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Who is the most engaged?

Is interest coming below the line or above the line?

What topics are they researching?
Is there a pattern to what they are researching?

The line = Director
o  Below are influencers and end users
o  Above are your decision makers and
buyers
Work below the line to gather rich insights
about the account to be relevant to people

above the line

ow to understand your potential buying group

Is engagement from your buying group?
Do you have engagement minutes with your

buying group?
Do you have engagement minutes from people

who roll up into your buying group?




Timeline

Timeline is one of the most important features in viewing account activity with sales & marketing actions at
your company

Timeline
2.Go to
resources

page

3. Unknown
contact to
demo page

5 Mar1, 2024

4 Sep 27,2024
Deal Story Engagement

demandbase.com/resources/po
dcast/retention-of-a-new-gene
ration-of-employees

04/18/2024

6. Competitive
intent

pales Engagement
demandbase.com/on-demand-

[IE ] -
Field Marketing
06/21/2024

demandbase.com/pr...

05/15/2024 Responded: 2024-FY-WEB-Vid

eo-Demandbase-One-Demo-0

1. Read a press release

Mar 22

MQA

Engaged

Responded: 2024-FY-WEB-Vid
eo-Demandbase-One-Demo-0

4. Known
contact #1
demo request

4. Known
contact
#1back
to site

od

= iy o

MQA Engaged

3

b 4

L4

Jun 28

l;mmr.o'l‘F.ialdeetIng
07/22/2024
5. Known contact
#2 (and possibly
known contact
#1's boss) to site
looking at same
page as known
contact #1

Responded: AllTime-CON-Repo
rt-PTR-Gartner-Peer-Insights-C
ustomers-Choice-2024

6. Known contact
#1 back to site for
3rd time

Aug 23 Sep 6

Understanding the history of engagement tells you the story of account interest. Here | can see several

members of field marketing team are wanting to see demos of our product. You can go even deeper in
activities section of heatmap (tutorial in next slides)




Heatmaps

View activities that drove the
311 engagement score :

14 Activities Q Export

SFDC Campaign Anonymous Non-Marketing Known Website
Response Website Visits Activity Visits

Totals

Title
Marketing - Other
A

. i Field Marketing
Marketing - Operations

No Title

Marketing - Digital and Web

1. Click on row/column you
want to dive into. In this
example, | want to see all

persona engagement 2. Look for patterns: ' . .
from SFDC campaigns ° - are the same people coming back multiple times
(MQLs) over the past 6 o - do we see a pattern emerging in people
months and/or teams interested in content that we should target
° - is the content they are looking at related to the

same topic? Use this to select people + what to message about

° - is it time to take
action?



Highlights

These are the top contacts via engagement score and the activities that have ranked them
high in the scoring over the given time frame

Highights Person + engagement
score

v B Feb1,2024 B Sep 25,2024

) Submitted Form 2024-FY-WEB-Video-Demandbase 0-On-Deman: 0 Meeting in 2024-Q3-WebChat-Qualified-Smart-Button-Meeting-Calendar-Offer
Submitted Form 2024-Q2-SE-Workbook-7-Planni -for- -Success Submitted Form 2024-FY-WEB-Video-Demandbase-One-Demo-On-Demand
Submitted Form 2024-Q2-SE-eBook-Sell-ABM: Visited 13 web pages

24

0 Delivered in 2024-Q1-DM-Special-Scone-Program ACtiVitieS that drove
score + drop down to

see all activities Highlights are a good starting point at
any account for who you should reach
out to as they are the most engaged
and you have insight into what their
interest is




Connections
View your LinkedIn connections within Demandbase One for Sales

Top People

Q Gunner Blanche

=i 41Connections

g Philip Annalise

< 34 Connec tions

Q Drake Herman

*: T Connections

Q Ev:ly

'n Savannah
nnections

3 Cor

@ Salesforce, Inc. Search across 241M+ People and 104M+ Accounts

Account v People Engagement v Insights v

< Back to People

Click into person and
understand how you
are connected

/

Senior ABX Data Strategist & Sales at Demandbase, Inc.
Aug 31, 2020 - Nov 30, 2022

Gunner Blanche
Account Executive \ Retail & Cc
Salesforce, Inc.

gunner_blanche@salesforce.com @

<o :

%

7 Bachelor of Business Admi

+1925 486 9429 o

& Previous Employment

Connections

/

Located in Top People in
Account Tab you can use
dropdown to find
Connections

41 Connections to Gunner Blanche

Sage Bill 1
Strategic Customer Succe... ,é,
Demandbase, Inc.

Gunner
Blanche
Edwina Bertha

Growth Account 't Director

Demandbase, Inc.




Buying Groups for Sales

Show me Accounts v that I should reach out to v

84 Accounts Anna Delvey's Accounts v

One of the biggest challenges for Nz

. . . Wellness Tech & Engaged a -
sales in approaching accounts is Nz
knowing who the buying group is. AT Brain S .
Take the guesswork and manual invy &
process out of it, with Buying Groups 1 B o Trnding ot
fOF Sales U Showing competitive intent 1) SalesCo

Hooli £ site Activity R R )
0 Increase in page views (.../products/Salesintelligence)

O Increase in page views (.../products/solutions/sales/)
Globex Corp U Competitive Intent

eac tacts i up
B2Beards °
Carrie Chuck E. Brie

§am ] Chief Sales Officer VP, Enterprise Sales

+ bl Decision Maker (Sal... m
Always B Closing Inc { )
View account details

Identify the right personas and buyer
roles within a buying group

Set-up multiple buying groups for
different products or services, to
help reps focus on the right buyers
for the right solution

Flitter Inc & Engaged

A K @5

Top Buying Groups
Based on your confirmed buying members
Buying group name Persona coverage Confirmed member eng. Recommended buying members

23
0% No confirmed members

M Initiative | 58

No confirmed members




Buying Groups

<sack A\ Autodesk Inc

I: o In the people tab you can quickly find all Allow sales to edit/add
. =1 " | members of the buying group buying group members

‘ 24 Buying Group I 7,958 Current 9,513 Former as th ey learn more
about the account

Contacts (24) Title & Buyer role Contact Information

Eriberto Kavon Sales Operations - Team Lead, Worldwide Field Operations AMER
(Technical Expert (ABX / Mod... )

7 Edit Buying Group(s)
Newton Malika Vice President AEC Strategy & Marketing

(Unfluencer (ABX / Modern ... +3 )

4, Boston, MA AAdded to 1buying group(s)

[ Autodesk Inc
Buying Role Champion
Destiney Sterling Sofia Vice President, Digital Marketing
. ((influencer (ABX / Modern ... +3 ) Sierra Shirley Buying Group  ABX / Modern GTM Initiative #
[} United States o b2
Director, Account-based mark...
@ Autodesk Inc (Decision-Maker (ABX  Modern G... +2) + Add additional Buying Group & Role
Autodesk Inc
Susie Barry Director WW Sales Operations Services

% Recommended group/role
(_Technical Expert (ABX / Mod... )

4, Munich Area
@ Autodesk Inc & F'N ] -

| & sierra_shirl e ®
Sierra Shirley Director, Account-based marketing at Autodesk & sierra_shirley@autod.

& oo e « E0a967SS o " Give sales all relevant contact info
including phone, mobile, email,

ol Scoring (A+--> C) to give reps an
e indication of the accuracy and
7 e [ recency of verified contact info.




Site Analytics - Known Visitors

Site Analytics 1ast30 days v Top Known Visitors Top Locations

Page Views Unique Visitors Top Visitors (last 30 days) Page Visits

8 m Jazmyn Kristoffer
5

Look for account Understand when
spikes in traffic and known contacts are
visitors . .

coming to your site
and what they are
looking at

c
2 3
H )
£ 5
>
2 s
- &
a g

@

=PageViews  © Unique Visitors Are t h ey (ed0) nti Nnu au,y

Understand what their coming back to your
Fage Vi s oy interest is and use to be i site,looking at
9

Lol more relevant in messaging i ot :
/ /only-b2b-dsp San Francisco, Califc | Possible people at locatj Sep 20, 202 SI m | lar to p | Cs an d

Pune, India | Possible people atgbcation Sep 18, 2024 part Of yo u r ta rget
Wilmington, Delawar i 2 at location Sep 13, 2024 .

_ , personas? Add this
United States Jazmyn Kristoffer Sep 12, 2024
Ashburn, Virginia | Possible people at location Sep 12, 2024 pe rSO n tO yO U r
United States Jazmyn Kristoffer k Sep 12, 2024 b uyi n g gro u p

United States Jazmyn Kristoffer Sep 12, 2024




Site Analytics - Identifying Unknown Visitors

Site Analytics Top Visits

e See site activity trends to B
identify when a target : :
account is showing interest p—

e Easily identify top visited ik

pages to understand what & voiaiores
‘, Jessie Cameron

prospects care about

e View known contacts visiting
the website and reach out to
them (with context)
immediately

124 124 People ese 124 Current

Job Function
124 People
Job Level

e Get contact i s I—
recommendations for
anonymous site visitors




Finding Contacts in CRM

Build reports showing personas with engagement. Can be for single account, target persona or across a sales
reps territory

Report: Contacts & Accounts

Visa Contacts with MEMs Last 90

Total Records Total Marketing Engagement Min... Total Marketing Engagement Min... Total Marketing Engagement Min...
8 220 655 900

| Demandbase Persona T 7\ Account Name v | First Name T\ Last Name |? Title \?I Email v Marketing Engagement Minutes (1 mo.) [¥] Marketing Engagement Minutes (3 mo.) [+] Marketing Engagement Minutes (1 yr) ]

A Trend # Enable Field Editing € Add Chart ‘ ‘ 4 ‘

| | Marketing - DG and Field (1) Visa Europe Limited Senior campaign manager 44 44 44
Subtotal 44 44 44
\:\ Marketing - Digital and Web (1) | Visa Inc Campaigns 6 6 100
Subtotal 6 100
|| Marketing - Operations (2) Visa Inc B2B Marketing Operations 33 143
Visa Inc Senior Director MarTech/Operations 366 366

Subtotal 399 509
\j Marketing - Other (3) Visa Inc Marketing Manager 10 51
Visa Inc Marketing Planning Manager 30 30

Visa Inc Marketing Lead 35 35

75 116

Visa Inc Manager 131 131

Organized Report pulls in

by persona any account in
parent account
hierarchy



Finding Contacts in CRM

1. Build an engaged personas report into a dashboard view
P 2. Separate reports by persona making it easier for reps to connect persona -> value prop

L/AND 2 AND 3 AND 4 AND 3. Look at communication history and engagement of that contact for relevance in messaging

Marketing Engagement Engaged Marketing Execs
Minutes (3 mo.)

greater or equal 50 Account Name Title FirstName  Last Name Marketing Engagement Minutes (1 mo.) ¢ Product with the Most EngMins (1 mo)  Sales Touches (1 mo.)  Count of High Value Page Visits (1mo)

nCino Chief Marketing Officer
Account Name
does not contain The Meyers Printing Companies, Inc. Fractional CMO

test.com, Forrester - AVEVA US Vice President, Demand Generation and Partner
Analyst, - partner, Marketing
demandbase, Praxent VP Growth
placeholder NWN Carousel

Director of Field Marketing

Cambria Company LLC VP Creative Design
Demandbase Persona

contains marketing - Intelex Technologies Inc. Marketing VP

exec LPL Financial Holdings Inc. VP, B2B Marketing Strategy
Stratasys VP Global Marketing

Demandbase Journey

Stage Privacera, Inc. Senior Vice President Marketing

does not contain Chili Pete VP of Marketing

disqualified,

opportunity View Report (Engaged Mktg Exec - Impact)

Product with the Most
EngMins (1 mo)

contains abx, sales, Step 1. Contact engagement Step 4. Journey Stage Filter In columns of report, include contact
s et e . Step 5. Product with most level engagement, sales touches and
High Value Page Visits (3 Step 2. Account Name filter engagement filter number of high-value pages they have
mo.) out list (optional) Step 6. Account level

not equal to "* Step 3. Persona filter been to

high-value page visits
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Finding the right person based on interest

Using the Advertising interest, we can assume
that the interest is from someone close to the
Digital Marketing persona

Deal Story Engagement = Marketing Engagement - Sales Engagement

Responded: 2024-Q2... demandbase.com/un... demandbase.com/cal... demandbase.com/wh... m
| |
m advertising platforms

1" Top engagem@nt minutes - May 31 - Jun 6
Top Activities

5 @ Page Visits demandbase.com/why-demandbase/only-b2b-dsp

2.5 @ Page Vi... demandbase.com/resources/account-based-experie...

06.. ~ Trending Intent ad tech \.\/\
may z may v Jun 6 Jun 13 Jun 20 Jun 27 Jul 4 Jul 11

Not only are they researching our advertising
Bt solution on our website, they are showing
intent (3rd-party) for AdTech

Recycle




Use buying group + persona to narrow contact list

Set-up buying group based on how your sales team is
organized e.g. product/segment/industry interest +
related page views

Account v

People

24 People 24 Buying Group 35,644 Current RE.418.Eorme Take liSt Of 35k
Buying group employees tO 24
LRt with the right list

Advertising Contacts (24) Title & Buyer role Contact Information

ABX / Modern GTM Initi... Segmentation

Senior Director, Web Marketing

& Austin, TX Decision-Maker (Advertisi... +1

(& Adobe Inc

Buying group members

Al

Buying group members

Director, Operations & Program Management, Advertising Cloud
:.:

Recommended members T P PPy Ty
& New York City, NY Decision-Maker (Advertisi... +1
[ Adobe Inc

Persona

- Rl

Marketing Ops

Director, Global Marketing Operations & AMER Digital Marketing

2, San Francisco Bay Area, CA Technical Expert (Adverti... +2

[ Adobe Inc
Demand Gen

CRO / Sales Leader
Digital Marketing / Advertisi... Director - Intellectual Property and Advertising

Marketing Leader & San Jose, CA Decision-Maker (Advertisi... +1

& Adobe Inc

Search for personas related to
engagement



Use DBIS to Take Action in Sales Engagement

Click Export/Add to button

TV - and select destination 2

Contacts (1) Title & Buyer role Contact Information
84,000 sync/export credits remaining

Francisco Desiree Head of Global Digital Field Marketing nsxS &  Export to Salesforce e

2, Washington, D.C., DC (Influencer (ABX / Modern GTM Initiative) +3 )

[ MicroStrategy Incorporated

Export as Contact

Export as Lead

Outreach B¥ Export to Dynamics

Export as Contact

Dl’ill intO persona andlor © Add 1 person to Outreach Sequence Exportasilead
buying group and select Assignee* T
contacts to add to sequence ‘ W o Outreach:

Add to Outreach Sequenct

Sequence*
@ Remove from
digital { Add to Gong Engage flow
& Add to Gong Engage flow

Digital Marketing - NA AE 2024
1, Export to Excel

Digital.ai

Ch 0o0ose user an d Eli Lilly Digital Advertising Sequence
sequence/cadence to add GSDR - ABX - Digital Marketing
contact to NA SDR OB Digital Marketing High Touc

Dec F...
NA SDR OB Digital Marketing High Touch Dec
Dec F...

SDR Team - Digital Marketing Ads Intent




Example #2 - Using Insights for Relevancy

Newly visiting homepage,
and researching ABM, and
Website Optimization on
the web.

Timeline

B Jul 3,2024 B Jul9, 2024
N Ot mucC h en gage me nt- .o — Marketing Engagement — Sales Engagement

HPE Aruba x Demand...

Deal Story Engagement
demandbase.com/pri..

I !
[Outreach] [Email] [O... [Outreach] [Email] [In...
375 Top engagement minutes - July 3 ; ach [Emaii (
[Outreach] [Email] [O...

Top Activities

1.25 @- Page Visits demandbase.com

06... ~* Trending Intent website optimization
e

06... ~*  Trending Intent account based marketing
_—

Jurg



Two days later...

No sales rep has reached out yet, but now
we know they are going past home page,
researching our competitor, and looking at
our ABM product details

— Marketing Engagement

dbase.com/pr...

9.9.. Top engagement minutes - July 5

Top Activities

oy
www

25 &

Page Visits demandbase.com/problems-we-solve/sales

1.25 ~*  Trending Intent 6sense

1.25

oy
www
A4

Page Visits demandbase.com/fag/types-of-market-segmentation

- Sales Engagement

demandbase.com

HPE Aruba x Demand...




Begin outreach after web page visits...

After reaching out and 8
days after initial home page
visit, they are now;

e Visiting our pricing

page

e Revisiting Homepage

e Engaging with
Emails...

15 Top engagement minutes - July 8
Top Activities

@« Page Visits demandbase.com/pricing
o

75

2.5 & Page Visits demandbase.com

15... Task [Outreach] [Email] [Out] Re: Improving Team Bandwidth

5 Ta... [Outreach] [Email] [In] Automatic reply: Improving Team Ba...

Task [Outreach] [Email] [Out] Re: Andres, ABX at Aruba



Get the Response!!!

Top Activities
2.5 @ Page Visits demandbase.com/problems-we-solve/sales

H| Anthony and DeStinee: 1.25 ~* Trending Intent 6sense

Thanks for reaching out. | would like to learn about the 6Sense and Demandbase differences.

| am available on these time slots, please feel free to send me an invite, and we can schedule 45 min.
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ow Demandbase can help with Multi-threading

Understand where engagement Find contacts that are typically
' associated with those topics

is coming from

|

Find people associated in

previous conversations to G

re-engage



Heat Map

Understand where you have engagement across your buying group and the type of
engagement it is

Heatmap

B Apri,2024 B Sep 3, 2024

Preset Custom Rows +- MAS-Marketing-Engagement-Type (Segment) v 4 Columns & MAS-Persona (Segment) Max Rows 10

Marketing - DG and Marketing - Digital and Marketing -
Anonymous People Marketing - Executive Field Marketing - Other Web Customer Success Operations Sales - Reps No Title General Executives

Totals 4,266 366 305 303 185 183 158 155 63

Anonymous Website Visits 2732
+

Non-Marketing Activity 907
SFDC Campaign Response 0
Intent
Known Website Visits

Engagement Minutes

High I




Engaged Target Personas by Sales Touches

Engaged Sales or Marketing Ops

Account Name First Name Last Name Title Engagement Minutes (1 mo.) ¢ Sales Touches - Mktg Ops (14 days) Sales Touches - Sales Ops (14 days) High Value Page Visits (3 mo.)

Ingram Micro Associate Marketing Automation 264 demandbase.com/products/advertising,
demandbase.com/on-demand-demo/demandbaseone,
demandbase.com/book-meeting/thank-you

EcoVadis Digital Marketing and Operations Manager 245 demandbase.com/resources/ebook/2021-gartner-abm-
: critical-capabilities-thank-you, demandbase.com/why-
demandbase/6sense, demandbase.com/calculators/gtm-
assessment

Nintex Sr Marketing Operations Manager i demandbase.com/problems-we-solve/build,
demandbase.com/problems-we-solve/find,
demandbase.com/on-demand-demo/demandbaseone

Engaged Demand Generation

Account Name First Name Last Name Title Engagement Minutes (3 mo.) ¢ Sales Touches - Mktg DG/Field (14 days) High Value Page Visits (3 mo.)

Environmental Systems Research Institute, Inc. Senior Campaign Manager - demandbase.com/on-demand-demo/demandbaseone,
demandbase.com/product-tour/abx,
demandbase.com/products/evaluate-db

Cloudflare demandbase.com/product-tour/abx,

demandbase.com/products/personalization,
demandbase.com/products/account-based-experience

Cloudflare marketing 5 2] demandbase.com/product-tour/abx,
demandbase.com/products/personalization,
demandbase.com/products/account-based-experience

* MQLs + cookied contacts who are engaging with your company: via website, marketing campaigns and sales
outreach

* View overall engagement and cross-reference sales activity via sales touches

* Do high-value page views and campaign engagement match what this persona would be interested in?

* If so, you know you have a strong buying signal, especially if you have multiple people from the same
persona researching the same or similar topics



Sales Touches by Persona Multi-threading Example

e High-value page visits in last
month are around what we do

e Webuficfme] 82 for sales persona and account

e ¢ AR & 2 intelligence (a product for

High Value Page © demandbase.com/problems-we-solve/sales, # High Value Page © demandbase.com/problems-we-solve/sales, # se l.l.e rS)
Visits (1 mo.) demandbase.com/problems-we- Visits (3 mo.) demandbase.com/problems-we-

solve/business-services, solve/business-services,

demandbase.com/products/account- demandbase.com/products/account-

intelligence intelligence [ J AS a SaleS Leader, I WOUl.d
want to see recent touches on
sales buying group members

Vv Website Engagement

v Sales Touches by Persona

Sales Touches - Mktg @ 7 Sales Touches - Sales @ 0
Exec (14 days) Exec (14 days)

Sales Touches - Mktg @ Sales Touches - Sales @ 2 O I N th iS exam p l_e, we h ave

DG/Field (14 days) SDR Lead (14 days)

S_al(_asTouches—Mktg 00 Sales Touches - Sales @ reaChed Out to SDR Leader
Digital (14 days) Ops (14 days)

Sales Touches - Mkt @ but no recent touches on
Ops (14 days)

Sales Touches - Mg @ O Sales Execs or Sales Ops

Other(14 days)

o Latter two are typically

*Requirements: Sales Touches by Persona + High-Value Page Visits set-up people with buying power,
need activity there



Example 1 - Using Engagement by Product for

Multi-threading

Company XYZ in this case, is showing the most
engagement for Product 1 “ABX”. This means that the
pages they are visiting are tied to Product 17ABX” (our
core marketing platform). Because of this we would
start outreach to this account leading with Product 1
“ABX” messaging.

Map products to typical
buying groups for those
products

v Engagement by Produc

Product with the
Most EngMins (1

ABX EngMins (1 O 34
mo)

Advertising O 23
EngMins (1 mo)

v CrunchBase

Data EngMins (1 o7
mo)

Sales Intelligence @ 18
EngMins (1 mo)

*Engagement minutes by product are calculated fields pushed to SFDC



Example 1 - Tie High-Value Page Visits to

Product/Persona

demandbase.com/30mpc
demandbase.com/problems-we-solve/sales
demandbase.com/resources/event/sales-happy-hour-nyc-2024

demandbase.com/blog/100-powerful-women-in-sales-2023

demandbase.com/no-wasted-budget

demandbase.com/products/advertising

demandbase.com/why-demandbase/only-b2b-dsp

These UTMs are
associated to our Sales
Product and Persona

These UTMs are associated to
our Marketing, more
specifically Digital Mktg.
Persona




Example 1 - Rep accountability to multi-threading

Company XYZ, is showing the strongest engagement with Product 1
“ABX” under their Salesforce account view. Sales Managers usually
want to know if their reps reaching out to the personas relevant to that
solution?

In this example we can see the Marketing Exec Persona has several
touches in the past 14 days (associated to Product 1 “ABX”,) but little
outreach with the personas who are likely interested in that product
(Demand Gen, MOPs, SOPs and Sales Exec

Sales Touches by Persona ‘
l Sales Touches - Sales @ O

Pro Tip*; To build productive SDR -
AE relationships/weekly stand ups.
Advise each to come up with the
top 15 accounts they want to

xec (14 days) Exec (14 days)

Sales Touches - Mktg @ Sales Touches - Sales @ O
DG/Field (14 days) SDR Lead (14 days)

target for week. Jump into account
list together - Understand where
progress is being made or
personas that may need to be

Sales Touches - Mktg @ O Sales Touches - Sales @ O
Digital (14 days) Ops (14 days)

Sales Touches - Mktg @ 1
Ops (14 days)

Sales Touches - Mktg @ O
Other(14 days)

In this example we are under the account view in Salesforce




Example 1 - Map out Buying team Pertaining to
Product Interest

*Knowing it’s product 1 “ABX” they are showing the strongest
engagement with, let's start with the personas relevant to just

Engagement Vv Insights

People

84 People 9% Buying Group 63,690 Current 40,808 Former

Buying group
8 Al

Advertising Contacts (84) Title & Buyer role Contact Information

ABX / Modern GTM Initi...
Terrance Ona Senior Director, Head of Digital Marketing Professional Services

(_Decision-Maker (ABX / M... +1)

£ Tokyo
Buying group members @ Salesforce, Inc.

All
Confirmed members Kathleen Cheyanne Senior Director, Head of Demand Generation
(‘Decision-Maker (ABX /M... +1)

Recommended members & Tokyo

[ Salesforce, Inc.

Persona
Layla Curt Director, Account-Based Marketing

( Decision-Maker (ABX / M... +1)

All 4; Boston, MA
Marketing Ops [ Salesforce, Inc.




Example 1 - Take action in sales engagement

Now that we have identified;

Company XYZ is showing the strongest

engagement with our Product 1 “ABX” content

The Product 1/ABX - buylng group members Add entire buy|ng committee into
product specific
Outreach/Salesloft/Gong sequence for
People multithreading

Account v People Engagement Insights v

84 People 84 Buying Group 63,690 Current 40,808 Former

Buying group

a8 Al

Advertising = Contacts (84) Title & Buyer role Contact Informati

3 People Selected

61,158 sync/export credits remaining
ABX / Modern GTM Initi...

1, Export as Contact

Layla Curt Director, Account-Based Marketing & Export to Salesforce
L Bocton A ( Decision-Maker (ABX / M... +1) 7
Buying group members '

[@ Salesforce, Inc.

All
© Add to Outreach N

Ardella Deonte Art Director, Account-Based Marketing & Add to Outreach Sequence
( Decision-Maker (ABX / M... +1) N \

Confirmed members

Recommended members

A 7

&; Indianapolis, IN

f
& Salesfy | Add t&a\reagh Sequence
R ¢ Addto Salesfoft 7N
0 Addto Sa fidence

Persona

All / n N
4; Richmond, VA  Technical Expert (ABX/M... 41) {% Add to Gong Engage flow AN

@ Salesforce, Inc. &) Add to Gong Engage flow

Marketing Ops
Demand Gen

e Diego Davion Director, Marketing Operations, Global Executive Engagement m Remove from Salesloft Ca.




Example 1 - Push to sequence for that product +
persona

Outreach

O Add 3 people to Outreach Sequence
Assignee*
cbrosh@demandbase.com

Sequence*

2023 SDR Master ABX Sequence V1

This Sequence is not exclusive, prospects active in
other Sequences will also be added to this Sequence.




Example 2 -> Multi-threading above the line + below
the line

Engagement Minute Trend

Deal Story Engagement - Marketing Engagement - Sales Engagement
Saw account going to a

“Why Us” page and utomation m omnichannel marketing
| | |

viewing comparisons vs a -

competitor + going to the 22 Top engagement minutes - Jul 15 - Jul 21
related product page gave Top Activities
SDR a good reason to call

i7 |@ Page Visits demandbase.com/why-demandbase/zoominfo

C Page Visits demandbase.com/products

%y Page Visits demandbase.com/products/sales-intelligence

Apr 21 Apr 28 May 5 May 12 May 19 May 26 gun v Jun 10 gun 2o Jun ou gur 14 Jul 21

Interested Interested Aware Interested




Example 2 -> Multi-threading above the line + below
the line

Timeline & great way to Extend engagement period out further to see
see summation of interest who has been engaged in the past year and use

from both known and them as your starting point
unknown contacts W .. 22

Deal Story Engagement - Sales

- e O T
www.demandbase.c... g o to market advertising platform demandbase.com/w...
ing-alignment- '
a

Timeline

oct18 ov jov lov ec ec an jan o lar lar r a jun un 26 Jul 10 Jul 24 Aug7 Aug 21 Sep4 Sep18  Oct2

SQL Opportunity Recycle Interested Interested Awardnterested Engaged

Highlights - great way to
find the right people v oomzam 5 owz o

Laney Harry @ Ali Mozelle

Hines Interests Limited Partnership Hines Interests Limited Partnership
H Attended 2023-Q4-WBN-PTR-ABMLA-ITSMA-ABM-In-The-World-of-Al-Priorities-for-2024 H Viewed Content in AllTime-CON-PTR-ABMLA-Report-ITSMA-ABM-Benchmark-Report-2023
Visited 3 web pages

Stephania Stanton @&

Hines Interests Limited Partnership
H Visited 4 web pages




Example 2 -> Multi-threading above the line + below
the line

Called SVP of Marketing after a conversation with Head of
Digital Marketing and Strategy

DB SDR: “...help in identifying the top accounts that are in
market for your solution or your competitors.”

SVP Mktg: Directed me to another contact that | had already
spoken with

DB SDR: “..you're still putting an {product} strategy in place? Is
that right?”

SVP Mktg: Provided additional contacts focused on ABM and
Campaigns

DB SDR: “ I'll have that report put together for you...”

SVP of Marketing : Suggested | work with Director of Marketing
to build the report to make it the most valuable

Follow-up conversations w/ Director of Marketing learned keywords

of interest and eval with 2 ABM competitive technologies

More follow-up with Head of Digital revealed interest in meeting with
multiple members of team to see results of PAR

What we learned
e Multi-threading

e Take information
gathered up the chain

e Higher ups refer back
down and make priority

e Don’t be afraid to push
back

e Embrace the slow play
and enjoy the win






