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Introductions

WE ARE

A GLOBAL GROUP

OF INDUSTRY
SPEGIALISTS
GRAFTING MOMENTS
THAT MATTER FOR
BRANDS SHAPING
THE FUTURE.




Our Global Footprint

A BIT ABOUT US

* 120-strong

* 24 years in business

» Strategy, creative, account, media, and analytics
» Global footprint US, UK, Singapore, Germany

» Experience in hardware, software and services

» Acquired by Marketbridge January 2024
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April Six focal points

BRANDING -+
JWEB REFRESH

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

ABM
PROGRAMS

Designing 1:1, I:few, and l:many strategies

and activating programs into market
through intent-led media.

BRAND
GAMPAIGNS

Activating brand stories by creating

moments to spark new audience
engagement and awareness.

MEDIA +
REPORTING

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

and OOH.

Classification: Interna
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UEMAND
CAMPAIGNS

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

GONTENT
DEVELOPMENT

Video to infographic, short- and long-form

content to educate and inspire audiences.



Marketbridge is a growth
consulting and marketing firm

We reinvent growth for clients in complex markets

How? By integrating the capabilities of a strategic growth consultancy and a marketing agency—
all underpinned by marketing science and modern technology, and all under one roof. Net result:
Accelerated performance. Zero signal loss from strategy through execution.
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AMD AND
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HISTORY



OIX YEARS OF
PARTNERSHIP

Since 2019, our partnership has grown from a single-threaded
relationship supporting the EPYC nurture program to an
enduring partnership creating comprehensive, multi-channel
campaigns spanning ABM, paid media, social media, and data-
driven marketing initiatives across several Business Units.
April Six is committed to delivering measurable impact through
innovative strategies and precise execution to ensure AMD's
long-term success.

2019

EPYC Program Development
« Launched and optimized the EPYC nurture program.

« Developed EPYC cloud content for AWS and Density.
« Executed global media campaigns for EPYC

Strategic Workshops & Campaign Foundations

« Created an education narrative for EPYC with the Global Media team.

« Hosted workshop with Ryzen for Business OEM team to develop foundational
campaigns

2028

Media Expansion
 Expanded media efforts to include lead generation.
 Launched Always-On campaigns for EPYC and Ryzen for Business.

Data & Analytics Advancements
« Introduced Google Data Studio dashboards for enhanced reporting and real-time
insights

2021

Campaign Initiatives

« Executed campaigns across product launches, Channel & Ecosystem
partnerships, and online events.

« Delivered omnichannel EMEA support across programmatic, paid social, site
direct, and traditional channels. (Included F1 commercials in DE)

 Evolved KPIs to include account-based reach, engagement, and lift.

Key Milestones

 Launched the first ABX initiative.

« Spearheaded paid Social strategy and execution for Data Center campaigns.

 Launched Commercial Fame campaign in US and DEF, highlighting brand level
partnerships with CERN and F1

Classification: Internal



OIX YEARS OF PARTNERSHIP

2022

Premium Perception Campaign

« Managed a $2.5M thought leadership campaign
targeting CIOs/CTOs, achieving 2x efticiency with a
$20 CPC

Campaign Execution

« Executed 100+ media campaigns across Data Center,
Commercial Client, Workstations, Gaming, and
Consumer segments

Reporting & Analytics

« Standardized reporting templates for consistent
delivery across campaigns and products.

« Advanced ad network integrations with Demandbase
and utilized Bannerflow for dynamic creative uploads

2023

Partnership Evolution

« Collaborated with AMD’s Growth and
Performance Marketing Team to enhance ABM
campaign execution and transition Commercial
Client and Workstation campaigns to a renewed
approach

« Continued support of AMD team training in-
platform and around ABM best practices

 Expanded media support with new campaigns for
Embedded Processors and EMEA Workstations

Tech Advancements

 Improved segmentation and account list building
through continued collaboration around SFDC field
use

Classification: Internal

2024

ABM Campaigns & Innovation
Ran test campaigns with Intentsify and Demandbase,
leveraging industry-leading data and Al optimization
features.
« Piloted use of journey stages, buyer groups, and refined
list segmentation.
 Executed 60+ quarterly campaigns across Data Center,
Workstations, Commercial Client, and Worldwide
Marketing, achieving;
« 406M+ impressions
« 3,239 accounts reached
« 2,533 accounts lifted

Data Center Paid Social Campaigns
 Delivered 86.4M+ impressions and 320.4K clicks
against I'T professionals and decision-makers on
LinkedIn and Reddit

Data Center Publisher Program
« Managed campaigns from Q2-Q4, delivering:
« 20.8M+ 1mpressions
« L4M-+ video views on Bloomberg
« 59.4K pageviews on W§J custom content
through high-impact takeovers and custom
units.



ABM
PHILOSOPHY




B(B GAMPAIGNS REQUIRE
A FULL-FUNNEL APPROACH
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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



What is ABM? april6

OUR TERMINOLOGY

Account-Based Marketing (ABM) is a strategic approach that focuses on targeting and engaging
specific high-value accounts rather than casting a wide net.

Core Measurement ABM programs Key definitions
e Account Lift e 1:1: Personalized approach (1-100) « ICP: Ideal customer profile, a concise description of the
. : optimal target audience, including both fit and intent signals.
L Becouit Bromression accounts. Individualized, deep
S o * Cluster: A segment of your ICP comprising a group of
. research and tailoring, .
e Team-sourced lift accounts that show commonalities.
e Revenue lift » L:few: Targeting a tight, valuable « Play: A perfected combination of sales and marketing touch
group (1()()_1k) of accounts that share points designed for a set of specific goals.
similar characteristics. Middle « Program: A set of plays designed to work in concert to move

o . an account through the customer journey.
ground of tailoring, | | |
 Imperatives - Target business outcome tied to a play

» I:many: Targeting a large, dynamic
oroup (1k-5k), lighter tailoring,



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.
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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”




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
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PHILOSOPRY &
APPROACH
APPLIED




Case study

LUMEN
REDEFINING

ABM SUGGESS




[.umen

Upgrade
your digital

transformation ( {\
strategy B

7 answers to help you
successfully adopt new
technologies

faster app performance’

Fast, relabie networking
for retai

oo to 908%
3-year ROI

Vetimized UDCAL for Enterprise

aprilé

THE CHALLENGE

LLumen, a global enterprise technology brand came to
April Six with the ask to accelerate their adoption of ABM,
with the long-term goal of running an account-based

strategy at scale across their entire marketing organization.

The company wanted to more accurately target and
convert new customers. Lumen’s current demand
generation campaign model and infrastructure was
performing sub optimally——and particularly struggled to

capture intent across wider, harder-to-reach buying groups.

The company also needed to solve for the impact of these
changes on its teams, technology stack, marketing language

they use, KPI set, and mechanisms for reporting success.



[.Lumen

THE OBJECTIVE

The objective was two-fold:

1) Create a strategic sales and marketing l:few ABM program
that accurately targets, attracts, and drives prospects

through the funnel, and...

2) Successtully train Lumen’s sales and marketing teams to

self-manage the program.

aprilé

ENGAGEMENT ON A PAGE

FOUNDATIONAL S PROGRAM INVESTMENT ~ TEAM TECHNOLOGY 1. o 7

peroAGH CNBOWONG-  OPS i PUNNNG ALGNWNT  LAVR A

E%H‘Glinl"ﬂm% BUII_D IT Program Insight Program Design Play Development Play Execution ’(jA%—(;S,
RUN IT Orchestration Reporting Optimization WOfrW

TRANNG MARKETNG ~ SALES EXEGUTIVE Quoifely
PROGRAM TRANNG ~ TRANNG  BRIEFING el ool



ESTABLISHING INVESTMENT MODEL




ROI updates

PHASE 1 PROJEGTIONS

ASSUMPTIONS | BaSe - p— v
WIS |

M

Average Opportunity Value (by month) Marketing budget

Two Year Enterprise Customer Value SN SEBM Revenue goal

Marketing ROI expectation Close Won Opps Required
Opp Close Conversion Opportunities Needed

SQL to Opp Conversion
MOL to SQL Conversion

SQL's required (qualified accounts)
MQL (qualified accounts)

[Lumen warm lead to MQL conversion
In market account to lead in database
conversion (6sense benchmark)

In-market accounts required

Total Accounts (Qualified for Cluster)

Total Accounts (Needed/Meeting

[n market accounts conversion Qualifying Criteria)

IWW )\
required

6

1/

17
27
462

1248

4618

aprilé

M S
6 4
17 11
17 11
27 18
228 150
612 260
2282 1176



Qualified account KPI tracking

BUDGETING
MODEL

Budget allocation

Marketing assumptions by cluster

Goals / KPI benchmarks

Budget breakdown

Production / Media max spend

calculation

ITotaI budget

Allocation formula
Accounts MRR 2 year CLV TAM Total Value |Percentage allocation [Budget allocation |S
LE - Retail and Restaurants 250 | S 75,000 | S S 450,000,000 32% S
LE - Finance and Banking 250 | S 75,000 | S S 450,000,000 32% S
LE - Technology adoption (quarterly dynamic) 50 | S 75,000 | S S 90,000,000 6%
Public sector FED/SLED HLC 150 | § 25,000 | S S 90,000,000 6%
Public sector Public Administration + Higher Education 150 | S 25,000 | S S 90,000,000 6%
Mid-market - Tech Laggards 500 | S 10,000 | S S 120,000,000 9%
Mid-market - Expansion (quarterly dynamic) 500 | S 10,000 | S S 120,000,000 9%
Mid-market - Network new logo (broad-based) - S 10,000 | S S - 0%
Total 1,850 $1,410,000,000

ABM Budget Model

Cluster 1

Cluster 2

One to few clusters

Cluster 3

Cluster 4

Cluster 5

Cluster 6

LE - Retail and
Restaurants

LE - Finance and
Banking

LE - Technology
adoption

Public sector
FED/SLED HLC

Public sector Public
Administration +
Higher Education

Mid-market -
Tech Laggards

Assumptions

Average Opportunity Value (by month)

One Year Enterprise Customer Value (2 year CLV)

Opp Close Conversion

SQL to Opp Conversion

MQL to SQL Conversion

Lumen warm lead to MQL conversion (benchmark = 6%)

In market account to lead in database conversion (external data)

In market accounts conversion (external data)

Goals (Budget backwards)

Marketing budget 2023

Marketing budget 2024

MRR Goal

Lifetime Revenue goal

W | |0 |

Close Won Opps Required

Opportunities Needed

SQL's required (qualified accounts)

MAQL (leads in qualified accounts needed)

MQAs (In-market accounts required)

Total Accounts (Qualified for Cluster)

Total Accounts (Needed/Meeting Qualifying Criteria)

Budget breakdown

Full budget (2024)

Anticipated Account Total

Decision Makers (DM) Per Account (count DMs each buying group)

Full DM TAM (buyer contacts)

Average Spend Per Account (Media)

Funded months

Projected media budget needs

Paid Media (per campaign) 2024

Sustaining Production (max per campaign, may not be fully needed)




All these assume the larger quantities in the TALs

Qualified account KPI tracking PR - _—
with time delay Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
LE: Retail & Restaurant 18.6 55.8 93.1 100.5 111.7 126.6 145.2 167.5 186.1 201 2122 2234 230.8 238.3 242
LE: Finance & Banking 18.7 56 93.4 101.1 112.7 128.2 1475 170.7 190 205.5 2171 228.7 236.4 244.1 248
LE: Tech Adopt (Qtrly Dyn) 63.3 158.1 162.7 169.6 178.8 1903 2041 2155 224.7 2316 2385 243.1 247.7 250
Public: FED/SLED HLC 7.1 17.6 31.7 49.4 70.5 88.1 102.2 116.3 130.4 134 137.5 141
Public: Pub Admin & HiEd 7.1 17.8 32 49.7 71 92.3 103 1136 1243 1328 137.7 1413
MM: Tech Laggards 61.3 153.2 275.7 4289 612.8 765.9 888.5 980.4 1072.3 11336 1194.9 12255
MM: Expansion (Qtrly Dyn) 67 167.4 3014 468.8 669.8 837.2 9711 10716 11721 1239 1306 13395
SQAs (cumulative) 2023 2024
with time delay Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
LE: Retail & Restaurant 9.3 279 46.5 50.2 55.8 63.3 72.6 838 93.1 100.5 106.1 111.7 1154 119.1
LE: Finance & Banking 9.3 28 46.7 50.6 56.4 64.1 73.8 853 95 102.7 108.5 1143 118.2 1221

LE: Tech Adopt (Qtrly Dyn) 316 79.1 814 84.8 89.4 95.1 102 107.8 112.4 1158 1193 121.6 1239
Public: FED/SLED HLC 4.2 10.6 19 29.6 423 529 61.3 69.8 78.3 80.4 825
Public: Pub Admin & HiEd 43 10.7 19.2 29.8 426 55.4 61.8 68.2 74.6 79.7 826
MM: Tech Laggards 30.6 76.6 1379 214.5 306.4 383 444.2 490.2 536.2 566.8 597.4
MM: Expansion (Qtrly Dyn) 335 83.7 150.7 234.4 334.9 418.6 485.6 5358 586 6195 653

SQAs with Opptys (cumulative) 2023 2024

with time delay Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

LE: Retail & Restaurant 5.8 17.3 28.8 311 346 39.2 45 519 57.7 62.3 65.8 69.2 71.5

LE: Finance & Banking 5.8 17.4 28.9 313 349 39.7 45.7 52.9 58.9 63.7 67.3 70.9 73.3
19.6 49 50.4 526 55.4 59 63.2 66.8 69.6 718 73.9 75.3

LE: Tech Adopt (Qtrly Dyn)

Public: FED/SLED HLC 28 7 126 19.7 28.1 351 40.7 a6.4
Public: Pub Admin & HiEd 28 7.1 12.7 198 28.3 36.8 41 453 49.5
MM: Tech Laggards 215 538 96.9 150.8 215.4 269.2 3123 344 6 376.9 398.5
M t_ . A t MM: Expansion (Qtrly Dyn) 235 58.9 1059 164.8 235.4 294.3 341.4 376.7 a12 435.6
arketing Qualified Accounts
[Closed-won opptys (cumulative) 2023 2024
Sales Qua lﬁed ACCOUHtS (S QAS) with time delay Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
n LE: Retail & Restaurant 24 7.1 11.8 12.8 14.2 16.1 18.4 21.3 23.7 255 27 284
LE: Finance & Banking 2.4 7.1 11.9 12.8 14.3 16.3 18.7 21.7 24.1 26.1 276 291
. 1 . = LE: Tech Adopt (Qtrly Dyn) 8 201 20.7 216 22.7 24.2 259 274 28.6 294 30.3
SQASs with opportunities public: FED/SLED HLC 15 39 7
a Public: Pub Admin & HikEd 1.6 39 7 10.9 15.6
MM: Tech Laggards 5.2 12.9 233 36.2 51.7 646 75 82.7 90.5
CIO se d‘WOH O‘Dp OrtUﬂiti eS (Wlth tlm e delaY) MM: Expansion (Qtrly Dyn) 64.6 5.7 14.1 25.4 39.6 56.5 70.6 81.9 90.4 98.9
2023 2024
S 8168 Sales (cumulative) Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
LE: Retail & Restaurant $177.40 $532.10 S886.80 $957.80 $1,064.20 S$1,206.20 $1,383.60 5159650 $1,77390 5191590 52,022.30 $2,12880
LE: Finance & Banking $178.00 $534.00 $890.00 $963.70 $1,074.20 51,22150 $1405.70 $1626.70 51,81090 5195820 $52,068.70 $2,179.20
In Year_ revenue LE: Tech Adopt (Qtrly Dyn) $602.80 $1,506.90 $1,550.70 $161640 S51,70390 $1,81340 5194470 52,054.10 $52,141.70 52,207.40 $2,273.00
Public: FED/SLED HLC $38.60 $96.60 $173.80
Public: Pub Admin & HikEd $38.90 $97.30 $175.10 $272.30 $389.00
MM: Tech Laggards $103.40 $258.50 $465.30 $723.70 $1,033.90 $1,29240 5149920 5165430 51,809.30
MM: Expansion (Qtrly Dyn) $113.00 $282.50 $508.50 $791.10 $1,130.10 $1,41260 $163860 S1,80810 5197760
2023 2024
Wln-year revenue (cumulative) Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
LE: Retail & Restaurant $177.40 $709.40 $1,596.20 S$2,554.00 $3,61820 $4,824.30 $6,207.90 5780440 5957830 S511494.20
LE: Finance & Banking $178.00 $712.00 $1,602.00 S2565.70 $3,63990 $4.861.40 $6,267.10 5$7,893.80 $9,704.70 S11662.90
LE: Tech Adopt (Qtrly Dyn) $602.80 $2,109.70 S$3,66040 $5,276.70 $6,980.60 $8,794.00 $10,738.70 $12,792.80 51493450
Public: FED/SLED HLC $38.60
Public: Pub Admin & HikEd $38.90 $136.20 $311.20
MM: Tech Laggards $103.40 $361.90 $827.10 $1,550.90 $2,584.80 $3,877.20 85,376.30
MM: Expansion (Qtrly Dyn) $113.00 $395.50 S904.10  $1695.10 $52,825.20 $4,237.80 $5,876.40
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ALIGNING OUR GLUSTERS




Build it

GATHERING PROGRAM INSIGHTS
ABM IV ORKSHOP

Account Selection and Segmentation:
Provide guidance in identitying high-potential target accounts and
segmenting them eftectively.
Foster knowledge sharing and provide best practices for robust account
profiling and segmentation.

Sales and Marketing Alignment:
Facilitate productive collaboration and mutual understanding between sales
and marketing teams.

Strategic Action Plan:
Set specific goals, delegate responsibilities, and establish realistic timelines
for successtul execution.
Establish the key plays to pay off the uncovered imperatives to lead to
achieve goals.

aprilé




Creating clusters apr||6

CREATING A RELATIONSHIP BETUWEEN AGCOUNTS

Looking for impactful connective tissue between a variety of businesses

‘Industry or Vertical: Common challenges and regulations within SELECTION TUULS

sectors.

E Demandbase.

‘Company Size: Tailoring for SMBs, mid-market, or enterprises.
“Technographic Data: Shared technology platforms or tools. zoominfo
Geographic Location: Region-specific nuances and regulations.

‘Buying Stage: Tailoring content based on the buying cycle.

Intent Data: Insights indicating an account's purchase intent.

Challenges and Pain Points: Shared problems or needs across
accounts.



[ )
[.umen cluster conversations apr||6

VERTICAL AND AGCOUNT SELEGTION

ON-NET LOG 7

Percentage of average on net
locations versus s Off Net
[.ocations.

‘/\GRUWTH PROPENSITY
Total Percentage of “High” to

“Very High”

Q

INDUSTRY SELEGTION

High value accounts and
industries for consideration.
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Cluster review

GROV/TH PROPENSITY HIGH OR
VERY HIGH 7

VERTICALS ON-NET LOC % ACGOUNT

Manufacturing

Business Services
Finance

Hospitals & Physicians Clinics
Software

Insurance

Retail

Hospitality

Energy, Utilities & Waste
Media & Internet
Transportation

Construction

Holding Companies & Conglomerates
Healthcare Services

Real Estate

Consumer Services
Telecommunications

Organizations

Minerals & Mining

Law Firms & Legal Services
Government

Fducation

AVG 7 of LOG PER
25.1% 237
39.7% 308
34.9% 593
27.2% 536
475% 111
37.6% 206
19.6% 753
30.0% 312
27.3% 368
422% 315
23.8% 488
33.5% 238
31.2% 442
26.4% 350
44.2% 296
28.3% 762
42.7% 151
18.3% 668
37.9% 142
57.7% 203
17.3% 99
27.6% 267

Bolded - existing verticalization of campaign / marketing content

33.8%
31.8%
40.4%
42.7%
32.7%
42.9%
33.7%
34.4%
43.67%
33.57%
33.57%
33.57%

41.0%
53.3%
44.07%
27.3%
16.0%
29.6%
39.1%
19.6%
18.47%
16.0%

TOTAL HIGH OR VERY HIGH
TOTAL ACGOUNTS AGCOUNTS
1044 353
928 295
722 292
492 210
529 173
359 154
454 153
369 127
282 123
346 16
197 66
169 60
144 59
105 56
109 48
132 36
187 30
81 24
23 9
46 9
38 7
25 4
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[.umen cluster conversations apr||6

CORRELATED RECENT ADOPTION TECH —
FOOTPRINT WVITH LATE-STAGE OPP CONTANERMIT

’ and Docker, Kuber

N

DGITAL RANSHRMATIN
ONSULTING ORCHESTRATION DATA
S FABRIC / HUB
ENDPOINT SUPPLY CHAIN

MANAGEMENT MANGEMENT

¢.g, O9 Solutions, Promena



Creating clusters

AGCOUNT BASED MARKETING GLUSTER PRIORITIZATION

We recommended three initial clusters for the first engagement. Two focused on specific industries supported by existing marketing motions, and a third

aprilé

industry agnostic cluster to focus on a high growth area (security services) for Lumen. These three clusters allow for a variety of testing motions to take place
(industry, service, solutions) and will provide needed in-market performance to prioritize additional clusters for ongoing ABM efforts.

Cluster1

Banking and
Finance Industry

« Banks & Investment Banks: Large
scale with international reach,
specialized services.

« Asset Management & Specialty
Finance: Broad investment
services, including credit unions
and private equity.

Cluster 2

Retail industry

 LEnterprise organizations,
technology firms, financial
institutions, and any
organization prioritizing robust
cybersecurity measures.

- Organizations actively investing
in key cyber security solutions
(e.g. Fortinet, I'5, VMware, etc)

Cluster 3

[ndustry agnostic

 Lnterprise organizations,
technology firms, financial
institutions, and any
organization prioritizing robust
cybersecurity measures.

- Organizations actively investing
in key cyber security solutions
(e.g. Fortinet, I'5, VMware, etc)

Cluster 4 (backup)

Healthcare
Industry

« Hospitals, medical centers,
clinics, and healthcare
networks.

* Include both public and private
healthcare institutions.



AUDIENGE, THEMES, AND SOLUTIONS



[.Lumen

TARGET AUDIENGE

The campaign focused on a diverse set of internal and external

audiences that aligned with Lumen’s strategic priorities.

Externally, the campaign targeted three primary audience
segments: public sector, mid-market, and large enterprise.
Within public sector, we engaged I'T decision-makers, security
professionals, and C-suite executives from federal, state, and
local government healthcare and public administration
organizations. For mid-market, we honed in on tech-laggard
companies in need of communications and networking
solutions——while also cross-selling to customers seeking
security and application migration. Large enterprise efforts
focused on retail, finance, and technology sectors, engaging
businesses undergoing digital transformation, modernizing

legacy systems, or secking application modernization.

aprilé




Cluster challenge to solution sell alignment

CLUSTER

BUSINESS GHALLENGES

LEAD PERSONAS

SOLUTION ALIGNMENT

aprilé

Creating omnichannel experiences + CTO + DX + CX +IT + Branch Managers Network / Security / UCC
Branch strategies
Finance Building 2a Smart Network CIO + network buyers Networking
Enhancing Security and Compliance CSO + security buyers Security + SASE
Creating an Omnichannel Strategy
(Uniting physical and digital retail CTO + DX+ CX +IT + Store Managers Networking
experiences)
Retail Optimizing value from technology CIO + CTO +IT Networking
investments
. . . . CEO + COO +IT + Supply chain + Networkin
Adopting sustainability practices procurement PPy cLworking
Physical footprint (theft / shrinkage) COO/CSO +IT + Security buyers + Security + End point
Store Managers
DX transtormation CTO + DX +IT + LOB Managers UCC + Security + Networking
Tech Application modernization roll out CTO +IT and Platform leads + Dev Networking
Adoption End point management roll out Security +IT Security
Supply chain management evolution COO +IT + Supply chain + Networking + Security
procurement

Sore Tt =

Vet buser greps

% Ow/% rW

3
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Account prioritization apr||6

FINANGE ACGOUNT SNAPSHOT + OBJEGTIVES

Total Accounts: 722 Total addressable customers = 772
' Total accounts selected for program =145
T9ta1 High or Very OBJECTIVE ALIGNMENT
High Growth
Accounts: 292 Reach Spend:
_ FFor accounts with no intent, our objective is to trigger
Growth Propensity 46 SELECTED ACCOUNTS WITH NO INTENT more active interest in business challenges that can lead to

Percentage: 40.44% our solution conversations. We will do this through

account targeted ads (some spill over thought leadership).

30% dim/dark
70% upsell/cross sell Activate:
Intent 00 ACCOUNTS WVITH INTENT For accounts e?xhibiting signs of alctive intent, our ijective
score is to provide air cover for marketing and sales tactics,

increase Networking — 38

convert 3'd party intent sienals into 224 and 1st part
Security — 34 party S party

. actions (i.e. ad views/clicks and web views). We will do this
Voicg - 27 through account targeted ads, LinkedIn retargeting, and
publisher co-brand initiatives.

MARKETING Convert:
UUAUHEQD GOAL - Prepping for sales outreach and conversion conversations,

our objective is to fill in marketable leads for extended
buyer groups. We will do this via content syndication with
BANT qualification and proactive sales outreach.



Finance Cluster

MEDIA MIX MODELING

TACTIC MIX

Reach spend: Demandbase only
Activate: Demandbase + Paid Social + Publisher

Convert: Content Syndication

FORMULAS + ASSUMPTIONS:

Demandbase = # T AL Domains * $300 per month * media
flight
Publisher program = Typical cost - $50-$100k

Content syndication = # High Intent Accounts * DM per
account * $250 (average BANT quality lead)

Paid Social = Remaining budget allocated for retargeting

BUDGET BREAKDOWWN @
$290K = ~150 ACCOUNTS

DDemandbase

OPublisher (thought leadership or
small event)

O0Content Syndication

OPaid social (LN + Meta)
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PLAY DEPLOYMENT




[.Lumen

The on-demand
network you never
need to own

Finance Proactive Proposal

Get up to 308%
3-year ROI

with Lumen UCEC Solutions'
Optimized UCAC for Enterprise.

. T Sunrens Vater of L Ctms-Sated (SCBC 2t
Vowe Sodstorm Maron X004

Retail Proactive Proposal

Lumen IP Solutions customers

40%

faster app performance’

Fast, reliable networking
for retail.

Learn more

WO T Bucness Ve of Linen 09 Sokant. Moy 2004

7 ans!
to

wers
help you

embrace digital

transformation

"-

Lumen DDoS Mitigation
customers report increased
net operating profit

. $3.4 M

over three years'

Protect and secure your
finance data.

5 keys to a
connected
future

Combining physical,

digital and third-party
services into a unified,
frictionless ecosystem.

Learn more
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— THESOLUTION

To increase engagement within target industries, we
developed a suite of new content, including eBooks
tailored to the specitic challenges of the retail and finance
clusters. These materials were supported by personalized
proposals and a mix of print and digital follow-ups. We also
collaborated with thought leaders and publishers like
HBR, MIT, and Foundry to create high-value content
pieces that positioned L.umen as an authority in key
sectors. These efforts were amplitied through paid media
campaigns on platforms like Demandbase and LinkedIn,

ensuring precise targeting based on account intent signals.




Play overview

PHASE 1

Challenge Awareness (Intent building)

Content Syndication (contact expansion)

Marketing Nurture (post-action qualification)

Sal
Sal

es enablement (Hand-oft a

ignment)

es presentation (Solution-]

evel)

PHASE 2

Thought leadership hybrid program
Industry event surround

Proactive proposals

Fxecutive outreach

Sales profile builder

aprilé



PLAY TYPE 1 — GHALLENGE AUV ARENESS

What it is:

This is a high funnel, Reach level play designed to
showcase the variety of solutions LLumen offers

Who it is for:

This play is specifically targeting account level
contacts who have shown low intent scores
based on 1st and 3rd party data

Why it will work:

This portfolio showcase will open the aperture of
customers in the services, capabilities, and

solutions L.umen ofters and is designed to go
"beyond TelCo'

What will be created:

- Marketo landing pages

- Display ad units (demand and retargeting)
- Refreshed existing content

- Chat bot scripts

Where it will drive:

These journeys will drive account level contacts
to either set a meeting (triggering a sales
enablement motion), or to an Attract level play

Eetworking Integ Ecounts with no inte;|

Eetworking InteEI Ezcounts with no intezl

ESecurity Intena E:counts with no inten)/tl

EUC&C Intentj' Ecounts with no inteEl

Message 1:
Next-Gen retail Apps
(Edge + Network)

Message 2:
Fragmented customer
experience
(Multi-solution)

Message 3:
Data across full footprint
(Security)

Message 4:
Productivity across
teams (UC&C)

aprilé

https://www.lumen.com/en-us/edge-cloud/retail.html

@

LP = Existing retail solutions page
https:/www.lumen.com/en-us/industries/retail.html

@

S —LJ

LP = Existing UCC product overview page
https:/www.lumen.com/en-us/collaboration/ucc.html



PLAY TYPE 2— GONTENT SYNDICATION

What is it: Dedicated media activity deployed

across content syndication partners. We will
take the best content for selected accounts,
pass to providers, and pay for MALs on a
cost-per-lead basis.

Who it is for: Accounts with limited
contactability within existing marketing
motions. We will define this ?ist based on
comparing Zoominfo vs. SEDC/marketo
contacts for each of the selected accounts.

Why it will work: Content syndication is a
best practice channel for capturing marketing
contacts. We will maintain the account target
list and ensure content is best suited to
capture missing contacts

What will be created:
-Marketo form pages
-Content + abstracts

-Social drivers (if necessary)

Where it will drive:

Captured leads will be passed from partners
into email nurture activity

Best of existing assets

Q

Security content 1:

1/ How Next-Generation
Technologies Are
Powering

Digital Transformation

2/ SASE: A Journey
Toward Network
Security

UC&C content 1:

A journey to agile,
flexible, global
collaboration brochure
ice and UC&C solutions

aprilé

0‘\.
Networking content 1:

1/ Unlock the Full
Potential of Network,
Data and Applications:
How Top Industry
Performers Lead the Way

2/ How Next-Generation
Technologies Are Powering
Digital Transformation
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PLAY TYPE 4 — MARKETING NURTURE + RETARGETING

What it is:

This play is an ROI Calculator that is designed
to show bottom line, revenue-based M T
outcomes. It also operates as our initial play e e MO A

to market allowing customers to self select
into intent pools

All High Intent Accounts

(with contactability)

S Media program 10/16

Manual data pull 10/12 marketo /
> pass to LinkedIn 10/13 Retargeting
Convers
\

Networking Intent UC&C Intent
| | | |
o1tisior:

d 1 Media activation

Linked [}

Convo Ad 1:
1: WAN Transformation

: Lumen Q2 DDoS Threat Report
| ——

o

a |-

U :

3

2

o

Swn

o
s
=4
3
T Q
w
c
o
@
(2]
3
Q
<.
Q
Q

Email 2a: (10/10 & 10/17) e 10(17) 0
10/17) 10 Horizon Bank Build a hyperconnected ~_888
Adapting to Customer Story ké‘;?é‘ whitepaper + UC&C Media Retargeting 1
Convert account level prospects who have ?Q
any intent scores across Ist and 3 party data L sy (G o) sy Commecamme)
Ng]e-glsla%e | I EuroMoney Customer Story
\/

Retargeting

n n (Media 1/2)
Why lt Wlll Work: Yes=Engagement = 2 opens Engaged

or 1 email click

<
<%

d
\
Retargeting Retargeting
(Media 1/2) Engaged (Media 1/2) Media Retargeting 2

ROI Calculators are a powerful tool to show
customers targeted, tactical outcomes of
implementation of Lumen solutions.

Why is Security Critical
for Your Business
Expansion Blog

What will be created:

- LinkedIn Conversational advertisements
- Email content

- Updated assets for email drivers

\ \ A
Step 1: Step 1: Step 1:
L} Activity flagged in SFDC Activity flagged in SFDC Activity flagged in SFDC
_ Retar etln assets Process Process Process
g g Step 2: Step 2: Step 2:
Review account activity Review account activity Review account activity
and contact background and contact background and contact background
Step 3 Step 3 Step 3
Existing sales materials Existing sales materials Existing sales materials
for study (Seismic sales for study (Seismic sales for study (Seismic sales
- - - room) m) room)
Wh - » FSI Hook Deck + FSI Hook Deck » FSI Hook Deck
ere lt W rlve. « Driving innovation in « Driving innovation in « Driving innovation in
FSI deck FSI deck FSI deck
« Adapting to change « Financial | Services « Financial | Services
. . . infographic Playbook Playbook
» Financial | Services Step 4
This play should drive to either an SDR or
 J Step 4 \ Begin Sales outreach 1

sales follow up, or a general retargeting pool.
[t also acts as an intent tool to move account

level prospects into the proper user journey
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PLAY TYPE 5— SALES ENABLEMENT

Whatisit:

This is a series of sales enablement materials
which will be delivered via Seismic. The
materials are specifically designed to help
with direct sales outreach to accounts in our
three intent groupings, networking, security;,

Security Intent

UC&C Intent

Networking Intent

High-touch Sales Engagement High-touch Sales Engagement High-touch Sales Engagement

i Challenge CTA

and VOICG/UCC ! call 1 . /') How are these financial Call 1: Email 1 + InMail 1 Retail trends a

" ' Call1: trends impacting you? ) LI Connection . : :
: /) Introduction to Lumen (Omni-channel Email 2 + InMail 2 Retail trends B
' g LI Connection Security solutions (SASE, experiences hook)
E \ DDoS, Managed Services o Email 3 Variable
i 1l .
i Email 1: The New .". Email 1:
=  Rules of Networking _ UCSC Sizzle
What will be created: : o o o r o securng o o
] : Outreach/ Question your data in a data? Outreach/ .
' g Meeting (Enhalr_wcing ieCL‘I"my ’ Meeting i Challenge CTA
h h : request compliance hook) request

- 9-touch outreach sequence | - - e o

! eeting Call 2: Follow y eeting eeting i -
. . : up to Security Set | Set ! Email 3b vSOC question

- Direct Sales emails o |
: : Email 3¢ UC&C call volume
: stat

Direct LinkedIn Connect and InMail | M 1. .
Email 2: Adapting to Financial Industry Email 2:
Outreac ichange infographic Trends 1 UC&C Brief
i /) InMail .
. Outreach/ f) ) InMail
B Call SCFIptS ° Meeting g :CIMa'.' Outreach/ ) Outreach/
request eeting request Meeting
\J v request

- Conversation Guide

Call 3: Call 3:

What is your role: !

Email 3: Financial Industry -
Trends 2 Email 3: TBD ><

Day 1, we are asking teams to review
materials and prepare. As assigned accounts
show action (i.e., intent movements across the

__________________________________________________________________________________________________________________________________________________________________________________________________________

account, new contacts from content
programs, activity across L.Lumen domains or
actions in marketing materials) we will alert
reps through weekly automated emails.
Arming yourself with the context of those
movements in SFDC/ Demandbase, outreach
sequences can be deployed by sales teams.

Suggested existing presentations

- Retail Hook Deck (4 key retail
industry trends)

- Modernize your network customer
presentation

- Lumen SD-Wan Overview

Customer Presentation

Suggested follow-up assets:
- The Fastest, Most Secure
Platform for Next-Gen Apps
and Data

Suggested existing presentations

eeting
inished

- Protect Business Productivity &
Information customer presentation
- Lumen SASE Assessment
customer presentation

- Lumen Professional Security
Services Customer Presentation

- Lumen Ransomware Assessment
Customer Presentation

- Trusted security advisor and
partner

Suggested follow-up assets:
- Securing data and systems in
omnichannel retail brief

eeting
inished

Suggested existing
presentations:

- Lumen Enablement Services for
UC&C

- Lumen Cloud Communications
Customer Presentation

- The Enterprise Journey to Cloud
Communications Customer
Presentation

Suggested follow-up assets

- 5 things to look for when choosing
a UC&C provider

- Future-ready communication and
collaboration infographic
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CONVERSATION GUIDE + SALES EMAIL EXAMPLES

Where they will drive:

These materials are designed to help with pre-
briefing, written outreach (email and LLN), and
prospecting calls that ultimately result in setting
meetings.

SELLER’S GUIDE

Context setting / Purpose
This seller’s guide is designed to prepare you for your follow-up conversation with business and technical

CALL SCRIPT (Networking)

I

Hi, [PROSPECT NAME], my name is [SELLER NAME] and I'm calling to discuss how a Requirement: Sentence case. No ending punctuation. decision makers in banking and finance organizations who responded to one of your seller outreach emails or
flexible, smart network can help [PROSPECT ORGANIZATION] excel in the competitive Transform your business with smart networking LinkedIn messages. It provides relevant information across the categories of Networking, Security, and UC&C
world of banking and finance. to help you structure your first discovery conversations with an account after a formal call has been scheduled

in your initial outreach.

Getting started questions: List of questions to help start the conversation and connect to email outreach |

-------- Réquirement: Sentence case. No ending punctuation.
personalized customer experiences across all banking platforms, including branch Smart networking for financial institutions Depending on what emails have already been sent there are a host of different call script modifiers that can be
locations, online, call centers and ATM networks. ’ used to ensure your calls are contextually relevant to what the account has already seen. Here are some

modifiers that can be added to the call script provided to make it contextually relevant.

Recommendation: 350-1000 characters approx. May include bullets. Networking
C AL L SC RI PT (S ecu I'it ) Requirement: Sentence case. Standard punctuation. _ _ _ _ _ '
y Hi {{contact_firstName}}, Outreach Modifier A: (If Networking sales email 1/LinkedIn InMail 1 has been sent with no response): | know
reliably connecting to and collecting data from different sources like applications and on-premises and cloud
) . As a [TITLE] at Lumen, | work with businesses in the banking and finance industry on data storage locations can be difficult. How are you currently managing that data, and do you feel that data is
agra ed: 5 sentences Max enhancing their networking solutions. Research from Deloitte reveals that a staggering being fully accessed and utilized?

57% of businesses face agility issues with their legacy systems.' Are the networking

Hi, [PROSPECT NAME], my name is [SELLER NAME] and I'm calling to discuss how tools you're currently using at [COMPANY NAME] standing in the way of your progress?

you can protect [INSERT ORGANIZATION NAME HERE], your customer’s data and

your brand reputation from escalating cyberthreats in the financial industry. If s, we should talk. If you have 30 minutes to I'd welcome the opportunity to

Financial institutions like yours store and transfer large volumes of money, making them discuss how scalable and flexible smart networks can seamlessly connect your

more vulnerable to cyberattacks than other businesses. For cybercriminals, attacking applications, devices, cloud and on-premises data storage. Let me know what works for
financial institutions offers multiple avenues for profit through extortion, theft and fraud. you and I'll set something up.

From financial losses to reputational damage, to penalties, to insurability issues, to legal

liabilities and beyond, the risks are many. Thanks,

With Lumen, you can protect customer data, secure devices and minimize attack risks [NAME]

across your organization. When you have time for a longer chat, | can take you through [TITLE]

Lumen’s advanced threat protection and intelligent detection so you can mitigate the
effects of cyberattacks.
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HOW TO COMBINE ACGOUNT & CONTACT MILESTONES

When we dug into enterprise selling motions with an ABM lens, we had to consider both contact level actions
and account-level activity (intent signals). We don’t need to throw out old processes, but we do need to layer on
new measures and define the rules for how our marketing changes based on key identifiable moments in the

buyer journey.

What that looked like for Lumen, was the introduction of three new measures (MAA, MQA, SQA) and six key
moments that we called “graduation points” where we changed/pivoted their marketing tactics to more
effectively allocate marketing budget and resources based on performance.

ACCOUNT

CONTACT
MMWM

Sl

Designation

Graduation
Point 1

Unknown or
Unqualified
Contact

MQA

Identification

Graduation
Point 2

MAL
Creztion

Graduation
Point 3

SQA

Identification

MQL
Creation

Graduation
Point 4

Pipeline
Opportunity

SQL
Creation

Graduation
Point 5

Won
Customer

Customer

Graduation
Point 6
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THE SOLUTION

Finally, we enhanced Lumen’s internal capabilities with
new KPIs to track account progression and a
comprehensive ABM training program delivered through
ABM bootcamp sessions. This training equipped Lumen's
teams with foundational knowledge and advanced best

practices for implementing ABM strategies.
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PLAY LIBRARY

aprilé

Full funnel: Paid media tactics
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A robust ABM framework that combined strategy, tools,
and training to address LLumen’s unique marketing
challenges. At the heart of this effort was the creation of an

ABM playbook——a dynamic library of pre-configured,

= ™ "“['l"""'l""” - - ot e stegnity agnostic plays designed to guide Lumen's marketing team.
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ABM ENGINE TECHNOLOGY STRUCTURE AND FLOW THE SOLUTlON

= """""""" _______ t \ To enable Lumen’s the scaled ABM 1aunch, \W audited,

AAAAA

L - / = mapped, and identified gaps throughout the technology,
e =l \ 5 B people, and process. We knew the initial go-to-market
needed to leverage existing data sources, while also adding
—{ = - & u el | re e an operationalized intent layer. This would allow us to
. if Ao IR B o=y - ‘ m N s slowly introduce new account-based tactics and metrics,
2 T | = o 'i“ - while still maintaining and reporting on LLumen’s existing
- T o — demand generation KPIs. In parallel, the model we built

tttttttt

L = e iy i n e would need to be accompanied by a training program to
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[.Lumen

ABM 201

Agenda Process Overview

= R &

Build It Run It

Full funnel marketing

Process overview / reminders

Foundation Optimize

Graduation points and definitions

THE SOLUTION

Finally, we enhanced L.umen’s internal capabilities with

* Monthly cluster
strategy & play
optimization sessions

* Marketing + sales
bi-weekly syncs

Creatin gan dal Ig nin g clusters Program pre-work to identify Program Insights

+ Cluster opportunity * Imperatives + sales workshops
* Monitor account
activity * Quarterly planning +

Ad hoc play creation

Projections, budgeting, and scenario planning . 1CP development rogram Design

* Investment Planning * TAL creation

KPI development

* Program reporting
* Cluster marketing and sales * Program strategy development

Demandbase deep dive Kickoff + play identification

» Content audit & BoM creation

Helpful best practices

* Play development & execution

Play selection, sizing, and library deep dive
(Lucid)

2 © 2024 Lumen Technologies. All Rights Reserved.

Investment Planning

Part of the planning process is working
through budgets based on existing
benchmarks (average opportunity
value, pipeline conversion numbers,
etc.). By starting with a revenue goal
and working backwards we can ensure
we right size spend and account list
quantity. Through the process, we can
answer key questions.

Do we have a viable ICP / Cluster based on
customer value?

How many clusters / accounts should we
target at once?

How much should we plan to spend per
account?

How do we divvy up our budget between
different phases of the buying journey?

What is the projected ROI of the effort?

+ Systems set-up & orchestration

1" © 2024 Lumen Technologies. All Rights Reserved.

LUMe=N'

ABM Maturity Model

Strategy and
approach

Sales and marketing
alignment

Cluster approach

Technology
alignment

Measurement

Exploring
Planning your ABM Strategy

Philosophical Alignment

- Shared belief in an account-based
approach

- Commitment to collaboration

Top Targets
-1:1 - Top 10-20 revenue generating
accounts

Bottom of the Funnel/Lead Gen
- Account data append
- MAS/CRM use

Campaign performance
- CTRs

- Conversions
- Inquiries
- MQLs

n © 2024 Lumen Technologies. All Rights Reserved.

Maturity

Experimenting
Piloting, measuring, refining your
approach

Operational Alignment
- Target account selection
- Planning and execution cadence

Company Size or Industry Targeting
- Mid market vs enterprise
- FSlvs manufacturing vs healthcare

Digital connections

- Account-driven Ads/attraction
- Account website engagement
- ABM platform use

Account Performance
- Account reach, lift
- Trackable MQAs and SQAs delivery

Expanding
Increasing account coverage

Executional Alignment

- Team reviews of account activity and
follow-through

- Mutual respect of contributions

Sales Cycle Targeting

- Prospect vs customer

- Pre-sales engagement. Vs. pipeline
push

Full Funnel Digital

- Stage-based Account

- Customized Website engagement

- Display/Social, ABM, MAS, and CRM
platforms connected

Revenue Performance

- Predictable MQA, SQA delivery
- Team-sourced Pipeline

- Funnel velocity

Embedded
Driving strategic growth

Metrics and Goals Alignment
- Shared across teams
- Connected to business impact

Positioning/ Targeting
- Technology footprint

- Competitive displacement

- Regulatory issues

Analog and Digital Full Funnel

- All account activity tracked and
operationalized. Full-funnel digital
connected with physical events, field
and sales activities.

Business Outcomes
- ACV

- Close rate

- Retention/upsell

LUMeN

new KPIs to track account progression and a
comprehensive ABM training program delivered through
ABM bootcamp sessions. This training equipped Lumen's
teams with foundational knowledge and advanced best

practices for implementing ABM strategies.
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THE RESULTS

Within just six months, [L.umen successfully transitioned its

field marketing teams to adopt ABM practices, positioning

them for continued ownership and growth of the program.

Tactically, the campaign delivered impressive outcomes
across key segments. In the large enterprise vertical,
proactive proposals exceeded expectations, with the finance
cluster achieving a 264% increase in funnel size and a 131%
increase in open opportunities. Retail efforts saw moderate

gains, including a 10.2% increase in open opportunities.

Public sector outreach was highly successtul. In healthcare,
Demandbase campaigns exceeded impression goals, while
LinkedIn achieved a 0.84% click-through rate, surpassing
benchmarks. Public administration campaigns generated
over 6 million impressions on Demandbase, while email
initiatives achieved a 32% open rate——significantly

outperforming industry standards.

aprilé

Fivones el
2647% 1317%

Increase n Increase in open
funnel size opportunities

il Ons
102% ' 100%

increase in open Accounts reached
opportunities

By driving measurable gains in funnel growth, engagement, and open opportunities, the
campaign not only advanced LLumen’s business objectives but also equipped their teams with

the tools and training to sustain long-term success in a highly competitive market.
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Defining the Ask april‘
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STRATEGIC RETAINER SCOPE OF IW/ORK

ALLOGATED TEAM

Trent Talbert
Head of Strategy, Growth &
Innovation

Lisa HoLung
Media Director

Sara Gonzalez
Media Strategist

Vanessa Murillo
Integrated Communication

Strategist

Megan Raburn

Associate Account Director

S E R\I I G E S Services may include but are not limited to

Program Audit

« Evaluate offerings, account structures, sales materials, and personas.

« Conduct content audit, identify gaps, and propose a recommended
bill of materials.
« Review sales workflows and enablement best practices.

Technology Audit
« Assess AMD’s tech stack for delivering account intelligence and
recommend enhancements.

ABM Strategy

« Host ABM workshop to align sales and marketing, identify target
accounts, and set enterprise KPIs.

« Develop strategic plan: quick wins, long-term plays, and tailored
messaging. Deliver training on systems, messaging, and materials.

Campaign Monitoring and Reporting
« Bi-weekly reviews of account activity and reporting. L.ead
optimization sessions to refine tactics, messaging, and content

Education & Training: on & Training

« Onboard teams with ABM Foundations training and align Growth &

Performance marketing with sales.
 Present approved strategy for full adoption of plays and messaging.
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MANAGEMENT

Biweekly Status Meetings: A biweekly call with the
team to review progress and upcoming priorities.
These meetings would fall on the oft weeks of the Sales
and Marketing meetings referenced in Campaign
Management & Reporting,

Monthly Report: A comprehensive report
summarizing hours utilized and program progress

INVESTMENT
$400K

billed quarterly

It additional resources are
required, these will be billed at
the pre-agreed blended hourly
rate of $200 per hour



Q2-Q4 Timeline april‘

PLAN ON A PAGE

Develop strategic action

plan (plays, segment
messaging, KPIs)
SYS}‘;@HF & Systems, plays, and
technology messaging training
audit BoM creation for marketing/ . .
—— eross all ey —— Repor}‘img (Bl—wehelkly
. lavs/channels snapshots, monthly
signature Content audit ABM plays/ PLAYS LIVE deep dives)
_ | Fundamentals Marketing & sales
Onboarding Marketing/ Training touchpoint plan _ P
Program sales | Measurement Biweekly sales/ HOZL
Audit workflow Strategic action plan marketing O[PUIIIZEUONS
audit Workshop syncs begin

ONBOARDING & AUDITING BUILD OUT MONITORING & REPORTING

3 - 5 weeks 4 - 6 weeks Ongoing

April Six will audit all facets of the existing ABM program including core This phase will start with a workshop to align the Sales and April Six will continuously monitor, analyze, and share
offerings, sales materials, personas, and AMD’s tech stack to identify Marketing teams on program strategy and KPIs. A multi- findings/recommended optimizations with AMD in regularly
gaps and opportunities. This phase will conclude with Foundations and channel, multi-tactic, multi-stage program strategy will be scheduled status meetings.

Fundaments training for all Sales & Marketing teams to ensure a developed along with a BOM recommendation. April Six will

universal understanding of best practices. facilitate trainings on these strategies and workflows.






