
From Artisan Selling to Scalable Growth
Empowering Sales with Intent





PMG - Helping Companies to Achieve Scalable 
Growth for 12 Years



Partnering with Market Leaders



Artisan Selling to Scalable Growth 

● Early stage engagement 

● Frictionless buyer journey

● Repeatable marketing and 
sales motions 

● Predictable pipelines  

● Short sales ramp up time 

● 10 > AEs closing key deals

● Marketing focused on awareness to MQL 
stages

● MQL is not a strong revenue predictor 

● Account based programs are focused on 
acquisition 

● Disjointed buyer journey 

● Seller engage late in the buying process

Artisan Selling Scalable Growth



Why are we Talking About Intent in Sales 

● Intent and related ABX platforms are usually owned by marketing 

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

● Sales could benefit considerably from using intent in their sales process - 

executives and practitioners alike  

● Achieving that requires strategy, process and technology 



Three Types of Intent 

● 1st party intent data - website visits, email engagement, and marketing 

programs responses that resides in your CRM and MA 

● 3rd party intent data - content and search engagements on 3rd party 

destinations, and comparison sites 

● Interactive intent data - on-website conversational technology allows 

prospects to tell us what they care about. 
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Why should you should care:
- 75% better conversions, 
- 40% faster cycle times, 

- 50% higher ASPs



Leveraging intent across the buyer's journey

You have insights!

Inbound Too LateCalling 
Sweet Spot

Target
Under a Rock

Awareness
Signs of LIfe

Consideration
Learning

Decision
Engaging

Purchase
Meeting

                                                  MARKETING → Display Ads, Paid Search, Direct Mail & Events 

SALES → Sales Intelligence, Cadences & Gifting  

Marketing & Sales agree on WHO does WHAT and WHEN 

Intent 
Triggers 

Sales Efforts
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MARKETING EMAIL

Direct to MAP

DIRECT MAIL & GIFTING

Direct to SFDC 

SALES INSIGHTS

Native App within SFDC

SALES ENGAGEMENT

Direct to SFDC

CONTENT EXPERIENCE

API to Partners

WEB PERSONALIZATION

API to Partners

Use Intent to Seamlessly 
Orchestrate Engagement Across 

Channels

DISPLAY ADS

Native Capabilities and Integrations

CHATBOTS

API to Partners

ABX & Events Demand Gen

Account Execs BDRs Digital Mktg

We use intent in A LOT of different ways



Using intent to prioritize which accounts to reach out to

6sense 
Predicting 

Intent

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

PRIORITIZE: 
 🔥 HOT ACCOUNTS 🔥 

When to engage

Who to engage

How to engage



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

Accounts with 
Increased Engagement

People Engaged

Keywords Searched

Top Web Pages Visited

View in 6sense or 
in Salesforce!

Intent triggers we surface



How I proactively focus on where I’ll make the biggest impact



*Leads / contacts automatically added to cadence based on surging intent*
Intent without action is useless



How I proactively focus on where I’ll make the biggest impact

Add target leads / 
contacts to cadence 
and execute 
prospecting process 
via Salesloft



PRIORITIZE: 
 🔥 HOT ACCOUNTS 🔥 

When to engage

Who to engage

How to engage

Leveraging intent to influence which personas to contact
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OIntent Is The Start of the Journey, Do You Have Multi-Touch 
Cadences Fueled by Insights?



It’s pretty cool...



Summary



Awareness Research Opportunity Renewal / 
Cross sell 

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 

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  

Use intent signals to identify 
competitors

Provide intent based intel to 
sales 

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

Red flag - account is 
researching competing 
products

Identify customers needs 
for potential cross selling 

Leveraging Intent Every Step of the Way 



Keys for Success

● Define an orchestration framework 

● Choose the right stack

● Nominate an intent owner 

● Define intent success metrics: velocity, size 

and success rates of intent aided opps, ROI 

(tech, implementation and onboarding) and 

account based KPIs 



Thank you for joining 
kfir@pmg.team /www.pmg.team 


