1:Many ABM: Supply Chain Management for Retall

OBJECTIVE ABM ‘modern marketing approach’ Asset suite

Addressing the intrinsic marketing challenges in driving net new logo acquisition and expansion. ..
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Drive net-new logo awareness and early pipeline in a crowded, competitive
market—while aligning marketing and sales around a scalable, customer-centric
and data-driven ABM motion. : e
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Responsive ABM: Phase 1 Deoper Dive ABM: Phase 2

ABM Impact - Typical impact

ABM Program « More Opoonunties. More Revenue, Moher Average Deal Size
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Our

APPROACH approach

akad - ~Lrn
We will run a “‘Responsive’ ABM program 10 a subset of must win accounts, helping p s [

Took a persona-led, intent-informed approach to 1:many ABM—Iayering e e s e BRI 9 il ==
coordinated digital channels with sales-assisted outreach to engage buying o ot syt ol o v amroes of N shors o Sy G m B 2
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committees within high-value supply chain accounts. Governed execution o nrease cuves 517 ' e

Based on propensity 1o buy and marketing and sales engagement, acCounts are

through bi-weekly sales alignment and pipeline reporting to ensure focus, SEEon Romie o s WO A S - o T .35

accounts will receive persona-driven, hyper-personalized Sales and Marketing prospective accounts

touchpoints focused on opportunity creation and deal acceleration

accountability, and measurable pipeline impact. R =
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RESULTS Value proposition

C-level financial, sourcing & procurement decision-makers and finance
operations leacers in fashion, footwear & appared retail

RESILIENCY SUSTAINABILITY GROWTH

80% reach to target accounts e ) e
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60% engagement from target accounts s S e s

1o digitally transform fnancial and supply chain operations, maxdmizing their potential and performance

20 Sales Accepted Opportunities
~$3M influenced pipeline

Infor Nexus Supply Chain Finance & Procure to Pay Platform (SCF & P2P)

a single, scalable platform for greater supply chain assurance, data-driven, end-to-end agiity and financing program inno

Is the workd's largest global supply chain network, connecting brands, retallers,
manutacturers, suppliers, logistics providers and banks for mutual benest

TOOLS USED >»> DEMAND L ASE S pardot E o OutrecCh
ads

. ®
zoominfo i DOMO

Power BI




	Slide 1

