Reaching Deeper Into the Funnel to Impact Win Rates

Dave Bruno
Marketing Director, Aptos
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Retail technology
1,100 Tier 1-3 clients
Selling cycle 3-9 months

ClO, CFO, CMO, VP Ops
Highly competitive

Global Brand
| Content Strategy
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I must be getting old...

GERS.

" Product Marketing & Management
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= Brand Marketing

= Sales Enablement

= (Content Strategy
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Now, we measure...

EVERYTHING.
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How about

Win Rates?
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How many days have pass
you sat in on a sales meetin
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are so busy...
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And we all know how
productive that can

#
f
e
o’ L

‘ > ~ -
B2B:ciiancel 2 =~ Yy #B2BMX



Ifyou aren’t paying attention,

You're leaving

to chance
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Blog Audio Podcast

Social Media Updates Video/Video Podcast
Infographics Microsite

Photographs Print Magazine/Newsletter

M | d = a n d b OttO m -le n n e | \ Digital Magazine/Book Primary Research

content is in danger of being

Unuse d ) M | suse d S

E Discounts/Offers/Loyalty club E

Useful Resources
Downloads

or Abused...




...and your brand message
may get mangled.
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Ninety. Six. Words.
Global Reach with Local Impact NINETY. SIX.

Central Management & Support Team

* Review and prepare Finalize schedules Confirm hardware received at « Perform any SW
Sow Image health check store configuration update:
« Order/Procure/Receive review L « Share documemanon with techs « Send installation recaps,
hardware Installation cutover task « Confirm tecl weekly scorecards
+ Confirm HW list
configuration Ii s staging/install
+ Planning phase with Pa e in store pilots
Project Team Train teams

Staging
] Center

Local Field Techs .Local Field Techs \ Local Field Techs

APAC EM
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Global Hardware Services .)ffer.m'.-‘

selling of
hardware

Engage with customer
to sell hardware

Engage with vendors
to assist in selling and
commercial
proposition

Benefit from Aptos
economies of scale
with key hardware

ardware Serygces

Unique:

Deployment
services
management

Project manage
deployment of
hardware to
customers’ estates

Take responsibility
for rollout plans

g Work in conjunction

with customers
for smooth
implementation

 Global Hardware Services Offering

Hardware
Staging

Ecosystem of 3rd
party staging partners
managed by Aptos
deployment services

5 team

§ hardware deployment . issue escalation

- In-ife support

installation
support

agreements) .
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Manage overall
performance of
pariners across
numerous
deployments

Desk based operation Support customers
to ensure that go-lives with issues, scope of
are implemented ‘work, problems or
according to plan concerns

Continuous

POS hardware
installation in early
period of new

support service for
customers as single

point of contact for development to

ensure ongoing
market relevance

L]
(warranty and Overall partner . ‘
extended support management 3 5 + Yy
L 4

sific Serwces

8 pt. font.
| SWEAR.

3

years experience
‘n
10K+ |

AL POS deployed |

<
Support customer . Provide a na;dware improvement plans 2 8 +

Feed into proposition
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We provide preferre

Ummm....
Kettle Bells???
N
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But do not despair.

In-deal marketing is actually a
content marketer’s dream scenario...
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ike shining bright spotlig
h your content targets .

Interests m——) |nvestments
Personalized ABM s Personal Stories
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When we saw the potential for customized, targeted content to impact our win rates...

We went ALL IN
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Ste

p 1: We earned the sales team’s trust
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Positioning
Messaging
Assets
Reaction
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No judgement!

Not before. Not during. Not after.

i
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Step 1: Earn the sales team’s trust W 26V
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ACTION PLAN

Now we could take actions based on our observations...



First things first:

Find the first deal

Collaborative salesperson
Feasible workload
A winnable deal

BZBEXCHANGE
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Next, we dug in and
we did the work

Collaborate

(Lots of) Research/ ’A\\
Discovery | i/ B
Store Visits @
Brainstorm (with the tea m)’"

Tell our value story
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Cassie’s

| accept technolog

lopment
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She lives and works in Fairfax, Virginiai.a /) - oty “Rnd they arelin tfle‘gbfeeessef =% ci=

Washington, DC Suburb Building Her Dream Hotee
IU——
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PATRIFAXS CORNIER 145 CINIEMAT D B HUNE
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& E,|

Later that day, they all head to

Fairfax Corner Cinemas...| Disney Sensation

...to catch a matinee of the latest

After the movie, they‘




As the house nears completion,
she begins a search for

Design
Inspiration

As they shop, Cassie saves their favorites to her

Personal Wish List

On a lazy Sunday morning, she brews a cup of tea and

Begins Her Research

Cassie and Mark review her selections and

Alex Checks Availability




Meet...

Alex Gordon

Personable, Outgoing
5 Years in this Store
Top Trade Rep in Fairfax

The store team schedules an appointment with a

Design Consultant

Alex meets them in the store, ready with Cassie’s

Customer Profile



Hi Cassie,

Our in-home:

con: su\tato n on
26/

While riding MARC to work, Cassie receiv

An eMail from Alex

P

Contlict Resolution
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A Happy Ending

R

)

After shipment has been conf rmed A|ex is alerted so!at she can

Check on Isla’s (Obvious) Happiness
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Our account executive:
was positively elated...”
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And the prospect was so impressed they
actually called our CEO to thank him
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But nonetheless we persevered.
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Engaging €

2 + ©2016 Aptos,Inc. All rihts reserved.

+ ©2016 Aptos, Inc. All ights reserved

Mov
= Very distinct fashion sense

4+ ©2016 Aptos, Inc. Allrights reserved.

Compelling Characters

CONTACT

NOTES'

STYLE SHAPER SURVEY RESULTS

N
Inside the store, Allison receives a reminder to stage the fitting room with

Recommendatlons for Garrett



Consequently, he often has

Energy to

Eustomer Profile Information




The store visit is quicl.
efficient and successful a

Garret Doe —

n time and her gifts

One Customer

€] Wish List Management

P| Loyalty Programs
Customer History
Special Events

CRM - Cllenteing

One Interaction

Point of Sale
Digital Commerce Integration
Wish List Integration

POS - Mabile POS * Dig POS - Mobile POS * Digtal C

One Order

1) Enterprise Inventory in Cloud
" Order Management
POS Visibility and Worklist
Customer Communications

Enterprise Order Management
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GAME ON

| CARNS20 WHEN YOU
S HT200 POINTS.

TUU'KE UNLY >
FROM EARY

help

{er to Exercnse

CONSISTENT GROWTH

MY REWARDS

And Aptos has the tools to help you vTogether we can ﬁelp her

Engage Her Differently Reach Her Own Winner’s Circle




So Many Journeys R = STORES

——

Camping Retailer

Tracklngand enriching ipter,actionp". a.t\\ 7 R 7
Web Experience || Corporate Properties
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@ 4-yr okd German Shorthaired Peinter

- per is truly a
Fitness fanatic

She is currently in a

Committed
relationshig
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We definitely improved our storytelling
(and our win rates) for the deals we were in...
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@{eys to Effective Resource Selection

1. Must include marketing and sales (pre-sales)
BOR. ... 2. Must become part of their job/compensation Yy #B2BMX
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Almost 1,000 searchable images

= > Aptos PPT Images 16x9 Q Search




169 slides

Custom and creative layouts
Sample slides
Infographics

YW #828BMX
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Making existing assets share-able

~ > Brand Storytelling

Name ¢ HHER

So Many Journeys

My Shopbing
Preferences

i't




OOCRRS
SOBOBEB0

v v
Q o=
© mmm k
o S
S 2o
O ppc
i cC B =
Q = S 4
W SV
P =
om mpﬂ i
om Smm (@)
SO ) 2
ofd c T QO e
e © O 0 2
S o =20 &
O O O O
N
m



’ @davethewavesd

Modern presentation skills training (2 hours)

Human brains simply can’t do what
bad slides require of them.

And we absorb nothing. /

(Everything just spills out of our heads)

aptos
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Slide crafting 101 and 201 (4 hours)

Stores are
fully engaged

Shoppers are taking full advantage of

PowerPoint helps with alignment, but the store as a fulfillment option

Use crop to optimize
your composition

Carefully set the area of focus you prefer

These objects are groups,
and the charts live within
the groups

23.5%

Use the [Shift] key before you begin sliding the image

Endless Aisle Pick Upin Store  Ship from Store

Important slide crafting best practice

Keep the template handy
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Brand storytelling workshop (2 hours)

Bécdnﬁé a bétter
Storyteller
Tip 2: Craft Clever Slide Headlines

7 No more than

. Six Words. Ever.
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All 8 hours managed via LMS

LEARNING CENTER

Home  Leaming

Hi David! What would you like to learn today?
@ 9 Completions

X 6 Hours

Your Subjects Add |
|

b

You don't have any subjects yet. Add a few to get
better recommendations.

id

Your Language(s) ¥

Transcript View

0 0 1
PAST DUE DUESOON  ASSIGNED /NO DUE
DATE

ASSIGNED / NO DUE DATE

Aptos Omni-Channel Use Cases : -
Registered Power Hour Session Aptos ONE at NRF

Most Popular

Aptos ONE Consumer
- Launch (FY19Q2) - Apt 2019 Journeys - NRF Taking Advantage of the
New PowerPoint




§Observe, evaluate...




MEASURE




By marketing'deeper within the deal,
we now act with greater collaboration,
we tell better brand stories...
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