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Powering Up Your 2025 Advertising Efforts



1. 2024 Lookback

2. Know your data

3. What’s new in 2025

4. Multichannel

5. Campaign Mapping

Overview



ICP Overlap Leads to
Mixed Messages



Product Interest Segments

Demandbase keyword intent

Trending intent (spike in intent activity)

Salesforce campaign response 
(content downloaded, webinars, etc.)

Webpage visits



Campaigns, Creatives, and Audience Criteria



But We Learned Not All ICPs are Equal

ABX Only
51%

SIC Only
34%

Ads Only
8.5%

Data Only
6.5%

ABX + Ads
71%

SIC + Data
14%

ABX + SIC
11%

ABX + Data
3%



DB Journey 
Stages Campaigns

Qualified Qualified (All)

Aware Aware (ABX) Aware (SIC) Aware (ABX + Ads)

Interested, 
Engaged, MQA Acquisition (ABX) Acquisition (SIC) Acquisition (ABX + Ads)

SQL Opp, Pipeline 
Opp Acceleration (ABX) Acceleration (SIC) Acceleration (ABX + Ads)

Customer, 
Subscriber start 
date in past 4 
months Customer Adoption (ABX) Customer Adoption (SIC) Customer Adoption (ABX + Ads)

Customer, 
renewal date in 
next 6 months ABX Upsell  Ads Upsell

Orchestration 
Upsell

Personalization 
Upsell Data Upsell

Customer, not in 
above Customer Renewal



• Breakout by product at aware

• Remove data + ads only track

• New track for ABX + Ads

• Customer adoption campaigns 
based on product ownership

• Always-on customer renewal 
campaign

• Upsell focused campaigns

2025 Structure



+ + + +



Outcomes

Awareness
Reached, impressions, CPM, intent

Interest
Intent data, journey velocity, new accts 
onsite

Engagement
Clicked, Visited, Interacted, Lifted

New Lead
Conversions, Conversion Rate, CPL

Opportunity
Opps by source / channel, first touch / 
last touch

Pipeline
Influence dollars, attributed dollars

Closed/Won
Influence dollars, attributed dollars



Omnichannel Benefits

37X
Pipeline $s per 

account

87%
Lower cost per 

lead

25%
Higher open and 

click-through rates

67%
Increase in web 

interactions

Search Social Email CTV



Awareness
(Qual-Aware)

Acquisition
(Interested-MQA)

Acceleration
(SQL-PipelineOpp)

Customer
(All)

TAL ICP TAM TAL ICP TAM TAL ICP TAM Adopt Retain Expand

MM ✓✓✓✓ ✓ ✓✓✓ ✓ ✓✓ ✓ ✓ ✓ ✓✓ ✓

Majors ✓✓✓✓ ✓ ✓✓✓ ✓ ✓✓ ✓ ✓ ✓ ✓✓ ✓

ENT ✓✓✓✓ ✓ ✓✓✓ ✓ ✓✓✓ ✓ ✓ ✓ ✓✓ ✓

Strat ✓✓✓✓ ✓ ✓✓✓ ✓ ✓✓✓ ✓ ✓ ✓ ✓✓ ✓

Digital Coverage Map
✓ - Display  ✓ - Linkedin  ✓ - Content Synd  ✓ - CTV



CTV Campaigns

TOFU Strategy
Intent + no web visits

BOFU Strategy
Targeted 1:1 campaigns

Results
Display vs CTV

Metric Display CTV Δ

Reached 75% 74% -1%

Visited 45% 53% 18%

Lifted 34% 36% 3%

Interacted 25% 35% 40%

Overall, accounts that received CTV ads had a 64% increase
in unique visitors and a 476% in page views



Journey Stage Segment Paid Social Content Display Content Webchat Content

Qualified

ENT Product Tours Page
ABM 101 Page
ABM vs ABX Page
G2 Report

Campaigns/ads based on which 
product account is showing 
intent for

ABX Intent:
Hidden Cost eBook
Account Based Analytics Page
Buying Groups Page

SIC Intent:
SIC Product Page
Sales Problems We Solve
Company Data Page

Ads Intent:
Advertising Product Page
DSP Page
A/B Test Blog

If on product pages, then 
product specific experiences / 
assets, otherwise Unspam Your 
Brand guide

MM

EMEA

ABM 101 Page
ABM vs ABX
No Wasted Budget
Growthbusters Page

Aware

ENT Product Tours Page
ABM 101 Page
ABM vs ABX Page
G2 Report

If Marketing Persona - Sell ABM 
to Your Boss OR ABX 
Infographic
If Sales Persona - Sales 
Problems We Solve Page OR I 
Hate Spam eBook
If Unknown - Tips to Work 
Smarter Not Harder

MM

EMEA

ABM 101 Page
ABM vs ABX
No Wasted Budget
Growthbusters Page



Thank You!


