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The Digital Disconnect

An executive’s guide to driving better commercial outcomes from digital marketing
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Drive better ROl from

For more information, contact us at: Proxima is the alternative to the conventional in-house procurement function. It’s an approach that di git al Spend .

info@proximagroup.com gives a profoundly different experience to your people and suppliers. It transforms performance as it -

WWw.proximagroup.com helps align non-core costs with corporate aims. proximagroup.com/digital-marketing
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