#V365Life

We are so excited to have you in the Vortex. This is the
perfect business to make some extra cash, all by doing
something that you already do. Talk to your friends,
family, coworkers and acquaintances! In this guide,
we'll give you a quick overview of your new venture
and provide a strategy for how to better market your
Vortex.

We're glad you're here! Now, let’s get started...
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Where to Start:

One of the first things you should do is sign up for your own Vortex. After all, how can you ask
others to sign up if you've never been through the process. Fill out the form and log in like your
customers will do.

Next, watch the Vortex Tutorial Webinar. Click on Resources > Videos > Vortex Booking Site
Tutorial in your back office. This is a great high-level overview that will walk you through
exactly what your customers will see when they create an account.

Now, take a few minutes and explore the site on your own from the account you created
earlier. Click on every tab, search for a few destinations, and get a feel for your Vortex. This is
also the account you'll use to book your own travel, if you don’t have the membership or
platinum offering.

One thing you'll notice, you'll offer the best price on travel about 85-90% of the time. On the rare
occasions where you're not the lowest, reassure your customers of this fact and ask that they
always check your site first.

Who can benefit:

While of course anyone who travels can benefit from having a Vortex customer account, it's
important to think about who could benefit the most. Start with people you know well. Who
travels frequently? Where do they go? Below are a few personas and examples of how you can
tailor your messaging about the Vortex.

Persona One

Young Couple, no kids

late 20s/early 30s

Travels 4-5 times a year

Mostly long weekends with one week-long trip

Emphasize taking advantage of boutique hotels. This type of booking offers a
more personalized travel experience with access to additional perks not
typical at chain hotels. A Vortex account is free for them, and it helps

them save on their travel. It's a win-win, especially for the couple

on the go looking for the perfect weekend getaway.
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Persona Two -
Family of Four
30s/40s

Travel once a year

Emphasize weekly stays in family-friendly resort locations. These bookings offer more value
with additional room. Instead of booking additional hotel rooms or cramming everyone in to
one room, this ensures that the whole family will enjoy their vacation. It has all the comforts of
home for a lot less than you might think.

Persona Three —
Retired Couple

60+

Travel three times a year

Emphasize cruises and longer travel packages. They’ll have more time freedom and flexibility.
Alaska, River Cruises in Europe, Hawaii all offer amazing cruises. It'll allow them to explore
many different places without the burden of changing rooms, moving their luggage, and the
stress of travel between places. You board the ship, and let it take you to some of the most
beautiful destinations.

These are just a few broad examples as you think about who can benefit from a Vortex
Customer Account and should not be thought of as a one-size fits all blueprint. Everyone is
different and have various interests. The intention is for you to think about the specific benefit
of a Vortex customer account to your individual friends.



V@RTEX

Getting Started Guide

Many times when we start something new like this, we want to just blast a broad message out
via social media. That will likely not be effective for you long-term. People don't want to be
spammed, even when it's a good thing for them.

Our business is about building on relationships and helping people. To do that, you have to
share with them in a way that they can see themselves using it. For example, don't just talk to
them about signing up for the Vortex, focus on them first.

Spend time listening. Ask engaging questions. Learn about their trip. When they ask what
you've been up to, that's when you can tell them you joined the Vortex.

“Funny you should ask in light of our topic, but I
just got in to the travel industry. Your next trip, you

should definitely reach out. I can hook you up with a
free customer account. It's members only and allows
you to save on your travel 85-90% of the time.”

Make sure you order business cards to have on hand. This makes it easy for your prospective
customers to refer back to your Vortex site after the conversation is finished.
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Using Social Media:

In this section, we'll talk about how you can utilize your existing social media accounts to grow
your customer base. Our goal is to arm you with practical advice to help you meet your own
goals and objectives. It's not a one-size fits all strategy, but rather information that you can
apply to your individual situation.

First - What is Social Media:

Social media is an umbrella term that defines various activities that integrate technology,
social interaction, and the construction of words, pictures, videos and audio. That's a fancy
way of saying it's a conversation.

This is very important. Social media is not free advertising. It's a tool to build relationships
through meaningful and relevant conversation. Flooding your wall with links will not build a
large customer network for you.

Keep in mind that your goal is not to be good at social media. Your goal is to be good at
business because of social media.

With that in mind, let’s get tactical!

What matters in social content?

First, you have to understand what works on each network. Things like length of post, emojis
that you use, hashtags, and visuals are just a few of the things to think about when posting.
You have to create content that is honest, emotional, useful and relevant.

Here are 32 social media marketing stats from red website design to help you understand
where your audience is on each network.
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When to post:
CoSchedule, a tool for scheduling and managing social media and marketing efforts for

companies, put together a great infographic around when the best time to post is on each of
the large networks. Remember, this is a general guide based on large amounts of data. Use it as
a starting point for your own content and adjust based on when your audience is online.

Facebook
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Content Strategies for Facebook:

Sometimes we think that the first thing we should do is create a business page on Facebook.
If you're just getting started, we recommend not going that route. Truthfully, unless you have
a large public following that necessitates a more public page, groups are a better way to go.
Business pages are very much a pay to play. This means even if you do grow a large following
on the page, only about 2% of your followers will see your content within your feed unless you
pay to promote your content heavily.

Whenever a new customer creates an account, welcome them! Invite them to your private
Facebook group for your customers only. Make sure they have your contact information and
that they can call you if they have any questions. Use your Facebook group to engage with
them, ask questions, and post motivational content.

Make sure that you don't copy yourself, either. It's tempting to post your group content on your
Facebook profile. Keep your group content special for your customers. That doesn’t mean you
can't ever share group content, but package it differently. On occasion, share an outcome or
talk about how much fun your customers are having in your group with an invite to join.

If you are also an SBA, you'll want to create a separate Facebook group for your team. Don’t post
Surge365 content within your customer page. These are very different opportunities and can

be confusing for your customers.

Free Social Media Tools:

Scheduling:
« Hootsuite
- Buffer App

Photo Editing:
« Canva

Royalty Free Photos:
« Unsplash
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Content you can use:
We've put together a starting pack of graphics you can use on social media. Use them as a
template to create content about your Vortex site and engage your network. Be sure to
customize the content based on your own unique personality and style. Ask questions, share
your personal reasons for why you own a Vortex site, and always think about your audience
first. What value can you bring to inspire :

conversation?

Download your graphics starter pack at the
links below.

http:/bit.ly/2L.509yY
http:/bit.ly/2IoMssU

P4
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Things to keep in mind -

Always be yourself.

« Share your life and business experiences.

+ Don't post overly salesy content and make sure your business links are accessible in your
profile.

+ Use your own name or team name. Never use Vortex or Surge365 within your handle.

« Always cite your sources or give credit where it's due. (Don't steal images from Google)

+  When people are ready to travel, they’ll remember your content and reach out to you.

Post Examples:
*  Where will you travel this year? *  Mountains or Beach?
*  Why not this year? + Small Town or City Vibes?
« If you could go anywhere, where would it + The Big Easy or the Big Apple?
be? +  What type of traveler are you?
+  What's your Dream Trip — Ready... Go! +  When was your last vacation? Where did
+ Long weekend? you go?

Additional Resources
For more resources, log in to your back office and click the Vortex ad.
There you will find FAQs, customer report, and your cash rewards
report.

Happy Sharing!



