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Welcome

OUTLINE
• A little about April Six
• Our Web philosophy
• Work samples
• Web process
• Q-SYS work at-a-glance
• Marketing themes
• Discussion/ Q&A



Classification: Internal

CreativeStrategy

Team Structure

Account

Erik Ulvestad
Head of Design & Digital

Catherine Lennon
Associate Creative Director, Copy

Trevor Eiler
Associate Creative Director,  Design

Farris Holliday
Strategy Director

Enrico Walser
Digital Strategist

Trent Talbert

Head of Strategy, Growth & 
Innovation

CLIENT LEAD

Melissa Koonce
Head of Client Services

Carly DeLude
Account Manager

Brandon Arredondo
Associate Account Director

Jason Fell
Developer
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Introductions

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

A BIT ABOUT US
• 140-strong 

• 25 years in business in 2025

• Strategy, creative, account, media, and analytics

• Global footprint US, UK, Singapore, Germany

• Experience in hardware, software and services

• Entering 2025 as a Marketbridge company

https://marketbridge.com/
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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
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BRANDS
WE’VE BEEN
PROUD TO
PARTNER 
WITH ON 
WEB WORK

Our Web Clients
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BUILDING STRONG,                
MODERN WEBSITES
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1.. 
DESIGN FOR CONSENSUS, 
BUILDING TRUST FOR 
THE GROUP

Building Strong, Modern Websites

2. 
TEST AND LEARN 
THROUGH HUMAN 
INTERACTION

3. 
A DIGITAL ECOSYSTEM 
BUILT FOR CONSTANT 
CHANGE

BtB audiences are complex. 
Every page plays a critical role 
building trust in order to 
achieve consensus Fundamental decisions 

about your site should be 
decided by your audience 
trying the experience

Businesses need to design 
for the entire ecosystem, 
where systems adapt to an 
evolving landscape
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RELEVANT 
WORK
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Work samples

WHY BRAND 
EXPERIENCE
MATTERS NOW
From live events to omnichannel engagement, 
brand experience has become the engine of business
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Brand Experience
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Work samples

YOUR WEBSITE 
IS THE 
FOUNDATION
We’ve learned (first-hand) that the best web 
experiences deliver the most customer value
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Web foundations

Sitemap

Wireframes: page templates
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Work samples

A BRAND 
LAUNCH IGNITES 
EVOLUTION
When you update your brand, customers, 
prospects, and employees need a marker of change 
and progress for the better. 
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Before and After

Elevate

Otonomo CBTS

Payscale
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Work samples

STORYTELLING 
DRIVES
ACTION
Through web experiences, telling your brand story 
blends strategic positioning, SEO optimization, and an 
unwavering focus on putting the customer first.
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Storytelling
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Work samples

BREAKING 
THROUGH MEANS 
STAYING FRESH
Continually reimagining today’s brand 
experiences and techniques is the new normal 
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Staying Fresh
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Work samples

RESULTS 
ARE WHAT 
REALLY MATTER
The success of a modern B2B website hinges on its 
user-friendliness, its ability to effectively educate 
prospects, and its capacity to capture intent while 
driving conversions.



Classification: Internal

Results matter

Payscale

SINCE OUR NEW SITE LAUNCH, 
WE HAVE SEEN A MASSIVE 
SPIKE IN INTENT-BASED 
CONVERSIONS—EXACTLY 
WHAT WE SOUGHT TO DO!

CBTS

Cadent
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WEB PROCESS
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Process Web Overview

Page 
objectives

Site 
mapping

Creative 
expression 
for website

Post-
launch 
check list

SEO health 
check

DISCOVER CREATE ACTIVATE OPTIMIZE

Research Website 
discovery

Discovery 
read-out

3  WEEKS

Wireframes

4 – 6 WEEKS

Develop 
& build

Site copy 
& design

Deploy 
& QA

8 – 10 WEEKS ONGOING

Taking our new  brand and knowledge of 
the competitive space and market 
opportunity. We will review the website 
systems and analytics, understand key 
stakeholder objectives and to set KPIs for 
our engagement.

Brand 
download

Site map, page objectives, SEO keywords and 
template wireframes are all defined during the 
Create phase. To expedite, work can be  
completed in a phased approach.

Site will be built in modular fashion for ease of 
handover, scale and longer-term client 
management. To expedite, work can be 
completed in a phased approach.

Quarterly website 
optimization 
recommendations

It’s important to monitor post-launch 
activities and analytics to ensure website 
is meeting set KPIs. 
We meet on a quarterly basis to review 
test and learn initiatives, overall website 
analytics and SEO.

LIVE
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Q-SYS AT-A-GLANCE
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DISCUSSION
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MARKETING THEMES
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Top of mind themes for marketers today

Crafting a unique and differentiated brand 
foundation that aligns with market 
positioning, customer insights, and long-term 
business objectives

Developing compelling narratives and 
messaging frameworks that resonate across 
audiences, channels and campaigns to build 
thought leadership and drive brand affinity.

Designing and executing highly targeted 
Account Based Marketing strategies that 
drive engagement, pipeline creation and 
revenue growth for key accounts

Creating high impact content strategies, 
from thought leadership to campaigns that 
fuel multi channel demand generation 
programs and engage target audiences. 

Building and executing bold, creative 
brand activation strategies that bring your 
brand to life, ensuring impactful 
experiences across all customer 
touchpoints. 

Orchestrating integrated demand 
generation programs across paid, owned, 
and earned channels to drive pipeline and 
measurable ROI. 

POSITIONING & 
MESSAGING

ABM & SALES 
PROGRAMS

CONTENT 
MARKETING

BRAND 
ACTIVATIONS

OMNI-CHANNEL 
DEMAND GEN

BRAND 
STRATEGY



Discussion to inform proposal

Q&A
Questions

• What does success look like for the .com experience?

• Is there a desire to bring QSC and QSYS together?

• Are there plans to migrate the current CMS?

• Are there current expectations of how the website 
supports broader demand efforts?
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APPENDIX
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• Agency onboarding (systems, 
processes)

• Competitive audit (inclusive of 
SEO) & desk research- initial 
complete

• .com discovery

• Customer & employee interviews 
+ analysis

• Discovery read out

• Strategic brief development & 
approval + KPI framework

How we organize initiatives into workstreams & phases: the detail

• Refinement of brand identity in 
website creative expression

• Site-mapping, matching back to 
stakeholder prioritized site 
objectives and defined KPIs  

• Card sorting & tree testing

• Page objectives set for each page, 
with SEO keywords assigned

• Template wireframing, leveraging 
repeatable modules for easy scale

• Copywriting for all pages on 
website, optimized for SEO and 
matching back to page objectives 
set 

• Design of templates, applied to 
pages and leveraging approved 
creative expression

• Development of full site with 
required systems and MarTech 
integrations

• Porting of content and upload of 
any new content 

• Internal and client triaged QA

• Go LIVE/LAUNCH

• Post launch check-list completed 
48 hours after go live

• SEO post launch health check two 
weeks after go live with 
recommended adjustments to 
copy, website content and meta-
tags

• Optimization recommendations 
provided for client consideration 

$15,000 $150,000 - $250,000 $10,000

DISCOVER CREATE ACTIVATE OPTIMIZE

$55,000 - $75,000 
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Case Study

PAYSCALE.COM
PAY IS 
POWERFUL
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Payscale

THE BRIEF
Payscale provides salary data and compensation 
management resources to people and employers worldwide. 
However, B2B audiences—the primary revenue driver of 
Payscale’s business—were not fully leveraging the 
company’s compensation platform. April Six was challenged 
with demonstrating how the platform could help 
organizations gain competitive advantage while addressing 
urgent issues like pay equity. Having already helped position 
the brand, April Six was chosen to operationalize the new 
brand framework, design and develop a market-ready brand 
identity, and a produce a fresh web experience focused on 
driving B2B conversions.
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Payscale

THE SOLUTION
The April Six team developed the brand narrative and 
messaging framework based on Payscale’s new strategic 
positioning (the Adaptive Compensation Advantage or 
ACA). Once that messaging framework was established, 
we reimagined the PayScale brand identity and design 
components, taking inspiration from circle elements of 
the previous look-and-feel combined with the strong 
tone of empowerment from the ACA positioning. The 
result? An overarching conceptual theme that would 
serve as the verbal anchor for the brand and its 
marketing: “Pay is a powerful thing.”
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Payscale

LEVERAGING THE 
POWER OF PAY
The brand evolution became both the palette and the 
compass that guided the creation of Payscale’s new B2B-
centric web experience. April Six worked to define content 
hierarchy and prioritized providing B2B audiences 
measurable value; we purpose-built the interactive 
experience to educate and drive B2B conversions for 
PayScale’s suite of solutions. Early post-launch results for 
the April Six-delivered brand and site speak to the success of 
those efforts: 94% increase in B2B engagement and 1.5X 
leads generated. As we enter 2024, April Six continues to 
build on the “Pay is powerful” theme across new digital, 
event, and video assets.
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Payscale

SITE MAPPING
As a part of any website discovery process, a card sorting 
and oftentimes a tree testing exercise is conducted to 
better understand the audience journey and how they view 
the subject matter. Findings from discovery the inform a 
strategic and data-driven site map. For Payscale, it was 
important the site map transitioned from being B2C-
focused to speaking to a B2B audience, solving for 
enterprise compensation challenges.
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Payscale

WIREFRAMING
Wireframing occurred in a batched-process, beginning with 
high priority pages. All wires were developed in Adobe XD 
to help facilitate a simple, real-time feedback loop with 
clients, an efficient process for Art Directors to design to 
spec and developers to migrate final modules to WordPress. 

Each Payscale.com page had a pre-determined objective, list 
of mandatories and content outline prior to wires being 
developed. This ensured that clients expectations were met, 
and that the customer journey remained intact.
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Payscale
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Payscale
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Homepage: Below Hero
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Product & Why Payscale Pages
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Payscale
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Payscale: Design System
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A series of checks took place two weeks post website launch to ensure that all pages, forms, data and SEO 
was running as it should and that we are seeing the expected engagement and meeting identified KPIs.

POST LAUNCH CHECKLIST
Payscale
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Observations

QUARTERLY OPTIMIZATION

Payscale

Recommendations
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Product pages

QUARTERLY OPTIMIZATION: REVIEWING HIGH TRAFFIC PAGES

Payscale

Solution pages
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Payscale

SINCE OUR NEW SITE LAUNCH, 
WE HAVE SEEN A MASSIVE 
SPIKE IN INTENT-BASED 
CONVERSIONS—EXACTLY 
WHAT WE SOUGHT TO DO!

Increase in B2B CTA CTR94%

RESULTS 

Increase in leads generated from site150%

increase in total homepage conversions29%

increase in registrations62%


