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Hl. WE’RE ZION & ZION

ABOUT US OUR EXPERTISE

FROM IMPRESSIONS TO

REVENUE...

AND EVERYTHING IN
BETWEEN.

Zion & Zion is your partner in winning,
retaining, and growing Demandbase
clients. As an extension of your team, we
bring ABX strategies to life—executing
targeted, high-impact media campaigns

that showcase the power of Demandbase.

We don't just activate accounts; we drive
measurable revenue by aligning mediaq,
messaging, and sales engagement for
full-funnel success.

From first impression to closed-won, we
help your clients see results—so you can
close more deals and expand existing
accounts.

ABX MULTI-CHANNEL MEDIA
We execute data-driven, multi-channel
media campaigns that maximize ABX impact
—delivering the right message to the right
accounts for real results.

SALES ENABLEMENT

We equip sales teams with the insights, tools,
and content needed to turn engaged
accounts into closed deals, bridging the gap
between marketing and sales for better ABX
performance.

PLATFORM EVALUATION

We help clients optimize Demandbase and ABX
tools to improve targeting, attribution, and
revenue impact—ensuring tech drives
measurable results.

www.zionandzion.com




Why Precision Selling Matters Now

Buyers are more independent than ever

70% of the buying journey happens before
engaging sales

Fewer on-site researchers (AlO, zero click
searches, dark social)

Traditional MQL models are misalignhed

Leads are too broad, early, slow, mis-scored, or
misprioritized

ABX done right means sales & marketing
working from the same real-time data

what is the difference between accounts payable and notes payable X !,
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< AlOverview
Accounts payable (AP) and notes payable (NP) are both liabilities that a
company records on its balance sheet, but they differ in several ways: ¢

Who they're owed to

AP is owed to suppliers and vendors for goods or services purchased on credit, while
NP is owed to financial institutions or other creditors. &

Repayment schedule

AP is usually due within 30 to 60 days, while NP can be short-term (due within 12

Show more Vv



Quick Win: Convert Known Contacts to MQLs Based on Signals

Update existing
scoring models
to incorporate
account and
person-based
signals

Closed/won deals
have an average of
6.0 engaged
Contacts/deal;
closed lost average
of 2.3 engaged
Contacts/deal

MQL/MQC Counts by Week

Our historic scoring process generates an average of 183 MQLs/MQCs weekly. Since activated, Intent Scoring has
added an average of 87 MQLs/MQCs per week, a 110.34% increase to weekly MQLs, equating to a new weekly
average of 250 MQLs/MQCs.

Existing MQL Intent Driven

oo . Status Qualification (%) Qualification (%)
m Existing Scoring Model MQLs  m  MQAMQLs
Disqualified 9.5% 2.0%
Not Yet Ready - Nurture 2.4% 2.6%
Attempted 15.7% 50.7%
Contacted 1.7% 14.7%

Total MQLs 5,981 1,615
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The Core Challenge — Why ABX Fails Without Data

Common issues with traditional
approaches:

Gut-driven prioritization misses real
opportunities (oftentimes top accounts,
selected by sellers, are negatively correlated
with Win Rate and Deal Size)

Sales engages too early (not ready) or too
late (already evaluating competitors)

Marketing and sales work from different data
sets

Solution: Precision selling aligns sales &
marketing around real engagement data

Stage

All Other

Qualified

Opportunity

Customer

Stage Description

ICP Fit

Problem Aware

Category Aware

Brand Aware




Pillar 1 — Identifying the Right Accounts with Engagement
Signals

Not all intent is created equal

Behavioral vs. declarative intent

Example: Researching competitors vs. filling out a form
Look for high-intent signals

Repeated engagement, late-stage content, high-value page
visits, recurring intent themes

Account tiering based on signal strength and fit



Pillar 2 — Activating Sales at the Right Time

Turn signals into sales actions

Track engagement patterns (e.g., surging on competitor keywords, visiting
solutions pages)
Prioritize outreach to accounts in active buying cycles

Bonus: look back at intent on the best closed/won deals

Tailor messaging to specific engagement signals

Example: "Noticed you’ve been researching [competitor]? Here’s how we
compare.”



Sample Outbound Motion

14 Steps over 26 Business Days

Day 1

Step 1 | Call

First call. Leave Voicemail

Step 2 | Email 1

First email. Personalize based on research
you've done on the prospect.

Attachment: Buyers Guide

Step 3 | Linkedin

Connection request on LinkedIn.
Step 4 | Call

No voicemail, follow up with email.
Attachment:

Step 5 | Email 2
In-thread follow-up to first email

Step 6 | Email 3

New email thread. Consider video for this
step.

Step 7 | Call

Leave VM referring to video.

Step 8 | LinkedIn
Engage on LinkedIn. Consider email. Like,
comment, share. View their profile.

Step 9 | Call
Leave voicemail

Step 10 | Email 4
Attachment: Case Study

Step 11 | Email 5
Attachment: Implementation Guide

Step 12| Call
In-thread follow-up to first email

Step 13 | Email 6
Final email.
Attachment: Social Proof

Step 14 | Next Steps

Where should this prospect go from here?
Anything else on social you can do to
connect?




Personalize Outreach with 1st and 3rd Party Intent

@ Email 1 (Intro)

Subject Line: {{Intent Topic Personalization})

Hey {{first_name}},

Our research team just sent us these latest market trends for {{TOPIC}).
(PDF attached)

Hopefully these help you as you think about your administrative strategies
and goals heading into the new year.

Let me know if there is anything else | can help with.

Thanks,
{{(My.first_name}}

3rd party intent topic
most recently surging
for the account

@ Email 3 (Video)

Subject Line: {{ACCOUNT}} deserves more from your technology (Video)
Hey {{first_name}},

We're excited to tell you about {{SOLUTION}} and the impact it's had on
businesses like yours.

To explain more, | put together this video for you.

Thanks,
{{My.first_name}}

1st party intent: solution
page visited by the

account



Pillar 3 — Driving Revenue Impact with Measurable ABX

Key metrics to track:

Accounts Reached, Engagement lift, MQAs, Engaged Contacts/Deal, Pipeline Velocity

Leading Indicators Business KPIs

ICP Accounts Multithreaded, Deal Win Rate, Deal

Leliasiis ez Engaged Engaged Accounts Size

While there are of course drop-off rates between each step, each Complement this measurement strategy by assessing

step is a leading indicator of the next step the most bottom-funnel Key Performance
Indicators on an appropriate basis

Results come in sooner; shorter conversion windows mean

results, campaign optimizations, and business decisions Feed these insights back into campaign and
measurement strategies at longer intervals

Higher volume of results means deeper data cuts and

enriched insights




Pillar 3 — Driving Revenue Impact with Measurable ABX

How precision selling reduces wasted effort & accelerates deals

Why should sellers
prioritize MQAs?

Marketing Qualified Accounts
(stronger fit, high intent)
resulted in:

- +44% Average Deal Size
- 38% faster time to close
<> 173% higher Win Rate

Why should sellers multithread deals?

When Marketing Qualified Accounts are worked,
the coefficients for multithreading (reaching and
engaging multiple members of the buying
committee) drastically improve Average Deal
Size:

- For each contact engaged, deal size
increased by ~2% (p-value 0, coefficient
1,994)

Closed/won deals have 2x the number of
relevant engaged contacts vs. closed/lost
deals




Know (and Update) Your Opportunity Contacts and Roles
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Pillar 4 — Align Incentives to Success N o

Win Rate

Ask yourself:
Are BDRs/SDRs incentivized on volume?
Is the sales org incentivized on sales generated deals?
Is the sales org judged/incentivized on closed/won percentages?

Do incentives align to quality over quantity?

Measure:
How fast are MQAs worked?

How often are deals multithreaded? What is Engagement Rate? How
many contacts/deal are engaged?

What sellers are using account intelligence, how often, and how
does this correspond to Win Rate, ACV, and Velocity?

Account
Intel
Usage




Implementation Blueprint — Applying ABX Intelligence in Your
Org
Step 1: Align sales & marketing on engagement signals

Step 2: Integrate signals into CRM, sales sequences, and outreach workflows, create
sales support that aligns with these signals

Step 3: Establish a feedback loop for continuous optimization

Alignment Checklist: Does your team know how and when to act on account
signals?



Implementation Blueprint — Applying ABX Intelligence in Your
Org

Key Takeaways:
Use engagement signals to prioritize the right accounts
Reach out at the right time with the right message

Track metrics to optimize ABX impact

Incentivize the Revenue Team to the actions that produce
ideal results

More questions? Let’s chat.
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