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01

Contact-Level Lists

Types of contact-level lists:

e Top down lists (intent driven)
o Bottom up lists (psychographic driven)
o CRM generated lists (named accounts / contacts)
o Retargeting lists (website driven)

o Lifecycle marketing lists (pipeline acceleration / renewals)



Top Down Example

1797 Contacts Found

Sample Contacts: Decision Makers

Keywords ® Accounts Found 3’184 First Name *  Last Name Company Job Title
(magnesium x) Cashwagandha x) Acct Name Propensity Score
Aaron Sorelle Lucky Beverage Co. Chief Growth Officer
(turmeric x) (melatonin X) (vitamin (&5 x)
Sunny Culture (View Intent) N/A
(vitamin D x) (omega-?; x) (probiotics X) drinksunny.com
(prebiotics x> (collagen x) (biotin x) Hazlo (View Intent), = Adam Brion Gorgie Vice President Of Sales
. . - drinkhazlo.com
(hyaluronlc acid x) (valerlan root x)
. . Half Past (View Intent)
(re'Sh' X) (hon S X) Ccordyceps X) ; N/A Adam Johnston Biotic Ferments Chief Operation Officer
drinkhalfpast.com
(chaga x) (ginger x) (elderberry x)
Dim Sum House (View Intent) N/A
(echinacea x) (L-theanine x) (rhodiola X) dimsumhousemorrisville.com Co Founder & Chief
Adeel Imrani Vijuve . .
= 5 Executive Officer
(maca root x) (gmseng x) (calcnum x) Cookies By George (View
5 5 — Intent) N/A
(selenlum x) (chromlum x) (nlacm x)
cookiesbygeorge.com

Aicacia Young Silver Fern Brand Chief Scientific Officer

Dakota Biotech (View Intent)
(L-tryptophan x) Cgreen tea extract X) dolicinbiciach N/A N/A Small ($IMM-$10MM) Small (10 - 49 Employees)
akotabiotech.com

(apple cider vinegar x> <coQ1O x)

Custom Collagen (View Intent), .
(NAC x) Cglutathione x) (aloe vera x) . N/A N/A Small ($IMM-$10MM) Micro (1-9 Employees)

Update List




Bottom Up Example

Persona Finder

Required Contact Information ® ®
WorkEmall v Estimated Contacts Found 1,430
First Name ° Last Name Company Job Title
Industries ®
Chief
Rural Health .
Andrew Pernesky Financial
Officer
Chief
Company Size (Employee count) Financial
Officer
201-500 % o Cic Groupe Director Of
Benjamin Menoud . )
Santé Finance,
Invoicing
Seniority And
Insurances
Chief
Financial
D . " — C " Officer
epartments in ameron nacare
P % And Vice

President
Finance X
Of Finance



Retargeting List Example

ICP Accounts Found

274

Website Visits

Account

Factset

Hyperproof

Planet DDS

Pax8

Databricks

Leads Found

2,602

Website

factset.com

hyperproof.io

planetdds.com

pax8.com

databricks.com

ICP Account

@ Primary Audience

Professional Services - Accounting24 1
Leads Industry

Finance > Portfolio Management &
Financial Advice

Software

Software

Software

Software

Buying Circles @)

csv ’ Excel View All Leads

Employees

XXLarge (10,000+ Employees)

Medium-Small (50 - 199 Employees)
Medium (200 - 499 Employees)

Large (1,000 - 4,999 Employees)

XLarge (5,000 - 10,000 Employees)



Dynamic Audiences

e Use natural breakpoints in your campaign
to refresh your audience (and your creative)

e Use HubSpot as a list source for dynamic
data

e Use recency and frequency of intent to
generate in-market lists dynamically

A | PROPENSITY
Marketing Campaign Active

«

Leads updated: 5/4/202

Active Leads  Opt-Outs

153 57 # 29

125 Contacts

Name Warmth Warmth Change




Dynamically Refresh Audiences

Com petitor conquest | Cohort8~ Details Audience Playbook Launch Leads Analytics

Cohort9  Future Cohort

AccountList | Buying Circll g conortg  07/18/25 - 08/25/25

Buying Circles Cohort7. 105/21/25-07/18/25 Top Intent Signal Top Industry Account List Refresh
3 Cohort6  04/16/25 - 05/15/25 N/A Software 05/21/25

Total Contacts

29,758 Cohort5  12/31/69 - 04/16/25

Cohort 4  03/11/25 - 04/14/25

Cohort3  12/19/24 - 01/19/25

Competitor conquest - counts) Search 2 Filter Signal v Edit
Cohort2  10/16/24 - 12/10/24
Acct Name Cohort1 10/11/24 - 10/14/24 st Party Score ® New Website Buying Circle Totals
Lead Iq
Rev Ops, GTM, Growth: 4
(View Intent) N/A o] leadiq.com e g :
ounders: 1...
(View 6 Contacts)
Charge.Com Payment Solutions, Inc. ‘ d 5
ounders:
(View Intent) N/A [o] charge.com Rk o
arketers: O...
(View O Contacts)
Mule Soft
Rev Ops, GTM, Growth: 1
(View Intent) N/A (o] mulesoft.com
Founders: 1...
(View 22 Contacts)
Asana
) Rev Ops, GTM, Growth: 30
(View Intent) N/A 0o asana.com

Founders: 5...
(View 55 Contacts)



HubSpot Generated ABM Lists

Choose Your Hubspot List

Select a HubSpot list below. To ensure data accuracy, only accounts with a 'Website
in your list will be processed.

Audience Name

Contacts in Active Deals

Hubspot List

Next-Generation Campaign - Marketers v
Email Match Type ®
All Emails (All personal, professional, and historic) v

Audience Refresh Schedule ®

Automated Daily Refresh e



Recency / Frequency of Intent

Acct Name Propensity Score ® - 1st Party Score ® New Website

Matter Communications, Inc.
(View Intent) 99 85 * matternow.com
(View O Contacts)

Northwestern Mutual
(View Intent) 99 29 * northwesternmutual.com
(View O Contacts)

Insperity, Inc.
(View Intent) 3e) 60 * insperity.com
(View O Contacts)

Caterpillar
(View Intent) 99 75 * caterpillar.com
(View O Contacts)

Air Watch
(View Intent) 99 29 w* vmware.com
(View O Contacts)

Teradata

(View Intent) 99 29 * teradata.com
(View O Contacts)




High-Quality, Double-Verified Data el

< Contacts

e Double-verify each contact for email
deliverability and employment verification

Propensity Warmth
Hot

Propensity Warmth Change Date

e Hand off hot leads with verified emails to & 08/15/2025

sales inside HubSpot

Propensity Warmth Reason
This person clicked on your ad 1 tfime(s) -
Competitor Conquest Campaign

e Add to sequences and start selling!

Propensity Email Verified

Yes

Propensity Email Verification Date

08/15/2025

Propensity Interests

Propensity Skills

Social Media,Microsoft
Office,Research,Analysis,Leadership,Public
Speaking,Customer Service,Social Media
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Contact-Level Advertising

e Deliver personalized ads at the
contact level across every channel

e Reduce CPL by focusing spend on
contacts, not accounts

Americu Credit Union
(View Intent)

(View 5 Contacts)

Ameri Health Caritas
(View Intent)

(View 24 Contacts)

Amgen Inc.
(View Intent)

(View 24 Contacts)

Ams Industries Inc
(View Intent)

(View 1 Contacts)

Angi
(View Intent)

(View 42 Contacts)

americu.org Contacts (5)

Below are the contacts associated with this account for this

audience.

Buying Circle(s)

Marketers
Marketers
Marketers
Marketers

Marketers

First Name Last Name

Matthew
Matt
Emily
Jenny

Steve

Job Title

Marketing Ass
Marketing Anc
Digital Market
Digital Market

Chief Marketii



Personalized Advertising

Play Name Channel Run Date “  Buying Circle

Google Video Ad A Google Video Ad 01/06/25 - 02/04/25 Boston Celtics Fans +
Facebook Ad @ Facebook Ad 01/06/25 - 02/04/25 Marketers +
Programmatic Ad Q Programmatic Display Ad 01/06/25 - 02/04/25 Marketing Operations +
LinkedIn Ad M LinkedIn Ad 01/06/25 - 02/04/25 Indiana Pacers Fans +
Programmatic CTV Ad 3 Programmatic CTV Ad 01/06/25 - 02/04/25 Marketers, Rev Ops +
Programmatic Audio Ad %) Programmatic Audio Ad 01/06/25 - 02/04/25 Marketers, Sales Ops +
Google Display Ad A Google Display Ad 01/06/25 - 02/04/25 Marketers +

Programmatic Video Ad = Programmatic Video Ad 01/06/25 - 02/04/25 Marketers

I+



Reduced

Campaign Name

Competitor conquest

Professional Services - Accounting2

Professional Services - Consulting
Professional Services - Finance
Professional Services - HR
Competitor conquest

Competitor conquest

Competitor conquest - Oct 2024

Competitor conquest - Oct 2024

Competitor conquest - Oct 2024

Competitor conquest - Oct 2024

Inbound24 Agency Attendees

Marketers by Name - Jennifer

CPL

Cohort

Status

Active

Active

Active

Active

Active

Ended

Ended

Ended

Ended

Ended

Ended

Ended

Ended

Run Date

July 18, 2025 - August 25, 2025

July 28, 2025 - August 27, 2025

July 25,2025 - August 30, 2025

July 25,2025 - August 30, 2025

July 25, 2025 - August 30, 2025

April 16, 2025 - May 15, 2025

May 21, 2025 - July 18, 2025

October 11, 2024 - October 14,
2024

October 16, 2024 - December 10,
2024

December 19, 2024 - January 19,
2025

March 11,2025 - April 14, 2025

June 20, 2024 - July 17, 2024

January 31, 2025 - March 9, 2025

3140

199

1,049

399

347

240

3143

486

582

875

476

5,241

29,758

438

3,208

1,073

1,227

2,416

29,768

3,645

12,378

20,404

666

651

4,240

$-102

$-160

$-924

$-31

$-1,758

$-2,276

$-192

$0

$-1,355

Total Cost To Date

$17,421

$451

$1,461

$672

$559

$2,254

$27,205

$1,338

$5,899

$7,301

$0
$1,073

$857

Budgeted Total Cost

$12,820

$5,742

$7,058

$4,573

$6,165

$2,071

$18,890

$3,670

$2,698

$7,959

$-192

$1,000

$3,686

Total Pacing

$42113

$671

$3,831

$1,694

$1168

$2,255

$27,205

$1,338

$5,899

$7,301

$1,073

$857




Full Omnichannel Campaigns

. Propensity Marketing Data By Account @ = i
Potential Channels
COMPANY PROPENSITY PROPEIEISSLIJrY)
) s PROPENSITY CHANNEL $$§:GEMENT A ST
® Essential QUANTITY ©
1o M a rkeﬂ ng E ma | |$ 10vpn hosting facebook clicks 46
o Facebook / InST(]g ram armanino programmatic display ad clicks 16
©) L N ked I n teradata programmatic display ad clicks 11
(©) Prog rammatic DISplOy horizon next linkedin clicks 8
e Advanced
bazaarvoice programmatic clicks 6
o Reddit
mckesson programmatic display ad clicks 6

o Direct Mail

o CTV / Audio / OTT Video
o  YouTube

o Google Video



Contact-Level Channel
-
ontac eve anneis St
Facebook Carousel Ad
Facebook Video Ad
Google Display Ad
Play Name Channel Run Date . Bu Google HTML5 Ad

Google Video Ad
Switching ABM vendor & Direct Mail 03/14/25 - 03/16/25 Linkedin Ad ‘
LinkedIn Carousel Ad K
LinkedIn Video Ad
Exploring - Propensity vs = Programmatic Video Ad 03/13/25 - 04/15/25 Marketing Erzil
Programmatic Audio Ad
Switching M LinkedIn Ad 03/13/25 - 04/15/25 Programmatic CTV Ad
Programmatic Display Ad
Programmatic HTMLS Ad

Exploring - Propensity vs -
B g pensity A Google Display Ad 03/13/25 - 04/13/25

5

Switching Programmiatic Video Ad ‘

Reddit Ad

Exploring - Propensity vs - Reddit Carousel Ad

e R programst Diplay ks Gs2S 4
Switching

v

Exploring - Propensity Vs. -

o © Facebook Ad 03/13/25 - 04/12/25
switching Start Date End Date
5 Reasons @ Facebook Ad 03/13/25 - 04/12/25 06 / 04 / 2025 i 07 / 04 / 2025 ]
5 Reasons @ Facebook Carousel Ad 03/13/25 - 04/12/25 Eanel
Propensity vs @ Facebook Carousel Ad 03/13/25 - 04/12/25
Audio Ad %) Programmatic Audio Ad 03/13/25 - 04/06/25



Contact-Level Scoring

e Score individual contacts based on
behavior, infent, and fit

e Prioritize outreach to the warmest, most
engaged prospects

e Help sales focus on the contact most likely
fo convert

/
A Sarah Smith

! & Hot
A I + Ad Clicks: This contact clicked

on your ads 2 times

» Ad Impressions: This contact
has seen your ads 4 times and
are familiar with your brand

Cold
+ This contact has been added
Leads Updated to your campaign

Active Leads Opt-vuws

Cold Warm Hot Claim
191 W 329 B 1o 2

Name CRM Link Warmth

Sarah Smith 2 \/\ Hot

Matthew Goubar @ # Hot



Contact-Level Scoring

Contact Activity History
Q

Activity Type Activity Date

Programmatic Ad
. 06-01-2517:24
Impression

Programmatic Ad
x 06-01-2517:24
Impression

Programmatic Ad
Impression

06-01-2517:23

Programmatic Ad
. 06-01-2517:22
Impression

Programmatic Ad
8 06-01-2517:22
Impression

Programmatic Ad
06-01-2517:22

Impression

Activity Level

Contact

Contact

Contact

Contact

Contact

Contact

Domain

Cold
# 841

quickcountry.com

quickcountry.com

4,448 Active Leads

krocnews.com Name
krocnews.com Katherine
krocnews.com Olga
krocnews.com Paul
Scott
Emily
Gianna

Warm

@ 3,336

Search
~ CRMLink ®

bx 4

No Email

No Email

CSV | Excel
Hot Claimed
® 27 1

Q AllOwners v~  AllWarmth v  AllEngagement v

Warmth ® Warmth Change Last Engagement
® Hot 06/01/2025 06/02/2025
® Hot 04/03/2025 06/02/2025
® Hot 04/03/2025 06/02/2025
® Hot 04/03/2025 06/02/2025
® Hot 04/03/2025 06/02/2025
® Hot 04/03/2025 06/02/2025
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01

Fully Integrated ABM Engine

e HubSpot is the centerpiece of the ABM Engine
e ABM data should seamlessly flow into HubSpot

e Bidirectional syncing allows HubSpot to be used as a
CRM and a data source for your ABM campaigns



Fully Integrated ABM Engine

Email System

Website
M &R
ABM Platform CRM System
— —

@ — % & —

Il Il

Ad Serving Marketing
Platforms Automation

© 6 m © & M
o A o >

I

Sales Automation
System

A O B



02

Every ABM Data Point Syncs to CRM

e Push accounts, contacts, impressions, clicks, and website visits
directly into HubSpot

e Keep sales in the CRM, don’t make them go to another tool

e Customize reporting in HubSpot, no need to go elsewhere



ABM Data in HubSpot

Q_ Search HubSpot

@ Upgrade

4 Copilot @ Propensity - San

dbox ¥

{ Companies Actions v

Snyk
)
snykio? @

z . a ®
Note  Email Call Task Meeti.. More

V' About this company Actions > it

Company domain name
snyk.io
Number of employees

Industry

Type

City

Company owner
No owner

State/Region
tokyo

Propensity

Property list

Propensity Account

Yes

Propensity Account Warmth Reas.
Ad Impressions: This person
saw your ads 18 time(s) -
Competitor conquest

See more

Propensity Employee Count
Large (1,000 - 4,999
Employees)

Propensity Intent Signals
Marketing Tips, B2B Sales
Acceleration, Marketing Tips,
Marketing Tips, Marketing

See more

Overview

Activities

Propensity Account Warmth

Hot

Propensity Annual Revenue

Propensity Score
82

Propensity Competitor Signals

Intelligence

Propensity Account Warmth Cha...

06/25/2025

Propensity Industry
Media & Internet > Publishing

Propensity Website Visit Score
0

Propensity Account Last Updated
08/18/2025

Contacts (1)

Propensity Account Summary (0)

Associated Propensity Marketing
Data (8)

programmatic-2025-07-05 00:00:00

UTC-snykio-impressions

Propensity Engagement Type: Impress...

Propensity Engagement Quantity: 9 @

Propensity Engagement Date: 07/05/2...

Company

programmatic-2025-07-04 00:00:00

UTC-snykio-impressions

Propensity Engagement Type: Impress...

Propensity Engagement Quantity: 13 ®

Propensity Engagement Date: 07/04/2...

Company

programmatic-2025-06-29 00:00:00

UTC-snykio-impressions

Propensity Engagement Type: Impress...

Propensity Engagement Quantity: 8 ®

Propensity Engagement Date: 06/29/2...

Company

+ Add

+ Add

U]

L]

U]

]

L]

L]



Automated Sales Alerts and Sync

e Instantly notify sales when high-intent

tivity h
O C IV I y G p pe n S Automated outreach 3 :
. Signals: 2 opens or 1 click
Leads will receive automated steps until they engage
Rep-led outreach
As soon as a lead engages, the sequence will start fo ¢

e Choose to sync only validated contacts 4) Atemated e

with accurate, up-to-date details

Hi Confact: First Name , I am looking forward to our conversation fomorrow and

Vv See more
Configure a series of task steps that starts as soon as

e Deliver sales a clean, actionable

.

H Q 8 . Manual email task
pl pel I ne eve ry TI me * ‘ /" Get a fask reminder fo send an em

v Call task
Get a task reminder to make a call
End enrollment in: 1 business day

=S

(a)

General task
Set a general task reminder

v LinkedIn Integration Tas



Sales Alerts Outside of HubSpot

ta X
Add Alert Cancel
Alert Target
Webhook v

Alert Trigger
Select the type of alert you want to receive below.

Select an alert trigger v

| Select an alert trigger
Website Visit
Lead Becomes Hot (Account Centric Scoring)

Lead Becomes Hot (Contact Centric Scoring)

Alert Status
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Advanced HubSpot-Level Reporting

Common HubSpot Reports:

Search reports

My reports

Hot leads with ad clicks in the last 30 days

Analytics suites

ABM Influenced Deals YTD > Maketing

> Sales

> Service

Contacts who visited the pricing page on
website

> Commerce

High intent accounts

Most engaged contacts

Q

My reports

All reports 12

Dashboard ~

Custom reports 12 Favorites O

Owner ¥ Last updated ~

NAME DASHI
@ Propensity High Value Website Visits R... 0

@ Propensity - High Value Website Visits ... 1

@ Propensity Hot Contacts 3

@ Propensity Hot Contacts - Rep Level 1

@ Custom Propensity Marketing Data Re... o]



Customize ABM Reporting in HubSpot

Filters

View and filter report

Include data if it matches:

ALL of the filters below N

"pricing,”

ast 90 d . P
P ) J 1 Propensity Website Visits
unique vi wac A
(Count) propensity website visits Visit Date is more than 90 days ago @
understal
and
https://www.propensity.com/pricing T3 a%e the most
https://www. propensirycom/propens\ty—free—mol 222 decisions Propensity Website Visits
https://www.propensity.com/landers/book-demo o5 147 P Visited tai f prici d
https://www.propensity.com/landers/book-dem. 31 — 2 age Visting coniging any. ol RHCIng. Cemo.
https://www.propensity.com/video-demo?utm 8 m ‘ or trial
https.//www.propensity.com/posts/5-steps-t 7 g
https://www.propensity.com/landers/book-dem. 6 How did we dc
B Fipe " ) . 2 5
$ ﬂps.//www.propenstryvcom/.x.‘nm_cumpalgn 5 ©® ® Inactive filters
‘@ https://www.propensity.com/video-demo?utm_... 4
> hitps;//wwwpropensity.com/pricing?utm_cam... | 3 Propensity Website Visits
g‘ https://www.propensity.com/landers/book-dem... 2 Appears on Browser
2 hitps://www.propensity.com/video-demo?utm_.. 2 A ]
https://www.propensity.com/landers/book-dem.. 2 This report is click to apply filter
https://www.propensity.com/video-demo?2utm 1 «iProper
https://www.propensity.com/pricing?utm_sourc... 1 & & o
https://www.propensity.com/video-demo?utm_... | 1 Proeensny Website Visits
https://www.propensity.com/pricing?utm_term.. 1 Report meas Device
https://www.propensity.com/landers/book-dem... | 1 These areibe click o apply filter
0 100 200 300 400 500 600 700 800 900 1K e
(Count) propensity website visits Propensity Website Visits

. Page Visited
Report dime

click to apply filter
These are ho

Update existing report Save as new report Customize Cancel Data is from 2 minutes ago. Refresh



Contact-Level Attribution

e Tie ad clicks, website visits, and conversions to
specific people

e Access minute-by-minute timelines for each
contact

e Deliver clean actionable data to your sales
team directly in your CRM

ﬁ Sarah Smith
4
@ Hot

Booked a demo

a Sarah Smith

Warmth
Visited your website

ﬁ Sarah Smith

Warmth
Clicked your Display Ad

a Sarah Smith

Cold
Saw your Display Ad



Contact-Level Engagement Data

L))

Overview ¥ Campaigns ¥ Audience ¥ Reporting @ Live Chat

.

Inbound Cohort1~ Details Audience Playbook Launch Leads Analytics

Leads Updated: 04/30/2025

Active Leads Opt-Outs
The Media Trust

Marketing Director

Cold Warm Hot Clair Warmth: Hot
* 6,757 2,255 & 33 &
9,064 Active Leads Search Q  AllOwners v Allwai
Contact Activity History
Name CRM Link ® Warmth ® Warmth Change L Q CSV | Excel
X & Hot 04/20/2025 Activity Type Activity Date Activity Level Domain

Programmatic Ad TS | &
. A 04/15/2025 —— -21- ] ontact textnow.col

Programmatic Ad "
v & & Hot 04/25/2025 impressian 04-20-25 20:22 Contact meetup.cor

Programmatic Ad
& Hot 04/27/2025 P — 04-20-25 20:22 Contact meetup.cor

Programmatic Ad i
& & Hot 04/23/2025 S 04-20-2515:58 Contact nss.lv

Programmatic Ad ;
04-20-2514:35 Contact mobileposs

Impression

Programmatic Ad 04-20-2512:35 Contact bil
4 /15 c ~20- = ontact mobileposs
» & & Hot 04/15/2025 Impression



Hot Leads Report in HubSpot

Propensity Hot Contacts © = i
a
COMPANY NAME :‘Tjg ; '&‘:SJE : EMAIL - ;’;%'LE:_‘SHY v PROPENSITY WARMTH REASON &
Truefoundry Nikunj Bajaj nikunj@truefoundry.com Hot LinkedIn Impressions: 5 Contacts af this account have se
Sprinkir Nahulan Buell nahulan.buell@sprinklr.com Hot Ad Impressions: This person saw your ads 8 time(s) - Con
BetterUp Shabana Syed shabana.syed@betterup.co Hot Website Visit: Contacts from this account have visited yol
Jacobs Engineering Group Inc. Rochelle Kimball rochelle kimball@jacobs.com Hot Website Visit: Contacts from this account have visited yol
Clarify Capital Breigh Mcknight bmcknight@clari.com Hot Ad Impressions: This person saw your ads 5 time(s) - Con
Rapid7 Alison Tinner alison_tfinner@rapid7.com Hot Ad Impressions: 4 Contacts at this account have seen you
Abnormal Security Nhien Le nhien.le@abnormalsecurity.com Hot Website Visit: Contacts from this account have visited yol

v



Full Pipeline Attribution Reporting in CRM

With all ABM data in HubSpot...

ABM Deals ©
ALL TIME

(Sum) Amount in company currency

e See exactly how each campaign, channel,
and play influenced pipeline

$500,000.00

$400,000.00 $391,000.00

e Measure performance from first touch to
closed-won

$300,000.00

$200,000.00

$100,000.00

(Sum) Amount in company currency

e Give marketing the credit they deserve

and sales the context they need 5000

Appointment Scheduled (Sales Pipeline)
Deal Stage



Full Pipeline Attribution Reporting in CRM

Propen:

COMPANY NAME *

Workiva

Windstream

Turtle Beach Campground

Couchbase

Alteryx

Paperless Parts

Appuiewx

y Hot Contacts @

FIRST .
NAME

Amanda

Jeff

Kathy

David

Javier

Sarah

Mahesh

Sales

COMPANY NAME

the judge group

artemis distribution

pypestream

tdecu

avoma

integrated engineering

congregation emanu el of san francisco

clarivate

By Account @

LAST
NAME

Lupo

Franzetti

Orregan

Evans

Anguiano

Mcauley

Kumar

a
(COUNT) ACTIVITIES © +
o
o
o
o
[

Q Search HubSpot

- PROPE
EMAIL £ e )
¢ Propensity ABM Dashboard ~
amanda.lupo@workiva.com Hot
+ Quick filters = Advanced filters
feffrey.franzetri@windstream.com Hot
ABM Deals ©
kathy.oregan@turtlebeach.com Hot
ALLTIME
CoMPANY .
david.evans@couchbase.com Hot (Sum) Amount in company currency HAHE
$500000.00
javieranguiano@alteryx.com Hot 10vpn hosting
$400,00000 $231.000.00
sarah.meauley@paperlessparts.com Hot 2 armanino
mahesh@appviewx.com Hot teradata

horizon next

20000

Propensity Hot C

bazaarvoice

(Sum) Amount in company currency

mckesson

Appointment Scheduled (Saies Pipaiing)

Deal Stage 10vpn hosting
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ABM Coach

AI-Powered Campaigns




ABM Coach PROPENSITY

Identify untapped market gaps and

Target Industries Target Personas
target them with the power of Al. " 3 3
Simply enter your URL and the ABM Coach will uncover your biggest
mar}ket oppgrtun|t|es and build ABM ca mpalgns with a target R
audience, tailored to your product or service
Small B2B Growth B2B Growth Teams Emerging B2B
Teams in Niche Markets SaaS Startups
L/ourcompany.com Search .

ropensity Al + Build Audience + Build Audience + Build Audience



PROPENSITY

Propensity offers an account-based marketing (ABM) platform that enables B2B
companies to run omnichannel ABM campaigns with contact-level attribution,
helping identify high-intent leads and deliver them directly to sales teams.

Competitors Target Industries Target Personas Intent Signals

5 3 3 7

Recommendations

ABM Messaging

B2B Marketing Teams B2B Companies in Competitive Emerging Tech Startups in
Enable B2B marketing teams to build Markets FinTech
trust and guide potential customers Equip B2B companies to identify and Empower your FinTech startup's
through the decision-making process engage accounts researching growth with precise, contact-level
with personalized, omnichannel ABM competitors, ensuring inclusion in intent insights tailored for emerging
campaigns. their evaluation process through tech innovators.
targeted ABM strategies.
Accounts 389 Accounts 186
Contacts 3,890 Accounts 280 Contacts 1,860
Impressions 500,142 Contacts 2,800 Impressions 239,142
Clicks 500 (400 to 600) Impressions 360,000 Clicks 239 (191 to 286)
Sales Responses 116 (38 to 194) Clicks 360 (288 to 431) Sales Responses 55 (18 to 93)
Opps Created 30 (10 to 49) Sales Responses 84 (28 to 140) Opps Created 14 (5 to 24)
Opps Won 8 (3to13) Opps Created 21 (7 to 35) Opps Won 4(2to0 6)
Opps Won 6(2to9)
Total Cost $4,829.14 Total Cost $2,335.14
Total Cost $3,490.00

+ Build Audience + Build Audience + Build Audience






Thank You!

Visit Booth #4 for an

ABM Coach

Identify untapped market gaps and
target them with the power of Al.

Simply enter your URL and the ABM Coach will uncover your biggest
market opportunities and build ABM campaigns with a target
audience, tailored to your product or service

yourcompany.com

ABM analysis and a personalized demo.

Small 828 Growth
Toams

PROPENSITY

Recommendations

828 Growth Teams
in Niche Markots

5

Small B2B Growth Teams

Enable small B2B growth teams to
implement effective ABM strategies
with contact-level attribution,
providing clear visibility into individual
interactions and delivering high-intent
leads directly to sales.

Accounts 78
Contacts 1780
Impressions 228,857
Clicks 228 (183 t0 274)
Sales Responses 53(17t089)
Opps Created 14 (5t023)
Opps Won 4(2t06)
Total Cost $2,236.86

Competitors  Target Industries

PROPENSITY

Propensity offers an account-based marketing (ABM) platform that enables B28
growth teams to run omnichannel ABM campaigns with contact-level attribution,
providing visibility into individual interactions and delivering high-intent leads

directly to sales.

3 3

Recommendations.

ABM Messaging

B2B Growth Teams in Niche
Industries

Empower B2B growth teams in niche
industries to execute targeted ABM
campaigns with contact-level
attribution, ensuring precise
engagement with high-intent leads

and alignment with industry-specific
goals.

Accounts. 1
Contacts 20
Impressions 25m
Clicks 2(2t03)
Sales Responses 0(0to))
Opps Created 10t01)
Opps Won to1)

Total Cost $404.00

Target Personas  Intent Signals

7

Lean B2B Growth Teams in
Emerging Tech

Empower your lean team to drive
growth with contact-level intent
insights and omnichannel ABM
campaigns tailored for emerging tech
innovators.

Accounts 250
Contacts 2500
impressions 321428
Clicks 321 (257 to 385)
Sales Responses 75 (25 t0 125)
Opps Created 19 (7t032)
Opps Won 5@2t08)
Total Cost $3121.43




Please Rate My Session

We hope you enjoyed today’s session.
Please head to the INBOUND mobile app
to provide your feedback.

Thank you!




