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Intelligence Become a Necessity

Automotive

Autonomous
Vehicles, ADAS

Smart City Smart Home Smart Retail Industry 4.0
Video Security, Cashierless Store, Factory
Analytics Assisted Living Inventory Automation

Management

Hailo’s technology is flexible and scalable, therefore relevant to various markets

HAILO




Deep Learning at the Edge — Example Use Cases

Manufacturing Advanced Driver

Public Safety R Retail Analytics Assistance

Occupancy & Collision
Traffic Control Avoidance
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Hailo Marketing Overview
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Empowering Intelligence




Empowering Intelligence

Target Profiles:

Al Professionals,

Both Tech and Business profiles
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The Gap
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frendemonis a We help B2B websites convert

website journey

anonymous visitors into pipeline.
orchestration

platform.




Coordinating data and actions around outcomes

Why is this approach critical:

1. B2B marketers are overwhelmed and
cannot adopt any more tools.

2. They seek holistic, autonomous
solutions to drive revenue.

3. Journey Orchestration connects data
and operations with a revenue-driven,

self-learning decision engine.

Journey
Orchestration

Operations

L A/B Testing &
Personalization Optimization

Business
Outcomes

Attribution
Account-based

Journey Analytics

Data & Insights




The Consumerization
of the B2B Buyer

Journey
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The Self-- Era

Self-
Self-
Self-
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The Pain
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The B2B

Journey

The digital b2b buyer journey
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Your

Website JII | Opp.__

30% of your opportunities drop here
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Buyer-led &

Anonymous

90% of the Journey is Anonymous
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Journey Benchmarks



< Flow Analysis ' | TRENDEMON

Website Visitors* Proceeded Engaged Reached SQL

100% ) 32% ) 1% 4 0.2%**

* Visitors - Website visitors from July 1st until Dec 31st 2021. Analysis based on ™5 million B2B journeys.
Proceeded - People which have visited more than one page.

Engaged - People that read 3 or more pages.
Reached SQL - People which have reached SQL status in the marketing automation.

*% % is from the total number of visits. For example, 0.2% SQLs is from the 100% of visitors.
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Pageviews Sessions SQL
&
Avg. number of Avg. number of Avg. number of Avg. conversion
website full page reads on website daily rate of website
pagesviews on your website as sessions on your  visitors to SQL.

your website from

initial landing until

SQL status in your
CRM

measured by website.
Trendemon's scroll
depth, time and
activity on the

page.
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46%

of visitors from verified accounts don’t move beyond to a

second pageview. Ever.

ALL VISITING 549 PROCEEDED 259 ENGAGED
COMPANIES COMPANIES COMPANIES
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The Playbook
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The

Feedback

1. Listen
LOO p Map digital journeys from
initial touch to goal reached

and see which assets
impact successful journeys.

2. Score & Sort

Find which content impact
business outcomes for
which audience at which
stage.

3. Serve

Automatically serve the most
impactful assets to visitors at
the relevant stage.
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Hailo’s Pain
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Journey Overview([7)

google organic
Jun 16 2022 16:54:00 p
Desktop A

hailo.ai

Breakdown by Sessions
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How Hailo is connecting
Intent with Impact to

drive revenue



& Flow Analysis x

Visited Companies Proceeded Companies Engaged Companies Reached Goals
5,308 3,213 1,530 56
A 100% from previous 90 days 2 100% from previous 90 days ~ 100% from previous 90 days A 100% from previous 90 days

11%

Explore Companies

HAILO



Company Name

HAILO

Domain Name

Industry

Software and Technology

Software and Technology

Manufacturing

Software and Technology

Hardware

Hardware

Hardware

Visitors 4 Page Views

47

21

20

19

15

467

210

86

545

126

61

69

Reads Read Rate

211 4518%

O/

103 49.05%

U/

51 59.3%

233 4275%

O

57 45.24%

O/

25

(0

41 59.42%

O

Goals Completed

Impact Score

Known Contact
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{n} Dashboard *tx  Activate %%~ Configure
H A I I D Companies Audiences Assets Journeys Goals Acquisition

Overview Industries Traffic Sources

¢ Corporation - Company Performance Page 6/5/2022 - 7/4/2022 =

Visitors ached [z Read Rate
' 0
21 59.3%
from previous 30 days from previous 30 days from previous 30 days
Daily Pageviews
r Jun J Ju Ju 9 Ju 2 25, Ju 2 9 Ju

Goals & Events Reached S Top Users
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: 7 Most Read Content
Media  Title

hailo.ai

ai.hallo.ai/hallo-renesas-for-adas-av

-
‘ Hailo-8™ Al Processor

hailo.ai/ja

0 Automotive

1-50f36
:’Eg Activation Campaigns

WP: Revolutionizing Al Applications at the Edge

ITS Case Study

Pageviews

>l

Read Rate

83.33%

20%

75%

Impressions 4 Clicks CTR

14

2

14.29%

Fy Traffic Sources

Type  Source

google organic

zakzak.co.Jp

linkedin

prtimes.jp

1-50f10 i< \ > 2l
Company Detalls
Domain renesas.com
Industry Manufacturing

Company size XXLarge (10,000+ Employees)



Users' goals performance — Q2/22

Goals Completed Total Visits
&

Conversion Rate
9 ®

2,272 24,841 915% 51.49%

A 958% from previous 91 days

A 1366% from previous 91 days A 371 from previous 91 days

¥ -404% from previous 91 days

Goal Completions

2,500

2,000

1,500

1.000

Visits | Goals Daily | Weekly | Monthly

28, Mar

18, Apr 2, May 9, May 16, May

23, May 30, May 6, Jun 13. Jun 20, Jun 27, Jun
® Group 1

HAILO



Website visits by company— Q2/22

Companies Q Total Visitors @ % with Known Contacts =9 Avg. Read Rate
B ™ %
5,105 8,051 7.03% 51.61%
A 100% from previous 91 days A 100% from previous 91 days 2 100% from previous 91 days A 100% from previous 91 days

Daily | Weekly | Monthly

800
700

600
500
400
300
200
100

0

28, Mar 4, Apr 11, Apr 18, Apr 25, Apr 2. May 9, May 16, May 23, May 30, May 6. Jun 13, Jun 20, Jun 27, Jun

HAILO



Audiences: content engagement rates Q2/22

Audience Name Visits % from total visits Goals Completed Completion Rate Engaged with Content 4
=
All Visitors 24841 oo 2272 915% 30418 '
s
Targetd companies 1054 4.24% 100 9.49% 44125 >
Dev Zone registered users 1030 415% 392 38.06 ,
\
Taiwan & South Korea 3006 12.1 351 11,68
o=y
Automotive - by visited website Automotive area 451 2 40 8.87

HAILO



Assets’ Impact Q2/22

Media Title

hailo.ai
S
?; Automatic License Plate Recognition with Hailo-8™

Developer Zone

Sign In

Hailo-8™ Al Processor

‘

Product Inquiry Form

HAILO

Visits

10,857

661

2,412

2,128

2,768

1,229

Completed

787

530

478

477

445

387

Completion

Rate

7.25%

' 80.18% '

19.82%

Read
Rate

45.74%

G/

B81.83%

0,

)

23.71%

N
w
»
m’
®

59.34%

O

34.6%

</

Proceed
Rate

50.25%

13.03%

85.55%

79.141%

50.52%

37.86%



Lead-Gen oriented journeys

Drive traffic Identify & set Engage users

from various personalized with the right

sources Journeys content

Track activity on Flag

account level high-intent

accounts

HAILD

eeeeeeeeeeeeee lligence



Start with website
Analytics

Top Traffic Top Visited Top Top

sources pages Engaging Converting

content Assets



Customers & SQLs
Analytics

Top Traffic Top Visited Top Top
sources pages Engaging Converting

content Assets



Run the same analytics exercise on
SQLs and existing customers and partners

find the correlations!

HAILO



Key Takeaway

The leading indicator of "ready for business"
companies is increasing engagement and website

visits by multiple users from the same company.

HAILO

Empowering Intelligence



Things I've learned
from this exercise

@ Don't try to force your users to one

journey, learn from them

@ Visualized analytics tells the story, no

need for magic numbers

@ Skip explaining about the rationale

behind the journeys - share results

HAILO
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Thanks for Joining!

Special Offer —
Complementary Website Impact Audit

at

Selected customers: 9 Froqtlme PERFORCE tenable Sliﬁ;k CATO UJO"'(@ g {}GONG 5— kaltura (_/ Payoneer

K s CHECK POINT"



http://trendemon.com/offer

Agenda

1. Introductions TREND
2. Debbie background

3. Hailo overview (company, marketing, stack)

4. The Website Gap

5. General Benchmarks - Conversion rates, engagement with content, typical journey length, anonymous,

account flow analysis)
6. The Hailo Story:
a. The challenge
b. connecting intent with impact
c. outcomes
i. Improving the flow in the website
ii. support buyer-led rather than coerce a sales-led approach
iii. intent = attention. How not to waste the attention your buyers are paying
iv. (3X conversion to pipeline)

7. Q&A and Other examples



looking at website analytics of existing customers,
partners and SQLs shows that in many cases, the
main indicator of "ready for business" companies is
increasing engagement and website visits by

multiple users from the same company.

HAILO

Empowering Intelligence



bﬁ‘|‘|‘R|—:NDEM0N

What we do

From Maze to Amaze

Moving from Fragmented . . . ... to aligned journeys.

® [

Someone from bigcorp.com MQL

Qll
Qll
Q)

v
® S b~ b @
<, < <,
Vs
john@bigcorp.com sQL

$ 250K/ACV Closed- won
Opportunity



