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CEOCFO: Mr. Smink, what is the overall vision behind RefractRO1, and what is your focus today?

Mr. Smink: We focus on manufacturing firms between 10-50, but our clients get bigger than that of 10-100. Our largest
client is about 125 million. We are focused on starting through a marketing lens, trying to transform and elevate those
companies by helping them align marketing, sales, operations, and finance.

CEOCFO: Was manufacturing your original concept or did that become a focus over time?

Mr. Smink: It evolved over time. I spent about 12 years in manufacturing across roles like product management, market
development, and strategy in the medical device space, so I knew the industry well. But when you start a business, you
take on a wide range of clients to get going. We worked across B2B, B2C, services, technology, and more.

Over time, we focused more on manufacturing for a few key reasons. First, it aligns with my background, and I
understand how these organizations operate across functions. Second, that part of our business has been growing
steadily and is becoming a larger share of what we do.

The biggest reason, though, is the opportunity. Manufacturing is still relatively unsophisticated when it comes to
marketing. One way you can see that is in digital advertising. In more mature industries, companies understand their
customer acquisition costs, so they are willing to pay a premium for high-intent search terms. For example, in a highly
competitive space like personal injury law, a “buying” keyword can cost hundreds of dollars, while more general research
terms are much cheaper.

In manufacturing, both types of terms are often priced about the same. That tells you the industry hasn't fully figured out
the math behind acquiring customers, even though a single deal can generate hundreds of thousands in profit. There is a
real opportunity to help these companies grow by improving how they approach marketing.

The other reason is impact. I view manufacturing and IT as foundational industries. When a manufacturing company
grows, it creates a ripple effect in the local economy, supporting many other jobs. So by helping these companies
succeed, we are also helping strengthen communities.

CEOCFO: Would you give me a couple examples of how you engage with a client?

Mr. Smink: Most relationships start with an immediate need to generate leads. We begin with what we call bottom-of-
the-funnel activities like Google Ads, SEO, and sales enablement tools, including Al. These channels tend to produce
results relatively quickly, often within 40 to 90 days.
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The challenge is that on their own, these tactics usually lead to lower close rates. If a company is not already top of mind
when a buyer starts looking, they are much less likely to win that business.

That is why our work expands beyond just lead generation. We build out a more complete strategy that focuses on
awareness, education, and influencing the decision. This includes targeted media to reach the right audience, content
that helps buyers understand their options, and ongoing engagement once someone shows interest.

From there, we capture those prospects and stay connected through remarketing and email so that when they are ready
to buy, our client is the one they choose. That is how we move from a simple lead generation effort to a much more
integrated approach that drives stronger, more consistent results.

CEOCFO: When clients are coming to you, do they understand the depth of your approach?
Mr. Smink: No, not at all.

CEOCFO: Do they understand that when they sign the contract or are they surprised over time?

Mr. Smink: It depends on how they come to us. If they are referred by consultants or fractional executives, they usually
have a better understanding upfront. Those partners often explain that we take a very structured, ROI-driven approach to
growth, so those clients tend to be more prepared.

“Our role is really about alignment. We bring together marketing, sales, and operations, and support
that with financial analysis so companies can not only generate revenue, but keep it and improve

profitability.” Dan Smink

For many others, there is a learning curve. A big part of our role is educating them on how to think about marketing
investment. Most companies are not sure what they should be spending or how to allocate it effectively. As a general
guideline, companies might spend a few percent of revenue on marketing to start, and more if they are trying to grow
faster. Within that, a portion should go toward lead generation, but a larger share should focus on building awareness
and influencing future buyers.

What we often find is that companies are already spending more on marketing than they realize. They just are not
tracking it that way. Especially in B2B, sales teams end up doing a lot of what is essentially marketing, things like
prospecting, outreach, and follow-ups. In many cases, they are spending a significant amount of time on these activities,
but it is not very efficient or strategic.

Our job is to help them rethink that approach, redirect those efforts, and build a more effective marketing system that
delivers better results.

CEOCFO: What has changed in your approach over time, and how do you know when to switch from one
approach to another to achieve the best results?

Mr. Smink: I have had the business for fifteen years. I started it in 2011. First iPhone came out in 2008; the internet
came out in about 1990. Netscape browser was around 1990 to 1991, so internet marketing has been around in the 90s
and the early 2000s, and it was really more for larger companies. When I started doing it, at the time only 50% of small
businesses had websites. Small businesses were learning how to do digital marketing. At the time, Google Ads and
organic search worked great, that is all you really needed to do. Sometimes you have some content, but it wasn't a
tremendous amount of work. Smart companies did a lot of content but most companies didn't. Over time, as things
became more sophisticated and new platforms developed so that you could market effectively to everybody in a way that
was much more targeted, we started to look at new things that we could do to add to the mix of things that we were
doing for our clients, and that is how we started doing army channel marketing. Along the way, you see an opportunity
and try to utilize it, and if it works then you keep doing it. We worked hard to find what the potential ROI is before we
get into anything.

We also work with partners to do some research and development to understand the most effective way to optimize a
webpage, set up an organic campaign or do a local campaign because the algorithm is always changing. Now there are
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so many algorithms. There are social algorithms, AI algorithms, search algorithms, and you start to think about the things
that are going to make the algorithms respond positively to what we are trying to do to promote our clients. Some of that
is trial and error, some of that is working with partners to do research and development, and then figuring out what
works to make money.

CEOCFO: What does the next year or so look like for RefractROI?

Mr. Smink: It's shaping up to be very strong. Over the past few years, we've shifted our focus toward larger clients and
a more comprehensive approach. Some of our legacy clients are still focused on narrower efforts like lead generation and
limited social media, but our newer engagements are much broader and more strategic.

Today, we're not just doing marketing. We're also evaluating sales processes and revenue operations to make sure leads
are handled effectively. We look at operations as well, to ensure the company can actually deliver on what's being
promised. It's one thing to close a deal, but if the business can’t meet expectations, you lose that customer.

Our role is really about alignment. We bring together marketing, sales, and operations, and support that with financial
analysis so companies can not only generate revenue, but keep it and improve profitability.

As a result, we're working with larger clients who are investing more and seeing stronger outcomes. Our current clients
are expanding their engagement with us, and we're continuing to add new ones at that level. We've already seen a lot of
success from this shift, and we expect that momentum to continue over the next couple of years.

CEOCFO: What else should people understand about RefractROI?

Mr. Smink: We have talked a lot about the clients and I am a big believer that businesses have two value propositions.
One is to the customer and the other is to the employee. We endeavor to be transformational to both our customers and
our employees. We have worked hard to develop some valuable and differentiated unique product offerings for our
clients, which will transform their businesses. In the same vein, we have developed employee development programs. We
have always prided ourselves on developing good employees, but I think we have gotten even better over the last few
years. We have actually developed a training curriculum that helps people grow and makes them into very formidable
marketers.

I am excited for what we are doing for our clients and excited about what we are doing for our employees, to make them
the best possible employees they can be. I tell someone who comes to work for me that I know they aren’t going to work
for me forever. I can tell them they are most likely going to work for me for three to five years, and gain great
experience. In the future they will run marketing for a company or organization and they are going to be confident to do
so because of what we have done for them. To me, that is the best marketing you can have, our employees going out
and hiring us back. I am excited about how we are going to transform companies, and how we are going to transform
employees.



