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Stop Random Acts of Marketing

From:

Processing Leads Customer Centric
: Approach

Leads
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Scared Lead Happy Customers



Getti ng Started BUILD BACKWARDS:

NEW business

$60 million year
Revenue Plan__ ryr s

Converting at a 10% rate

Quarterly Pipeljne goa|

ACV = $100k

< MarketinE[ GTM GAME PLAN |

1,500 accounts = $150M Quarter
*example only 500 accounts = $50M Month




Use intent data to align with sales:

Pretty hard to do account
based marketing if you
don’t know the account.

Even harder to personalize
(chat, ad, web) If you don’t
know anything about the
account.







» The number of accounts you could pursue
IS larger than the number you can pursue

Three strategies: G

Defining different styles of ABX
based on account value.

Jarget Market

Target Accounts

Segmenting and rotating
account focus.

Segments

Triggering specific focus.
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"Handful” — median 14, mean 39
$2M-$100M++

* Deep dive account research

* Highly-customized programs for each account
* |nvestment per account: $36,000 - $50,000
 84% accounts are current customers, 16% new
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Source: ITSMA and ABM Leadership Alliance, 2020 ABM Benchmark Study



"Handful” — median 14, mean 39
$2M-$100M++

‘Dozens” — median 50, mean 177
$250K — $2M

* Micro-clusters of ~20 accounts focused on similar issues
* Deep cluster research

* Highly-focused programs, moderate personalization

* |nvestment per account: $3,000 - $15,000

e 499% accounts are current customers, 51% new
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Source: ITSMA and ABM Leadership Alliance, 2020 ABM Benchmark Study



"Handful” — median 14, mean 39
$2M-$100M++

‘Dozens” — median 50, mean 177
$250K — $2M

"Hundreds” — median 500, mean 6.2K
$50K — $250K

Many account-based programs live here

Broad programs, light personalization

More technology including intent data and advertising
Investment per account: < $1,000 - $3,000

e 72% accounts are NEW customers, 28% current
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Source: ITSMA and ABM Leadership Alliance, 2020 ABM Benchmark Study



"Handful” — median 14, mean 39
$2M-$100M++

‘Dozens” — median 50, mean 177
$250K — $2M

"Hundreds”™ — median 500, mean 6.2K
$50K — $250K

“Thousands”
<$50K

Targeted Demand Gen
(ICP)
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Source: ITSMA and ABM Leadership Alliance, 2020 ABM Benchmark Study



Always On Extra for MQA

e Account plan «  $100+ gifting
 1:1 workshop « (Cameo message
 VIP experiences « 100% customized
 100% custom content, chat response

* Advertising

 Proactive outbound

* Quarterly contact refresh

(5)
« Mini account plan « 375+ gifting
 20% custom content  Highly customized
 Advertising response
 Proactive outbound
* Quarterly contact refresh

(3)
« Advertising « $50+ gifting
 Limited outbound  Customized response
 Program-based content

Entitlements
determine how

many accounts
you can
manage by tier

 General demand gen  Lightly customized
 No outbound until trigger response
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> Use FIRE to find and identify top accounts

Al + Big Data
Finds and
Scores Buying
Patterns

It Accounts in your ICP

ntent interest in your products and/or competitors

elationship context and history with the
account

----- @ngagement Time spent with your company

l

Pipeline Predict

Qualified accounts showing behaviors that predict buying
activity
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Time to select... Marketing-driven, Sales-owned

Account = MAP = Employees = Fit = Intent = Relationshif = Engagemen! = Total = Sales Pick =
Bluth Company Eloqua 5K - 10K 90 Medium 20 257 94
Initech Pardot 1K - 5K 80 High 5 215 87
Pritchett Closets Pardot 250 - 500 75 High 6 216 86
Acme Inc Marketo 1K - 5K 85 Low 15 146 66
Gringotts Bank Marketo 10K+ 75 Medium 0 107 59
Cyberdyne Systems Marketo 500 - 1000 90 Low 0 161 59
Hooli Eloqua 10K+ 75 Medium 10 22 56
Dunder Mifflin Hubspot 100 - 250 70 Medium 8 31 54
Q2 Q3 Q4
Apr May Jun Jul Aug Sep Oct Nov Dec

Segmented

Competitor Displacement

Finserv

Pharma

Triggered

Competitve Intent

MQA Stage

New Executive
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Engage
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Not “In-Market”

All Accounts

All Buyers
Unknown Intent
Unknown ICP Fit
Unknown Pain
Unknown
Challenges

No signs of life

ATTRAC
T

“In-Market” (under the radar)

Pain points
Researching

Researching
vendors

(MindTickle &
Competitors)

Solutions
Generic keywords

Learning about
options

Don’t know how
to solve the pain

Marketing establishes relationship

Goal: Get them to a :
landing page where they :
can learn how we can
solve their problem

Goal: Make them
aware of Mindtickle

Understanding the Stages

WIN
In the “sweet spot” E

STAGE 1

STAGE 0

BDR Engagement

Set meetings. Qualify Deciding Vendor of

choice.

Several contacts
engaged.

Been to our
website. Evaluating
options.

Deemed worthy
by AE / RVP

BDR / AE Establish
contact

Sales & Marketing build relationship

Goal: Establish
Contact. Surround
buying team

Goal: Engage buying
team. Solve problems
and build relationships



Under the hood of the Revenue Rocket

ATTRAC
T

ICP Fit

Ideal Customer Profile
Accounts

) -
D
<3?)

STAGES

Account Enrichment

Intent Accounts

Marketing Qualified Accounts
6Sense Stage = Purchase

Engaged Accounts

Marketing Qualified Accounts
6Sense Stage = Decision

*PRIORITIZED

SAO
Sales Working

WIN

SQO

Pipeline

Closed Won

Revenue

PURCHASE |



Multi-Channel Campaign Experience

MindTickle Y

MindTickle !

) ) 57% of sales reps MindTickle }
Identify and fix the

behaviors that stop sellers ?re ethecFe;;;_l Sales
from closing every deal. miIss quota in . Dlsplay/Pald/ Content Coaching

Introducing Call Al Conversation intelligence

closes the quota gap. Linkedln AdS Syndication

MindTickle,Y

Introducing

Call Al

Conversation Intelligence

MindTickle!

How to Use Conversation Intelligence -
to Navigate the Sales Cycle . Hithere,
MindTickie ! &

In a perfect world, we'd all be able to support our reps throughout the entire sales process and
get them to the finish line of a closed deal — every time. But when managers don't have
adequate visibility into how well sales people perform during live interactions, it can be
challenging to know where to begin.

Sales
Coaching

Today, we'd like to introduce you to a solution that will make the coaching process a whole lot
easier: Call Al.

S]] — biyensicioysibises

With the recordings and transcripts

provided by Call Al, | can get a feel

right away as to why a rep can't REQUEST A DEMO
close a piece of business, and | can

coach them into better results. DOWNLOAD GUIDE

Call Al is the only conversation intelligence solution where you can identify and fix the real-world
behaviors that stop your salespeople from closing every deal.

‘With MindTickle's Call Al you can:

« Analyze key interactions to gauge the progress of deals

+ Use Al-based call scoring to compare individualized strengths and weaknesses against
best practices

- Tum detailed interaction analysis into teachable moments and automatically prescribe

the appropriate training

MindTickle

Gouveia
uring Video

Marketi ng Email .and 0 much more!
Nurture

Product Officer
ickle

Improve Deal
Outcomes and Build a
Well-Oiled Coaching

Machine

Call Al conversation intelligence helps sales teams
win deals now and in the future.

RequesTADEMO.
MindTickle Inc. Al rights reserved.

15 Sansome St., Suita 700, San Francisco, CA 94104

Trusted by Hundreds of Global Companies

Organic
Social

W TuRinG #nextep sumo logic EE“""‘"

B square

Introducing

Call Al

Custom Outreach

Landing Page

Conversation Intelligence

Sequence

- - < m
MindTickle }
B 1. Manual Email - Day 1 [N
@D ) NewThread Ready to I bl program? - Hi {first_namef},Looks like you're taking steps toward includin. . ‘osf, 0% }u‘%‘
. 2.Phone Call - Day 1 [iismall
Chatbot N
Hi {{visitor.first_name}} ) © 4 oot o
@D ) NewThread Finding seller skill gaps the scientific way - Hi {{first_name}}, Hear me out. There's a way to pinpoint seller skill gaps - and it's not based on gues. 0% 0% 0%
Looks like you're interested in e o
conversation intelligence. N —— o

Lucky for you, we've got it down to a
science. €& So what'’s next?

B8 Marketing BeReady |  Mindtickle




> Account journey

Qualified > Matches our ideal customer profile (ICP) — FIT

Awareness > Showing awareness for our category — INTENT

Engaged > Engaging with our website, programs — ENGAGEMENT

_ > Marketing Qualified Account — PIPELINE PREDICT
_ > Open opportunity

- > Closed won opportunity

> Adoption and expansion

© 2021 Demandbase |18 CUStomizable DE MA N D BAS E
Stages




» Align interactions to the buyer's journey

e Early in the journey, focus on building your brand
Qualifiled  on a foundation of trust.

Awareness | o

Move from emotion to logic with thought

leadership and education.
Use deep account Engaged
Insights to ensure _ i
each interaction is Find when accounts are in-market and
relevant and useful MQA  actually interested in hearing from you —
enough to be but before they raise their hand on your
worthy of their website
attention. '

Focus on validation and engaging the entire
buying committee.

Enhance the post-sale experience with adoption
Post-Sale best practices and finding expansion opportunities.
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'

ABX Stand Ups
The Secret Weapon for GTM Alignment
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Measure




Journey Stages

All Other

Qualified

Aware

Engaged

MQA

SQL Opportunity
Pipeline Opportunity

Customer
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Accounts by Stage

01.18.21

o

500 1000 1500

Total Volume Velocity Conversion
10.18.20 - 01.18.21 10.18.20 - 01.18.21 10.18.20 - 01.18.21
(Accounts) (Transitions) To a Forward Stage To a Forward Stage

958 (24%) 0] 31 Days 82%
131 (3%) 223 2 Days 97%
1.8 k (45%) 6,524 1 Day 48%
193 (5%) 912 1 Day 86%
375 (1( 30 Days 1.0%
105 (3] * Val u e 38 Days 48%
129 (3] ® VOI u m e 125 Days 38%
©cle ConVersion 4 Days 4%

* Velocity

DEMANDBASE



Align on measurement

Inbound
Accounts

Measure: Measure: Measure: Measure: Measure:
Conversion Win Rates Upsell Retention/ Expansion
Rates Renewal NPS

ICP MQA SQO WIN RETAIN Expand

Marketing "
Accounts | Qualified Saleg anllﬂed Revenue Renewals Upsells/Cross
|deal Customer Profile Accounts Pipeline sells

Intent Accounts

Top of the Funnel Sales Funnel Adoption L Expansion

# of SQLs (ICP-fit)

vs. plan e Conversion rate First

Meeting -> SQO

e # MQAs and # SQLs by
BDR/AE/region
e ACV,DEAL CYCLE TIME

e % of Tier 1 prospects ! | RO
with open opportunity

e Conversion rate
MQAs -> SQAs

o #of MQAs

— e . o o O S e S S e e e s
iy



ASK M

= ANYTHING



JOIN US TUESDAY, SEPTEMBER 14

FIRESIDE CHAT & AMA

Building an Iconic B2B Brand — the Gong
Case Study

FEATURING
Udi Ledergor
CMO of Gong



