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Fractional CMO $8O0M+ 60% +300%

Revenue Scaled Marketing Pipeline Lead Growth

Saa$ Tech

Growth Strategy GTM & Demand Generation

SaaS Revenue Growth - Global GTM - Enterprise Demand Generation



01 DIGITAL ELEMENT

Scaling SaaS Revenue: $7M — $80M+

THE CHALLENGE

Fragmented marketing, no unified GTM strategy, limited
ability to scale internationally or support enterprise sales.

Value prop, competitive Region-specific strategies across Full-funnel infrastructure: digital, SaaS KPI framework — CAC, LTV, Thought leadership, events and
positioning and enterprise buyer EMEA, APAC and LATAM. events, SEO, partnerships. pipeline contribution. media for enterprise sales.
personas.

RESULTS

$80M+ 60% +700% +200%

Revenue Growth Pipeline from Mktg Lead Growth (Events) Website Leads

Enterprise Clients:  [ue}uell ORACLE E E N ETFLIX




02 SMARTFRAME

Global Demand Generation Engine — 300% MQL Growth

Positioning

Value prop, competitive positioning & ICP/persona framework.

Function Build

Built global marketing from scratch (team, agencies, processes).

Global GTM

Integrated GTM across EMEA, APAC and USA.

Demand & ABM

Multi-channel: SEO, inbound, LinkedIn, PR, content.

+300% MQL Growth +200% Web Traffic

450
400
350
300
250
200
150
100

50

SmartFrame Key Results (%)

300

200

400

60

MQL Growth  Website
Traffic
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60% Mktg ARR



03 THOUGHT LEADERSHIP

Whitepapers, Authority & Enterprise Credibility

IP GEOLOCATION IN A
CONNECTED WORLD

Targeting & Trust OTT Sports Piracy The Power of Where Mobile Marketing
Mobile World Live / Digital Element Broadcast Series MadFest / Mediatel Industry Survey
OUTCOMES
J High-value enterprise leads from gated reports
J Sales enablement in enterprise deals
J Industry credibility via media and conferences

. Analyst engagement and category creation



04 ABM

Enterprise Account Based Marketing

Target Accounts
Personalised Campaigns
Enterprise Pipeline

Closed Deals

6 & 7-figure enterprise deals closed

NETFLIX
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GTM SYSTEM

The Scalable Growth Engine

B ICP & PERSONAS o VALUE PROPOSITION
e ICP & Personas

Buyer definition and pain
points

@ e Demand Generation

([ wermesa scue

ACL

Campaign and channel
strategy

@ oure

SCALABLE
ACQUISITION

HIGH
PIPELINE CONVERSION

OUTCOME: Qualified Pipeline -

Higher Conversion -

Value Proposition

Differentiation and messaging

Competitive Moat

Category positioning

Scalable Acquisition

- Investor Confidence

Pricing & Packaging

Monetisation strategy

Metrics & Scale

CAC, LTV, pipeline velocity




THE PLAYBOOK

SaaS Growth Framework

Market Positioning Typical Pipeline Mix

Category and differentiation

GTM Strategy

Segments and routes to market

Demand Generation

Inbound, content, events, ABM

30%

Pipeline Acceleration

Sales and marketing alignment ¥ Inbound ABM M Events Outbound

Revenue Scale

Analytics and optimisation

TYPICAL OUTCOMES

Accelerated pipeline growth Stronger market positioning Predictable demand generation Improved marketing ROI



04 GLOBAL EXPANSION

7-Figure Revenues in New Markets

Localised Messaging Regional Demand Gen Strategic Partnerships International Events & PR

Region-specific value props and content In-market campaigns and channels Local alliances accelerating entry Building authority in new markets

RESULT: 7-Figure Revenues Generated in New Markets




05 ENTERPRISE ABM

6 & 7-Figure Enterprise Deals Closed

Target Personalised Closed
Accounts Ll Campaigns Ll Ll Deals

6-Figure 7-Figure

Enterprise Deal Size Enterprise Deal Size




RESULTS DASHBOARD

Portfolio Performance at a Glance

Revenue Growth ($M) Lead Growth Index (Base 100)
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+200%
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Revenue Pipeline




Digital Element: Available Datasets
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SmartFrame Technologies

O SMARTFRAME

The SmartFrame wa .
Guide to In-Image 0 Wavemaker UK Edhargeniine
Advertising j; ¢ o-® o

44 Is context still king?
Could contextual be the future of digital advertising?
In a recent roundtable hosted by NewDigitalAge and SmartFrame vile Vaisvilaite of SmartFrame Technologies joins our expert panel at
2 0 | Manager, Emma Moorhead, joined industry ATS London to explore how the impending revolution in the privacy
volution of contextual advertising. landscape, coupled with the evolution of Al and Machine learning, has
given contextual a new lease of life.

Read the n's key insights below to learn more about how

The SmartFrame Guide to In-Image Advertising - Download it advancements in machine learning and Al are driving the contex Limited tickets remaining: https:/finkd.infeD-

Ti‘adel‘Talk TV Watch here agenda, the role of creativity in contextual advertising, and the

measurement metrics for contextual campaigns.
vire
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The Virtuous Circle and the
Importance of Contextin
Post-privacy Ad Tech <

Bill
Swanson

Daniel
Sichel

Community Showcase (l a' i Drmy!ro Bielievtsov
Creating an —
ecosystem for

content transparency

fer,

Context has always been a
big part of traditional media

7 campaigns, so I'm really
Nathan Freitas excited about how we can take

e ehered over years and years LONDON2023

GREGOR SMITH

GLOBAL ADVERTISING
SALES DIRECTOR

and apply them to the world of A i Session
z digital and addressability. Cout al be
| el = May 24th @ 12-1pm ET Patrick Krupa cout

sh re

ue opportunities

What does SmartFrame offer you? 3

ef Product Office

PES - « Mo+ tnrtin it ot D

T " SPaRT e
=8 @ 190 '| INDUSTRY —E
S g ey — T

Aotenevgec™  cretnmt " Sai s
77:01:16:14 Y Coe e st = @ comvems

Entries Close SHR A oMt Beatog

i‘ "‘ ; B e

4 (4 [d L v
- *——

s o s e snaseg ot poneurced et

T ‘ J .
\ S« 4 The FEVO Sport ilitlustry Awords 2024 entries are now open




O SMARTFRAME

The Rise of Contextual
Targeting in a
Cookieless World




O SM;\RTFRAME
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‘ormance Marketing World

The top performance marketing campaigns this week...

] 5 s o s ExchangeW|

virtual 7 metre shopfronts, PMW picks the standout performance marketing Theb of me
campaigns from brands.

The top 5 this week are:
Premier League - Doppelgénger, ROSE Digital, Niantic, Inc

‘{ustrg An in-depth look at what’s
s 3 redefining the future of media,
New Zealand Rugby - SmartFrame Technologies, Action Press eview 2023 marketing and ecommerce.

Carlsberg Group - iProspect

The Value of Attention in Ad Tech's
New Era - Q&A with Gregor Smith,
#marketing #performancemarketing #campaigns #digital #football SmartFrame

#newzealand

Find out why they made the list here: https://inkd.infehmerumt

2 Dillon on 11th Ma

WPLOADING B v ‘ Y . v ﬂmun

Image Streaming:
Bringing transparency
and fairness to the
media supply chain

Premier League, Sprite, The Big Issue, New Zealand Rugby and Carlsberg: top
5 performance marketing campaigns this week

age streaming: bringing transparency and fairness to the media
pply chain



LET'S GROW
YOUR BUSINESS

Andrew Ashley - Fractional CMO

$80M+ 300% 60% 5 ABM

Revenue Scaled Lead Growth Pipeline Global Markets Enterprise Deals
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