
Transforming Your Revenue 

Engine with AI and Data





MARKETERS ASPIRE TO ENGAGE ACROSS 
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Data is…

Everywhere. 

Not Accurate. 

Hard to Manage.

30%

84%

12%

Marketing Budget Allocated 

to Technology

Marketers report high 

confidence in data 

accuracy

Marketers say data 

management is a key 

weakness
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WHAT’S NEEDED IS A SINGLE SOURCE OF 
MARKETING TRUTH
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SALESFORCE CUSTOMERS TRANSFORM THEIR 
REVENUE ENGINES WITH AN AI-POWERED CDP
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3X 35% 3%

MEASURING IMPACT 

ACROSS THEIR FUNNEL

Faster Campaign Lead 

Times

Lower Cost per 

Qualified Lead

Greater

Engagement

More

Pipeline

Higher

Deal Size
Increased Quota 

Attainment

80% 2.3X 65%





About Me
Currently: 
VP of Sales at Malwarebytes, leading their new business and account 
management functions in North America for their Enterprise, Mid-
Market, and SMB segments. 

Analytics junkie, sales tech nerd, Silicon Valley native, bourbon 
enthusiast

Mike Cabot
@mcabot

in/mikecabot



About Malwarebytes
BY THE NUMBERS CUSTOMERS

Downloads 
per day

CORPORATE SALES ORG

Remediation 
events per day

Number of 
Bus iness 

Customers

Avg Deal Size
(depending on 

segment)

Avg Cycle Time
(depending on 

segment)

Run Rate, Cash 
Flow Positive

SALES TECH STACK ACCOLADES

New Business:
• Large Enterprise (2k+ emp) – 4 AEs
• Enterprise (500-1.99k emp) – 10 AEs
• Mid-Market (50-499 emp) – 19 AEs
• SMB (sub 50 emp) – 3 AEs
• Upsell – 5 AEs

Account Management:
• Mid-Market/Enterprise – 16 AEs
• SMB – 6 AEs

Sales Development:
• Supporting Mid-Market and up – 20 SDRs

500K+ 3M+ $200M

$3K-$20K 20-40 days 10K+



Our Business Objectives

Accelerate On-
Prem to Cloud 

Business

Expand 
Growth Across 

All Tiers

Respond 
Faster to New 
Opportunities



While we have inbound leads, we 
needed to add an outbound motion 

to meet these objectives



Planned Omni Channel Approach to Engage Demand



5
Elements 

of our
Outbound Program

FOCUS

INSIGHT

AGILITY

CONTEXT

DATA-DRIVEN

Align and prioritize with AI

360-View of customer using all 1s t and 3rd party signals

Always-On campaigns for responsive engagement

Personalize based on profile, interest, buyer stage

Measure and iterate for continuous improvement



FOCUS

Align and Prioritize with AI 

• Self-service AI

• Different AI models for each part of the business

• Identified ICP beyond Company Size, Revenue, Industry



FOCUS

Align and Prioritize with AI 

• Inbound lead scoring for prioritizing outreach to hand raisers

• Account scoring for aligning sales and marketing on which targets to include in Outbound program



INSIGHT

360-View of Customer

Third-Party Data First-Party Data
Firmographic Technographic Intent Online Presence Product Fit Engagement Purchase/Use

Who is this account? What tech do they 
use?

What are they 
researching?

What’s their online 
footprint?

For which products 
are they a good fit?

How have they 
interacted with us?

What products have 
they bought/ used?

Industry

Geo

Revenue

Emp. by location

Funding

Splunk

ServiceNow

BigFix

MS Config Mgr

Competitor X

Malware

Threat Detection

Vulnerabilities

Kaspersky

Sophos

# Backlinks

Search Rank

Web Rank

Adwords Spend

Facebook Likes

Endpoint
Protection

Cloud Managed 
Endpoint

MWB for Teams

MWB Incident 
Response

Web page views

Emails

Events

Direct Mail

SDR Outreach

Usage trend QoQ

Usage trend MoM

Prior Purchases



AGILITY

Always-On Campaigns for Responsive Engagement

Respond to changes in 
•Buyer profile (e.g. New location opened)

• Intent (e.g. Increasing interest in “Threat detection”)

• Stage (e.g. Filled out “Contact Us” form)

By engaging them with relevant campaigns



AGILITY

Always-On Campaigns for Responsive Engagement

New Customer Acquisition

Illustrative Examples

Free-to-
Paid

Send Freemium Leads to 
Sales based on Account 

Score

High Fit +
High Intent

Engagement 
Acceleration

Prioritize ad spend and sales 
outreach based on fit and 

buying stage 

Retarget anonymous visitors 
based on profile and interest



AGILITY

Always-On Campaigns for Responsive Engagement

Customer Growth

Illustrative Examples

Migrate 
to Cloud

Engage with Cloud 
migration offer based on fit 

and intent

Grow
Wallet Share

Identify At-Risk 
Renewals 

If over-deployed by 120%, 
right size the subscription 

plan

If customer installs 
competitor solution, engage 
with competitive offers via 
ad, email, sales outreach



CONTEXT

Personalize Engagement Based on 
Profile, Interest, Buyer Stage

Deep insights about each 
target available for sales 
and marketing for driving 
customized messages and 

offers.



DATA-
DRIVEN

Measure and Iterate for Continuous Improvement

• Determine what works and doesn’t

• Identify opportunities for improvement

• Tie activity to results



Early Results are Promising

LESS 
TIME

Spent on Low Quality Leads

MORE
MEETINGS

With Decision-Makers

GREATER
PIPELINE
In Target Accounts



Key Learnings

• Align Early and Often across Execs, Sales, Marketing

• Continuous Education of Key Stakeholders (e.g. Always-On Campaigns)

• Clearly Define Use-Cases

• Find Internal Champions

• No Silver Bullets



THANK YOU

Q&A



CHECK OUT UPCOMING 
SPEAKING SESSIONS AT 
DREAMFORCE

VISIT DUN & 
BRADSTREET 
AT BOOTH

1531

THURSDAY, NOV 21ST

Accelerate ABM Success with the Single 

Source of Market Truth
4:00 – 4:20 PM


