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In the last 12 months, Search Index Terms show that among our top-performing
product lines, Monomer has 3.76x more searches than Acrylic Powder but is only
capturing 0.82x in sales.
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This is happening because 25% of our Shopify customers are unaware that we sell monomer and

our monomer’s Amazon search term impressions are 41% lower than our acrylic powder, indicating
that our customers lack knowledge of our Monomer.
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To grow Monomer sales, we need to build stronger awareness by the end of Q2. On Amazon, this
means increasing branded searches by 350%. On Shopify, we need a 25% decrease in the number of
customers who know lack knowledge about our monomer. We must refine our messaging and drive

monomer focused social media input and awareness-based advertisements.
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With increased input in social media posts from the demand generation team and upper funnel

awareness advertising from the sales team, | plan to achieve these results by June 20t where we
will then continue to optimize marketing activities down the funnel.
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