO RELEASE WORKFLOW

Store experiments move from query evidence to a release
decision.

DISCOVER DIAGNOSE DESIGN RELEASE READ ARCHIVE
. . —_— —_— L —
queries + recommendation ranking, listing and metadata + visual controlled store update conversion + quality learning + next backlog
prompts review friction hypothesis signal
QUERY LISTING REVIEWS AI DISCOVERY
rank + relevance store CVR + quality theme + rating share of recommendation

Every release records the hypothesis, changed asset, market, date, signal and decision.

ML. / MASTER CAPABILITIES ASO OPERATING MODEL - NO COMMERCIAL OUTCOME ASSERTED
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06

Creative production.

Craft becomes a growth system when
concepts, formats, variants, rights and
performance signals share one operating
model.

66
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AI-NATIVE CREATIVE EXPERIMENTATION

Scale matters only when every variation carries a
hypothesis.

3 ' 000+ 01 02 03 04 05

AI-ASSISTED WORKING CREATIVE VARIANTS GENERATED / CONCEPT VARIABLE CONTEXT DEPLOY LEARN

MONTH

This count includes working variations for promise + proof hook + format audience + channel-native signal to next
moment brief

testing, adaptation and localization - not 3,000
client-approved final deliverables. Final assets
pass human brand, rights and finishing review.

direction - taste - rights - finishing speed - variation - localization

ML. / MASTER CAPABILITIES
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CREATIVE TAXONOMY

Every asset should reveal what changed.

CONCEPT HOOK FORMAT AUDIENCE OFFER LOCALE

proof x x short video X primary x 20% off x

PROOF_OUTCOME_VIDEO PRIMARY_200FF_EN-IN_VO7

Performance data returns to the exact creative variable - not just the file name.

ML. / MASTER CAPABILITIES

en-IN

CREATIVE PRODUCTION

VERSION

x vO7

TRACEABLE

68
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CREATIVE EVIDENCE

The work spans brand, social, lifecycle and
performance contexts.

Adventure | Tourism | Vacation %

@
BOOK YOUR N _‘ Outrageousl
| ( o .g y
HOLIDAY | - ‘ Delicious
BOOK NOW I COOkIeS

SOCIAL CAMPAIGN SYSTEM PACKAGING + BRAND WORLD

SCULPTUREANDA. g
POTTERY L4

Specializatioin
3D MODELLING,

How You Can Support Your
Qtudant Thic Vaas

LIFECYCLE + EMAIL PERFORMANCE CREATIVE

ML. / MASTER CAPABILITIES SUPPLIED SOCIAL MEDIA AND VISUAL DESIGN PORTFOLIOS
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SOCIAL CONTENT SYSTEM

CREATIVE PRODUCTION 70

A feed scales when pillars, formats and signals share

one grammar.

PILLARS Educate - entertain - prove -
convert

FORMATS Reel - carousel - static - story

CADENCE Always-on - campaign - moment -
response

SIGNALS Hold rate - saves - comments -
clicks

ML. / MASTER CAPABILITIES

SUPPLIED SOCIAL SYSTEM EVIDENCE

uuuuuu

Take It to Heart Fill Up with Fiber Get Your\

This s Why You Avocados containa heart-healthy 5 Just one serving of avocado ’ An avoc
Need to Eat e ST monotnesturted ! oot ) offers 11% of the Daily Value | powerh
eeatlokca 5 | tosuppc
Avocados = ..forfiber to promote healthy cholesterol _.andteethz
it levels,improve digestive health, and healthy imm

Gl stabilize blaod sugar. With more than 10 topromotet

:_a' ; grams of fiber, avocados have more vitamins anc

‘goo

fiber than almost every other fruit. immune sys'
Some things you need to know

about the benefits of avocados.

SUPPLIED SOCIAL MEDIA PORTFOLIO
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CONTENT AUTHORITY SYSTEM

CREATIVE PRODUCTION

Expertise becomes demand through a connected

content system.

EXPERTISE NARRATIVE

SMEs + research category point of view

TECHNICAL ARTICLES REPORTS / E-BOOKS

search + credibility depth + capture

ML. / MASTER CAPABILITIES

FORMATS

articles + reports

DISTRIBUTION

search + social + email

EMAIL JOURNEYS

nurture + return

CAPTURE

intent + subscribers

SOCIAL COPY

distribution + response

NURTURE

journey + sales
enablement

71
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CONTENT EVIDENCE / TECHNICAL WRITING

Technical content translated complexity into usetul
authority.

‘and drop and build apps in a few steps.

The Apps can be built for Android, 0S and any
business use cases varging from a simple 3-Step
Workflow App to a complex Supply-Chain
Application

Canvas vs Model Drive Apps: How are they different?

c:

. Visual Tooltodf
onthefly.

h, Sort, Form, Contacts etc. and

Edit,Customize them on the canvas in your desired way

forms, views, chart:

UK, Unaerstooa, Uan you give me an exampie
of Design System in the Digital Context?

Look no further than Google's material design. The
Digital design system by Google has gained widespread
adoption across Startups and Enterprise alike.

“Tell me this, Why is it Important & how can |
leverage?

From poor product descriptions on web-pages, to
inconsistent product specs to confiict between
designers and engineers, these are the many
challenges individuals faced because of the absence
of design system.

Here's how all of them can be managed efficiently with this framework
+ ADesign system can be used to buid several igital products and applications collaboratively

« Design systems allow Designers and Ul engineers to work together efficiently on any product
with components designed for consistency

+ Without design systems, every product or business owner has their own product philosophy not
aligned with the brand itself

+ Design systems are not just limited to Designers and Engineers but to Marketers, Business
Leaders, Customer Experience teams and more

+ Want to ship your Products fast and in a consistent manner? Lok no further.

So, usually, what are the components of a Design System?

+ Colors (Could be different for Social, Web,

Selingprice (ks un) 100 10 %
Variable cost (Rs./ uni) 8 80 8
Margin% 20% 27% 1%
Fied costs (Rs) 400000 400000 400000
Break-oven (Rs) 2000000 20000 3600000
Breakceven units Nos 20000 13333 40000

Atamarket price of Rs. 160, Mr. X needs to sell 26,000 calculators to
survive. Assuming the Mr. X is currently selling 35,000 units, if the
prices go up to Rs. 110/ calculator due to higher demand, Mr. X can
take this opportunity of gaining market share since he is already
earning handsome margins on existing sales units. Assuming that
Mr. X sells at 105 instead of 110, and gains market share of
additional 5,000 units [new sales is 40,000 units].

Assuming that prices later down to Rs. 90/calculator, since Mr. X now
has a market share of 40,000 calculators, he is still breaking-even in
adifficult market.

1f Mr. X had not adjusted his pricing when prices were high, he
would've now reported negative profits at Rs. 90 / calculator. This
makes the business vulnerable to market forces, and confidence of
bankers/ lenders on such businesses may get dented.

Benefits of knowing your break-even

ENTERPRISE TECHNOLOGY DESIGN SYSTEMS FINANCIAL SERVICES

Power Apps: canvas vs. model-driven apps UX design-system primer Break-even analysis for SMEs

PUBLISHED APR 2, 2019 PUBLISHED APR 2, 2021 PUBLISHED APR 2, 2021

ML. / MASTER CAPABILITIES DECK EDITION: JULY 2026 - EVIDENCE PERIOD: APR 2019-APR 2021 - SUPPLIED CONTENT PORTFOLIO
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CYBERSECURITY THREAT REPORT - 2020

A 2020 report combine
information design.

ML.

THREAT REPORT - 2020

THREAT

REPORT 2020

/ MASTER CAPABILITIES

INSIDE SPREAD

Advanced phishing kits
Four new malware samples are created every second. Phishin
most successful attack vectors due to its speed, as most ph
just four to five hours. Users only report 17% of phishing atto
low-risk type of activity. As a result, today only 65% of all UR|
trustuworthy. This puts a strain on both the consumer and anf
presence.

Remote access attacks:

the main types of remote access attack in 2018 was cryptoj
cryptocurrency owners. Another popular type of attack thre:
dovices.

Attacks via smartphones
0no of the most common attack voctors to smartphonss arg|
browsing (hishing, spoar phishing, malware). Moro than 60%4

Cyberthreats over businesess

accomplished through mobile platforms, according to RSA, arii

is achieved through mobile apps instead of mobile web brow]

Utilizing artificial intelligence
Al often considered to be & dual-uss technelogy - while md

companies are implementing Al-driven aigorithms to prevent

immediate moraiity around cybercrime. With new advances i
utilizing Alin cyber attacks wil become an even more popula

of information

d research, narrat

DECK EDITION:

DISTRIBUTION ASSETS

et

CREATIVE PRODUCTION 73

ive and

20 920 aud
WO ® L yoer (O e <
s oy

JULY 2026 - EVIDENCE PERIOD:

2020

s

s o
e e

SUPPLIED CYBERSECURITY THREAT REPORT
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CONTENT EVIDENCE / EMAIL JOURNEY

CREATIVE PRODUCTION 74

Email connects authority to a measurable return

path.

SUPPLIED EMAIL CREATIVE

01 CAPTURE report or article
02 ENGAGE open + click
. Mo — &
Kathik,Areyou Working Capital Efciant? 03 INTENT page + event
T
04 VALUE lead + revenue

Your weekly read

Building a Economically viable
Business in a Competitive
Market

ML. / MASTER CAPABILITIES

Creative is accountable to the return path.

SUPPLIED CONTENT PORTFOLIO / EMAIL WORK
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CREATIVE PERFORMANCE LOOP

Performance data should write the next creative
brief.

BRIEF MAKE DEPLOY READ DIAGNOSE RE-BRIEF

objective + audience concept + variants channel-native hook + hold + action why it changed next controlled test

HOOK STORY PROOF OFFER FORMAT

3-sec hold watch depth save / click ATC / lead cost + scale

The winning unit is the learning system, not a single winning ad.

ML. / MASTER CAPABILITIES
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07

Commercial impact.

The tinal output is not a campaign,
dashboard or content asset. It is a better
commercial decision made faster.

76
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CROSS-CASE SYNTHESIS

The proot is the installed capability behind each
commercial change.

CONSTRAINT INSTALLED CAPABILITY COMMERCIAL EFFECT

EDTECH APP

Acquisition disconnected from in-app SDK events + Branch attribution + campaign Lower acquisition cost and stronger revenue

value taxonomy efficiency

AD AUTOMATION

Manual bid and budget actions lacked Rules + guardrails + approval rights + audit log Lower cost per conversion with controlled

control reallocation

WEB ATTRIBUTION

Last-click hid channel influence Assisted conversions + multi-path + time-lag analysis Clearer bidding, remarketing and forecasting
decisions

EdTech and ad automation outcome periods were not supplied - Web attribution evidence: Dec 1, 2019-Feb 20, 2020

ML. / MASTER CAPABILITIES DECK EDITION: JULY 2026 - MIXED EVIDENCE PERIODS STATED ABOVE
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CHOOSE THE STARTING OFFER

Begin with the smallest engagement that can change
the evidence.

01 02 03 04

DIAGNOSE BUILD OPERATE EMBED

One hard commercial One missing technical An ongoing growth function Specialist depth inside the
constraint capability client team

Evidence map + prioritized Deployment + documentation + Senior cadence + measurable Shared scorecard + client-side
operating plan transfer ownership operating capacity

CLIENT RETAINS ACCOUNTS, DATA, IP, ASSETS AND OPERATING DOCUMENTATION.

ML. / MASTER CAPABILITIES
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THE COMMERCIAL NEXT STEP

Bring us one growth constraint.

We will map the evidence, define the system and return a practical operating plan -
then build, operate or embed only where the problem requires it.

SENIOR TECHNICAL DEPTH PRODUCTIZED ECONOMICS BUILT TO OPERATE WITH YOUR TEAM

START THE DIAGNOSTIC marketinglegendary.com

79
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