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Our Speakers

Kfir Pravda Ellie Twigger Stefano lacono Alex Hanbury
CEO Account Director Marketing Director, Europe Senior Sales Manager
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From Artisan Selling to Scalable Growth Series

April - Intent in Sales
June - Video Beyond Outbound
And today..

Same team - Bigger Pipeline
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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

Star AEs closing key deals e FEarly stage engagement
e Marketing focused on awareness
to MQL stages

e MAQL is not a strong revenue
predictor sales motions

e Account based programs are e Short sales ramp up time
focused on acquisition
Disjointed buyer journey

e [Engagement late in the buying
process

e Frictionless buyer journey

e Repeatable marketing and

e Predictable pipelines

o ;'. From Artisan Selling
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Customer Lifecycle

SQA to Closed Closed Won to

Renewal and
dior Expansion
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Awareness to SQA
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le Growth

Scaling the delivery of pipeline
(Awareness to SQA)

. The guesswork game that destroys pipeline

How we focus our marketing and sales efforts on the
highest value activities and accounts

The multi-channel approach to generating pipeline at
scale

Salesloft DRfFFT Gsense



Generating High Quality Pipeline is Hard

35% 1% 30-50%

Sales time on
unproductive
prospecting

Marketing spend is Target customers

wasted on bad actively
targeting in market

*6sense research

JSense


https://89510cb3019f5ed1fb74-ef823fe4b8b6e268d850836eac05f779.ssl.cf1.rackcdn.com/b2blead-marketing-sales-alignment-ebook.pdf

We have to GUESS where a business is in it's buying journey, and
companies are much less likely to “take a punt” than ever before..
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Target Awareness [l Consideration Decision Purchase

Un(Ler aRock Signs of Life S Engaging_. Meeting

Guesswork creates WASTE & is costing us
Time | Efficiency | Revenue



Capture buyer behaviour from all possible
sources
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Eliminate the guesswork and better focus your teams

4 N
Purchase
355 Accounts
Decision
: -+ I w— T3
N - : : : J
FOCUS - the efforts of your marketing team around the needs of the buyer at each stage
What our Know Learn Engage Meet
CMO wants 6sense from 6sense with 6sense with 6sense
to happen...
6sense
What our AL SALES — Account Research & Cadences m
CRO wants In-Market
to happen... (0],

FOCUS - the efforts of your sales teams
on only accounts that are IN-MARKET




We target accounts based on real-time segmentation

s N
Purchase
355 Accounts
S I
975 Accounts ;
\ )
' : ~\ ' - : 2\ 4 ~\
What my Know Learn Engage Meet
CMO wants 6sense from 6sense with 6sense with 6sense
to happen... 2 S 2 S 2
N 4 K o N\ 4 i N\
Problem Requirement Building Supplier
What our L Identification ) L & Solution Exploration ) L Selection )
prospects
need to do )
Validation & Consensus Building




One to read later - content focused on the buying job

Gartner's
buying jobs

AGGOUNT-BASED BUYING JOBS

DIAGNOSTIC/TOOL

1. PROBLEM IDENTIFICATION

How do | rank against my peers?

What is the cost/benefit of action/inaction?
What am | missing?

2. SOLUTION EXPLORATION
What are my options?

How would that work here?
What are the trade-offs?

3. REQUIREMENTS BUILDING

Help me identify solution criteria

What am | missing?

Help me prioritize what'’s important for me

4. SUPPLIER SELECTION
Help me compare solutions
Let me see it in action

Show me how you're different
Help me prioritize trade-offs

5. VALIDATION

Confirm my research

Corroborate things I've learned

Let me talk to your customers
Connect me with peers

Show me 3rd party expert analysis

6. CONSENSUS CREATION

Build a shared understanding within my buying group
Help me educate stakeholders outside of the buying group
Help me identify & resolve disagreements, engage in debate
Help me build a business case and secure budget

Industry Benchmark, Survey, Report
Cost/Benefit Calculator

DIAGNOSTIC/TOOL
Solution Comparison Chart (Harvey Balls!)
Product/Feature Test Drive

DIAGNOSTIC/TOOL
Build Your RFP
Feature Scoring/Ranking Calculator

DIAGNOSTIC/TOOL
Solution Comparison Chart (Harvey Balls!)
Product Demo / Test Drive / Free Trial

DIAGNOSTIC/TOOL
Content Hub

Video Series
Reference Builder
User Community

DIAGNOSTIC/TOOL

Self-Serve “Tag” a Colleague with Comment
Thought Leadership Library

User Community

Build-a-Business Case Calculator

SUPPORTING CONTENT

B28 SELLING TODAY IS NO LONGER ABOUT PROGRESSING
A CUSTOMER THROUGH A LINEAR BUYING JOURNEY.

Analyst Report

Blog: The 10 Questions We Wish Prospects Would Ask Us
Blog: Plea to the Industry: CEO Perspective

eBook: Adapting to Industry Changes

SUPPORTING CONTENT

Analyst “Magic Quadrant” Report, G2 Crowd Report,
Analyst “Wave” Report

Solution 1-Pager

Solution Buying Guide

SUPPORTING CONTENT

Analyst Report

Infographic: Where Are You in the Evolution of
B2B Selling (what you need)?

Blog: Most Common Mistakes When

Building Requirements for ABM

SUPPORTING CONTENT
“Explainer” Videos
Buying Guides
Competitive Tear Sheets

SUPPORTING CONTENT

Meet Your Peers (Video Interviews)
Customer Stories

Analyst Reports

SUPPORTING CONTENT

Blog: 5 Steps to Building an Account-Based
Mindset Across the Entire Team

eBook: What Sales needs Marketing to
Understand about ABM




Marketing: Create an Automated RELEVANT Multichannel Approach

/

Awareness

240 Accounts Decision

687 Accounts

Consideration
1,306 Accounts

\

Purchase

71 Accounts

Personalized web, chat, and
content for target accounts

BDR alerts and 6sense
dashboards trigger outreach

Email Nurture based on buyer
persona

Display Ads based on intent
and buying-stage

Display and Facebook Ads
based on intent and
buying-stage

Orchestrated contact buys
based on predicted profile fit

Display Ads based on intent
and buying-stage

ABM has
Evolved ofip

)

This methodology isn’t just how we power our own business
with 6sense — it's what we train and certify customers on!

Meeting prep based on
6sense account insights

LinkedIn and display ads for
target accounts

Retargeting ads to key
personas from target
accounts

6sense Confidential

Next-Gen Marketing



Focus + Right Tools = Boosted performance

Use Buyer Behaviour Insights to DISPLAY ADS MARKETING EMAIL
Seamlessly Orchestrate [ dsense Wit pardot eloqua. Hubsabt
Engagement Across Channels

Native Capabilities and Integrations Direct to MAP

WEB PERSONALIZATION CONTENT EXPERIENCE
@Adobemrget 290ptimizely [ reactful Hushly 2 pathFactory EOberflip
API to Partners API to Partners

CHATBOTS SALES ENGAGEMENT

@Driﬂ €) SalesLoft
API to Partners Direct to SFDC

DIRECT MAIL & GIFTING SALES INSIGHTS

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




Focus frontline teams and put them in a position to shine

PRIORITIZE:
@ HOT ACCOUNTS &

Who to engage

How to engage

4 Not Cngaged
*  ZNotReached

Qeher Lavals

VIEWING ALL @

i pe

* Alfredo Dwens
¢ Stephanie Newman
® jonna fa‘mplrm

- Koll',‘lammn

v, F

® Alfredo Owens
Busir

&

Aclities Talki

PE]

JSense Check out Hot Accounts and more on | 6sénse Dashboards (® |lLast180Days v

ACCOUNT REACH BUYING STAGE

Activities Persona Insights Actions " we
HIGH DECISION
CURRENT RECOMMENDATIONS & A Collapse All
X
+o New Contact
Manager, Marketing Data And Analytics « Illinois Purchase:Contactinta Find On o in)
STRONG PERSONA

Close talking points

NIV

Value Card: Marketing Ops Leaders researching Lead Gen

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.

3. Integrates with their current tech stack: 6sense integrates seamlessly with all the top CRMs (e.g., Salesforce, Hubspot, SugarCRM) and marketing automation
systems (e.g., Eloqua, Marketo, Pardot)

% zoa223:352 B affredodddaabricks

Mark Johnson

® Crag Johs

TOP GENERIC KEYWORDS View All

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)

https://pmg.team/from-artisan-selling-to-scalable-growth-on-demand/




SQA to Closed Won
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You have a meeting on Friday, September 16
at 11:00 AM BST with:

Attendees
me w - ®
SN =
View contact in Drift
Meeting

Friday, September 16 at 11:00 AM BST
+ Meeting was booked from this conversation

A new Deal Room has been created

View your key interactions with ===  in Deal Room. Anyone with a link at
Emwmtmm by drift.com can sign in and access this Deal Room.

som_ s a SaaS AdTech company focused on i ight hype:
creative experiences through it's intultive platform offering.
« 30 Employees

View account in Drift

How they booked this meeting

) Booked this meeting in this conversation

@ Viewed: The Forrester New Wave: Conversation Automatio... 4 days ago

View all account activity

Priority 1: Work
Opportunities in Flight

Priority 2: Get More
Opportunities in Flight

Salesloft DRfFFT &sense

PMG



DRIFT PROSPECTOR

KEY CAPABILITIES

Desktop app

House all of your prospecting efforts in one centralized

dashboard.
Live Chat

Start a conversation with your target account directly in the

activity feed.

Target Account Feed

Know which accounts to work and what to say with a
prioritized feed of your target accounts. This includes
information on buyer’s historical and real-time activities (e.qg.
viewing the pricing page, downloading a report, or chatting

with our bot).

Account Engagement Score

All accounts

Showing 12,167 accounts sorted by engagement score @ = Filter

Account

Drift

adrift.com

@ dhazeltine63@gmail.com
ablackbaud.com

Norseman Inc

anorseman.ca

HelpSystems
[ > Bt

@helpsystems.com
Accenture EMEA
> @accenture.com

redpixie.com

@hpe.com

ProntoForms Inc.

a ])VO!“IO‘OV ms.col
Trelleborg Group
atrelleborg.com
@ Delos
adelos.com

Most recent activity Engagement score v
mtuyen@drift.com viewed Why Drift - Zoom Redirect | Drift

Today at 3:35 PM
maryelizabeth.morton@bl
Today at 1:29 PM

ud.com viewed How to Ch..

pgendall@norseman.ca viewed Align and Act with Marketin
Today at 12:16 PM

Ameyah.j ath@helpsyst: com viewed Conversation

Today at 8:54 AM

Site Visitor viewed Drift vs Our Competition: Why We're Stil
Today at 2:32 PM

sophiaforbes13@outlook.com viewed Powered by Drift | Drift
Today at 11:46 AM

Site Visitor viewed Stage 2 Playbooks to Target Potential Bu
Yesterday at 12:55 PM

ekaterina.kolupaeva@trelleborg.com viewed undefined - D..

Yesterday at 8:09 AM

peggy.kanterman@delos.com viewed (/) Sales Fundamenta
Today at 1:35 PM

Score your accounts’ engagements based on their activity and
engagement frequency. This helps sellers know which
_._accounts to reach out to, and what to say based on their
i activity.

08 ,' From Artisan Selling
... toScalable Growth
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Target Account &

Contact Engagement

'3

Elon Musk is on your site right now!
https://www.cdmmedia.com/summits
Page: Summits

Tyler Crumpler

Hey Elon Musk!!

o

Thanks for checking out the e-mail | sent over. Want to

chat to see if we can help you achieve your goals?

< From Artisan Selln.y
. toScalable Growth

Chat with me now or book a meeting!

Tesla is on your site right now!
. https://www.cdmmedia.com/summits

Page: Summits

Tyler Crumpler

Hey Teslall ¥

We work with visionary companies just like you to help
them change the world. Want to see how we can help?

Chat with me now or book a meeting!

Salesloft DRfFFT Gsense



STAY CLOSETO
BUYER
COMMITTEES

Keep the momentum going with
meaningful conversations during the
“in-between steps” of a deal

e Save time by sending a quick video follow-up instead of
scheduling another call

e Create a more self-serve experience for your buyer
committee

e Jump into a live conversation while the buyer is
watching your video

From Artisan Selling

o5 ".. to Scalable Growth

¥ Diift Video x 4+

&

C @ https://video.drift.com

DRIFT VIDEO Hey Tc}m, | saw that you're Y«alchmg my video. Let me
% know if you have any questions.

Hey, this is awesome. I'd love to learn more about Drift.

o sk
@ Absolutely! Grab some time with me here.
Schedule a meeting 30 minutes

Taylor Slesinski

11:00 AM - 11:30 AM
February 16, 2022
Boston (GMT-5:00)

air Sk
All set! I've sent an email confirmation

m% 10 tom jones@whitewhale.com

& Private Reply to DriftBot © | ? @

Hi Tom!

Taylor Slesinski - Febraury 12,2022 We're by Drift Video

Quick reactions

Salesloft DRfFFT &sense



What happens once they become a
customer?

Expansion
Deliver value and stay in touch

Renewal
Be a partner, not a vendor

Salesloft DRfFFT Gsense



Contract Signed / Post Onboarding

e Kick off call introducing the team (AM, CSM, Support, Resources).
e [stablish why they signed on and what they want to achieve.

e Put together a mutual enablement / success plan.

—

e (Cadences to drip feed information / “golden nuggets” and reminder of who
is who on the account.

e Use data to map out and tier the account for future growth/expansion

e Chat bots on the website to point them in the right direction when visiting
the site - “I'm a customer - I’'m looking for help / support”

e
. ‘.

From Artisan Selling
"% toScalable Growth

PMG
e
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e Quarterly Business Reviews / monthly syncs to ensure aligned to
goals.

e Understand hiring plans and company goals for next 1-5 years.

e Pull support in whenever needed to solve issues in a timely manner.

—

e Regular emails via cadences updating on events, new features,
content to share internally (consistently delivering value).

e Pointing customers on our website in the right direction to self serve
resources via chatbots - “I am looking for resources to help make my
team even better”.

e
. ‘.

From Artisan Selling
"% toScalable Growth
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Expansion

e Priorities accounts based on previous conversation / tierring from
when they first became a customer.

e Referrals and introductions to new POCs

e Setting up trials to emphasis why more users/groups should be on
your platform

—

e Use Account Intelligence and Intent Data to understand who is ready for
the conversation.

e Make it simple for new POCs to book meetings with you directly.

e Create a shared GO LIVE plan so that everyone is aligned to a specific
S start date.

From Artisan Selling
"% toScalable Growth

PMG
e

Salesloft DRfFFT Gsense



Renewal

e Secure the verbal commitment early so there is time to sort out any issues.
e Keep the communication open about commercials.

e Share the ROI so you are viewed as a NEED to have, rather than a NICE to
have at renewal.

—

e Alerts set up to notify you if they are researching a competitor prior to renewal and
adding Decision Maker to a specific cadence.

e Pre renewal accounts to be automatically added to a cadence so they are
updated on features and the road map.

e
. ‘.

504 From Artisan Selling

52 > to Scalable Growth

PMG
e
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Making it all Work

Salesloft DRfFFT Gsense
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RevenueQOS

RevenueOS - Strategy, Service and Tech to

Transform Organizations from Artisan Selling to

Scalable Growth

Salesloft. DRfFT Osense



RevenueOS Tech and Process Roadmap - Cascaded Impact

Impact

1 salesloft 77 zoominfo  Evidyars
:I Cram Artican Qallina

Acceleration _
6 SEISMIC &)vidyard
T o
DRfFT <

: Sales Engagement

Maturity Salesloit. DRFFT oSsense



It’'s Easler to Buy Technology Than to
Create Experiences

e
. ‘.
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RevenueOS Playbooks

Closing the Gap Between Inbound and Outbound

o sense

e
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Summary and Q&A

Salesloft DRfFFT Gsense



Tips and Tricks

Stefano lacono
e Eliminate guesswork, it kills scalability
e Meet the needs of your buyers or risk
driving them away
e [ocus your prospecting on accounts
that are most likely to convert
Alex Hunbury
e Put the customer at the center of
everything you do
e Optimize for real-time engagement
e Fish where the fish are

:" From Artisan Selling
.. toScalable Growth

Ellie Twigger
e Be a partner, not a vendor
e Map out the customer journey from
start to finish
e Be proactive, rather than reactive
Kfir Pravda
e Think experience first
e (Combine the right tools to create this
experience
e Automate and optimize
e Processes and alignment eat tech for
lunch

Salesloft. DRFFT &sense
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Thank you for joining

kfir@pmg.team / www.pmg.team

. From Artisan Selling
... toScalablé Growth



