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Mendix Content — FunctionaPERUL
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Mendix.com —Um, no:
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Focus on 1 web metric —
ranking as #1 for “low-
code” in target geos
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That sole KPI continued
to flourish ..while
almost every other key
web metric tanked
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Nov 1, 2020 - Feb 28, 2021: @ Users
Nov 1, 2019 - Feb 28, 2020: Users
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Mendix.com —The Glow:Up
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Hired a seasoned
SEO-focused writer

- v

4 P

Drafted new content
trunks around
additional keywords
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Mendix Social ='So farsoigeed

Profiles

Review your aggregate profile and page metrics from the reporting period.

Profile & Audience Net Audience

Engagement Ra

Reporting Period

Compare to 811,293 105,670

Jun 3




Mendix Soclal-—'So'fariso good

After

; Tim Srock - st Tim Srock @Tim Srock - Nov 9, 2022
‘ I CEO at Mendix )
- () 'a 1 | Notto brag or anything... but we've been named twice in the epic
o M + = \ | Irmet
What an honor it is to share that Mendix has expanded to Japan. #SocksMQ at #GartnerSYM, Barcelona edition by @mobilegourmet.

Wait...actually it's totally my intention to brag. #nailedit

Opening business in this new market is a huge step in Mendix's journe ...see more

- \ Q Jason Wong @mobilegourmet - Nov 9, 2022
\ * Bracelona #GartnerSYM #SocksMQ' Lots of 6 based on
Execution of quality & Vision for design. Congrats to @tyk_io
\ @digitaldotai @Mendix (2!) @Zoho @salesforce @SnowflakeDB 3 Tim Srock : Tst oo
@NeptuneSoftware @Axoniusinc @_.RSOMSolutions @okta . t CEO =t Mences
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There's no better way to kick off 2023 than with Mendix being named (once
again) a #lowcode leader in the Gartner Magic Quadrant for Enterprise Low-Code
Application Platforms.

@Delinealnc @LastPass @Adobe §§ A,
Show this thread
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See what else #Gartner has to say about all things #lowcode —
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& with Daniel C. Berkowitz and 1 other

C @ 376 11 comments - 5 reposts

(3 mendix

Gartner®Magic Quadrant™
for Enterprise Low-Code
Application Platforms
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‘9 v (5 Like @ Comment ':_’J Repost 1Send

2022 Gartner® Magic Quadrant™ for Enterprise Low-Code Application Platforms

mendix.com = 1 min read

@*\g@ Carina Sorrentino and 425 others 16 comments - 64 reposts

‘9 7 (5 Like @ Comment l:)_] Repost VSend




Thought Leadesship

MendidEXEclitiVEIRERSPECHIVES

Started in Video customer-
Q4 2021 . Blogs . INnterviews » centric TL

This is a collaborative program that relies on the skills and talents of multiple
teams:

e Product Marketing helps define ideas, topics, and angles

e Content works with the authors to craft the blog copy and questions for the
interviews

e The Video Team collaborates to plan, edit, and publish video interviews

e Design provides creative support (including producing an original 10go)

e Content and PR collaborate to leverage this content across multiple
channels

20 MENDIX 22

THOUGHY
{EADERSWI®



https://www.mendix.com/tag/thought-leadership/
https://www.youtube.com/playlist?list=PLyRzWNxk0vJuvQusnK8raxkoHQLoikBQo

Mx Executive Perspectives=Netsics

Pages/ h Avg Time | Bounce Return
Session

Session ) on Pg Rate Users
Duration

Title Author Ghostwriter |Publish Date| Sessions

Hyper-personalization vs Personalization: Why It’s Time to Get Hyper-personal Sheryl Koenigsberg |Dave Bevans 12/8/2021

Modern Customer Experience in 2022 Requires Composability Gordon Van Huizen 1/7/2022 02:05 04:24
A CEO’s Take on Modern Digital Transformation Taylor Bornstein | 7/12/2022 01:46 03:43
:09

How to Build a Customer-Centric Product Roadmap: Tips from a CTO Johan den Haan 4/18/2022
Improving the Customer Experience: Business Necessity and a Potential Goldmine Taylor Bornstein | 12/6/2021

1ttty Taing ous Dt Tanstormation et igs v Kosmgrber [omve s | yasaez2 | 219 | sss | ouso | osar | s | a0 | | m
Mobil's ver-Evohing Rle inCustomer & Employee Eperiences_|johan den Haan __|wara Dicesare | 1/10/2022 | 198|210 | ozav | o336 | so10% | am1

Securty and Cusomer Experienc:The foyof sabty —[rank aslbergen [pentiogan | s/9/a022 | 136 | 217 | os0s | oaar | erasm | ase | 12 | ]
e st mnoion o copten —etvosorse _[omasorenine i | | 15 | o0 | oarr [lggml s | m |

A Race Without a Finish Line: How to Stop Chasing Customer Experience Nick Ford 3/29/2022 02:08
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Contet s Al Gining  bttr Understanding o Your Customers[shey Kosnigberg [oavesevans | ajo/aoz2 | 132 | 232 HGaAal e
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Better Customer Engagement: The Power of Timing and Feedback 2.60
Teamwork at its best.
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