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Our six focal points april‘

BRANDING -+ BRAND
JWEB REFRESH GAMPAIGNS

UEMAND
CAMPAIGNS

Built-to-last brands applied to customer- Activating brand stories by creating Single- or multi-campaign demand
centric web experiences that drive moments to spark new audience generation strategies to capture and
measurable action. engagement and awareness. qualify leads for sales team follow-up.

ABM MEDIA + GONTENT
PROGRAMS REPORTING DEVELOPMENT

Designing 1:1, I:few, and l:many strategies Planning, buying, and reporting on paid Video to infographic, short- and long-form
and activating programs into market media across search, social, display, content to educate and inspire audiences.
through intent-led media. content syndication, direct buys, CTV,

and OOH.



DEMAND
PHILOSOPHY




B(B GAMPAIGNS REQUIRE
A FULL-FUNNEL APPROACH



aprilé

FULL FUNNEL MARKETING
GREATES AND GAPTURES
MOMENTS OF ENGAGEMENT
AGROSS THE JOURNEY




Business decisions don’t start with awareness of a brand aprilé

DETERMINE DETERMINE EVALUATE REGOMMEND SFLL APPROVE &
A BUSINESS TECHNIGAL PRODUCTS AND SELECT INTERNALLY AUTHORIZE
NEED REQUIREMENTS ~ AND SERVIGES ~ VENDORS



Creating campaigns today, is curating a journey of mements apr||6

CONTENT

Solve problems
and are designed
to be found

DRIVERS DESTINATIONS

Highlight challenges Fducate audiences
and live with your and are built
audience for action



Business decisions don’t start with awareness of a brand aprilé

DETERMINE DETERMINE EVALUATE REGOMMEND SELL APPROVE &
A BUSINESS TECHNIGAL PRODUCTS AND SELEGT INTERNALLY AUTHORIZE
NEED REQUIREMENTS ~ AND SERVICES ~ VENDORS

CREATE MOMENTS GAPTURE INTENT- NURTURE AND

T0 ENGAGE RICH BEHAVIORS BUILD CONSENSUS



aprilé

Our content beliefs

GREAT CONTENT
HAVE COMMONALITIES

 udiomeodyir. ool - Erppymert s ol
BE FOUND AN EXCHANGE

Content needs to anticipate audience Consuming content helps brands
needs, fit their environment, and help understand intent and allows us to
users who are increasingly self-directing create better marketing, but it needs to

Spending more time engaging online

Reading online 38% o

Watching videos [V 1174 35% (o) 7%

40% 7%
31% 24%

28% 46% 6%
36% 21%

Spend the same amount of time
Never spent time on this

Watching news

Listening to podcasts

Reading offline (books,
print magazines, etc.)

Listening to news radio

B Spend more time
B Spend less time

Top 5 content types relied upon at
each stage of the purchase process

. . . Determine Determine Evaluate Recommend Sell Approve Post-sales
thelr educatlon process be an equal Value ln I’eturn the business technical products and select internally and authorize engagement
- . need requirements and services vendors purchase
* Technology * Product * Product * Product * Product demo * Product * Product
news testing, reviews testing, reviews testing, reviews and product testing, reviews testing, reviews
S and opinions and opinions and opinions literature and opinions and opinions
research * Product demo * Product demo * Product demo * Analyst * Product demo * Product demo
/‘)  Feature article a_nd product gnd product qnd product research gnd product z?nd product
5 = 5 el [ 2t I = Vot/et 5 %p«éf& e ) m/ ‘p—i éﬁ]/ B — literature literature literature e Product literature literature
‘- /91 strategies, * Technology * Analyst * Analyst testing, reviews * ROl tool, * How-to content
management news research research and opinions calculator, and information
* Case studies * Vendor * Vendor * Vendor * Vendor g;s(ggse%ent tool | | * Discussionsin
presentations presentations presentations presentations forums/online
* Product ) ) ) * Analyst communities
esting, reviews * Analyst * Peer * Interviews with * Case studies eath e
and opinions research presentations technology media
experts * Case studies
. . . * Product demo * Technology e Vendor
All content needs a purpose. The When in doubt, solve a challenge within and product news *Vendor presenatons
- 7 g literature presentations

content experience should match the
purpose. We can blur the lines, but we
should do so purposefully.

the buyer journey, provide hard to find
information, document an approach,
offer another perspective, or share news.




Work samples

ENGAGING THROUGH
RELEVANT EDUCATION
AND ENTERTAINMENT

Buying decisions don’t start with awareness of a brand.
The best way to engage and create opportunity with
audiences is to create value in their lives. Solve a real-world

challenge they are experiencing or connect your offering to
fundamental problems they are facing,




Moments of engagement

W» What is the Cloud Generation?

The Cloud Generation faces

real security challenges.
What are yours? ?

o

Migrating to: Protecting: Needing to:

[ ——

structure

\

/
/: /,4-
‘K/ p—
% )i
l

WHAT'S YOUR ENTREPRENEURIAL SPIRIT ANIMAL?

Taking risks. Turning ideas into action. Balancing innovation and commercial success. When you're at the
helm, you have to find an approach that works best for you. Are you a sly negotiator? A daring master of the
sales pitch? Or the calculated, introspective type? Take this quiz to discover your business spirit animal.

Start )

What size is your business? What's your average annual revenue?

se tel

How soon do you need to deploy? What is your industry?

save your time by asking

estions in the next section

AUDITRON

Thrives on undocumented processes and procedures

Always on
the lookout
for record-

keeping @

errors

Digs up payrrént-
related data from
multiple sources

Bulldozes
into your office
every 12 months

©

©

Causes © 0©

Y
O © 120 hours

of insomnia

Feeds on anxiety

O

Thrives on buried documents
with no single source of truth
for all financial data

THE ENTERPRISE § THE BIG, BLOATED
APP-LATENCY AFFAIR « INFRASTRUCTURE ISSUE «

Lose your application latency.

REWIND

REWIND
THE MISSION-CRITICAL B THE YOU'VE-BEEN-

MISHAP « SERVED SITUATION «

Bl Never miss another SLA. I' J

Pick a every-day scenariq'then scrolt through to sex
RN SO S = &

< nimblestorage

®
Would YouRather

The Business Accounting Edition

The Business Accounting Edition

When you own a business, your day is consumed by
questions that need answers. The constant ritual of
weighing options and making quick decisions. So
today we invite you to experience a new spin on a
timeless classic: Would You Rather—The Business
Accounting Edition

Giveitatry >




Work samples

DIFFERENTIATING
THROUGH THE
EVALUATION

At any moment in time, just 10% of organizations are actively
seeking to acquire new technology. When these prospects
demonstrate intent to enter the active buying cycle, technology
brands must be ready to assist them through the evaluation
while differentiating their offerings from the alternatives.




Differentiation demonstrated

Start your trial >

Take the Sage Live self-guided tour. Select your role below to get started.

OMOare o
a toeh
oo by g,

C-Level Execs and Business Owners Finance Managers and Bookkeepers Sales Representatives

When decisions are made, you have the final You're the numbers person. You don't have You spend a lot of your life on the road. You
word. That's why you need a full view of time for anything but a system that can serve need an accounting platform that travels
your business. your every need. with you.

implications of Lowa's choosing to build a

.! : ‘ LaunchDarkly 3 : ] . | Build vs. Buy: The cost of choosing to build

foature-flagging solution

The costs and complexity
! of building a feature
How can Lowe’s accelerate ’ management solution
TR its Total Home Strategy,
Build Revolutionary R & build revolutionary customer
Customer Experiences— ) | Sreriences, and tower
‘ above its competition? .
Cost-Effectively and 4 | T | = b . Th downsbes o hoing o butd, -/

ataglance

Value Summary
Total Benefit  $2,831,130

275 7,898 3592,061

i Al S215.295 Engineer Hours Saved  +37,748

100 2871 $215,205
ROIC) 12x

& 229 17222

Uptime ~ 99.99%
0 1,435 $107,648

You should build the systems

at Scale B . = scross l cates rould bu - oo
- ! ’ Building at artarprisa scala & expansiva that differentiate you from your m
: Jining % ure
O o . 180 5167 $327,53°
| ] As tha numbar of taarms grows, 20 do the competition—and buy the ones Y "
assocatad costs that don't. 5 1435 $107.008

Discover the power of .
3 ¥ 4 “The ability y het o Mora team requiremants add significant o —
feature management | B £ : ; i ; ‘ cornplexky making thessktion mors S Y cidentio

axpensive to build and meintain

10 287 5215208

18 5167 3387531
Jim Gohratt

Director of Engineering, AppDynamics 1315 37,748 s2831,120

LAUNGHDARKLY PARTNERSHIP PROPOSAL 2 LAUNCHDARKLY PARTNERSHIP #ROPOSAL o LAUNGHDARKLY PARTNERSHIP PROPOSAL 7

Modern apps,

cautifully contained.

ker Afcarnival

Watch the whole story

Compromise works...




Work samples

BULDING UNSHAKEABLE ==~ 8
CONSENSUS W/ITHIN
BUYING GROUPS

The Machine
L earning J0urney

The path toward leveraging the
full power of ML technologies

From approver to blocker, budget holder to end user,
B2B purchases involve a growing number of s

stakeholders. It’s critical to consider each in outreach, R e W _
messaging, and program development. We need to drive S S e T R
consensus to generate action. - b Bl



Consensus building

Learn how Sage X3 drives end-to-end visibility Learn how Sage X3 helps businesses grow smarter Learn how Sage X3 simplifies regulatory compliance

Less secrecy, more visibility Outcomes of the Pay Transparency Solution

IGNITE

"

Pay transparency laws enacted MEASURARLE Blu:smessakowm
Although pay secrecy
remains the informal Woos | i
norm or formal policy for - e w .. A, Increasing confidence Achieving and

Wyoming W3 . . . « . .

roughly half of all U.S. g in public salary ranges maintaining pay equity .
employ-ees, Companles Utah bdars vm(m" “Z‘fy"“:"’: End-to-end visibility drives better i ® ¢ Rapid growth doesn’t mean Take back control of y(?u.r —>—7
are faCIng a Crescendo Of foneee Mesout Kentucky e decisions. Enlightened === = more complexity. Faster . { Perfor‘mar.we data. DgC|SIVE -
calls for greater pay organizations work different. — = businesses work different. el organeationswork difiersnt _

transparency.” Improving the effectiveness Guiding the journey and

Alabama

of internal pay comms accelerating objectives

Texas

- Harvard Business Review, February 2023 Reduce process-cycle times by up to 75%*—all while tracking operations, inventory, Companies in your industry are investing in cloud-based business management
- ok sales, and financial data. Discover a world of decision making based on up-to-date solutions like Sage X3. Why now? Up to 70% of those companies report being able to Staying compliant means managing your entire business from a single instance of
data from your own self-service reporting tools. Read our article on how Sage X3 can reinvest savings from cloud technologies back into the business.* Get all the facts in data. Sage X3 helps you eliminate inconsistencies and streamline end-to-end
i help you make smarter decisions on demand our informative infographic: “Growing faster, without getting bigger. operations. It's never been easier to take back control. You really can enhance

compliance while you simplify financial processes. Read the article

. Laws requiring salary range upon
request/during interview process.

o/AmEmO®O

The total Pay Transparency Solution

@ Guiding the journey and accelerating objectives

sage sage sage
0000 0000 0000

Disclaimer | Privacy Policy Disclaimer | Privacy Policy Disclaimer | Privacy Policy

. o Salary Range Step 1 Step 2 Step 3
IncreqS"\g Confld ence Technical Compensation Organizational

200k

in pU inC salqry rqnges Implementation Stra[t):‘g’\élﬁ psr:lr:l::tture Communications

150k

Weeks 1-6 Weeks 17 - 24
Weeks 4-16
» Create a compensation philosophy that informs o
your fair-pay decisions with credible and timely "™
employee- and employer-reported data. ¢
0k
* Develop standardized, scalable pay structures o4 05 06 o7 o8 09 10 M 2 13 s *+  Project Kickoff +  Compensation Strategy & Market Analysis +  Compensation Philosophy Document
that drive your talent strategies. *  Knowledge Transfer & Data Collection +  Job Pricing +  Manager Best Practice Training
» DatalLoad & Review «  Structure Modeling & Creation
*  Product Training
+  Graduation

Technology Adyvisors

for Public Sector e Challenges we hear
Client Name : Higihs from Public Sector

Roger Hamshaw

MANUFACTURING & INDUSTRIAL BATTLE CARD February 3, 2025

Challenges & key concepts

(d [ chall Key concepts to understand
Today's want i and services, and they want them now. Industrial loT Refers to the use of loT in i ial sectors and ications to enable new levels of automation,
(nor) imization, and smart f: ing. It involves using sensors and actuators connected to a network

to collect, send, and receive data, which can be analyzed to improve operations and make smarter

Manufacturers must recognize the need for new technologies to meet these customer = e
business decisions.

demands and get to market faster. Additionally, manufacturers need to innovate to remain
competitive—to build products faster, better, and cheaper.

Industrial Refers to using various control systems for operating equipment in manufacturing plants, factories, or other
The pandemic and economic environment have added significant pressure to keep Automation industrial settings. This includes machinery, factory processes, boilers, switching on telephone networks, and Th e pre ss U re io d o m ore
M A N U F A C T U R I N G & I N D U S T R I A L production and supply chains moving to meet demand, creating a renewed emphasis on the steering and stabilization of ships, aircraft, and other applications. Automation employs a range of smart
business agility and digital maturity. devices to execute tasks without significant human intervention. wiih Iess is im me nse
To kick-start their digital transformation journey, manufacturers look to extract insights Smart Factory Refers to a highly digitized and connected production facility that employs technologies such as loT, big data O n w
a e c a r from their data and deliver new business outcomes. This is now possible with cloud tools analytics, Al, and advanced robotics to enable self-monitoring, analysis, and control of machines and entire
and technologies such as data lakes, the Internet of Things (IoT), artificial intelligence (Al), production processes. The goal is to create a more flexible and adaptive manufacturing environment that can
and machine learning (ML). automatically optimize production processes and make decisions on its own.
o ge The fundamental challenges to transformation include data capture, the complexity of Digital Refers to integrating digital technology into all areas of a business or ization, resulting in
Date last modified: 9/1 /2023 building advanced software to analyze and act on data, and finding skilled data scientists Transformation changes to how it operates and delivers value to its customers. This often involves encouraging organizations .

to continually challenge the status quo, experiment, and be comfortable with failure. It's not just about

and developers who can build intelligent applications.
technology; it's also about reshaping how a business operates and delivers value.

The Trusted Pariner i |

: " . : ° L] : =
Manufacturers are increasingly looking for faster, simpler ways to capture and manage 5 = . 2 o
5 i 3 f Industrial Refers to the processes and strategies that industries adopt to manage resources efficiently, reduce I n U ( : q e 3
Gt ol ploc=seacpp e wecoloa el Fandlisboti it iott inabili i footprints, and enact practices that benefit not just the business but society and the s

lengthy development times or needing specialized ML expertise.

environment as well. This involves adopting cleaner, more efficient technologies and processes, improving

waste management, reducing emissions, using renewable energy sources, and designing products that are CI ie nt N ame officers per 100,000 million calls annua ”y, L

As they make this transition to the cloud, manufacturers are looking for an innovation sustainably produced and can be recycled or reused. A 5 .
lead;l.', liktehAWSt, to f;glgthem ac:.elerate;r;d ‘slidmplify _thtei{l}:ligittal transfc:rr:atiodn— pOpUIOﬁOn, down almost h|ghl|ghhng the
enabling them to optimize operations and build more intelligent, connected, an Suppl, 2 P : . 5 s A 5
5 c pply Chain Refers to a supply chain’s ability to respond and recover quickly to disruptions while maintaining its
sustainable products and services. Resiliency operational and financial performance. It involves a comprehensive approach to risk management that 2% fro . 2022 a nd fhe perSIST,enT demo nd for
includes identifying potential risks, monitoring them, and developing strategies to mitigate them when lowest level since 1970! effective responses
disruptions occur. This may include diversifying suppliers, increasing inventory, re-evaluating the supplier Roger HGmSh Y,

base, and other designs that make the supply chain more flexible and agile.

February 3, 2025

© 2023, Amazon Web Services, Inc. or its affiliates. All rights reserved. Amazon Confidential and Trademark. 3

aws
SN—-="7

© 2023, Amazon Web Services, Inc. or its affiliates. All rights reserved. Amazon Confidential and Trademark.

Source: Police Resources in Canada, 2023, Stafistics Canada on x




aprilé

TOUCHING
ON ABM



ABM ENGINE: THE APRIL SIX FLYWWHEEL

Continuously rotating to achieve the 4 objectives account-based growth

1. REACH

Connect and provide air cover to
build relevancy within accounts.
[ncludes both new buying groups
in existing accounts and the
initial marketing contact with
net-new accounts.

4. EXPAND

Personalize the account
onboarding, excel with
product/service, and incentivize
advocacy to fuel extended reach,
cross sell, and upsell.

RO\

Q'@

s
%@

aprilé

2. ATTRACT

Entice intent-rich accounts or hand
raisers to make meaningtful contact
with the brand. As measured by
account engagement, align to
solution areas to account behaviors.

3. GONVERT

Build credibility within the account,
broaden contact knowledge in the
buying group, build consensus across
the buying team, and convert the sale.



Our ABM philosophy

SEGMENTS

True ABM starts with identifying ideal
customer profiles to build meaningtul
segments that can be activated. These
can be static built from internal data
and insight or dynamic based on
external intent trends and
engagements.

ACGOUNT INSIGHTS

While we select accounts based on their
value to the brand, we go-to-market
biased for resonance with the audience.
The best ABM programs are tailored to
insights around your account segments,
industry, tech footprint, or similar.

aprilé

CREATIVITY IN YOUR ABM

[t’s easy to get lost in the technology. It’s
crucial, but a creative angle, relevant
messaging, and valuable content is
critical to helping you stand out in the
crowd.



aprilé

Our formula for creative success

ALIGNMENT
Commitment from sales and G'I'M APPRU ACH

marketing teams around the

new go-to-market motion Agreement on [CPs, UNIQUE W AY IN

clustering of accounts, and

target account lists dentification of
nciahts ased oncuciomer PEROONALIZATION

behaviors and experience Customized programs,

designed as a series of
marketing and sales “plays”




3 pillars of our approach

PEOPLE

Approaching this ask requires a multi-
threaded response. We're bringing our
people and expertise to simultaneously
build the foundational components of
the Lifew programs while training team
members to deliver and deploy future
iterations.

aprilé

PROCESS
We will bring our best practice TECHNOLOGY

knowledge; however, we appreciate that

they must apply to your existing Modern-marketing requires a
structures. We will codify the steps technology-enabled team, especially for
while modeling best practices for your ABM. We need our technology
organization. foundation to function for insight

gathering, dynamic account
segmentation, orchestration,
personalization, and reporting.



HOW WE WORK LWITH CLIENTS aprilé

Continuously rotating to achieve the 4 objectives account-based growth

FOUNDATIONAL T PROGRAM INVESTMENT ~ TEAM TECHNOLOGY
APPROACH FRAMEVYORK PLANNING ALIGNMENT ~ LAYER
FU”‘ FUNNEL rogram Insight rogram Design ay Development ay Lixecution
PRUGRAM(S) BU"_D IT Program Insigh Program Desig Play Develop Play E

RUN IT Orchestration Reporting Optimization

R MARKETING ENABLEMENT ~ SALES ENABLEMENT EXECUTIVE BRIEFING



RAISE A GLASS TO ONE PLATFORM

- \ 7
£ - I ISstty compamies thowing Doiver argesed odvezzing cosre your ABM noceve:
(! v i - ang buying signols and parssnstced wab axpesences ocress the fuvral with
» reersst s your clsengs 2 xroacdio igonce om0 conuzt p

u s o m e I x g "7 / ] When you add # all up, the Demandbase ABM Platform gives you single-console control over all things
3 \ Now you can demand action across the funnel. Demandbase teom member <FIRST LAST> will be reaching out

. | Jl = howe yous ean cantralize all of your ARM activirios weh . anjy the |

» | <

the Nemandhaca ARM Diatfarm Lintil then, any

Cost-Effectively and i L __ s | — /

ABW /,

at Scale - \F I H B

CHAMPAGNE

5
Discover the power of
feature management

oy AEm oA Account re-targeting
| Cmiaswm A o o Programmatic Display

Targeted Programmatic Display

LEVERAGE GENERATIVE

DESIGN TO RAPIDLY SIMULATION TIME FOR™=

EXPLORE NEW IDEAS RAPID REFINEMENT

AMDGH AMDZDU »
5 L

THREADRIPPER THREADRIPPER THREADRIPPER

PRO PRO PRO

Content Syndication (Social)

\l/ Account Personalized
Q. Risk management - . Home

Paid Search Support
Sales outreach



Y/ ORKING WITH
APRIL SIX



Team structure apriI‘

Comms Audience
Planning Planning

Senior

Project
Leadership

Management

Your Client Lead serves as a conductor and conduit,
orchestrating and connecting all projects and resources.



How we work

COLLABORATIVE

We believe in working with our
clients, collaborating on the work,
and engaging early and often to
avoid the “big reveal” or “black box”
SO cOMMON in agencies.

AGILE & ADAPTIVE

We work with fast moving companies
in innovative industries. Pivots happen
and we have become experts in
adaptability when it’s needed yet will
not be slow to challenge decisions.

aprilé

DATA-DRIVEN

We utilize real insights and testing
with stakeholders to remove
subjectivity and create impactful
and engaging creative work.



Sample engagement options: three ways to engage april‘

A B C
BRAND BOOST BRAND -+ WEB BOOST THE COMPLETE BRAND KIT

» Assessment of current LeanData visual v Everything included in engagement v' Everything included in engagement option A
identity, taking into consideration new option A &B
positioning and competitive landscape
« Recommended visual identity + Web design system + Updated brand collateral kit
augmentation + Application of augmented visual identity « PPT, business cards, owned social,
- Taking into consideration secondary across the entirety of LLeanData.com Zoom/team backgrounds
color pallet, patterns, icons + Delivery of fonts + Figma files for all + Creative execution retainer to fulfill bill of
« Updated brand guidelines pages for L.eanData developer materials
» Application of augmented visual identity WordPress implementation « Deliverables can include any drivers,
across six priority LeanData.com pages + Post implementation QA to ensure destinations and content required
 Predetermined number of modules design is presenting as it should » Source files provided for internal iteration

» Delivery of font changes, new
iconography and Figma files for newly
designed modules for LeanData
developer implementation

» Full funnel campaign strategy, launching
new positioning and augmented brand

* Includes campaign lucid chart + BoM

« Campaign concepting

 Narrative and look & feel options

$160K $200K $260K
8-10 weeks 10-12 weeks 10-12 weeks






