*ROI Lab \/

The Value-Based Blueprint:

Prioritizing Outcomes with *
the Right Objectives and
Measurement

February 2025

D



The Value-Based Blueprint: Prioritizing Outcomes with
the Right Objectives and Measurement

Alex Jansen Mandy Hummel

Director of Data Analytics Sr. Manager, Strategy Team



ABM Model Deployment

ACCOUNT PRIORITIZATION
Value Moment: Target Account Data in single location

E PERSONALIZED MESSAGING MQAs TO REVENUE CUSTOMER FOCUS
S Value Moment: Persona Engagement Value Moment: Value Moment:
()
ACCOUNT ENGAGEMENT & INSIGHTS
Value Moment: Account Impressions/Reach
ACCOUNT PRIORITIZATION
Value Moment: Intent & Qualification Scores
MQAs TO REVENUE
v Value Moment:
TU PERSONALIZED MESSAGING
3 Value Moment: Buying Group Engagement
CUSTOMER FOCUS
Value Moment:
ACCOUNT ENGAGEMENT & INSIGHTS
Value Moment: Buyer Journey Insights
ACCOUNT PRIORITIZATION
Value Moment:
=]
=] PERSONALIZED MESSAGING
(=4

Value Moment: Web & Intent @ Buying Group

ACCOUNT ENGAGEMENT & INSIGHTS

Value Moment: Multi-Channel Impact




Value Measurement Plan

Top Objectives

Benchmark(s)

Desired Outcome

Drive awareness with
Demandbase
Advertising

e Accounts Reached on
Demandbase Campaigns

® % of Accounts that Visit the

Site

e 80% Accounts

Reached
40% Accounts
Visiting the Site

Reach more accounts and
drive site visits targeted
with Demandbase
Advertising

Achieve marketing
and sales alignment

e Incremental lift in MQA
‘Handoff’

Current State:
5%

Goal by EoY :
7%

Align with Sales using data
driven account selections
and prioritization to create
more opportunities for
Marketing Qualified
Accounts

Leverage competitive
intent to increase
retention

e Incremental increase in
renewal rate

Current State:
70%

Goal by EoY :
73%

Surface existing accounts
with trending competitive
intent to CSMs to prioritize
accounts for renewal.







