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Focus on

SOLUTION

Défing offerings by th needs
they meet,not by her feaure,
functons ortechlogic
superirty,

Focus on

VALUE

Articuatethe benefits rlatve
10 rie, rather than srossing
how pric rlte o producton
008ts, pfoﬁt margig o
competors pries

Instoad of

Saguill eyl sginall 4lis 3ile]

SAVE model

(ao1sll - adeill - Jguagll - Jall)

Focus on

ACCESS

Develop an integrated crss-
d\amalpmsmlhm consides

customers’ mu&pmm
funeyntead of emphasizing
indvidual purchase locatons
A chanels

Foous on
EDUCATION

Provide information reevant (o
Customers specic needs at
£ach oint i he purchase oyl

fher tha reling on advrsing,

PR, and persona sling that
oover the waterfront.

Lall 2 gedall (SAVE)

il 5a Y (Product)

[Solution): J=ll e 3£
Gl deads 3 S bt e £l giag ol s
oS L i i Ll 5l LTl o o Ely

Sl e Yo (Place)

(Access) Jsadll te i€ sl
ils el a3l sl e S 1) e 5k
o g8 g a8 5a o 36 1 e Yo e Han ALISH ) paall

2 gl o)yl

el (3a Y (Price)

(Value) sl e 38 5

1k o 3 e Yo jendl dalesall o6 all de Loy =
e )zl el o o AT CaillSy paal) Bl
L)}.;é'l.hli

5.5 ge Y (Promotion)

(Education) ~d-ill e 38 5l

8 ol Sl bl Al a 3 e len o8
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PAS model-l
(Jall - qualill - alsiicall)

A < £

:ualdl -
1 2 3
PROBLEM AGITATE SOLUTION Alsiiiall ge Cysall JUi go jgganll quali -
Highlight your Agitate the audience Solve their problem Jall -
audience’s problem by talking about the by offering your

or need. problem. product or service, sl ;_‘lgi sniia gApe d.ll:"sa.o"li“ lda -
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BAB model-W
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BEFORE-AFTER-BRIDGE
2 A I
¢ v —) = —> :
N\
' BEFORE € AFTER ) BRIDGE
Customer with a Customer without Your product is

problem that problem the solution
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SPIN

(ailgall - ciliclai

Questions to ask under SPIN

methodology
S Situation What is the current situation?
\" What are the problems
N\ P Problem that the customer is
facing?
T What are the implications
I Implication of the customer's
problems?

N Need-Payoff What are the benefits of solving

the customer's problems?

model -&

| - dlSlall - wadgall)
Gdgall

s il cigall go Lo

alSudLall

sdsoslllgia iley Lill dlsdiall o Lo

cilyelaill

sdsoell dlSiie cliclai o Lo

dlgall

falSiiall Ja go Jraell Lle sgeiw il ailgall o Lo
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COPE model -0
(aS)lurallg cliallg wleillg Jualqill)

(Connect, Overcome, Persuade, Engage):(COPE

agilalhae pxilulg agiel dxaill YU go jggaall go Julgi v
agial pJJ‘JI bhlai aalleag agilalficl e wleil v

agiags Liljall &lisy ¢l yalall yajell silgag daré agelial v

clpl Aail e aadiwaell daianialg ojlic dﬂau.op.gSIJ-le‘a.a 4
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ACCA model -1
(322l clpyllg glidillg agallg oluitl wiaa)

(Attention, Comprehension, Conviction, Action) ACCA -

ailij alelsy jggoall oluiil widal -

ag:agy lguisig elillu) ygogal agil (o aSli
ollja wisig aiiall agclid] -

uglhall clpal wisi
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STEPPS model -V
(anslly dlaoll dasllg araeill dahlollg cljanallg diclaiall dogsll/dlasll)

(yaunsdllg .alaell daiallg .dragaell .dahlellg .aljanallg .diclainll darsll/alocll) STEPPS -
Social Currency /Triggers/ Emotion/ Public / Practical Value /Stories

allh La ggau ¢ljggan Jea Las dulle diclainl dlac g daud aild dulall gi dausll cilegngall (Lo séiwl v
" AU agle janeg aaa JS Lle (relho agilig 6am

augéyall clisgludl Ll 6Ll clianall pxatl v

aiiall gai dulailg auh alclhil Glal aahlall &L v

aole &ypmlaa 2ilyd agi Lill dalell cilegiigall diiilia v

Sl slewlg olall punsi e Jaallg citlSivall Ja Ld ojgs gl Jia o elatial dulasll daydll pad v

SI . e o o @big ) -... II 80 ala._i_” g._UIa.jg '... II O_C Lmlm Alﬁ_.! u-.l.-” o \ . | . II o II L.J_.[Si ‘/



MIDOCEA

UNIVERSITY

| uguill oyl sginall S 33lol
STEPPS model
(Uauasllg dulaell dayéllg aracill dahlellg «iljanallg diclainll dayéll/dlasll)

Jonah Berger’s Six Stepps To Virality

Social Currency

People talk about
things that make
them seem smart
and cool.

Triggers

Top of mind, tip of
tongue. What we
talk is what we
think.

Emotion

When we care,
we share. Focus
on “high arousal”
emotions.

Public

Built to show, built
to grow. The more
public something
is, the more likely
people are to imi-
tate it,

Practical Value

Newsyoucanuse. Build a

Stories

Trojan

Useful things get horse, a narrative

shared.

or story people
want to tell, which
carries your idea
along for the ride.
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4Ps model -A

PPPP (Prepare, Present, Prove, Persuade)

lilull gang daddl Jua go aall slacdl v

bjaga alpueig aalg wuglwl duwlwill cillegleall aasi v

atially sgall blai atg Sl sginall &L (Lo Ganag culi v

S Gglhall clayll Alail jgganll glia] v
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SCOPE model -9

:dalAallg aaalill aredadl arsiguill yagaill lew 0 3gaill axoy -

SCOPE (Specific, Compelling, Organized, Persuasive, Engaging) -

aalgaano yai o

SCOPE R

.ILCQJAL! o o .

(uadl ga Jclaillg ¢ljluil) aane0 Joa e &g -
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Keep it Stupid Simple! -

$EP Jag J4d Lo aUsdl pa
TUPID 2shallsaiel

IMPLE t2.61g9 g épaiio 44) o
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lgio wllgall (o a1nell Jl aradll abaiall e ugisall jo1quwill sginall allgd wiini (Say

Description of products <laiiall waing White paper 4 STy =)
copywrite of Sponsored ads alidell yai
. E-Book dwigpsdul wisdl/abuisdl v
News jLalll
articles cilléall E-manuals and catalogs avigrslul alagllilsdl v
Hashtages aliulgll Customer Success Stories clloell yaad v

posts ¢lgr el ciljguuio

capturesaljpiwil aljgdiio
twittes layoill

company diary aspudl aliogy /ciliugaill

Testimonials clalgauiwdl v

J9gaall dhwlgs Qiiall (sginall User Generated Content v/

C N IS U N N N NN

E-commerce websites writing digfslil 6)laill gdlge (sgine ailis v
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White Paper White paper axanniiall pjlaill v

| e il &y e dakiia ge gl @Spdll e dpbo duiloglas abi

/ An informational document . € AT ) w

5’ e hhAigl lgoaai L“’I.” daxall gl qiiallg Jall alewd pugpll gl

}' not-for-profit organization to lgouaéil
promote or highlight the

features of a solution, product,
or service that it offers or plans

)  tooffer



8 types of white papers

1.
2
3
4.
o
6
/
8

How-to or problem/solution white paper

. Technical white paper

. Business benefits white paper

Market research white paper

. Visionary white paper
. Product comparison white paper

. Educational white paper

. Thought leadership white paper

White paper pjlaill
o * o "

Jél aac lc sginy PDF wlo (e djc -«
g0 drauw)aeh ugise .wisll alhan o
e aleicllg jgall o Jal walAgi
alwhall qiliig asibul aguwyllg cilelaayll

clgil 6ac al Giléallg aralell

Usiall Ja pylai - e

e ) Lol

Ggudl &gy il pylai -w -

alaiioll dijléo pylai- -
ausblijlg drailei pylai-o -
aidiwall syl pylai-1 -
Skl aagill pjléi-v -
-calaiiall Lljo pylai -A



White paper pjlaill

How to structure a white paper -=gf: waniiall

1. Title page Rt Laniall pylaill lis alghs
2. Introduction and problem statement Ilgiell -|
5. Background , alSiLallg dordall -
4. Proposed solution duapeall aalall P
0. Graphics and other visual elements aafgall Jglall -€
6. Fact-based evidence auilullg anuagill aguyl -0
7. Conclusion \ alalllg aalell cilwlyll il -7
8. Call to action danalall -V
9. About the vendor wglhall clpdl-A

aspill go Juolgill cilaglea -9
lgic 634ig
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White paper duauariall pjlaill

dnniiall dradyll adiguill pylaill djmla wllgall dyilaoe 2ilai

https://venngage.com/templates/white-papers

https://www.visme.co/templates/white-papers/

https://www.template.net/business/paper-templates/white-paper-pdf/

https://www.examples.com/business/white-paper.html



https://venngage.com/templates/white-papers
https://www.visme.co/templates/white-papers/
https://www.template.net/business/paper-templates/white-paper-pdf/
https://www.examples.com/business/white-paper.html
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E-Books  ;ouquuill igrslul alisdl

ole éclipll annall ggiholl Qlisll o 0d) JSib g
ilggll g aunglll 8jgaill g jiguasll sjgai Jio 6jgal
S9iai aign audigui tlgial arigrslyl wisll aei asall
ss)lell dlogleall jagi 6a3xeie drad) "abhan" e
LIiaPDF alaiiwas lgeani aiy Lo Lle eld Ll aalayl
Lgis)lite (o clpall ySals




E-Books ;aiguill Sigrsddl alisdl

Benefits of EbooKS ayigrsiull sl Lljo -

@ Easily accessible Lilne alranig adl Jguagll Jgw -
Add cllac algy -

@ Lead generating A ) i
ou Glaal A S0 Aol ©

@ Advanced design capabilities

@ Low production costs dg.oa.,o .
aih 1Sas

@ FPortable 3 : ) -

dagleall Jgnagll Jguu :yujgoa

@ Print on demand

@ Searchable

e aalSi .



E-Books ja1guuill  igpslul ailis]
aigrstull cusll &lis algha

How to Write an Ebook

@ Choose a topic that matches your audience's needs. .djg.e.a; t—lbLLIJI &0 \9—0|9-LI Lt::g.log.o j'Ol v

@ Conduct research. S¢allg ulegleall gang diayclp] v
@ oOutline each chapter of your ebook. G.J.UJLUJ]JI dg_,a_nﬂ ALWST AAAT v

@ Break down each chapter as you write ucya uglies <1.||.lS.||c|.L|i et 5 izl

@ Design your ebook. u..lgLI.Q_” cini g6l | o
@ use the right colors. - sy il " v . o : 2

aspall adijall daggll loag glgllll jLidlg LSl wilisll arauni v

wognill go ajell paliall 03 v

alilaagl g abwlisll Ll cgall hylui v

@ Incorporate visuals.

@ Highlight quotes or stats.

@ Place the appropriate calls-to-action within your ebook.

o clpl Alail e aasiuwall dai il auliell aljbell g8 v

@ Convert it into a PDF.

. PDF ulisll LIl aligai v
aspill gagoag ayglhall cillaiall Llc agd) v
sl augpdl v

@ Creote a dedicated landing page for your ebook.

@ Promote your ebook and trock its success,
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https://www.visme.co/templates/ebooks/

https://venngage.com/templates/ebooks

https://www.adobe.com/uk/creativecloud/design/discover/ebook-templates.html

https://www.freepik.com/vectors/ebook-template

https://www.flipsnack.com/templates/search?g=ebook

https://www.template.net/editable/ebooks



https://www.visme.co/templates/ebooks/
https://venngage.com/templates/ebooks
https://www.adobe.com/uk/creativecloud/design/discover/ebook-templates.html
https://www.freepik.com/vectors/ebook-template
https://www.flipsnack.com/templates/search?q=ebook
https://www.template.net/editable/ebooks
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araapll arsiguill cilaoll

audyguuill crlléall glgil

Jlgiuall cillsiiial Jglag 83180 cilogleo axai:dvadeill cillaall |
Inlilj jlulg dites doxa gi giie augh Ll Sy dumgrll culllaall £
aclinll La allaiilg juail ;AT il dypall adlaall »

aasgiuall Gguull gi dclinll ddaeae ciildai asai adaill cilllaall €

lgiuLallg aylaill dstlell yu dbn clitill aundd alphg yand asiiwi dunddill cillaall .0
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Jallg alSuivall ajh -€ gg0gall yc dalc dordo P cal sgdylgic-f  jggaallaaa -l
CTA axn0 clp] -V cilaoll cilalgitiwl gi cililaal -1 silgallg cljraall yAsc -0

:audiguill cilldall &iliS 4 63180 cilgal -

https://answerthepublic.com/ -

https://neilpatel.com/ubersuggest/ -

https://www.jasper.ai/ °
https://jenni.ai/
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Customer Success Stories

Lljallg lglualaiy dpnill JuSeig giiall daclag dsdhle dasi Aalig . &yaill alaig gilall &pai e cllaell lgigy yans
aalll eliag aiiall dsélanne acs La rus joa lglg daaall Lle Jgaall gl aiiall aladiwl clp Jraell Ll dailell

Citrix launches new Farmers® increases use (RED) and The Global
support channel with of mobile technology Fund partner with
help from a Live Agent for customers with the brands to fight AIDS.
Accelerator. help of Salesforce.
]
CITRIX FARMERS (Re)
°

INSURANCE

000



HEADLINE:
A strong, click-enticing
headline

COMPANY INFORMATION:
industry, company size,
revenue, and other facts
pertinent to your product

BRIEF OVERVIEW:

an introductory paragraph
that calls out most impressive
outcomes and metrics

THE STORY ITSELF:

a narrative that includes your
customer’s challenge, solution
they've implemented, and the
outcome they've experienced

O

0

L

PRAIRIE INSURANCE 1,000+
BEMNEFITS EMPLOYEES

el 25% INCREASE

CHALLENGE

SOLUTION

RESULT

cllaell albi yana

Customer Success Stories

20 cllaell alai yand &lis dayh
aSpiul cilaiio

el loic -

sl e Sl AP

lgilalaig aspidl cilaiie ge ale yasle ¥
ililis, pe i labitin ausi |uadEEERE
Usosllaslg call sanill glalseiimiSilgi
Lljallg 2iliill &l Ipalg WL, Jall &lis Lils
Juaall L sailall
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Customer Success Stories

e https://cdn2.hubspot.net/hubfs/2135689/%5BFourcast%5D%20PDF%20Customer%20story%20GEM%200ne
-Google%20Cloud.pdf

* https://www.csb.org/cdn/files-Success-story-template2017-1.pdf

* https://ondigitalmarketing.com/wp-content/uploads/2023/08/Customer-Success-Stories-Newsletter-Email-
Templates-Maximize-Subscriber-Engagement-With-These-Newsletter-Email-Templates.pdf

eilaoll alai yaind alisl lgie 8alaiwll JSas 2ilai


https://cdn2.hubspot.net/hubfs/2135689/%5BFourcast%5D%20PDF%20Customer%20story%20GEM%20One-Google%20Cloud.pdf
https://cdn2.hubspot.net/hubfs/2135689/%5BFourcast%5D%20PDF%20Customer%20story%20GEM%20One-Google%20Cloud.pdf
https://www.csb.org/cdn/files-Success-story-template2017-1.pdf
https://ondigitalmarketing.com/wp-content/uploads/2023/08/Customer-Success-Stories-Newsletter-Email-Templates-Maximize-Subscriber-Engagement-With-These-Newsletter-Email-Templates.pdf
https://ondigitalmarketing.com/wp-content/uploads/2023/08/Customer-Success-Stories-Newsletter-Email-Templates-Maximize-Subscriber-Engagement-With-These-Newsletter-Email-Templates.pdf

Ul Testimonials

Cilalguill aspiull isi La Lile . qiialdl oackw S wuny 8)jgguite duaid gi / (Gilw Jrac (o glu e é)lic
. aiall alariwl aeig Jud Lo ailifléall Jsib Aali Lo 6aleg .ualyl cllaell Lle lgaphi daano dliwl e 2li
.ellaeoll jlai Jud (o 83330 (i alibas) yagi gl .elaell Glud le cluuidao g

(¢
Brady Bryson

Brady started at Cambridge in LSIV essentially as a ; "Football is obviously a priority but grades always come first and
non-reader. Four years later, he created a petition to start our US, and Brady was our first | realized coming from a prep school, college is going to be challenging. But you know, you
graduate in 2018! He went on to study acting and directing at the New School in New York have to put the time in in the classroom just like you do on the field.” Hollin Pierce joined us in
City, where he made the Dean's List each semester. His first short film titled, “Where to now?" 2009 and graduated from the Upper School in 2019. After a PG year at Fork Union Military
won four awards and was nominated for five others including, Best Screenplay at the New Academy he is now a starting Offensive Tackle for Rutgers University football. In a recent RU
York Long Island Film Festival. Today, he is a regular cast member on SNL, is directing his first article, he said that being a student athlete is an important part of who he is at Rutgers. He is
feature length film and he was just accepted to NYU's Graduate School for Dramatic Writing. intensely focused on football but he is also committed to his studies.

Joined Cambridge in 2009, Currently is a starting offensive tackle for
Joined Cambridge in 2009, Pursuing an acting career, staring in award-winning short Graduated US in 2019, Rutgers University Football.
graduated US in 2018 =\ films and is currently a regular cast member on SNL
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Joudii cuar dibwl Lle dunisall dlaallg aijging Jueell awl gdgs alalgdiwll alis 4
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« https://wWwww.canva.com/templates/s/testimonial/

o https://www.template.net/editable/testimonial



https://www.canva.com/templates/s/testimonial/
https://www.template.net/editable/testimonial
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User Generated Content

al sginall go gaill 13w . aSpidl (o ilsy ygujll i ellgimall aliviy Al sginall
adlrnoe Sle jus Jsiiu fg gl gSey cun aylaill aledellg alSpill jus droml
o ggill 13w bl gglguug ygeaay alSpull o yaell dallell 8jgiag giiall

e StV L e rey ]
| A A glgil € al
( n P 098 ad Lillg cileaall gi wliiall e ggestiuall bopdiy Ll clealpall -

L A , ‘ wusSell gl dulal
‘f‘ @03 o ulacdl gf agaill sxay cloyaill -

alollell Jga elaindl dualgill Jilwg e ygordiwall opiiy Sl sginall -
Ul ggax0 e gog baul aulw gl aulal alsdeis alaiiallg aylaill

aalitell abaiell Lle ggesdiwall abiiy Ml elalll igleill sginall -
dolell ye sl sginae Jgsi Lo 8aleg direo cilduhig cilgal aladiwl aspidl
Jslgiuall Jud o aljaliasS ggase nic gl agl ggare ygsi adg aylaill
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User Generated Content
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w0 Gold City Mall https://ar.tripadvisor.com/
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