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Hi there!

Our agenda:

e Education & career path

e Tech & cybersecurity marketing overview
o What doesn’t work
o What works

e Cybersecurity & marketing responsibilities

e General advice
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How’d I get here?

Credentials + Experience + Lucky Timing... not a ladder

Degrees Skills Development Executive Leadership Entrepreneur
Cazenovia College GlobalSpec Center for Internet Security Savvy Marketing Works LLC
AS in Equine Studies Data Entry — Manager (cloud) — Fractional Chief Marketing Officer
Lead Prospecting — Director (team of 5ish) — Marketing Consulting
RPI Community/Forums — Sr. Director (budget/strategy) — Speaking & Teaching
S in Management (MIS/Mktg) Content Creation — VP Marketing (team of 20) —

Product Management VP of Marketing & Comms WHAT'S NEXT?
(team of 25)
+ St. Rose
MA in Communications + Capital Region

Savvy Marketing Works MarCom Awards



Marketing Strategy

A clear marketing strategy helps you focus on impactful execution.

Elements of a marketing strategy:
e Define objectives and budget
e |dentify target audience(s)

e Craft messaging

e Select marketing channels

e Track and analyze results
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Tech & Cybersecurity Marketing

How to market something you can'’t “see”

e With any tech, you are selling a solution to a problem - often related to time/money
e [ncybersecurity, you're selling trust, risk reduction, and often compliance
e Tactics that work:
m Storytelling — matching their problems with effective solutions (“why”)
m Simplifying the complex — turning jargon into human language (not all buyers are technical)

m Building credibility — partnerships, third-party validation, content
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Cybersecurity Marketing Gone Wrong

' [cyb rity - 2 yr. ago -
sberags Wi .
Why is cybersecurity marketing so cringey?

Other

Since | started my career in cybersecurity |I've been served multiple ads from different companies and they are all
bad. Why is that? And what do you consider good marketing, if any?

e Tactics based on fear
e Too technical -jargon
e Not technical enough
e Unclear value

e Not differentiated

Savvy Marketing Works




Cybersecurity Marketing Done Well
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https://aws.amazon.com/partners/programs/gsca/
https://arcticwolf.com/solutions/
https://www.crowdstrike.com/en-us/about-us/commercials/
https://www.linkedin.com/company/tenableinc/posts/?feedView=all
https://www.sentinelone.com/platform-packages/

Marketing Tec
Making it Relevant

e Cybersecurity Awareness Month
m Relevant timing

e “Shared responsibility” for cloud security
m Partnering + educating

e Compliance/regulation requirements

Cloud Seeurity
and the AWS
Shared Responsibility

Model with CIS

m Step-by-step guidance to do what’s required

DoD STIGs

Industry
Frameworks
Referencing

PCI DSS

Savvy Marketing Works

h & Cybersecurity
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Know your cloud security
responsibility
FREE GUIDE

¥ aws marketplace

@ CIS Benchmarks™

FedRAMP

ISO/EIC 27001

MITRE ATT&CK

Frameworks
Provided with

@ CIS Controls®
Mappings

HIPAA

PCI DSS

NATIONAL
CYBER

. SECURITY
AWARENESS
MONTH

WEEK 1: SIMPLE STEPS
FOR ONLINE SAFETY

Every digital user should know how to be safe

o and secure while using the Internet. Week 1 is
million personal records dedicated to sharing information that will

1 69 Eﬁg?;ggf&'ﬂgm’:"al' better prepare you for cyber threats.
healthcare, & public sectors

in 2015. :
000000000000 OPOCONOGONOGIOSIOGOIOGEOSGINOSNEOSEOSNOSOEOSEOO

WEEK 2: CYBER FROM
THE BREAK ROOM TO
N\ THE BOARD ROOM

Data breaches & cybercrime don't discriminate.
Everyone in an organization is susceptible to
becoming a victim. Week 2 is dedicated
to educating employees in the
workforce & promoting best practices.

o of small businesses rely
on the Internet but only
023 % have an internet
security policy
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WEEK 3: RECOGNIZING

AND COMBATTING
i CYBERCRIME
o Cybercrime is a growing concern that has the

594 g,
WEEK 4: OUR CONNECTED
I'—=| LIVES: WHAT'S YOUR

potential to affect everyone. Week 3 is
dedicated to promoting awareness of the
different types of cyber threats.

"APP-TITIDE"?

Technology is advancing at such a rapid pace
that individuals are always connected. Week
4 is dedicated to looking at the future of the
billion or more internet-
2 connected devices will be connected world.
installed globally by 2020
0 0000000000000 000OC0COCVOGEOGEOGOEOSIEOSOIOSOOINITPS

WEEK 5: BUILDING
RESILENCE IN
CRITICAL SYSTEMS

Cybersecurity plays a role in almost all
aspects of our everyday lives by keeping
crucial systems up & running. Week 5 is

dedicated to highlighting ways we can keep
our critical infrastructure secure.

cyber incidents
targeting critical .
infrastructure in 2015

1. http: ‘

2.2015 National Cyber Securi Survey:hitp:/ -keys-to-employee-cy

3.2016 Norton Cybersecuity nsight Report: hitp://us.norton.com/norton-cybersecurity-insights-report-global?
inid=hho_norton com_cybersecuityinsights_p1_seeglobalrpt

§-2020-2016-5

4,2016, http:
5.2015, Tripwie ICS-CERT Report: htp:
s 5B

P
cons courtesy of ttp://wawfaticon.com/



Marketers & Cybersecurity

Does news of a data breach change how
you perceive that company’s brand?
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Marketing Responsibilities

Cybersecurity is everyone’s responsibility, no matter what
kind of company you're working for!

Privacy

Consent to collect PIl and
use it for marketing
purposes

Cookie consent
Opt-in to marketing
Sharing with third parties

Data

Collecting, storing, and
using data securely and in
compliance with

regulations & standards

e Managing consent/segments
Secure storage & sharing

Retention policies

Savvy Marketing Works

Tools

Using secure passwords

and limiting not only who
has access but what level
of access they have

e Marketing’s tools not often

managed by IT; be responsible

e Principle of least privilege



Career Advice & Lessons Learned

e What | wish | knew:
m Pathisn’t always linear; be open to new things
m You may not have someone looking out for you; lean on your network and keep learning

m Keep alist of your contributions and accomplishments - use numbers to show your impact!
e Skills that set marketers apart today:

m Data literacy; comfort with tech (CRMs, Al, automation)

m Storytelling and strategy
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Let’s Discuss!
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https://www.linkedin.com/in/lauramacgregor/
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Laura MacGregor
CMO | Marketing Strategies That Provide
Focus for Busy Founders & Executives | Ope...
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https://www.linkedin.com/in/lauramacgregor/

Step 1: Define Objectives

The SMARTer (specific, measurable, achievable, relevant, time-bound) you can make these, the better!

Revenue & Business Outcomes Brand Recognition Outcomes
* Deliver lead pipeline to achieve revenue targets  Name appears in earned media
* New partner opportunities and paid relationships » Speak at events or gain earned media placement

* People visit website via branded search

Demand Generation Outcomes

* Grow social media following and generate leads Customer Outcomes /\
* Build an email list to engage with and convert leads » Satisfaction and brand loyalty

: : |
» Content drives organic search traffic to website * Reviews and recommendations NG

e Customer lifetime value
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Step 2: Define Target Audience(s)

Who will be interested and have a need for your product or service?

Criteria for Definition Benefits of Defining Targets
* Demographics * Market more effectively
* Psychographics * Focus efforts efficiently
* Behavioral traits * [mprove product development
* Needs and pain points  Build strong relationships

Only 5% of potential buyers
are In the market now

Branding makes you top of mind when the other 95% are ready
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Step 3: Messaging Framework

Simplify and clarify your approach to marketing.

Who: Audience

Create a planfor:

« WHO you want to reach (your audience)
« WHAT you want to tell them (the message) What: Message
« WHERE you will reach them (channels)

Repeat this process for each audience. Where; Channels
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What are Marketing Channels?

Marketing channels are the various ways a company reaches
Email
and engages potential customers. Marketing

Content
Marketing

They help you build awareness, generate leads, and drive ‘
Social Video

sales by connecting your message to the right audience. Media Marketing

Display

You DON'T need to use all of them! A good marketing Rdvertising

strategy provides the right mix of channels for the right
customers, at the right stages of their journey. Public Print

Relations Advertising

INQ

Partner Direct
Marketing Programs
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Step 4: Content & Engagement Plan

According to the University of Maryland, people need to see your message 7+ times before they’ll act!

Aim to share your message across a variety of channels to keep reaching your audience.

Speaking is the most impactful, so videos, webinars, interviews, and in-person

opportunities will all provide more power than social media posts alone.

You'll also want to optimize your website to bring in traffic, and email

interested users to keep them coming back.
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https://www.umaryland.edu/cpa/rule-of-seven/#:~:text=The%20Rule%20of%207%20asserts,enhancing%20recognition%20and%20improving%20retention.

Content Pillars/Themes

While content will be most successful when it's targeted to a specific audience, it’s likely that a piece of content will

appeal to more than one group.

Organizing your content into themes helps keep you on track and keep your message consistent.
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Step 5: Track & Analyze Results

Keep track of your marketing activities, their status, and how they performed.

Build a regular habit to review what worked (via social stats, Google Analytics traffic

sources, email open/clicks, etc.) Use this to adjust content or targeting.

Be sure to think about metrics in the context of the whole story. Your marketing strategy is

an ecosystem, even if you can’'t measure the effectiveness of each item in isolation.

For tracking engagement with specific individuals, like B2B or partnership opportunities,

you need a CRM, which can segment users and personalize their experience all the way

hrough sales reporting
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