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Welcome



WE ARE 
A GLOBAL GROUP 
OF INDUSTRY 
SPECIALISTS 
CRAFTING MOMENTS 
THAT MATTER FOR 
BRANDS SHAPING 
THE FUTURE.

Introductions



A BIT ABOUT US
• 140-strong 

• 24 years in business

• Strategy, creative, account, media, and analytics

• Global footprint US, UK, Singapore, Germany

• Experience in hardware, software and services

Our global footprint



Our 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



BRANDS
WE’VE BEEN
PROUD TO
PARTNER 
WITH

Clients



OUR CONTENT PHILOSOPHY



1 
CREATE MOMENTS OF 
ENGAGEMENT WITH THE 
TOTAL ADDRESSABLE 
MARKET

FULL-FUNNEL MARKETING MOTIONS

Early journey
CAPTURE INTENT-
RICH MOMENTS OF 
ACTIVE LEADS

Middle journey
NURTURE AND BUILD 
CONSENSUS 
THROUGHOUT THE 
OPPORTUNITY 

Late journey
2 3 

Requirements to meet any marketing objectives

INSPIRE 
CONTINUOUS 
ENGAGEMENT AND 
RELEVANCE

Post-purchase
4 



Bridge journey-stages, 
drive action, and 

capture intent

Fit buyer-stages and 
make a lasting impact.

CONTENT

DESTINATIONS
Highlight challenges 
and live with your 

audience

DRIVERS

FULL-FUNNEL 
MARKETING MOTIONS 
REQUIRE A CURATED  
JOURNEY OF MOMENTS



MARKETING NEEDS A STRATEGIC APPROACH TO 
CREATE AND DISTRIBUTE VALUABLE, RELEVANT, 
AND BRAND COHERENT CONTENT TO DRIVE 
ACTION ACROSS THE BUYER JOURNEY.

Content Marketing Imperative:

Content Marketing Institute (CMI)



GREAT CONTENT SHARE COMMONALITIES 

Audience driven content must anticipate audience 
needs, fit their environment, and help users who are 
increasingly self-directing their education process. 
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Fits the Need
Engagement generates value by helping 
brands understand intent and allowing them 
to create better marketing; but it needs to be 
an equal value in return. 

Captures Intent

Educate, entertain, agitate. All content needs a 
purpose. The content experience should match 
the purpose. We can blur the lines, but we 
should do so purposefully. 

Has Purpose
Solve a real problem within the buyer journey, 
provide hard to find information, document an 
approach, offer another perspective, or share 
pertinent news.

Adds Value

Our content beliefs



A long-term partnership, at scale

SUMMARY OF B2B CONTENT WORK
A variety of clients and content types

AWS WORK SAMPLES

Work samples



AMAZON WEB SERVICES
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Play video




Case Study

MIGRATE
TO MODERNIZE
With a multi-level global campaign targeting 
business and technical decision-makers in 
unexpected ways, April Six proved how 
AWS simplifies the journey from legacy 
technology to the modern cloud.



CREATE MOMENTS 
TO ENGAGE
Why migrate to the cloud

• Making the case for cloud migration 

• Migrate to modernize 

• Security benefits of the cloud

Migration Moments

EARLY JOURNEY MIDDLE JOURNEY LATE JOURNEY

CAPTURE INTENT-
RICH BEHAVIORS 

NURTURE AND 
BUILD CONSENSUS 

What to migrate to the cloud

• Migrating applications to the cloud 
(Windows, SAP, VMware) 

• Migrating databases, storage and 
mainframe 

• Modernizing your applications on the 
AWS Cloud

How to Get Started

• Lessons learned from successful 
migration and modernization customers.

• Managing and operating your 
applications on the cloud (M&G, CE 
specific)

• Secure your workloads on AWS

• Proven application migration customer 
journey (Assess, Mobilize, Migrate & 
Modernize) 



AWS migration



AWS migration



AWS migration



AWS migration
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AWS Migration



AWS migration



LEADING WITH CONTENT
5  Original eBooks/guides

6  Digital experiences

1  Evaluator tool

57  Social banners 

22  Site merch banners

16  Emails

1  Campaign microsite

1  First-call PowerPoint template

Work sample: AWS migration campaign



SUMMARY OF RELEVANT 
EXPERIENCE & EXPERTISE



Telling stories
(with targeted video)
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AWS thought leadership

Building a category
(by sharing expertise)



Motivating buyers
(by activating brands)



Creating experiences
(for deeper engagement)



Long scroll / long form



Breaking big
(in out-of-home & direct mail)



WORKING WITH 
APRIL SIX



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



CreativeStrategy

Sample team

Account

Erik Ulvestad
Head of Design & Digital

Trent Talbert
Head of Strategy, Growth & 

Innovation

CLIENT LEAD

Melissa Koonce
Head of Client Service

Carly DeLude
Account Manager

Brandon Arredondo
Associate Account Director

Grant Hutchinson
Creative Director, Content

Trevor Eiler
Associate Creative Director, 
Design & Motion

Tom Lucente
Head of Copy & Content

Farris Holliday
Strategy Director

Catherine Lennon
ACD, Content Strategist



Q&A






