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Welcome

AGENDA
• Introductions
• A little about April Six
• Our demand philosophy
• How we work
• Q&A
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Introductions

WE ARE 
A GLOBAL GROUP 
OF INDUSTRY 
SPECIALISTS 
CRAFTING MOMENTS 
THAT MATTER FOR 
BRANDS SHAPING 
THE FUTURE.
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BRANDS
WE’VE BEEN
PROUD TO
PARTNER 
WITH

Clients
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April 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
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Title goes here

WE HELP GTM LEADERS 
BRIDGE BUSINESS STRATEGY 
AND MARKETING EXECUTION
How? By integrating the capabilities of a management 
consultancy and a marketing agency—all underpinned 
by analytics, data and technology, and all under one roof. 
Net result: Accelerated performance. Zero signal loss from 
strategy through execution.

Our client focus       Brands in complex markets:

300 4 6 6
Expert
teammates

Integrated 
services 

NA & UK
locations

Key 
industries

+
GO-TO-MARKET STRATEGY 

MARKETING DATA & ANALYTICS

BRAND-TO-DEMAND-MARKETING

PUBLIC RELATIONS & COMMS

Part Consultancy Part Agency



DEMAND
PHILOSOPHY
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BtB CAMPAIGNS REQUIRE 
A FULL-FUNNEL APPROACH

OUR BELIEFS
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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

5 
SELL 
INTERNALLY

6 
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

13

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 
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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.
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Moments of engagement



Classification: Internal

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. 



Classification: Internal

Differentiation demonstrated
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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?
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Consensus building
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WORKING WITH 
APRIL SIX
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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
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COLLABORATIVE
We believe in working with our 
clients, collaborating on the brand, 
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

The creative process



QUESTIONS?




