
**A quick glimpse into the mind of Cassie Steinberg’s deal process**

My path to closing
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Agenda
About me


About the Brand 


My path to opening the opportunity


Discovery


The problem / solution


Steps taken & key contacts involved 


RFP strategy / best practices


Proposal & ROI review 


Ongoing Success 


Challenges 

# A  C l e a r  P a t h
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About Me 

2 kids (Nash & Vaughn)

From Seattle to NYC to Manhattan Beach

Hit quota for 10 consecutive quarters straight 

Within the 2 sales person 

*Keep it Personal 

*Motivated 

Consistency & relationship building is the 
most important part of any deal

# I N T R O D U C T I O N
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Large Footwear Brand (LFB)

Owns 10 brands Publicly Traded

Operates 291+ stores across 
~80 countries

Using M3 as their ERP 

$2B in Annual Revenue Over 500 users in deal scope

# B r a n d
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Opening the 

Opportunity 

Attended CEO Summit & created attendee 
profile cards 


Sat next to the prospect (the President of a 
brand under LFB umbrella)  in breakout 
sessions 


Continue to follow up via personalized 
outreach sequence - 28 touches over the 
course of 5 months


Finally land a phone call

# O p p o r t u n i t y  
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ALO Yoga
# Y o g a

Attendee(s) Profiles
Glenda Light, VP of Global 
Planning

Lives in Manhattan Beach 
Founded a company 
during Covid to help sell 
apparel to frontline 
workers

Miscellaneous

Prospect History

Current Tech Stack       

          In house B2B system
          Planning Tool: FDM4    

          Spoke with Gina Lucania 

          in the past who heads 

          up wholesale

Account Map
CEO & Founder: Danny Harris

Founder: Marco DeGeorge

President: TBD in transition

Head of Retail Operations: 
Eric Pelfrey 

Head of Buying and/or 
Planning: Glenda Light

Chief Technology Officer: 
Savio Thattil

Business
Parent Company: Color 
Image Inc. 


Revenue: $250M


Stores: 43


Brand Headquarters: Los 
Angeles, CA 


Brand Employees: 1,500


NuORDER users: Lillian 
Miranda, Vicki Olin, Niko 
Lopez


Retailers worked with: 
Nordstrom

01 02 03 04



07

Discovery
# D i s c o v e r

They have a legacy b2b system and are thinking about revamping / modernizing 


One  under LFB umbrella operates very differently than the rest of their brands 


     The brand goes to market with thousands of products, and only half of those products end up going  

      into production (decided post market with major department stores)


     Struggles getting products into any system when so many changes happen daily / internal teams are                    

     working in offline excel documents 


     Data lives in M3 but that only happens further downstream - post when the brand goes to market.           

     Currently everything lives in excel


     Because products do not live into M3 until downstream, they want to exclude this brand from the 

     B2B scopt 


LFB is spending hundreds of hours updating offline documents and following up with accounts post market. This 
equates to tens of thousands of dollars lost. 


Other brands have a large wholesale business - the current system is not efficient 


L
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The Problem
LFB’s current B2B platform is a legacy system that is 
integrated with M3. The B2B system is complex, disjointed, 
and lacks real-time data visibility that has led to a lot of 
manual efforts to maintain systems across brands 


Since they have been stitched together over the years 
they no longer provide an intuitive experience to 
customers or internal users. Most impacted are customer 
facing systems, ones that have been stitched together 
over the years and no longer provide an intuitive 
experience to customers


Data changes so rapidly with Brand A that an integration 
would only be helpful downstream, post market → had to 
steer the team to upload data upon inception of product 
in NuORDER to later be picked up by an integration 
downstream with M3

# P r o b l e m
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The Problem
# P r o b l e m

Linesheets 
created on 
PDF/Excel

Sales team 
receives 
linesheet

Upload data 
to NUORDER 

prior to 
market for 

Majors

Orders from 
independents 

are taken 
manually at 
trade shows

Sold products 
updated 
offline in 

excel

Downstream 
data entered 

into M3 
integration

Linesheets 
created on 
PDF/Excel

NuORDER

Manages all Product 
data and changes

Order demand form 
majors & independents 

captured online

Value
Better reporting online 

collaboration all 
changes tracked in 


nuORDER

M3 integration

sold Products

products sync with 
nuORDER
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The Competition
Oracle


Salesforce


Joor

# C o m p e t i t i o n
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Solutions
# S o l u t i o n s  

Out-of-the-Box Instead of Build from Scratch Unlike other bidders who will have to take on the design and a majority of the development 
build of the LFB B2B solution from the ground up, creating major delays as well as impactful sunk costs, NuORDER has already developed 
and continues to enhance our end-to-end B2B commerce platform. We are a true SaaS model which results in time to value being 
recognized much quicker and without any unbudgeted costs.


Flexible Configuration NuORDER’s out-of-box features & functionalities are broad and deep, allowing for each Deckers Brand and region to 
configure the platform to their specific needs. As you will learn in follow-up conversations with our team members, should any potential 
product gaps exist, NuORDER’s in-house Product and Engineering resources will address them.


Functionality that Fits We often find during RFP processes that we are able to achieve 90-95% of the product requirements through 
configuration of our out-of-box B2B platform, potentially leaving only a ~5% product gap that needs to be addressed. This results in: 
smoother planning; a higher probability of achieving rollout milestones; a more budget friendly option on both upfront and ongoing costs; 
scalability to address potential future fast-changing business requirements; future added value across other potential business units; and 
benefiting from future product enhancements & upgrades at no additional cost. While we understand that decisions should be heavily 
weighted upon what is available today, we strongly believe that Deckers should also evaluate which partner will continue to innovate to 
keep all of your brands, across all regions, ahead of the curve and from ever having to re-evaluate switching to a different B2B platform. 
This is proven by our ~93% Gross Client Retention Rate.


Built for Both Brands & Retailers NuORDER started in the Apparel, Footwear, and Accessories industries, and continues to focus strategically 
on these industries. Just as important as the brand, the retailers that the B2B solution is meant to serve are equally considered at NuORDER. 
Your B2B platform needs to provide different ways for sales reps to sell to their customers, shape different paths for buyers to shop, navigate 
the ever changing retail landscape, accommodate retailers of all sizes and adopt to new challenges as the world changes.  
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Step Taken & Contacts Involved
# S t e p  T a k e n

Action Taken Additional Internal Attendees

Brand President, VP Wholesale and Marketing

Steering Committee - Vice President, Technology 
Solutions and Business Optimization

Chief Information Officer  
Sr. Director, Enterprise Systems

Solution Consultant 

Solution Consultant 

Discovery Call

Demo

External Attendees

**steering committee**on appendix slide

VP Sales, SVP B2B GTM 

Solution Consultant 

VP IT, Director Security Architecture, 

SVP B2B GTM, VP Sales, Senior Legal Counsel 

RFP

Proposal / ROI calculator

Focused RFP demo

Technical call 

Ongoing success 

Deep dive into RFP responses

MSA redline discussions
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RFP Response - Best Practices

(eat, sleep, RFP, repeat)

# B e s t  P r a c t i c e s

Initial Steps
1) Thorough read through


2) Identify cross functional team to 
support the response effort and 
create Slack channel


3) Highlight Key dates including 
submission, demo, and other 
deadlines


4) Schedule and complete a live 
walk- through with the cross 
functional team


5) If references are  required, start 
lining these up as soon as possible to 
leave time for conversations

Responding to RFP
1) Develop a response strategy:         


Who will answer which sections? 


What are the major themes we want 
to highlight?


What are our competitive 
differentiators?


How can we solve any gaps?


Who can help build visual assets?


2) Schedule meetings with your RFP 
response team ahead of time to 
work on certain sections together

Do
1) Schedule time wisely

2) Tailor  responses to the brand’s 
unique situation

3) Collaborate with all team members 
and over-communicate

4) Leverage previous RFP’s to get 
inspiration for responses without 
Copy & Pasting

5) Share presentations with marketing 
in a timely manner to build 
customized visuals

6) Schedule calls with all references 
to ensure they will share positive 
feedback
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Proposal / ROI
# R O I



15

Proposal / ROI
# R O I
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Proposal / ROI
# R O I
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Ongoing Success / Implementation 
Conversation

# S u c c e s s  C o n v e r s a t i o n
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Challenges
# C h a l l e n g e s
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LFB Contacts
# C h a l l e n g e s

Digital Product Analyst 

Sr. Manager, Enterprise Systems

Supply Chain Systems Delivery Leader 

Vice President, Technology Solutions and 
Business Optimization

Chief Information Officer  
Sr. Director, Enterprise Systems 

Director of Sales

VP,  Wholesale and Marketing

Global Procurement Manager 

President, Brand 1 
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Internal Team
# T e a m

Aashima Singh - Senior Legal Counsel

Adam Schneider - VP, FP&A

Alex Barron - Enterprise Account Manager

Allison Hesdorffer - Lead Graphic Designer

Angeline Jensen - Security Analyst

Anthony Lanni - Client Services Manager

Ashley Wolf - VP of Marketing

Blake Chana - VP, Sales

Calvin Irwin - Senior Director, Development

Courtney Chapman - Solutions Consultant

David Alger - Principal Site Reliability Engineer

Dipak Pandya - Head of Technology

Elisa Le - Graphic Designer

Grace Incoll - Regional Lead, APAC

Ian Locke - VP, Engineering

Inge Erickson - Enterprise Account Manager

Isabel Pimentel - Enterprise Account Manager

Jesse Pate - Director, Security Architecture

Jess Chan - Solutions Consultant

Marc Harfeld - VP, Engineering

Michael Ganci - SVP, B2B GTM

Michelle Nguyen - Client Services Director

Nick Smyrnos - Director, Integration Services

Paige Bunting - Senior Account Manager

Paola De Marco - Director of Retail Experience

Susan Chae - VP, Client Services

Tamara Spiegel - Solutions Consultant

Tom Groves - Director of Account Management

Victor Robison - Director, Architecture


