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PMG - Helping Companies to Achieve Scalable
Growth for 12 Years
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Partnering with Market Leaders
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Artisan Selling to Scalable Growth

Artisan Selling Scalable Growth

e 10 > AEs closing key deals e FEarly stage engagement
e Marketing focused on awareness to MQL e Frictionless buyer journey
: stages : :

e Repeatable marketing and

e MQLisnota strong revenue predictor )
: sales motions

. o« Account based programs are focused on

acquisition e Predictable pipelines
e Disjointed buyer journey e Short sales ramp up time
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Why are we Talking About Intent in Sales

e Intent and related ABX platforms are usually owned by marketing

e Intent signals could have a huge impact across the customer lifecycle

e Sales could benefit considerably from using intent in their sales process -
executives and practitioners alike

e Achieving that requires strategy, process and technology
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Three Types of Intent

2 From Artisan Selling

e 1st party intent data - website visits, email engagement, and marketing
programs responses that resides in your CRM and MA

e 3rd party intent data - content and search engagements on 3rd party
destinations, and comparison sites

e Interactive intent data - on-website conversational technology allows

prospects to tell us what they care about.

PMG
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Why should you should care:
- 75% better conversions,
- 40% faster cycle times,

- 50% higher ASPs
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Leveraging intent across the buyer's journey

Marketing & Sales agree on WHO does WHAT and WHEN
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Awareness

Decision Purchase

Signs of Life Engaging . Meeting
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MARKETING — Display Ads, Paid Search, Direct Mail & Events

Inbound Too Late

You have insights!




We use intent in A LOT of different ways

DISPLAY ADS MARKETING EMAIL

m 4sense I Marketo pardot eloqua. Hubsppt
Native Capabilities and Integrations Direct to MAP

Use Intent to Seamlessly
Orchestrate Engagement Across
Channels
WEB PERSONALIZATION CONTENT EXPERIENCE

@ »ove st A optimizely [ reactful Hushly 2 pathFactory EOberflip
API to Partners API to Partners

CHATBOTS r ALES ENGAGEMEN

@ conversica @Driﬂ: QUALIFIED SaIESIOft

API to Partners \ Direct to SFDC

DIRECT MAIL & GIFTING SALES INSIGHTS

¥ alyce 4 PFL ssense
Direct to SFDC Native App within SFDC

ABX & Events

/ 3 6SENSE CONFIDENTIAL 1
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When to engage T 6sense

Using intent to prioritize which accounts to reach out to

As of Jun 03, 2021

Account Name
Awareness
. Considerati Decision
PRIORITIZE. Total: 113 % Total: 110

6QA: 69 (63%)

6QA: 12 (10%)

@ HOT ACCOUNTS &

Kareo

Purchase
Target L3

Total: 1,042

Total: 9
6QA: 5 (56%)
——

nian Ventures

Kofax (170 Systems)

Predicting

7

View Report

|

] Mitchell International

Tenet Healthcare Corg
Healthcare)

TOTAL ACCOUNTS © < Jun 03,2021
1,434 o = X
= HOT ACCOUNTS TO WORK TODAY & < Jun03,2021
As of Jun 03, 2021
In All Stages
5 64

Academy Mortgage Cd

Account Days From Sales Activities From Days Since Last Sales
Owner Last 6QA®@ Last 6QA Activity
Priority Tiers

Optimize your sales team’s efforts and improve results

Priority 1: Hot Inbound

Priority 2: Marketing Event Follow Up

Priority 3: Target Accounts showing intent
Priority 4: Non- Target Accounts showing intent

Priority 5: Unnamed Accounts showing intent
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Make Intent Easy to Digest - Automatic Account Alerts

If it's not integrated into your workflow it's a uphill battle
Delivered Right to the Account Owner

( Hsenset \
ikl Intent triggers we surface
J The Segment Demand Base Takeout Q4_19 Put Us to the Test has 7 accounts with 49—
significant intent or engagement activity over the past two days. Prioritize your next Accounts with
followup based on those accounts' activities below. Increased Engagement
ésense APP 4 days ago
6 Cognizant has multiple people engaged People Engaged

cognizant.com | United States
% | Keywords Searched

Top Pages Visited (4 Visitors)
(2) 6sense.com/platform/ Top Web Pages Visited
(1) 6sense.com/resources/ebooks/compete-and-win-in-the-age-of-account-based- . .

View in 6sense or

in Salesforce!

buying/

(1) https:/6sense.com/?
utm_source=google&utm_medium=cpc&utm_campaign=1724306603&utm_term=6se
nse&utm_content=g&gclid=CjOKCQIAtf_tBRDtARIsAIbAKe...

\_ See more J
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How | proactively focus on where |'ll make the biggest impact
Misha's Prospect Accounts v+ New  DiscoverCompries | S mprt i st

50+ items - Sorted by 6sense Account Intent Score - Filtered by All accounts - Sales Owner, Company Stage - Updated a few seconds ago i il - c AR
Account Name v | Employees v | Bsense Account Intent Score v | ésense Account Buying Stage v | 6sense Account Profile Fit v
1 ThreatMetrix 260 98 Purchase Moderate v
2 Micro Focus Limited 9,360 98 Purchase Strong v
3 Datamonitor Inc 11,000 98 Purchase Strong v
4 Borland Software Corp 9,360 98 Purchase Strong v
5 SilverStream Software Inc 1,000 98 Purchase Strong v
6 Informa 4,090 98 Purchase Strong v
; | Live Healthcare Media 4,090 98 Purchase Strong v
8 NetlQ 9,360 98 Purchase Strong v
9 Intergraph Canada Ltd. 2,620 97 Purchase Moderate v
10 monday.com 220 97 Purchase Strong v
1n COADE 46 97 Purchase Moderate v
12 Wix 2,400 97 Purchase Moderate v
13 Mintel Group Ltd. 1,340 96 Purchase Moderate v
14 Mikron Inc 870 96 Purchase Weak v
15 Sage Group PLC 15,430 96 Purchase Moderate v
16 First Choice Software Ltd 1,190 96 Purchase Moderate v
17 The Access Group 1190 96 Purchase Moderate v
18 Schneider Electric 66,520 95 Purchase Weak v
19 Sage Software Inc 1,085 95 Purchase Moderate v
20 Bt Diamond Ip 106,400 95 Purchase Weak v
21 ArcSight Inc 9,360 95 Purchase Moderate v
22 BT 69,090 95 Purchase Weak v
23 Salient Surgical Technologies , Inc. 31 94 Purchase Weak v
24 PEAK Surgical Inc 90,000 94 Purchase Weak v
25  EF Language Learning Solutions Ltd. 592 94 Purchase Weak v
26 BARRX Medical 86,000 94 Purchase Weak v
27 Nellcor Puritan Bennett LLC 86,000 94 Purchase Weak v
28 Newport Medical Instruments Inc 86,000 94 Purchase Weak v
Given Imacing | ol Q1000 aa Weak >
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Intent without action is useless
*Leads / contacts automatically added to cadence based on surging intent*

Cadences / SLonSL - 6sense Prospecting Q3FY22  Team Cadence

Overview People Calls Emails Activity
Steps Duration Active People Total People Calls Logged Emails Sent Reply Rate Click Rate Open Rate Meeting Rate  Opp
12 17 Days 468 1.2k 1.9k 25k 17% 43% 46.6% 14% 2.
View Step Analytics
Day 1
Completed
© 1. LinkedIn Connection
1154
. 2.6sense SLonSL Email 1 Saved Multi-touch ReplyRate  Click Rate  Open Rate Sent
- g 0 Scheduled
Salesloft Resource Hey ((first_name}} - Reaching out to introduce myse 2% 5% 48% 1,092
3.Call1 Logged
\ First Call. Leave Voicemail 703
Day 3
o Acal2 Logged
No VM 577
= 5. 6sense SLonSL Email 2 Saved Multi-touch ReplyRate' iClickBate;  OrEnBate et 0 Scheduled
Re: Subject from Day 1: Step 2 - Email Hey {{first_name}} - one more thing | wanted to sha 2% 4% 45% 569
Day 7
( 6cCal3 Logged
Leave Voicemail. Sending an email your way 326

————
O'In Progres

Preview Email Myself a Preview

Hey George - Reaching out to introduce myself, | want to be
a resource for you and the GTU, Inc team.

| saw there was research being done on Sales Engagement
platforms and strategy. This Guide is a great place to start, it
goes in depth on how Sales Engagement can fit into your
revenue tech stack.

I'm here to make sure you get access to the info/people you
need on our end. What are you looking to learn more about
at this stage?

Leavina O Snippet Name -
through t

Best, SOPs - Q4 Value Prop - v1
Misha

Book an

Sales Leaders Value Prop - KH...

Sales Leader - Q4 Value Prop ...

0 In Progres

MOPs - Q4 Value Prop - v1

0 In Progres,

Marketing Leader - Q4 Value ... |
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How | proactively focus on where I'll make the biggest impact

& 5 C @ linkedin y 463A1424242554%2CdoLogHistory%3Atrue) %2Cfilters%3.. Q@ M ¥ *»00 :

B3 DealLinks B3 SalesioftLinks B3 Sales BJ UserSyndicate B Tools | B3 Other Bookmarks

Probable Email Patterns

Lead Account Collapse ¢ Q_ search keywords ] Saved searches
firstname.lastname@salesloft.com
2 filters applied Clearall 0 selectall 45 results [ Save Search £ Share Search
Company Personal
Vincent Ooi - 20d @)+ !Update CRM~ - ® Viewed
Select All v Current Company necti
v (]G o Conection 2 o Vice President, Asia Pacific - Salesloft
Salesloft | x JE3 Singapore, Singapora
Connections of + 2 months i role | 2 months in company
Chad Gold Past Company + About: "I the wind will not serve, take to the oars" No excuses Execution. 'm a hyper-...see more
G h +
salesloft.com skl w 51shared connections 38 TeamLink connections 2 months ago 9 your company 1
Company headcount @ +
= Group "
Saurabh Sodani - 2nd - v/ In CRM >
& T + Senir Vi Prsident o Eninrin, Saeslft-Slesift
Industry +
Denver Metropolitan Area
Cmpary lesdnlarims @) + & months inrole | 8 months in company
AL + About: Experienced n architecture, design and implementation of core platform and se...see more
Scott Mitchell Role o o h 118 shared connections 78 TeamLink connactions  Following your company 1 shared experience
salesloft.com
Function +
= Profile language + o Brian Culler - 2nd - / InCRM
, Aianta, Georgia, United States
& eSOk compciunt ot @) + 9 months in role | 6 years 11 months in company
Serionity level. &) About: Experienced technology professionsl that helped row an 18 parson startup to a..s6e more
D School +
I‘; 176 shared connections 86 TeamLink connections  Following your company 1 shared experience
Sydney Sloan Years of experience @ +
Years in current company @ +
salesloft.com o Devin Schiffman - 20d - v/ In CRM >~
> Workfiow Vice President of Global Alliances - Salesloft
= Years in current position @ +
Ogden, Utah, United States
ecountlsts @ + 6 months i role | 6 months in company
& Spotiights About: Qualfied sales professional with strong leadership experience and proven abil..see more

. Add target leads
B S e + O o5 s comecions 50 7eamu e | Postad on Linkedin
s I N E iy contacts to cadence
salesloft.com RVP, Financial Services - Salesloft

e o » People you interacted with @ +

hs in role | 7 months in company
= p

. rmiissenno s and execute
— .
prospecting process

via Salesloft

New York City Metropolitan Area
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Leveraging intent to influence which personas to contact

4 Not Cngaged
*  ZNotReached

Qeher Lavals

VIEWING ALL @

e J5ense Check out Hot Accounts and more on | 6sense Dashboards (® last180Days v
ACCOUNT REACH BUYING STAGE
— 11} "o
o A D Activities Persona Insights Actions ek BECISION
o Stephanie Newman CURRENT RECOMMENDATIONS & A Collapse All
X
+o New Contact
o - . . Bt
PRIORITIZE. ¢ jonna fu‘mn'm Manager, Marketing Data And Analytics « lllinois Purchase:Contact info Find On o lin]
‘a‘ HOT ACCOUNTS A STRONG PERSONA Close talking points
- Kelly Brawn
>
tar, F n
2
z Value Card: Marketing Ops Leaders researching Lead Gen
Nlfredo Ovens
‘ J', > ”e‘n o 1. An easy-to-deploy and administer solution: Marketing ops leaders want the most efficient and effective tech stack that is easy to deploy and allows for easy and
@ effective ongoing administration and has powerful reporting capabilities.
2. High user adoption: They want a tool that people will actually use! It must be user-friendly and add a ton of value so it will have higher adoption by the team.
[ Contact Datais JRIOITN Talki 3. Integrates with their current tech stack: 6sense integrates seamlessly with all the top CRMs (e.g., Salesforce, Hubspot, SugarCRM) and marketing automation
WhO tO eng age systems (e.g., Eloqua, Marketo, Pardot)
% zoa223:352 B affredodddaabricks &)

How to engage s i ' TOP GENERIC KEYWORDS View Al

* Cragg Johs . tal (123) chatbot (113) cdp (110) predictivemodels (87) data cleansing (60) predictive analytics (42)

icp (27) data append (26) lead generation (18) interest data (15) marketing performance (9)
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Intent Is The Start of the Journey, Do You Have Multi-Touch
Cadences Fueled by Insights?




It's pretty cool...

Chelsea,

This personalized and relevant email is i ! Nicely done. | shared this in a Slack channel. You're famous.

Hi Chelséa,

Your signals are correct. We are interested in leveraging ABM to target our high potential account list.
Would you be available Friday May 21 between 2:30-5 central for a 30 minute call with myself and Laurie
Blum, VP of Digital Marketing, to review your offerings? Let me know. Thanks!

Amy

From Artis’en Selling
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Summary
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Leveraging Intent Every Step of the Way

Awareness

Ad spend optimization
target those who are
actively searching for a
solution for their pain

Uncover accounts in the
market outside of your
named account list

Identify and research
pains and needs

;" From Artisan Selling
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Research

Run ads campaigns focusing
on competition and vendor
comparison

Prioritize accounts for
outbound email programs

Customize bot playbooks
and onsite experience
based on intent signals

: Renewal /
Opportunit
= y Cross sell
Use intent signals to identify Red flag - account is
competitors researching competing
products

Provide intent based intel to .
sales Identify customers needs

for potential cross selling

Close loop between intent
signals and sales feedback
for ads and onsite experience

PMG

Salesloft. 4sense



Keys for Success

New
Account that meets IAP

e Define an orchestration framework
e (Choose the right stack

e Nominate an intent owner

juaju|

Buyer Engaged
Seller in initial disSCUSSIONS frrereeerereineriiiiiit
with relevant persona

e Define intent success metrics: velocity, size —
and success rates of intent aided opps, ROI

(tech, implementation and onboarding) and

account based KPIs

i ;" From Artisan Selling
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Thank you for joining

kfir@pmg.team /www.pmg.team
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