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MARKETERS ASPIRE TO ENGAGE ACROSS

THE ENTIRE BUYER JOURNEY

BUYER JOURNEY

SEARCH
FOR

EXPLORE
VENDORS

INITIAL
LEARNING

EXTENDED
LEARNING

SOLUTION

Webinar
Attendance

“Endpoint
Security”

Solution Page
Views

Moving to Cloud
Office365, Box, AWS, ...

‘“Malware
Detection”

Open Customer
Portal
[
Change
Network
Boundary

Case Study Registration

Malwarebytes Page Views on Website

“End User
Security”

Bitdefender

ENGAGE
SALES

PRODUCT
PURCHASE

Closed Won




Data is...

Marketi Budget All ted
3000 FesErEta
Gartner

Everywhere.
Mark_eters rgporttr;igh
12% B
FORRESTER Not Accurate.

Marketers say data

management is a key

weakness

FORRISTIR Hard to Manage.



WHAT’S NEEDED IS A SINGLE SOURCE OF
MARKETING TRUTH

CONNECT SEGMENT ACTIVATE

ALL CUSTOMER DATA USING ARTIFICIAL INTELLIGENCE ACROSS CHANNELS

SOCIAL

slin] {
DS

MAP Al
sloqua ) o O Google
' @ WEB ANALYTICS
0 Yo
(é. TRANSACTIONS EMAILS
Q) O o @ eloqua

3%0 PARTY DATA SALES OUTREACH @ ‘
C O e




SALESFORCE CUSTOMERS TRANSFORM THEIR
REVENUE ENGINES WITH AN AI-POWERED CDP

<>
) ] 2
amazon | = ara1 || verizon’ | Google § CEmC || ™
$178B - Fortune #8 $16IB - Fortune #9 $126B - Fortune#16 $111B - Fortune #22 $79B - Fortune #35 $62B Annual Revenue
ThermoFisher S
() [JHoneywen US [Ebank |} ThermoFisher | [BA2
$52B - Fortune #58 $41B — Fortune #77 $24B - Fortune #121 $24B - Fortune #122 $21B - Fortune #144 $20B Annual Revenue

CITRIX @ ' PavPal B %HENRY SCHEIN Office Gordon
H y DEPOT FOOD SERVICE
$13B $15B - Fortune #189 $13B - Fortune #222 $12B — Fortune #238 $11B - Fortune #28I $12B Annual Revenue

[ ]
"?.-',:‘:.’- . ®
.+ THOMSON REUTERS 6 Exped|c|* ‘_ I S "‘ AdObe
$1IB $10B — Fortune #285 $10B - Fortune #295 $10B — Fortune #302 $9B — Fortune #325 $7B - Fortune #389

vmware § @ rortive | @D poneds B @imearvicosll parrercon | Worldpay

$7B $7B — Fortune #420 $7B - Fortune #424 $6B - Fortune #452 $6B — Fortune #490 $5B




MEASURING IMPACT
ACROSS THEIR FUNNEL

80% 23X  65%

Faster Campaign Lead Lower Cost per Greater
Times Qualified Lead Engagement

3X 35% 3%

More Higher Increased Quota
Pipeline Deal Size Attainment




Malwarebytes



Malwarebytes
About Me
y * T ¢ : : 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 NiCE _infer ®alwarebytes

M d
!i- erce

SYSTEMS

W @mcabot
[} in/mikecabot Z@I’]@ directly

A 6sense Company



Malwarebytes

About Malwarebytes

New Business: workdoy,  WILLIAMS-SONOMA %othchys NEC A UNIVERSAL
500K+ 3IM+ $200M * largeEnterprise (2k+ emp) — 4 AEs )
* Enterprise (500-1.99k emp) — 10 AEs @ AM"% AU%DESK
Downloads Remediation Run Rate, Cash * Mid-Market (50-499 emp) — 19 AEs
perday events perday Flow Positive *  SMB (sub 50 emp) — 3 AEs J.CREW UBER SONY IKGybhota
e Upsell -5 AEs > B
F,}ﬁ?js y’ accenture Dife S
Account Management: _
$3K-$20K 20-40days 10K+ » Mid-Market/Enterprise — 16 AEs Panasonic  LLOYDS ~ QOPVO  Sagicor Life ¥
e SMB -6 AEs
Avg DealSize Avg Cycle Time Numberof & loves chico's brother. mf.!.Rf.';'.H
(depending on (dependingon Business Sales Development: %
WA
segment) segment) Customers « Supporting Mid-Market and up — 20 SDRs iy oz Terracon e
SALES TECH STACK ACCOLADES
: 1)) Mark gt
- !T?Jitlgg (, sa’GSLOﬁ I' An Agbe ansa?v g CSeCpunt'y‘g ¥ CRN . ° . Technology Fast
:2! Awards ! 3 EEADER
FALL 2017
peopleal (lari a*slack © WINNER 100 500

Showpad 2007



Our Business Objectives

Malwarebytes

N
YN

Accelerate On- Expand
Prem to Cloud Growth Across
Business All Tiers

Respond
Faster to New
Opportunities




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



Malwarebytes
Planned Omni Channel Approach to Engage Demand

Week 1 Week 2 Week 3 Week 4

‘v
Create Segment
in Lattice

“i Lattice

Paid Social

“M mmmmmm ﬂ __,mw

Email #1 Email #2

= =
Direct Mail
Package

Outbound Call #1 Outbound Call #2




Elements
of our
Outbound Program

O]

© &

/?
S

£

FOCUS
Align and prioritize with Al

INSIGHT

360-View of customer using all 1stand 3™ party signals

AGILITY

Always-On campaigns for responsive engagement

CONTEXT

Personalize based on profile, interest, buyer stage

DATA-DRIVEN

Measure and iterate for continuous improvement



Align and Prioritize wit

Facebook Likes Domestic Ultimate Sales Volume (US Doll...
it Ak e Sty i Event Engagement Last 12 Months »Adwwdsc‘m - ual salesevenue for the domestic ultimate of th
’ s ‘,.“.‘s‘ o DI inUS ars a signed. fie
200 High
$5 $250K
15 L
o o 3360 <$30M
= » $5008
Not Populated s Not Populated
Adwords Keywords Count
Website Popularity Rank for United States =
2 Has | Search Engine Estimated Rank
Popularity Rank ba tors from United States % R )
<5K 900
15K
M
200K Yes
200K
2200K No oM
Not Populated Not Populated Not Populated
Organic Search Traffic
Product Engagement Last 2 Weeks 9
Traffic brought to the w earc
High X <35
ke Available
Low <10K
Re Not P i d
t Populate
ot Populated b
Not Populated
Not Populated

* Self-service Al

* Different Al models for each part of the business

* Identified ICP beyond Company Size, Revenue, Industry




Align and Prioritize with Al

e§Add Choice

If: Country s My Recommendations - Malwarebytes 3 Edit | Delete | Create New View
Webhook: Target Account Model - EMEA
Change Owner | Convert Disqualify Expire T )
Lattice Company Name Display Name Lattice Rating

Webhook: Target Account Model - US . . i ;
<@ American Medical Inc Prospect | Competitive Displacement Campaign A
@ National Vision Holdings, Inc. Prospect | Convert Free User A
@ Financial Engines, Inc. Cross-sell | Migrate to Cloud Managed Endpoint A
@ Ivanti, Inc. Prospect | Moving Beyond Remediation Campaign A
@ G6 Hospitality LLC Prospect | High Fit High Intent B
@ New York Community Bank Prospect | Convert Free User B
<@ North American Lighting, Inc. Prospect | Convert Free User B
<@ National Committee For Quality Assurance Prospect | Competitive Displacement Campaign B

* Inbound lead scoring for prioritizing outreach to hand raisers

* Accountscoring 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

H Lattice

A Dun & Bradstreet

Who is this account?

Industry
Geo
Revenue
Emp. by location

Funding

% Lattice

A Dun & Bradstreet

What tech dothey
use?

Splunk
ServiceNow
BigFix
MS Config Mgr

Competitor X

Intent

& Lattice

A Dun & Bradstreet

What are they
researching?

Malware
Threat Detection
Vulnerabilities
Kaspersky

Sophos

% Lattice

A Dun & Bradstreet

What’s theironline
footprint?

# Backlinks
Search Rank
Web Rank
Adwords Spend

Facebook Likes

Malwarebytes

For which products
arethey a good fit?

Endpoint
Protection

Cloud Managed
Endpoint

MWB for Teams

MWSB Incident
Response

Malwarebytes

How have they
interacted with us?

Web page views
Emails
Events

Direct Mail

SDR Outreach

Malwarebytes

What products have
they bought/ used?

Usage trend QoQ
Usage trend MoM

Prior Purchases




Always-On Campaigns for Responsive Engagement

Select Attributes |
(1 AND 2 AND 3 AND 4 AND 5 AND( 8 OR 9 )AND 6 )AND( 7 )
Build a segment with accounts that have ALL of these conditions (AND) §
4 Latice Rotings - Demo_Segment
Cloud Managed Endpoint is AB
2 ;mpl;yeeﬁunge Is 2501-5000, 5001-10,000, 501-1000, 1001-2500 Res pond to changes In
3 Technology Profile - Collaboration f. | .
HasSplunk s Te * Buyer profile (e.g. New location opened)
4 Product Spend Profile F'v:t‘rpH\\"’\It\t':b“h:y.S’.“vu:\aﬁ ) ‘ N . . . H
e Y el b b * Intent (e.g. Increasing interestin “Threat detection”)

My At
5

AGILITY # Visits — Cloud Managed Endpoint Last Month is less than 2 ° Sta ge (e.g. Fi”ed Out llcontact USII form)

x ANY of these conditions (OR) %

Intent - Enterprise
8 Threat Detection  is High

® e« By engaging them with relevant campaigns

+ Add

irmographics
Domestic HQ Country is USA

Build a segment with contacts that have ALL of these conditions (AND) §




Always-On Campaigns for Responsive Engagement

New Customer Acquisition

Free-to- High Fit + Engagement
: Paid High Intent Acceleration

AGILITY

Send Freemium Leads to Prioritize ad spend and sales
Sales based on Account outreach based on fit and
Score buying stage

Retarget anonymous visitors
based on profile and interest

lllustrative Examples



X

AGILITY

Customer Growth

Always-On Campaigns for Responsive Engagement

Migrate
to Cloud

Grow
Wallet Share

Identify At-Risk
Renewals

Engage with Cloud
migration offer based on fit
and intent

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

If customer installs
competitor solution, engage
with competitive offers via

ad, email, sales outreach

lllustrative Examples




Personalize Engagement Based on
Profile, Interest, Buyer Stage

Talking Points

~ PRODUCT TO POSITION

~ RATIONALE FOR SELECTION

Expressing Campaign-Relevant Intent Signals

This business is expressing High intent on topic(s): Ransomware, Malwarebytes

Ransomware remediation is actively being researched at this business. This business is also aware of Malwarebytes
Source: Lattice

Deep insights about each
Outsourced Data Centers Likely

This business has multiple Database Management Technologies detected (Apache Spark, Hive, Hadoop) and is also using Amazon AWS, Mic| ta rget avallable for Sales

Source: Lattice

Security Sensitive Industry and marketing for driVing

Ivanti, Inc. is in the Financial Services industry

® Source: Lattice customized messageS and

Existing Leads for Business
In the last 3 months (5) leads have been created for this account. Leads were created from high-value lead sources such as Events (4 Lead(s) offe rs
Source: Leads & Contact Data °

CONTEXT ~ COMPANY INFORMATION

Company: Ivanti, Inc.

Industry: Financial Services
Employees: 2,501-5,000

HQ Location: South Jordan, UT, USA

Credit Risk Rank: Low
Payment Default Risk: Low

“~ CONTACTS
Emall Title First LastName Lead Source Created Date Lead 4 ot Touches
Name Status
tom.daviséivanti.com Chief Technology Officer Thomas Davis List buy 1omna SAL 4
john newpower@ivanti cor Director Oem Sales John Mewpower  Event 3119 SAL 1




e Determine what works and doesn’t

* |dentify opportunities for improvement

e Tie activityto results

£

DATA-
DRIVEN

Measure and Iterate for Continuous Improvement

& ABM Campaign Perdormance

[P S ——

Ad Targeting Peciormance

"
}

L ]

=egg
.

Pipaliss § & 8 Opportunities Craassd

AB ALConE with Highaest Eagagiment

AT T A ErGRTL SO RORG  ADENL IS

AB ACCOUnns with Liowsst Engapemant

ot EraaaEnd S

Conversio

n Percentage By Rank

Sum of Canvemed

Pipeline Amount b
O

Pigetca Amoe



Early Results are Promising

LESS
TIME

Spent on Low Quality Leads

&
MORE
MEETINGS

With Decision-Makers

Malwarebytes

il

GREATER
PIPELINE

In Target Accounts



Malwarebytes

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
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CHECK OUT UPCOMING
SPEAKING SESSIONS AT
DREAMFORCE

THURSDAY, NOV 21ST

Accelerate ABM Success with the Single
Source of Market Truth

4:00-4:20PM

VISIT DUN &
BRADSTREET
AT BOOTH

1531




