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SAVE model

(sl - auloill - Jgiagll - Jall)

Focus on
SOLUTION

Define offerings by the needs
they meet. not by their features,
functions. or technological

superiority.

instead of

Focus on

VALUE

Articulate the benefits relative
to price, rather than stressing
how price relates to production

instead of

costs, profit margins, or
competitors’ prices.

Focus on

ACCESS

Develop an integrated cross-
channel presence that considers

customers’ entire purchase
journey instead of emphasizing
individual purchase locations
and channels.

Focus on
EDUCATION

Provide information relevant to
customers’ specific needs at

each point in the purchase cycle,
rather than relying on advertsing.
PR. and personal selling that
covers the waterfront.
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1 2 3
PROBLEM AGITATE SOLUTION
Highlight your Agitate the audience Solve their problem
audience’s problem by talking about the by offering your

or need. problem. product or service.
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BEFORE-AFTER-BRIDGE

=
2 Xa
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' BEFORE @ AFTER ) BRIDGE

Customer with a Customer without Your product is
problem that problem the solution
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Questions to ask under SPIN

methodology
s Situation What is the current situation?
What are the problems
P Problem that the customer is
facing?
. . What are the implications
I Implication of the customer's
problems?

N Need-Payoff What are the benefits of solving

the customer's problems?
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COPE model -5

(aS)luallg gliadlg wleillg Jualgill)

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

agilhlhin e ¢laaiwlg agiel danill Jua (o jggoall go Jualgi v
agial pJJ‘JI bhlai aalleag agilalfcl Jc wleill v

agiag Lljall ailisy ey yalall yajell xilgag daré agelid] v

clpl il e aadiwaell &aianialg ojlic dﬂau.op.gSIJ-lep.a v
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ACCA model -6
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(Attention, Comprehension, Conviction, Action) ACCA -

ailiy cilelsy jggoall oluiil widal -

ag:ag: lguisig elillu) ygogal agil (o aSki -
olilja LiSig qiiall agelidl -
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(yaunsdllg .alaell daisllg .dragaell .dahlellg .aljanallg .diclainll darsll/alocll) STEPPS -
Social Currency /Triggers/ Emotion/ Public / Practical Value /Stories

allh La ggau ¢ljggen Jea Las dulle diclainl dlac g doyd cild dulall gi dousll cilegidgall (Lo saiwl v
" AU agle janaeg aaa JS le (elho agilig 8am

augéyall clisglull LIl 6Ll clianall pxatul v

aiiall gai dulailg duh alclhil Glal aahlall &l v

aole &ypmlaa 2ild agi Lill dalell cilegiigall ddiilia v

Ll sleuwlg olall pusi Lle Jasllg clSiall Ja d ojga gl JUa (o elaiial dulasll dasdll axd v
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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,

Public

Built to show, built

we share. Focus to grow. The more

on “high arousal”
emotions.

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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4P model -8

PPPP (Prepare, Present, Prove, Persuade)

lilull gaag dadl JUa o allalacil v

bjaga aljueig aalg uglwl duwlwill cilegleall a1aai v

S 2liall 6gall blai angy sl sginall LS Yo (Gaaig culi v
Gglhall el Alail jgganll glid] v
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SCOPE model -9
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SCOPE (Specific, Compelling, Organized, Persuasive, Engaging) -

aalgaane yai e

SCOPE R

aahle alsh gido -
(uadl go Jelaillg ¢ljluidl) axn0 Jod e &iny -
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KISS model -10

Keep it Stupid Simple! -

Jag Jd Lo aUsll pa

TUPID S
IMPLE cigg dlgu dratao aal ahiiu
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Description of products <laiiall waing White paper 4 Lo
copywrite of Sponsored ads alildell yai
. E-Book dwigpsdul wisdl/abuisdl v
News jlalll
articles cilléoll E-manuals and catalogs avigrslul alagllilsdl v
Hashtages gliulgll Customer Success Stories clloell yauna v

posts ¢lgr el ciljguuio

capturesaljpiwil aljgidiio
twittes Glapoill

company diary aspudl aliogy /ciliugaill

Testimonials clalgauiwdl v

J9gaall dhwlgs Qiiall (sginall User Generated Content v/
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E-commerce websites writing duigfslil 6jlaill gdlge (sgine ailis v



White paper duaariall pjlaill

White Paper
[(h)wit pa-par]

An informational document
issued by a company or
not-for-profit organization to
promote or highlight the
features of a solution, product,
or service that it offers or plans
to offer.




8 types of white papers

1
2
S
4.
0.
6
Vi
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 djbc -«
g0 drauw)aeh ugise .wisll alhan Jo
e aleiclllg jgall o Jal walAgi
alwhall qiliig asibul aguwyllg cilelaayll

clgil 6ac al Giléallg aralell

QlUSiuall Ja pylai-1 -

auia pylai-2 .

9gudl &gy il pylai -3 -

alniiall dijléo pjlai-4 -
anlijlg dradlei pylai-5 -
adiwell sgll pléi-6 -
Sabll aagill pjléi -7 -
-alaiioll bljo pjléi-8 -



White paper pjlaill

How to structure a white paper =g daaniall

1. Title page i aaasiall platll Llis algha
2. Introduction and problem statement Ilgiell -1
5. Background ' alSLiallg doxdall -2
4. Proposed solution duajeall aralall -3
9. Graphics and other visual elements dafsall Jglall -4
6. Fact-based evidence auilullg anuagill aguydl -5
7. Conclusion \ dlallg dralell alwljall 4ilii -6
8. Call to action anuall -7
9. About the vendor wglhall cljpdl -8

aspill go Jualgill cilogleo -9
lgic 6i4ig
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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 ;aiguuill Sigrsddl alisdl

Benefits of EbooKS ayigrsiull wusll Lljo -

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

@ Lead generating A ) i
2l Hemde K el Y

@ Advanced design capabilities

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

@ FPortable 3 : j .

dagleall Jgagll Jguu :yujgea

@ Print on demand

@ Searchable

e aalSi .



E-Books jaiguuill  igpsdul ailis]
asigasiull cusll &lis algha

How to Write an Ebook

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

@ Conduct research. S¢allg ulegleall gang Gy clp] v
@ oOutline each chapter of your ebook. a_UJJme ngQ_QJI ALWST AT v

@ Break down each chapter as you write d.LCj.CI u.lgLLQ_I d.ILIS.” cLLIi l . dS ! nw

@ Design your ebook. u.lgLI.Q_” cini ggi Il St v
@ use the right colors. woa gy A o - c - - 2

aspill duipall duggll Lloag glgllll jLislg Llsuy wlisll arauni v

wagaill go diipall paliell 20y v

cilibaa gl gf cilbwbiéul Lle equall hilwi v

@ Incorporate visuals.
@ Highlight quotes or stats.

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

e el il e aadiuwall ¢ai il awwliall aljliell ga v

b

@ Convert it into a PDF.

. PDF wlisll Il aligai v
aspil gégag diglhall claiall e agd) v
bl qugpdl 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

MIDOCEA \

\/ERSITYII

araapl arsiguill cilaoll

:drdigquuill alléoll auwdddl yailaill -

outlg &oaall gi qiiall (o cllgiuall daléiwl a18iS Ll Sy daalill ddiguill aillaall ellgiuall daséll Sle jSpll 1 v
awisill Lljall Lle haa

ilgallg Lljall jlpl Jua (o daxall gi aiiall elpiu islall glidl Ll aagi dudyguuill ciillaall janillg gliall .2 v

\Gaguuill lluw) jjeig g)lall uaal alaimill spie cilmgyliwg yand aladiwl : anall spull 3 v

ol Ailid 4 dlleall jggh uunil sl (Gruwiillg duudigl alelsdl alaaiwl (SEO) ol alSpmo (fuuai 4 v



MIDOCEAN
’ | araal dxdugquill cilléall

audyguill cillaall glgil

Jlgiuall crllsiital Jglag 83180 cilogles aadi:aradeill ciillaall 1.
Imlilje jlulg ditee dexa gi giia aughi Ll jS)i dumgrll cilllaall 2.
aclinll La alplaiilg Ll ;AT il dpall aulaall 3.

aasgiuall Gguull gi dclinll ddaeae ciildai asdi adaill ciilaall 4.

clgiuallg aylaill dstlell yu dbn clitill dundd alpag yana asiiwi dunddll ciillaall 5.



MIDOCEAN

UNIVERSITYll

araapll ardiguill cillléall

:dhiuy alghs 7 aag jrale 8igud Jlao allisd -

Jallg dlsiiall oph -4 g£gi0gall yc dolc dordo -3 aall sgd ylgic -2 jg9goall a3 -1
CTA axa0 clp] -7 clloell alalgdiwl gl alilanl -6 ailgallg aljraall yaye -5

Audiguill Cillléaall &iliS 4 8auba cilgal -

https://answerthepublic.com/ -

https://neilpatel.com/ubersuggest/ -

https://www.jasper.ai/ °
https://jenni.ai/



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 i e cllaell lgigy yans
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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.
® p%
CITRIX FARMERS (RED)
®

INSURANCE

0000



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

[

PRAIRIE INSURANCE 1,000+
BEMNEFITS EMPLOYEES

bl 25% INCREASE

CHALLENGE

SOLUTION

RESULT

cllaell alhi yaina

Customer Success Stories

20 cllaell alai yand &lis dayh
aSpiul cilaiio

sl lgic -1

S I Rl i Log L o

lgilalaig @Syl cilaiio ge ale yasle -3
IiliLis) palielakitig awsi | a Rt
Juooll aslg sall anill gi @ually iadl Ugi
Lljallg Ailiill &l Ipalg WL, Jall &lis Lils
Juaall L sailall
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Customer Success Stories

* 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

cilaell alai yaind alisl lgie 8alaiwll JSas 2ila


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

Cilalgaidl aspiull isi La Lile . qiiall oacku S wuny 8)jgguite auaid gi / (Gilw Jrac (o glu e 6)lic
. aiall alariwl aeig Jud Lo aliléall Jsib AAli Lo 6aleg .jualll cllaell Lle lgaphi daano dliwl e £li
.ellaell ujlai Jud (o 83370 (rruai albiibas] jagi gl .ellaell lul Sle aluwiida gl

(1
Brady Bryson

Brady started at Cambridge in LSIV essentially as a : "Football is obviously a priority but grades always come first and
| realized coming from a prep school, college is going to be challenging. But you know, you
have to put the time in in the classroom just like you do on the field."” Hollin Pierce joined us in
2009 and graduated from the Upper School in 2019. After a PG year at Fork Union Military
Academy he is now a starting Offensive Tackle for Rutgers University football. In a recent RU
article, he said that being a student athlete is an important part of who he is at Rutgers. He is
intensely focused on football but he is also committed to his studies.

non-reader. Four years later, he created a petition to start our US, and Brady was our first
graduate in 2018! He went on to study acting and directing at the New School in New York
City, where he made the Dean’s List each semester. His first short film titled, “Where to now?"
won four awards and was nominated for five others including, Best Screenplay at the New
York Long Island Film Festival. Today, he is a regular cast member on SNL, is directing his first
feature length film and he was just accepted to NYU's Graduate School for Dramatic Writing.

P 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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« https://www.canva.com/templates/s/testimonial/

« 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
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https://ar.tripadvisor.com/
https://www.vezeeta.com/en
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alagllisll aladiwl aing aadsill alhiiell alagllis qo avigislyl gl drad)ll aljxadl Ll adgrslil alagllisll puii
dulclaig dwsla ist ad) Guuil lgilaiio yagie uAjel dluugs B2C gB2B ilSyi go JS Jud (o gulg @lhi le digrsil
auaulaill dcgihall cilagllisll (o cusaill La Jguwig

.5l Lo auwigrsiyll cilagllisll apuigl yailasll Ao (Laii
HTML giPDF Jio drad) ciléuwii auigasidl alagllisil pagii : sadpl Guuiill

giasall ghléo LAyl gslg .adlinglg aiiell jga had guy daigrsldl alagllisll qaaii gi gSas :6aaeiall hilwgll sgine -
.aSpiall aguwyllg daja 360 aiglpy aiiell yagpcg

Jeiillg areinillg dnullg clijaillg penill/musill Jio ddclai aljre duigrsldl alagllisll (o aaell pagi :adcloill alfall -
Jreadiuall Lle lgile jgiellg alhiiall asnd Jiguwil

Adcgihall cilagllisll oo fiST pSie JSuiu dvdigrisiull cilagllisll éuaai gSay :auSiolipall ciliaaill

Sjgal clla ;4 Loy bjgalll go dcgiio dcgana Lle lgajeg avigrislyl alagllisll I Jgaglh gSes :Jgagll ailsa
75T JSiu ellocll Jglile 4 lglen Lao xSl ilggllg &nglll jgaill igrrasll
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