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What Are We Going Talk About?

* Who is 4R?

= Marketing Automation
= Sales Automation

= Metrics & Learnings
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O Academically Founded )

O  We Wrote The Book

O Retail Analytics )
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The Challenge

= Small Internal Marketing Team

= Qutsourced Marketing Creative Services
= Strategically Grow The Company

* Marketing Experience — Minimal

= Small Budget!
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Where We Came From....

o
TING YW #B82BMX

B2B:/C1ENG

E
A



What Was Happening?

= We sent email blasts rather than engaging in customer dialogue.
= |nefficient by wasting time on manual campaigns.

= Email marketing existed in a silo. The customer click became lost.
= Segmentation & targeting are subpar.

= “Trigger insensitivity” — in ability to listen and respond in real-
time with a one-to-one response that goes directly to the
prospect.

= You couldn’t tell if the email is driving pipeline or revenue.
= We had "frustrated” sales team.
= Didn’t drive top-line sales growth.

MARKETING
EXCHANGE




Marketing Supporting The Sales Funnel

Targets / Leads
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Marketing Supporting The Sales Funnel

Targets / Leads

W CRM Managing Customers
e
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Marketing Supporting The Sales Funnel

Targets / Leads

Prospects Marketing Automation Turning Known Buyers

in to Customers

Managing Customers
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Marketing Supporting The Sales Funnel

Account Based

Targets / Leads
Marketing (ABM)

Capturing New Buyers

Prospects Marketing Automation Turning Known Buyers

in to Customers

Managing Customers

Messaging Email Blasts
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Marketing Solutions

Reporting/Attribution

Content Engagement

Scoring/Targeting

Automation

Database

Social Media

Data Sources &
Intelligence
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Marketing Solutions

} Reporting/Attribution
} Content Engagement

} Scoring/Targeting

} Automation
} Database
} Social Media

Data Sources &
Intelligence




Marketing Solutions

Google Analytics } Reporting/Attribution

} Content Engagement

Manual Process _ } Scoring/Targeting
} Automation

} Database

} Social Media

Data Sources &
Intelligence
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Marketing Solutions

Google Analytics } Reporting/Attribution

} Automation
} Database

Data Sources &
Intelligence
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Insights Dashboard

Group
[ 4R Systems

Date Range

Last 7 Days ~ February 10, 2019 to February 17, 2019

Channels

(o View Funnel @
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View Funnel Trends
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Player Insights in 4R Systems & Jan1,2019 - Jan 31, 2019 ﬂ Filters
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Marketing Solutions

ToutApp } Sales Automation
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to u t a p p 1. Introduction to 4R Created by You a year ago
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An Adobe Company Maximize Your Inventory's Financial Return
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{{first_name}},

I'm excited to introduce you to 4R Systems, an inventory and assortment optimization provider
specializing in driving top and bottom line performance through an advanced analytics approach that
maximizes your financial potential

Retailers like Vitamin Shoppe, Tiffany, Pep Boys, Family Dollar, Sur La Table, Dillard's and a very large toy
retailer use 4R's fully-managed SaaS platforms to increase in-stocks and turns as well as increased top-
line revenue growth. We can do this without the retailer needing any staffing increase or advanced

sciences expertise!

| have embedded a short video that highlights our approach, solutions and benefits.

4R

Value Ci ’.or Suite

Low Risk e Cloud Based
Profit Optimized Inventory




toutopp

11) Marketo’

An Adobe Company

1. Company Targeted

Q VIEW: All v = Page 1of 1
] Template ., Emails Sent Team View R... Team Click ... Team Reply ... Last Updated Creator
O 1. Introduction to 4R 0 0% 0% 0% ayear ago Mark Garland

. 2. Profit Optimizing
0 0% 0% 0% 10 months ago Mark Garland
Inventory

- 3. Assortment
(] . 0 0% 0% 0% ayear ago Mark Garland
Optimization

[J 4. Client Success Stories 14 0% 0% 0% 8 months ago Mark Garland



eoce Marketo Sales Engage
& https://toutapp.com/live @

toutapp

- 11) Marketo

An Adobe Company

Engagement Tasks Target

Espinosa Valdez Jorge >
Email: Inventory Benchmark

(o)

Viewed your email
Oct 16, 2018 12:43 PM in Saint Louis, MO

o

Viewed your email
Jun 18, 2018 8:57 AM in Woodstock, GA

Matthew Whittington >
Email: 4R Assortment Optimization

o

Clicked on embed .vidyard.com/share/Q239...
May 18, 2018 6:08 AM

Q Clicked on embed.vidyard.com/share/Q239...
May 18, 2018 6:06 AM

View 2 more +

Chris Visagie >
Email: 4R Assortment Optimization

Q Clicked on embed.vidyard.com/share/Q239...
May 18, 2018 6:08 AM

© Clicked on embed.vidyard.com/share/Q239...
May 18, 2018 6:07 AM

View 2 more +

Brent Kirby >
Email: 4R Assortment Optimization

Q Clicked on embed.vidyard.com/share/Q239...
May 18, 2018 6:07 AM



‘. 0 e Marketo Sales Engage

@ https://toutapp.com/live

TODAY'S ACTIVITIES
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Engagement Tasks Target
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o

o

Espinosa Valdez Jorge
Email: Inventory Benchmark

Viewed your email
Oct 16, 2018 12:43 PM in Saint Louis, MO

Viewed your email
Jun 18, 2018 8:57 AM in Woodstock, GA

Matthew Whittington
Email: 4R Assortment Optimization

Clicked on embed .vidyard.com/share/Q239...

May 18, 2018 6:08 AM

Clicked on embed.vidyard.com/share/Q239...

May 18, 2018 6:06 AM

View 2 more +

Chris Visagie
Email: 4R Assortment Optimization

Clicked on embed.vidyard.com/share/Q239...

May 18, 2018 6:08 AM

Clicked on embed.vidyard.com/share/Q239...

May 18, 2018 6:07 AM

View 2 more +

Brent Kirby
Email: 4R Assortment Optimization

Clicked on embed.vidyard.com/share/Q239...

May 18, 2018 6:07 AM
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Ken
Michael
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Search
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Lopez
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Howes
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Vice |
Direc
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Monica Dah| SVP Marketing, Omnichannel & PR | Christopher & Banks Corporation

About Engagement History Tasks Sales Navigator

m SALES NAVIGATOR

Monica Dahl - 2nd
Sr. VP - Planning & Allocation / eCommerce at Christopher &
Banks

14 years 10 months in current role
Greater Minneapolis-St. Paul Area - Retail

Icebreakers Get introduced Related leads

Highlights

2 shared connections
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Metrics

= 8—-12 % open rates ??
3 k 3 - v 2
Engagement Metrics v By Day v & v fIT

I Current

= 10-12 % click through rates

= Significantly grown &
strengthened out pipeline.

= Expanded marketing in to
Mexico, Europe & Brazil
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Learnings

= |ntegration across solutions is important
= Phased Implementation — Marketing Automation first
= Marketo Landing Pages vs Website Landing Pages

= Sales Automation Was Key!
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