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Welcome

OUTLINE
• A refresher: April Six services
• Our demand philosophy: strategy – creative
• ABM broad strokes
• How we work
• Sample engagement workstreams



Our six focal points

Built-to-last brands applied to customer-
centric web experiences that drive 
measurable action.

Activating brand stories by creating 
moments to spark new audience 
engagement and awareness.

Single- or multi-campaign demand 
generation strategies to capture and 
qualify leads for sales team follow-up.

Designing 1:1, 1:few, and 1:many strategies 
and activating programs into market 
through intent-led media.

Planning, buying, and reporting on paid 
media across search, social, display, 
content syndication, direct buys, CTV, 
and OOH. 

Video to infographic, short- and long-form 
content to educate and inspire audiences.

BRAND 
CAMPAIGNS

DEMAND 
CAMPAIGNS

ABM 
PROGRAMS

MEDIA + 
REPORTING

CONTENT 
DEVELOPMENT

BRANDING + 
WEB REFRESH



DEMAND
PHILOSOPHY



BtB CAMPAIGNS REQUIRE 
A FULL-FUNNEL APPROACH

OUR BELIEFS



FULL FUNNEL MARKETING 
CREATES AND CAPTURES 
MOMENTS OF ENGAGEMENT 
ACROSS THE JOURNEY



Business decisions don’t start with awareness of a brand

1 
DETERMINE 
A BUSINESS 
NEED

2 
DETERMINE 
TECHNICAL 
REQUIREMENTS

3 
EVALUATE 
PRODUCTS 
AND SERVICES

4 
RECOMMEND 
AND SELECT 
VENDORS

5 
SELL 
INTERNALLY

6 
APPROVE & 
AUTHORIZE



Creating campaigns today, is curating a journey of moments

Educate audiences
and are built 

for action

Solve problems
and are designed 

to be found

CONTENT

DESTINATIONS
Highlight challenges 
and live with your 

audience

DRIVERS



Business decisions don’t start with awareness of a brand

1 
DETERMINE 
A BUSINESS 
NEED

2 
DETERMINE 
TECHNICAL 
REQUIREMENTS

3 
EVALUATE 
PRODUCTS 
AND SERVICES

4 
RECOMMEND 
AND SELECT 
VENDORS
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SELL 
INTERNALLY
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APPROVE & 
AUTHORIZE

Step Step Step Step StepStep

CREATE MOMENTS 
TO ENGAGE

EARLY JOURNEY

CAPTURE INTENT-
RICH BEHAVIORS 

MIDDLE JOURNEY

NURTURE AND 
BUILD CONSENSUS 

LATE JOURNEY



GREAT CONTENT 
HAVE COMMONALITIES 

Content needs to anticipate audience 
needs, fit their environment, and help 
users who are increasingly self-directing 
their education process. 

Our content beliefs

10

BE FOUND
Audience-driven content 

Consuming content helps brands 
understand intent and allows us to 
create better marketing, but it needs to 
be an equal value in return. 

AN EXCHANGE
Engagement generates value

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

PURPOSE
Educate | Entertain | Create Controversy 

When in doubt, solve a challenge within 
the buyer journey, provide hard to find 
information, document an approach, 
offer another perspective, or share news.

VALUABLE
Solve a real problem 



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



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



Work samples

BUILDING UNSHAKEABLE 
CONSENSUS WITHIN 
BUYING GROUPS
From approver to blocker, budget holder to end user, 
B2B purchases involve a growing number of 
stakeholders. It’s critical to consider each in outreach, 
messaging, and program development. We need to drive 
consensus to generate action. 

Ideas for hero image here?



Consensus building



TOUCHING 
ON ABM



ABM ENGINE: THE APRIL SIX FLYWHEEL

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

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

1. REACH
Connect and provide air cover to 
build relevancy within accounts. 
Includes 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.



SEGMENTS

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

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. 

ACCOUNT INSIGHTS

It’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.

CREATIVITY IN YOUR ABM
 

Our ABM philosophy



Our formula for creative success

ALIGNMENT
Commitment from sales and 
marketing teams around the 
new go-to-market motion Agreement on ICPs, 

clustering of accounts, and 
target account lists

GTM APPROACH

Identification of account 
insights based on customer 
behaviors and experience

UNIQUE WAY IN

Customized programs, 
designed as a series of 
marketing and sales “plays”

PERSONALIZATION



PEOPLE
Approaching this ask requires a multi-
threaded response. We're bringing our 
people and expertise to simultaneously 
build the foundational components of 
the 1:few programs while training team 
members to deliver and deploy future 
iterations. 

We will bring our best practice 
knowledge; however, we appreciate that 
they must apply to your existing 
structures. We will codify the steps 
while modeling best practices for your 
organization. 

PROCESS

Modern-marketing requires a 
technology-enabled team, especially for 
ABM. We need our technology 
foundation to function for insight 
gathering, dynamic account 
segmentation, orchestration, 
personalization, and reporting. 

TECHNOLOGY

3 pillars of our approach



Program Insight Play DevelopmentProgram DesignFULL FUNNEL 
PROGRAM(S)

ENABLEMENT 
PROGRAM

1

2

3

FOUNDATIONAL 
APPROACH ICPs PROGRAM 

FRAMEWORK
TEAM 
ALIGNMENT

Play Execution

Reporting

TECHNOLOGY 
LAYER

MARKETING ENABLEMENT SALES ENABLEMENT EXECUTIVE BRIEFING

INVESTMENT 
PLANNING

Orchestration Optimization

BUILD IT

RUN IT

HOW WE WORK WITH CLIENTS



1:1 c1:Few

1:Many 1:Many

EXAMPLES



WORKING WITH 
APRIL SIX



CreativeStrategy

Account

CLIENT LEAD

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

Project 
Management

Senior 
Leadership

Comms 
Planning

Audience 
Planning

Media Content

Copy Design

Dev Team Motion

Team structure



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.

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.

AGILE & ADAPTIVE

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

DATA-DRIVEN

How we work



Sample engagement options: three ways to engage

A
BRAND BOOST

B
BRAND + WEB BOOST

C
THE COMPLETE BRAND KIT

$160K
8-10 weeks

• Assessment of current LeanData visual 
identity, taking into consideration new 
positioning and competitive landscape

• Recommended visual identity 
augmentation
• Taking into consideration secondary 

color pallet, patterns, icons
• Updated brand guidelines
• Application of augmented visual identity 

across six priority LeanData.com pages
• Predetermined number of modules

• 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

$200K
10-12 weeks

$260K
10-12 weeks

ü Everything included in engagement option A 
& B

✛ Updated brand collateral kit 
• PPT, business cards, owned social, 

Zoom/team backgrounds
✛ Creative execution retainer to fulfill bill of 

materials 
• Deliverables can include any drivers, 

destinations and content required 
• Source files provided for internal iteration

ü Everything included in engagement 
option A

✛ Web design system
✛ Application of augmented visual identity 

across the entirety of LeanData.com
✛ Delivery of fonts + Figma files for all 

pages for LeanData developer 
WordPress implementation

✛ Post implementation QA to ensure 
design is presenting as it should




