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CASE STUDY:

The following case study by RainCastle client, Jim Stengel, was featured in Forbes Magazine. Prior to

RainCastle

launching The Jim Stengel Company, Stengel was Global Marketing Officer for Proctor & Gamble from
2001 to 2008.

ki y business and team have grown
77N significantly over the past several
. @@‘. years. [t was time to reach out,

N,

to show what we are doing,
A== {0 help others benefit from
“ E:. our ideas and experience.
So | turned to Paul Regensburg and his
team at RainCastle Communications
to create a new website from scratch.
Jim Stengel, President/CEO Paul and I collaborated on capturing the
lessons we learned in creating a lead generation website in today’s world
of mobility and a myriad of devices. Here is our learning:
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Collaboration

The client has a great deal to do with the success of any web project; the collaborative spirit between
my team at The Jim Stengel Company and RainCastle was as good as it gets. The first sign of success
was that the entire team at my company believed that a great website is of strategic importance
to our business. | assigned dedicated resources to provide timely input and to work closely with
RainCastle’s copywriter so that the site’s content was exactly as our team wished.

Purpose

Lead Generation has become a soft, generic term but in a real lead generation website, every page
has a distinct purpose. In creating our site’s information architecture (IA), RainCastle didn’t simply
determine the top navigation categories and what pages were within. For every page in the entire
website they asked, “What do you want people to do on this page? What is the end result you’re
trying to achieve with this content?” This resulted in us defining a collection of “related links,” which
change on each page, relative to that page’s content.

Flexible Calls-to-Action (CTA’s)

RainCastle created a library of “related link tiles,”

a collection of the most common offers our team
expects to have now, and into the future. These tiles
include white papers, videos, speaking engagements,
workshops, etc. Using this motif, a tile can be picked
up, moved and replaced at any time, without needing
design skills; we need only change the words within a
tile and place them anywhere in the site.
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Reframing Business.

Mobility

Another benefit of the tile motif is its ease of adaptability for mobile devices. Responsive Design,

the facility for a website to reconfigure itself depending on the viewing device, does not happen
automatically. Much careful design consideration goes into crafting a user experience that works well
on all mediums. Certain designs may work well on a desktop but not scale to a smartphone or tablet.
The flexible design RainCastle employed for The Jim Stengel Company website is optimal on all
devices.

Content Structure

Successful content marketing begins with an effective content structure for each section of the
website. This structure is designed through a series of unique “page templates” representing different
types of content. For each page template, we carefully consider the audience and the path on which
we’d like to guide them. A bold headline is followed by a brief overview paragraph culminating
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in a bold Call-to Action (CTA). Each content P
(CTA) JIM SPENGEL T s

structure and the content it houses is designed etk s e onnme  weroe [
to optimize Search. Below this is a tabbed mTENGE O

interface that represents the depth of content [E—

availa ble, but presented in a user_friendly Way In October 2008, Jim Stengel shocked the marketing world by leaving his

prestigious role as Global Marketing Officer at Procter & Gamble, one of the
. . most admired brand building companies in the world.
t h at kee ps t h e p a ge l 1 g h t an d accessi b le T h e This bold move was Jim's irst step on a new mission o share his passion for growing business through a

. focus on higher ideals. To continue on his mission, Jim has embraced a variety of exciting roles:
President/CEO of The Jim Stengel Company, LLC, author of Grow: How Ideals Power Growth and Profit at
the World's Greatest Companies, speaker with the Washington Speakers Bureau®, and adjunct professor at

flexible CTA tiles always appear on the right and e
The Visionary Leader
C h a n e fro m a e to a e The company Jim founded is both a think tank and a consultancy, conducting proprietary research,
. generating thought leadership and applying a new ideals-driven framework to drive business growth in

Learn more about our practice areas.
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I_ﬂ|® In RainCastle’s blog post, The Power of Video v vt

| and Images in Content Marketing, Paul cited e Lt

statistics like “video attracts 300% more traffic
and nurtures leads,” and other data. This lends
credence to what we all instinctively feel, which
is that people read less and respond more to
image-based content. For the Stengel site, we T s g, U e e, | s | o
used a lot of video, icons and pictures, both for
improved usability and to reflect my people- e e o e s NWE
focused business and brand persona.

businesses have a cause-and-effect relationship between
financial performance and their ability to connect with
fundamental human emotions, hopes, values, and greater

The Ideal Tree

reveal the true reasons for success for businesses such as The secret to exponential
Discovery Channel®, Lindt, Visa® and Petrobras, Grow
unlocks the code for 21 century business success.

purposes. Through colorful stories drawn from his.
fascinating personal experiences and “deep dives" that

question: What higher-order
dd to your

customers' Uves?
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Rethink business, branding and ife
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Brand Image

Last but not least is the significance of brand
image. The challenge that most companies face

is that they try to say too much, particularly on
the homepage. If you approach the navigation e
process in a purposeful way on every page,
the homepage does not have to bear all the
weight of the site. On our homepage, we
combined expressive, custom black and white
photography with an array of colorful CTA tiles
to create a balance of warmth, curiosity and
sound marketing principles, all hallmarks of -

the Jim Stengel brand. The homepage has six o
unique CTA’s in addition to the top navigation. R R | e

This is a site designed to engage.

to Cannes Lions this
both The Young
e CHO.

Speaker in Demand
Jim s one of the most
and i-demand speakers

impact and change. More tha
benefited

Take a look at your own website, are you using these lead generation principles to engage your
audience?

To learn more about how RainCastle can help you, please call Paul Regensburg at 617.553.5170.
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