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Introduction

B2B companies chase the same
visible leads while

That
hidden half is dark revenue—the
pipeline traditional marketing and
sales can’t see.

Dark revenue shows up These unseen Based on proprietary

in two places: buyers opportunities add up to survey data from 100
quietly signaling intent millions in missed B2B marketing leaders,
beyond the reach of pipeline, revenue this guide reveals how
conventional tools, and waiting to be captured. top organizations
high-value accounts uncover, prioritize, and
stalled in deals or lost to activate dark revenue
competitors. using Predictiv’s proven

Revenue Activation
Framework.
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The |-
REVEhUG
Opportunit

Nearly every revenue
leader knows they’re
leaving money on the
table.

In our survey, over l A |

of B2B
marketing and sales leaders said they're

20%

Visible Prospect

80%

Dark Prospect

« Competitor
customers

* Unengaged ICPs

« Stalled pipeline deals

* Renewal
opportunities

concerned about missed revenue
opportunities whether from poor

prioritization, unidentified buyers, or gaps

in total market coverage.
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Survey
Methodology

® To understand the current state of
n s I s revenue activation in B2B organizations,
we surveyed 100 marketing leaders

responsible for pipeline and revenue
generation.

Three critical trends emerged from our research

Revenue teams already have the revenue opportunity signals they
need but aren’t activating them.

marketers say first-party data (CRM, website analytics) is the most
effective for identifying revenue opportunities, followed by first-party intent
signals (74%) and sales feedback (64%). Yet many organizations still underutilize
these sources pointing to a breakdown in data activation, not access.

Sales and marketing misalignment is a hidden tax on pipeline.

say their sales and marketing teams are fully aligned on
audience and account prioritization despite 70% noting this alignment has a very

significant impact on revenue. Dark revenue thrives in these alignment gaps,
where no one owns or acts on missed opportunities.

Teams are concerned but under-equipped to find hidden revenue.

Leaders consistently ranked missed revenue as a top concern, pointing to
limited resources, incomplete data, and budget constraints as the biggest

blockers to action. This confirms that dark revenue is both a strategic and
operational issue.
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Our survey found that

and
Sales—marketing alignment

continues to be a hidden tax

on pipeline. Without shared
priorities, resources get
wasted and opportunities sl
through the cracks.

Why Revenue
5> Activation
Mcatters

Even with ABM platforms and
intent data tools, most
revenue teams are still leaving

money on the table.

but reliance on

&

shows how incomplete most revenue views are.

ABM platforms and intent tools help you find some of

your market but not all of it.

ip

While campaigns are running and content is shipping,

pipeline often stalls because teams mistake motion for

progress.

In our survey, we uncovered four clarity gaps that explain why activity doesn’t always

translate into revenue:

Misconception

Intent Z Insight

Activity Z Acceleration

More Leads =
More Pipeline

More Campaigns =
Unified Execution

i Predictiv

What's Really Happening

Intent data is only valuable when it
drives confident action.

More motion doesn’t mean more
progress.

Most teams have the right accounts—

they're just focused on the wrong ones.

Shared clarity across teams creates
real revenue momentum.

What Clarity Looks Like

Understanding which intent signals
actually convert.

Knowing where accounts are truly stuck

—and which signals indicate readiness.

Turning noisy TAM data into ranked,
conversion-likely opportunities.

Giving everyone—from SDRs to CMOs—

the same view of account readiness.
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These clarity gaps are exactly why Predictiv’'s framework
focuses on unifying, prioritizing, and activating
opportunity signals so activity turns into measurable
outcomes. Without fixing them, teams will keep burning
resources on motion that never converts.

Predictiv closes the gap by transforming scattered
signals into a unified, prioritized, and activated revenue

engine.

Traditional demand gen doesn't fail because the tactics
are wrong. It fails because they're fragmented, short-
lived, and obsessed with attribution. The real goal isn't
just to “generate leads.” It's to create brand gravity.

Done right, demand generation builds

presence, relevance, and familiarity

long before a buyer raises their hand
so by the time sales calls, the buyer
already wants to talk. That's why
Revenue Activation is no longer
optional. It bridges the gap by helping

teams uncover, prioritize, and activate
. My goal is when your team calls,
the entire revenue landscape : :
the person says, 'Hey, Orum, I've

including the opportunities every seen you guys everywhere. I'm

other system overlooks. obsessed with what you're
doing.' It's not about leads—you
can buy those from Zoom Info.

It's about reputation.

@” Director of Demand

Generation at Orum
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Signal Unification,

Identify, Prioritize,

Activate

The Revenue Activation Framework has

four connected stages that give revenue

teams a clear path to uncover and convert

hidden opportunities:

Identify

Signal Unification

Identify Your
Complete Revenue

Unify Revenue Landscape

Opportunity
Signals

Go beyond visible

leads to surface

Eliminate silos by hidden opportunities

consolidating intent, ) )
9 including dark funnel

firmographic, activity and buying

demographic, and committees that

technographic data traditional tools
into a single source
of truth. With unified

signals, every team

overlook.

works from the same
trusted view of
buyers and
accounts.

i Predictiv

Prioritrize

Prioritize the
Opportunities That
Matter Most

Rank and score
accounts using
multi-signal models
to focus resources
on buyers most likely
to convert.
Alignment around
shared priorities
ensures sales and
marketing pursue
the same
high-value targets.

Activate

Activate Full
Buyer
Committees

Turn priority
opportunities into
revenue through
first-party executed
campaigns including
content syndication,
managed email,
programmatic
display, and
appointment setting.
This multi-threaded
engagement
accelerates deal
cycles and drives
measurable
outcomes.
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w h q t This guide gives you seven actionable strategies to transform how you
approach revenue activation:
|
Yo u I I Unify Revenue Opportunity Signals

Build a single, trusted view by consolidating intent,
firmographic, demographic, and technographic

ledarn i~

Identify Your Complete Revenue Landscape

Expand visibility beyond engaged accounts to
uncover hidden opportunities competitors miss.

Prioritize the Opportunities That Matter Most

Use unified opportunity signals and data-driven
models to focus on the highest-propensity buyers.

Engage Every Stakeholder

Activate full buying committees through first-party
executed campaigns—including content syndication,
managed email, programmatic display, and
appointment setting.

Optimize Timing with Intent Progression

Trigger activation at the right stage of the buyer
journey to maximize conversion and pipeline velocity.

Prove ROl with Revenue Impact Metrics

Measure success with metrics tied directly to pipeline
acceleration, conversion lift, and revenue growth.

Adopt Best Practices from High-Performing Teams

Leverage benchmarks, playbooks, and continuous
learning to refine strategy and improve outcomes.

By the end, you’'ll have a clear roadmap to uncover, prioritize,
and activate your dark revenue, turning missed opportunities
into measurable growth.
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Revenue
Challenge

Why Traditional Tactics Still Leave Revenue on the Table

B2B marketing has evolved, but the tactics remain ,
The tools aren’t wrong. In fact, as we

incomplete. Lead generation still zeroes in on shared previously, of our survey
individuals, not full buying committees. ABM respondents use first-party dataq, use
platforms define your ICP but can’t show which first-party intent, and use third-party
accounts are ready or how to act on them. Intent intent. But even with those investments,
data providers surface signals but leave teams most teams still miss 10-25% of their total

guessing on timing, prioritization, and execution. O

That's where Predictiv comes in. Our Revenue Activation
Why? Because data alone .
Framework doesn’t replace your stack. It completes it. By

isn‘t enough. You need

. . oritizqti unifying signals, prioritizing the right opportunities, and
recision, prioritization, ST . e
: d acti I: activating full buyer committees, Predictiv helps you
and activation.

capture the dark revenue your current tools overlook.

From Fragmented Inputs to Full-Funnel Revenue Activation

When sales and marketing operate Pipeline suffers, with slow conversions, low win rates,
in silos, rely on partial signals, or and leaky handoffs.

misalign on targeting, the results are

predictable. Resources get wasted

on poor-fit accounts or mistimed Why the Funnel is Leaking

outreach.

' ' iti o 60%
High-potential opportunities are 100% Y V V
missed—especially in accounts

showing early intent but never

surfaced. Friction builds when
. . Closed Won
marketing calls something a “good

lead” and sales disagrees.
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According to our research, leaders acknowledge
that their current approaches miss a significant
portion of their true market, reinforcing the need for
visibility across the complete revenue landscape.

Teams aren’t failing because
believe that better visibility they @) 0 lack tools. They're

identifying hidden failing because each tool does
opportunities would yield one thing well but leaves

significant ROI. critical gaps.

The chart below shows where traditional approaches fall short and how Predictiv’'s Revenue Activation
framework fills the gaps.

Approach What It Does Well Where It Falls Short
High volume, low cost per Ignores buying committees,
Lead Gen S P g y. g
lead low conversion to revenue
Don’t quide activation or
ABM Platforms Predict audience and ICP fit e g
timing
Identify accounts showing :
Intent Data carlv buving obbortunit Leave teams guessing how
Providers y BUYIng opp y and when to act

signals

Unifies signals, prioritizes
accounts, and drives
activation

Revenue Activation
(Predictiv)

Complements your stack—

doesn’t replace it

Every tool plays a role, but none close the
loop. Revenue Activation is the
difference between chasing signals and
converting them into revenue.
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D Dark revenue is the hidden portion of your
revenue landscape that traditional tools and

dashboards can't see. It isn't lost, it's simply

untracked, stalled, or sitting with a competitor.

It lives in three places

Untracked Buyer ‘ Stalled . Competitive .

Engagement Opportunities Displacement
Research happening outside Leads and accounts that once High-fit accounts actively
your owned channels on review showed intent but never researching solutions but
sites, in peer communities, in converted, including past currently engaged with your
industry content, or in customers and closed-lost deals competitors.

competitor materials. that are ready to re-engage.

These blind spots cost millions

in untapped pipeline.

Stalled opportunities, for example,
are often dismissed too early
especially closed-lost accounts
where timing or fit wasn’t right then,
but may be ideal now. If you're not

And so you start with a problem and.. revisiting these regularly, you're
you're much more customer centric in that leaving revenue behind.
approach. Then you're able to basically say,

‘What does this look like for us?’ If they're

looking at it and they're they're trying to figure

out a problem, does that problem translate

into a similar problem that we've already

solved in terms of cases and case studies for

others that we can solve that same problem

for those industries?

IJ VP and Head of Growth Marketing and
Operations
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We had a big enough...closed/loss

deal funnel so we could just re-
engage him and hope it
worked...We've had a pretty, pretty
high response rate...between 50
and 60 % of those deals are now
actively like in the pipeline.

Nathaniel Miller
Head of Marketing

This is the essence of revenue
activation: dark revenue isn’t lost.
It's simply unengaged. Without
systems that revisit, re-score, and
re-sequence these opportunities,
millions in potential pipeline
remain invisible.

The responsibility for pipeline and revenue generation sits

largely with senior marketing leaders, with Heads of
Marketing, Directors, and VPs making up the maijority of
respondents in our survey.

This matters because If these leaders don't
these roles are closest to have the systems and
both strategy and insights to surface “dark
execution. They're revenue,” it stays buried,
expected to identify leaving millions in
hidden revenue potential revenue
opportunities but often unrealized.

lack the complete
visibility to do so.
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The Power of Unified

Signals

In our survey, only 41% cited

third-party intent as

effective—far below first-
party data (85%), first-
party intent (74%), and
sales feedback (64%).

Intent alone isn’t enough. Knowing who is
researching rarely tells you why, how urgent,
or what to do next.

Al makes unified signals actionable by
surfacing correlations humans miss, scoring
opportunities against your historical win
patterns, weighting signals by segment and
stage, flagging anomalies, and continuously
improving as outcomes are recorded.

i Predictiv’

Revenue Opportunity

Siloed opportunity signals create blind spots and
misprioritization. Most teams have plenty of data;
what’s missing is a unified view that turns activity
into opportunity and keeps marketing, sales, and
CS working from the same truth.

Third-party data sources
help, but only when unified

into opportunity signals that

include fit, role, tech context,
and real engagement
history.

Without firmographic fit, buying-group context, and
technographic realities, intent becomes another
siloed input—informative but not actionable as a
full opportunity signal.

The impact s
immediate

prioritization shifts from single-spike noise to multi-
signal momentum, personalization sharpens with
messaging tailored to role and fit, execution
accelerates as marketing, sales, and CS align on
the same accounts, and forecasting becomes
clearer with leading indicators tied directly to
revenue.
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The Revenue Activation

Framework Eaeiiniesticn)

The power of unified signals is
only realized when they're
brought together into a single
system. Before opportunities
can be identified, the signals
must be unified. Most teams
already collect more than
enough data. The real
problem is fragmentation.

Technographic

Technology stack &
implementation
timing

Four categories '
of signhals form

the foundation :
of revenue

activation '

1% Predictiv’

Signal Unification builds a At the center are unified
single, trusted layer of buyer opportunity signals drawn
and account insight so every from four categories that
downstream step—Identify, matter most in revenue

Prioritize, Activate—runs on the activation: intent,

same source of truth. firmographic, demographic,
and technographic. This lens
transforms raw activity into
actionable context.

Firmographic

company size,
industry, revenue

Unified
Signals

Demographic

Intent captures first-party behavior on your site, content, product, or
events, combined with third-party research across mediq,
communities, and review sites.

Firmographic data covers company size, industry, revenue, growth, and
market position to establish fit and potential.

Demographic data maps the buying committee through roles, seniority,
functions, and decision authority.

Technographic insights reveal a company’s current stack, recent
purchases, gaps, and timelines to assess urgency and feasibility.
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On their own, these inputs stay siloed— A unified signal layer closes those gaps,
marketing sees web visits, sales sees contacts, reduces misprioritization, and turns scattered
ops sees companies. None of it adds up to activity into probable opportunity.

intent you can act on.

How Sig nal 01 Signal unification resolves identities across people and accounts
so anonymous, known, web, product, and sales interactions roll

Unification . e
up cleanly into revenue opportunity signals.

works L . )
02 Sources are normalized into a common schema with consistent

timestamps, channels, and consent status. Events are de-duplicated
and sequenced so you see pdtterns over time rather than noise.

O 3 The unified signals are then published into the systems teams already
use (CRM, MAP, and CS platforms) so activation stays native to
existing workflows.

What you hand off to IDENTIFY

You also surface

trigger-ready
moments such as

After unification, Coverage and

teams receive a pricing views

quality dashboards

Unified Opportunity combined with

make clear what is

Signals View that People and Account mapped, what is review-site research
blends intent, fit, role, 360s reflect real missing, and which and a relevant stack
and technographic buying committees signals are reliable change that correlate
context. rather than one-off enough to act on. strongly with
leads. conversion.
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The Revenue Activation

Framework

Once signals are unified, the Most teams still lean heavily on
next step is to identify the full first-party data and sales
scope of your revenue feedback, but far fewer
landscape including the incorporate third-party intent,
opportunities traditional firmmographic, or technographic
approaches miss. signals.

The result is a major visibility
gap: strategies get built on
what's happening inside a
company’s own ecosystem,
while external buyer activity
and dark funnel signals go
unnoticed.

Shows the real blockers to identification aren’t data access—they're

Our survey the ability to make it usable. Leaders called out limited resources,
incomplete data, and budget constraints as the top three barriers.

53% cite limited resources, 51% cite N

Limited Resources
incomplete data, and 45% cite
budget constraints as the biggest Incomplete or Insufficient Data

barriers to identifying opportunities.
Budget Constraints

In other words, most teams already

Lack of Visibility into Dark Funnel Opportunities

have the signals. What they lack is

the capacity and infrastructure to Difficulty Identifying Buying Signals

unify and activate them. 111

Lack of Alignment Between Sales and Marketing

A second look at the data makes

Lack of Internal Expertise

the scale of these challenges even

clearer:

Identification gaps are systemic.

Teams know where opportunities are hiding, but lack the resources and visibility to act on them. Without

solving for these barriers, identification stays reactive. Hidden buyers remain invisible, and competitors

seize the advantage.

i Predictiv

How To Find Dark Revenue | 17



Leaders told us that poor identification drives

The Impact

Wasted resources, declining pipeline quality,

wasted resources, lower deal quality, and
missed opportunities that never make it into

pipeline. When visibility is incomplete, it competitive disadvantage, and missed revenue.

cascades into prioritization.

of leaders say poor

8 3 % identification and

prioritization lead directly
to missed revenue, while

70% report lower pipeline
quality and 60% report

wasted resources.

This reinforces a critical truth:

identification isn’t about collecting more signals. It's Identification is where
about unifying the right ones in one place so revenue revenue activation shifts from
teams can see, prioritize, and act with confidence. guesswork to precision.

With unified signals, teams
uncover hidden buyers,
surface blind spots, and
expand coverage across their
true market.
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U ncove ri ng You r B2B companies focus on engaged accounts and

visible leads, but hidden revenue remains out of view.

Com plete Reven ue Buyers continue researching and forming committees

outside owned channels, and expanding TAM alone

Ld nd ch pe won’t uncover them.

To start uncovering what'’s already there, follow these steps

Audit Your Current TAM Definition

« How were your ICP and TAM parameters established and are they still accurate?
« What data sources do you rely on, and what are they leaving out?
« When was your TAM last refreshed, and what signals are you ignoring?

« Which segments, verticals, or buyer roles remain unexplored?

One of the most effective ways to
uncover whitespace in your TAM
is through direct voice-of-

customer research.
We are so bullish on communities

because we are constantly doing
customer research. In interviews By listening closely to where
and surveys, community came real discovery happens,

. Tosin’s team uncovered a key
up severdl times as the top way

signal source that was

our ideal target audience finds missing from their TAM

software like ours—Facebook definition.

gl‘OUpS and other platforms. So Insights like this can help you
or o . identify entire ecosystems

community is a big one to expand

your competitors aren’'t even

our total addressable market. thinking about.

Tosin Thomas, A common blind spot lies in

Head of Marketing how companies define their

addressable market. Too
often, ICP and TAM criteria are
drawn too broadly, leaving
precision opportunities buried
under generalizations.
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Clients’ idea of TAM is
too broad... we dig into
data to find who their
best client really is.

: A Meghann Hawes,
Director of Strategy and Growth Marketing at
Bay Leaf Digital

Refining TAM with real-world signals
transforms broad assumptions into
actionable opportunities surfacing
the high-fit buyers most likely to
convert.
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Identify Blind Spots in Current

Targeting

Common blind spots include:

« Non-traditional use cases for your solution
Emerging industries that fit your solution profile
Geographic regions with limited visibility
Companies using competitor solutions nearing renewal
Organizations with recent leadership changes that align with your buyer personas

Leverage Advanced Data
Sources

Enhance visibility through multiple data types:

Third-party intent data from publisher networks and research sites

Technographic data to identify complementary technology users

Firmographic data to uncover companies with similar profiles to your best customers
Investment and funding data to identify companies with new budgets

Implement Regular TAM
Refreshes

Market conditions evolve rapidly. Establish a cadence for TAM evaluation:

« Quarterly reviews of opportunity landscape

« Bi-annual deep-dive analysis of market evolution

« Annual comprehensive reassessment of total addressable market

« Continuous feedback loops with sales to identify emerging use cases
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TOO I S & Tec h n iq u es Several technologies and methodologies

can significantly enhance your ability to

fo Y 0 ppo rtu N ity identify hidden revenue opportunities:
Identification

Technographic

Intent Data
Platforms

Tools

These solutions monitor digital content These platforms identify technology stack
consumption across thousands of B2B sites to components to reveal potential fit:

identify accounts researching relevant topics: . . :
 Installation Tracking: Detects technologies

« Co-op Models (e.g., Bombora): Aggregate used on company websites

intent data across publisher networks « App Ecosystem Analysis: Maps integration
 Bidstream Data: Captures anonymous web opportunities

behavior across the digital ecosystem * Technology Spend Analysis: Estimates
* Review Site Monitoring: Tracks engagement budget allocation for relevant categories

with product review platforms

Predictive Analytics Platforms

These solutions use Al to identify accounts with high propensity to buy:

» Look-alike modeling: Finds companies similar to your best customers
» Buying stage prediction: Determines where accounts are in their journey
 Signal correlation analysis: Identifies patterns across mulitiple data types

Dark Funnel Research

Techniques

These approaches uncover buying activity outside tracked channels:

 Social listening: Monitors relevant conversations across platforms
¢ Community monitoring: Tracks discussions in industry forums and groups
« Analyst report engagement: Identifies researchers of relevant industry topics
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For lean teams,
communities aren't

j U St a Mmar keti n g That’'s how we pick out content

ideas—what’'s the community

C h anne I, th ey' re a asking for? What are people saying

in sales calls?

living source of

buyer intent, B e eneaing ot e
content strategy,
and campaign
messaging.

When community questions echo sales
conversations, those patterns become
strategic inputs. Community
monitoring becomes a research
engine, not just a content hack.

ABM Platforms

Account-Based Marketing platforms are designed to help revenue teams focus on high-fit
accounts and orchestrate personalized engagement across channels:

« Audience definition and scoring: Helps marketers define ICPs and prioritize outreach
» Ad targeting and orchestration: Delivers personalized ads and content to key stakeholders
« Account engagement measurement: Tracks the impact of multichannel ABM programs
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Do rk Buyers research Solving this blind
Our survey found
anonymously, spot demands the
that 40% of . . _
Fun nel engage on third- right mix of
respondents see lack
o party platforms, and technology, process,
e o3 oo of visibility into the . . .
V| Sl bl I |t , evaluate solutions in and strategy to bring
dark funnel as their . .
, parallel, often hidden opportunities
biggest challenge. . . . .
without revealing into view.
themselves.

Expanding
Your Revenue
Landscape

Expanding your revenue
landscape starts with a clear
definition of where opportunities
hide and a system to bring them
into view. Implement these seven
steps to enhance your
opportunity identification
capabilities:

By systematically
implementing these steps,
organizations can dramatically
expand their visibility into
previously hidden revenue
opportunities, setting the stage
for more effective prioritization
and activation.

i Predictiv’

« Audit data sources: Catalog existing identification
channels and note gaps in visibility

 Define dark revenue: Establish clear parameters for
potential hidden opportunities in your market

» Select complementary technologies: Implement tools
that extend visibility beyond owned channels

» Design signal capture framework: Create processes to
aggregate and organize revenue opportunity signals

 Establish integration points: Ensure seamless data flow
between identification systems and activation platforms

* Train teams on dark revenue: Educate sales and
marketing on newly visible opportunities

« Measure identification impact: Track pipeline influence
from previously invisible sources

Nearly 60% of B2B teams rely This blended approach

on a hybrid of demand gen underscores the importance of

and ABM, but without unified unifying and expanding signal

signal capture, significant coverage. Otherwise, hidden

revenue still goes undetected. opportunities continue slipping
through the cracks.
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The Revenue Activation
Framework

Once revenue teams have expanded their visibility

Only 44% re-evaluate accounts
quarterly, while 38% do so semi-
annually or less, leaving them

exposed to outdated orincomplete
Our research shows prioritization is critical, yet most insights.

to capture a complete view of the opportunity
landscape, they face a new challenge: determining
which opportunities deserve focus.

teams don't revisit it often enough to stay ahead.

Additionally, 50% flagged outdated or incomplete opportunity signals as a core issue highlighting how
fragmentation, not intent, is holding teams back from acting on the full opportunity landscape.

Poor prioritization drains revenue, weakens pipeline quality, and wastes resources.

The Message is Clear

ineffective prioritization is a strategic risk. And the

In Our Survey

70% of leaders reported lower pipeline

quantity and quality, 60% pointed to irony is that even when teams expand visibility in the

wasted effort, and nearly 40% said it identification phase, lack of clear prioritization often

created a competitive disadvantage.

PRIORITIZATION MODELS

Beyond BdSic Effective prioritization requires moving beyond simple lead scoring

to incorporate multiple signal types and advanced analytics.

turns progress into overwhelm.

Scorl ng Here's how industry leaders are building sophisticated prioritization
frameworks:

The specific

01 Multi-Opportunity-Signal Scoring Models L

C e .. . . . be calibrated based
Advanced prioritization integrates various signal types, each with

. . . on your sales cycle,
appropriate weighting: . .
offering complexity,

« Intent signals (35-40%): Topic relevance, engagement recency, engagement intensity and historical

Firmographic fit (20-25%): Company size, industry, growth trajectory conversion patterns

Technographic alignment (15-20%): Current stack, integration potential, technology

gaps
Engagement quality (10-15%): Depth of content consumption, stakeholder seniority

Competitive factors (5-10%): Competitor usage, renewal timing, satisfaction signals
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02 Buying Stage Analysis

Research patterns: Topics and keywords indicating early, middle, or late-stage research
Content consumption: Types of assets engaging prospects (e.g. thought leadership vs. pricing pages)
Engagement velocity: Acceleration or deceleration in research activity

Buying commiittee involvement: Number of stakeholders actively researching

Mapping these signals to your specific sales cycle allows for more nuanced prioritization that
accounts for both propensity and timing.

ﬂ Sarah Reece noted,
¥\

I'm thinking in a larger GTM strategy about how we balance long-term accounts with
short-term opportunistic wins and how we staff sales and marketing accordingly. How we
build programs to activate things and as much automation as possible between
marketing and sales. The goal is to funnel opportunistic programs to the right person and
through the buying cycle at a higher pipeline velocity than our longer-term accounts.

Recognizing and nurturing these signals ensures revenue teams stay a step ahead of
competitors when timing shifts.

03 Opportunity Tiering

Tier 1 (10-15% of opportunities): High-fit, high-intent accounts deserving personalized, multi-
channel engagement from senior team members

Tier 2 (25-30% of opportunities): Strong-fit accounts with moderate intent signals warranting
programmatic personalization and selective direct outreach

Tier 3 (40-50% of opportunities): Moderate-fit accounts requiring nurturing to determine
potential value

Tier 4 (remaining opportunities): Low-priority accounts that receive automated engagement
until showing stronger signals

This tiered approach ensures appropriate resource allocation while maintaining visibility into
the full opportunity landscape.
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Alignhing Sales
& Marketing on
Prioritization

For prioritization to drive revenue outcomes, sales and

marketing must operate from a shared understanding
of what makes an opportunity valuable. Yet even when
the right data exists, teams often can’t act on it because
they don’t trust it or each other.

Unifying data is the first step.
Operationalizing that data together is
what drives impact.

That alignment can't live in a slide. It
has to show up in the daily rhythm of
go-to-market.

The best thing about salespeople is
they're hyper motivated when they see a
good opportunity in front of them.
Knowing how to market to salespeople
internally is super important—what do
they care about? They care about
making quota, going into accelerators,
so highlight those things and start smalil.
@ Claudia Ring,

4 VPof Growth and Revenue

i Predictiv’

@! David Sim summed up the challenge
and the fix:

how do we do that in a way [prioritize
leads] that is coordinated between
marketing and sales? And how do we go
after all the things and initiatives that
we want to undertake?

...And so | think that's the reason why
people are using ABM and broad
because | think broad still you still need
to get brand awareness advertising and

that needs to go hand in hand.

So what helped me is in prior roles, sales
and marketing had to be in lockstep. So
anything we do, we knew that affected the
pipeline, but it also meant that we were
held to goals and standards that were very
similar to our sales team. So it wasn't just
on them to hit a lead number. It was on us
to be able to generate enough pipeline so
they could hit the lead humber.

Michelle Brammer
Director of Growth Marketing
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Prioritization

in Action

Leading teams establish clear cadences:

automated alerts flag major signal shifts daily, sales
and marketing jointly review newly prioritized
opportunities weekly, performance is analyzed
monthly to refine models, and criteria are re-
evaluated quarterly to stay aligned with market
realities.

But cadence alone
isn’'t enough.

The payoff for disciplined
prioritization is clear. Teams
that revisit and refine their

models see measurable

improvements in revenue

growth.

Turning prioritization
insights into results
requires both rhythm and

infrastructure.

Effective prioritization also depends on
seamless integration across the tech
stack.

CRM systems manage opportunity data,
marketing automation tracks
engagement, intent platforms supply
third-party signals, Bl tools provide
analysis, and communication platforms
ensure alignment across functions.

When these systems connect,
prioritization becomes dynamic, data-
driven, and continuously optimized.

Over

; 5 /o of leaders report

a positive revenue impact from regular
prioritization re-evaluations proving the
value of consistent cadences and strong
system integration.

Prioritization is ultimately an operating system. By

embedding it into both cadence and technology,

revenue teams avoid data overwhelm and focus

resources where they matter most.

i Predictiv
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The Revenue Activation

Framework

The final phase of the
Revenue Activation
Framework—Activate—turns
prioritized opportunities into
revenue through first-party
executed campaigns:
content syndication,
managed email,
programmatic display, and
appointment setting.

Our research shows that
buyers move forward fastest
when companies engage
them through high-touch,
personalized channels. Sales
outreach, websites, and
industry events consistently
lead the pack because they
are owned or tightly
controlled touchpoints that
build trust and credibility.

And above all, activation fails

without alignment. Nearly every

leader we surveyed agreed:

sales and marketing must work

from the same playbook. When

both teams share one view of

the customer and coordinate

every action around it,

activation turns from sporadic

campaigns into a system for

repeatable revenue.

i Predictiv

But effectiveness doesn't
mean it's easy. Leaders told
us the biggest activation
hurdles are maintaining
engagement across long
sales cycles, proving ROI, and
delivering relevant
messaging to multiple
stakeholders. Even with clear
targets, execution often stalls
when campaigns can't
sustain momentum or
demonstrate measurable
impact.

Done right, activation transforms the
insights uncovered in earlier phases
into meaningful engagement that
accelerates pipeline, closes revenue
gaps, and brings dark revenue to
light.
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l 4 M P s I ~ To see what effective activation looks like
® I pe I n e in practice, a cybersecurity company

(1,000-5,000 employees) partnered with

s t h l O 0 0/ N Predictiv to transform pipeline generation.
WI 0 ew The challenge was stalled growth caused

by bad data and misaligned campaigns

Log os that weren't reaching the right buyers.

How Predictiv Made It Happen:

Precision Targeting High-Quality Leads Powerful Pipeline
Unified intent insights Campaigns uncovered A single-touch
identified high-value 1,100 in-market buyers, campaign expanded
accounts already in- ready for engagement reach, strengthened
market. and conversion. credibility, and filled the

funnel with ideal buyers.

$1.4M in contributed pipeline Activation isn't about more outreach. It's about

71% engaged-to-qualified

orchestrated, first-party campaigns that engage full
conversion rate buyer committees and prove measurable impact.
100% net new logos

40:1 pipeline-to-expense ratio Effective activation transforms the insights gained

through unification, identification, and prioritization

into campaigns that engage buyer committees,
accelerate pipeline, and deliver tangible business
outcomes.
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Engaging the

Full Buyer

Committee

Buying
Committee
Mapping

Executive
Sponsor

Technical
Evaluator

End User

Financial Decision-
Maker

Procurement

Implementation
Lead

i Predictiv’

Primary
concerns

ROI, Strategic
Fit

Features,
Integration

Usability,
Efficiency

TCO, Budget
Impact

Compliance,
Terms

Deployment
Requirements

B2B deals are rarely decided by a single person. On

average, 6-10 stakeholders shape the decision, each

bringing their own priorities, concerns, and

information needs. Winning requires orchestrated

engagement across the entire committee.

The first step is clarity. Effective activation starts by

mapping out the full committee: who influences the

deal, what they care about, and how they prefer to

engage. Executives look for ROl and strategic fit,

technical evaluators need integration details, end

users want ease of use, and finance wants cost

certainty. Building this view upfront ensures every

stakeholder gets what they need to move forward..

Content
Preferences

Case Studies,
Benchmark Data

Technical
Documentation, Demos

How-To Guides, Product
Tours

Pricing Models, Value
Calculators

Security Documentation,
SLAs

Implementation
Guides, Support Details

Engagement
Channels

Executive Events, Peer
References

Webinars,
Product Trials

Social Proof, Video
Content

ROI Tools, Financial
Analysis

Direct Outreach, Compliance
Resources

Technical Webinars,
Community Forums
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Multi-Threaded
Engagement
Strategies

Multi-threaded engagement only works
when internal alignment comes first.

Develop coordinated approaches to engage
multiple stakeholders simultaneously

* Role-based content tracks: Tailored content
journeys for each stakeholder type

» Cross-functional events: Webinars and
workshops addressing multiple stakeholder
concerns

 Internal champion enablement: Resources that
help champions sell internally

e Consensus-building tools: Collaborative
resources that facilitate group decision-making

» Objection management kits: Content that
addresses role-specific concerns

When we didn't have a CRM, it was really hard
to track those people. We would have a really
good call and then things would just drop off,
and we didn't have a great follow-up system—

there was no clear way to follow up. We were
spending more time updating ClickUp than
building sequences and workflows, so for us
the solution was getting a CRM and getting
clear on who our ICP was.

B
. Head of Marketing

Without shared definitions and

handoffs between teams, even the
most sophisticated stakeholder
strategies—content tracks, consensus
tools, internal champion enablement—
won't get traction.

Email forwarding tracking: Monitor when content is

shared internally
Event registration analysis: Identify multiple attendees

from the same organization

 Social listening: Discover connected stakeholders
Stq kehOIder through platform analysis

 Sales intelligence: Systematically capture insights from

|dentifiCC|ti0n direct conversations

« Org chart mapping: Use technologies that map

TeCh niq ues reporting relationships

Leverage multiple methods to
identify previously unknown
committee members

By systematically identifying and engaging all
stakeholders, organizations dramatically increase their
ability to build consensus and accelerate buying

decisions.

i Predictiv’
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Multi-Channel
Activation
Strategies

Activation isn't about a single
campaign. It's about sustained,
multi-channel amplification of

what's already resonating. ,é -

%1’

Meghann Hawes explains how her team combats
content fatigue and attention loss

Being an authority in your space and
then measuring that and then the
ones that are successful, you're then
amplifying that and distributing it in
a lot of different ways. all of that
together sort of helps you keep
people engaged and constantly
keeping you top of mind.

This kind of strategic amplification
ensures buyers encounter consistent
value across every touchpoint, keeping
your message relevant, visible, and
compelling throughout the journey.
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Measuring
e ®
ACt qu t I o n Monitor prospect response to activation efforts:

« Content consumption depth and frequency

- Multi-stakeholder engagement breadth

S u cces s « Response to direct outreach

- Digital body language signals
To ensure activation strategies deliver

meaningful results, implement these
measurement approaches:

Track impact on opportunity progression:

- Pipeline velocity by stage
« Conversion rates between stages
- Average deal size

« Win rate improvement

Measure ultimate business outcomes:

« Revenue influenced by activation campaigns

« Deal size differential for activated accounts
« Customer lifetime value
« Implementation success rates

‘)?gt David Sim puts it.

True activation isn't about random
outreach, it's about operationalizing the
entire process: spotting opportunities,

Activationisn’t just about

routing them fast, and engaging buyers

outreach. It's about having a with precision.

system that SpOtS opportunity’ That's what transforms activation from
a hopeful tactic into a predictable,
routes lt fGSt, Clnd hItS the buyer repeqtqb|e revenue engine.

at the right moment with the
right message.
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Measuring
Revenue
Activation

How well are you uncovering your
complete revenue landscape? Look

at market coverage (share of TAM
identified), dark revenue discovery
(hidden opportunities surfaced), signal
breadth (variety of intent and
engagement data captured), and
buying committee visibility (average
stakeholders identified per account).

Are you focusing on the right
opportunities? Track the correlation
between priority scores and win
rates, performance across
opportunity tiers, the predictive
value of different signals, and the
speed of accurate qualification.

1 Predictiv’

Traditional marketing metrics capture only
fragments of revenue activation. Leads, meetings,
and pipeline figures miss the bigger picture.

True measurement requires metrics that span
identification, prioritization, and activation and tie
directly to business outcomes.

To show full impact, focus on the following:

Is activation moving deals
forward? Measure multi-
stakeholder engagement rates,
improvements in deal velocity,
conversion rates by activation
approach, and deal size
differences between fully
activated and partially
activated accounts.

How is activation affecting the
bottom line? Monitor overall
revenue influence, customer

acquisition cost (CAC),
customer lifetime value (LTV),
and win rate improvement.
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Turning insights into action requires

clear, accessible reporting.

® ® ® Visualization and attribution
VI s u a I I za t I o n frameworks connect every stage of
revenue activation to measurable
and Reporting

business outcomes.

Unified Dashboards

Unified dashboards bring identification,
prioritization, and activation into a single
view. These dashboards combine
executive summaries with drill-down
capabilities, show trend lines that track
progress over time, and allow
comparisons across segments or
approaches making performance
transparent at both strategic and
tactical levels.

Continuous
Improvement Reporting

Continuous improvement reporting closes
the loop. Regular A/B testing, signal quality
assessments, buying-committee
engagement analysis, and pipeline
leakage reviews all feed back into the
system. This ensures models are refined
over time, strategies evolve with market
dynamics, and revenue activation
becomes progressively more effective.
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Future Trends in
Revenue Activation

The revenue activation landscape is shifting
quickly as new technologies emerge, buyer

behaviors change, and economic pressures
Al is dramatically expanding the types and mount.

sources of revenue opportunity signals:
Artificial intelligence, once a supplementary tool, is

» Conversational intelligence: Extracting now becoming the core enabler of revenue
buying signals from sales calls, meetings, activation with three developments driving the

and support interactions greatest impact:
Unstructured data mining: Identifying

intent signals from forums, communities,
and social platforms
Behavioral pattern recognition: Detecting

subtle indicators of buying readiness

through digital body language Al is enabling seamless coordination

Contextual relationship mapping: across previously siloed functions:

Understanding connections between e Cross-channel coordination:

stakeholders and their relative influence Synchronizing messqging ACross d|g|tq|

and human touchpoints
Sales-marketing handoff automation:
Creating smooth transitions based on
buyer signals

Full-journey orchestration: Managing

Al is moving beyond predicting outcomes

: e : end-to-end experiences across the
to recommending specific actions:

buying cycle
 Next-best-action recommendations:

Stakeholder journey alignment:

Suggesting optimal next steps for specific Coordinating engagement across buying

accounts committees

Channel optimization: Determining ideal
engagement channels for each

stakeholder Teams that leverage these Al shifts will see more

S SERETE RESSITE L Ig) oS! opportunities surface, sharper prioritization, and

sifective assets for speciiic buying activation strategies that hit with accuracy.

scenarios

Timing intelligence: Identifying optimal

engagement windows for maximum
impact
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Increasing Intent
Data Investments

Intent data has become a cornerstone of

modern pipeline strategy, but most teams

are only using a fraction of its potential.

Together, these opportunity signals

provide a complete, prioritized
picture of the market, transforming
scattered activity into revenue
outcomes.

1 Predictiv’

Marketers lean heavily on first-party
intent—behavior tracked across their own
websites and channels—which shows
clear recognition of its value.

Yet far fewer extend that visibility to third-
party intent, leaving most organizations
blind to the bulk of research and evaluation
happening elsewhere.

That blind spot matters. Buyers are
comparing vendors on review sites,
discussing options in forums, and
consuming competitor content long
before they land on your site.

Without visibility into this broader
behavioral footprint, revenue teams risk
engaging too late, or not at all.

Expanding investment in third-party intent
closes the gap, surfacing early signals that
competitors miss and turning invisible
activity into actionable opportunity.

Still, intent on its own doesn’t
drive revenue.

The real impact comes when third-party
signals are unified with first-party
engagement, firmographic fit,
technographic context, and sales feedback.
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S h ift frO m O'I Resource Optimization

®
Q u q n t I ty to Organizations are reexamining how they
allocate limited resources:
Quality

Economic pressures and evolving buyer

» Account value tiering: Dedicating resources

based on opportunity potential
« Engagement quality metrics: Measuring

depth and relevance over volume

expectations are accelerating the transition . ROI-driven budget allocation: Investing in

from volume-based approaches to precision- channels with proven revenue impact

driven strategies. » Opportunity cost analysis: Evaluating

This shift is evident in several key trends: tradeoffs between different activation

approaches
O 2 Pipeline Quality

o 3 Content Effectiveness
Emphasis

Refinement

Revenue teams are prioritizing pipeline health Marketing teams are creating less content with

over size greater impact

R e « Content performance analysis: Identifying

ImgEmeriiig siess” e el plecliie highest-performing assets for amplification

inclusion « Format optimization: Focusing on content

Conversion rate optimization: Focusing on types with strongest engagement

WA g) wili LBies eliner dnel velume « Repurposing strategies: Creating multiple

Deal size and margin focus: Prioritizing assets from proven content themes

opportunities with higher revenue potential . Personalization depth: Investing in fewer,

Customer success alignment: Targeting more deeply customized content

prospects likely to achieve positive outcomes experiences

This quality-over-quantity mindset is
Test everything...things that

worked two years ago don’t
work now.

enabling organizations to achieve better
results with fewer resources.

Future-ready revenue teams know that

‘ Nathaniel Miller static playbooks WOI‘.]'t keep pace with
Head of Marketing at HarvestiQ shifting buyer behavior. What drives results

today may not work tomorrow—agility and
iteration are critical.

The ability to experiment, adapt, and refine
continuously is what turns revenue activation from

a one-time initiative into a lasting growth engine.

i Predictiv’ How To Find Dark Revenue | 39


https://www.linkedin.com/in/nathaniel-james-miller/
https://harvestiq.com/

Emerging Buyer
Behavior Trends

The B2B buying process continues to evolve,
with self-directed digital research now blending
seamlessly with high-trust, human-led
interactions.

Buyers are gathering intelligence in forums,

review sites, and peer networks long before they

engage directly, making their paths more
fragmented, nonlinear, and harder to influence.

For revenue teams, this creates two pressing
challenges: sustaining engagement over long
buying cycles and gaining visibility into off-
channel activity.

Traditional nurture tactics fall short,
personalization is no longer optional, and much
of the buyer journey remains hidden in the dark
funnel.

Overcoming this requires unified opportunity
signals that capture behavior across every
touchpoint, tool, and channel.

PREPARING FOR TOMORROW

Strategic
Implications

These trends have major implications for
how organizations structure their teams,
technology, and skills. To stay ahead,
revenue leaders should focus on three
strategic priorities.

i Predictiv

O Unified Revenue
Operations

Break down silos by consolidating
marketing, sales, and customer success
under a single revenue function. Shared
ownership of technology, coordinated go-
to-market planning, and unified
measurement frameworks create
alignment and accountability across the
entire revenue engine.

0 2 Signal-Based

Technology
Architecture

Invest in infrastructure that turns signals
into action. Open APIs, real-time
processing, and identity resolution are
critical to maintaining a single source of
truth and enabling immediate activation.

o 3 Skill Development

Priorities

Equip teams to work in an Al-driven
environment. Data literacy, Al collaboration,
and cross-functional fluency are now must-
haves—ensuring teams can interpret
complex signals and act on them together.
By prioritizing these areas, organizations
can move from reactive to proactive.
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ASSQSSing Before implementing new revenue activation strategies,

conduct a thorough assessment of your organization’s
You Y c urrent current capabilities.

StCIte This evaluation provides a baseline for measuring progress
and identifies priority areas for improvement.

Prioritization Effectiveness

Identification Capability 2
Evaluation

Assessment

Evaluate your ability to uncover the Assess how well you focus resources
complete revenue landscape on high-value opportunities:

Signal diversity score: How many different « Prioritization confidence survey: How confident
signal types do you currently capture? are sales and marketing in current prioritization?
Dark revenue visibility: What percentage of your « Conversion rate analysis: What percentage of
TAM remains invisible to current methods? prioritized opportunities convert to revenue?
Signal latency measure: How quickly do you « Resource allocation alignment: How closely does
capture intent signals after they occur? effort distribution match opportunity value?
Buying committee coverage: How many « Opportunity signal predictive power: Which
stakeholders can you identify in target opportunity signals most strongly correlate with

accounts? conversion outcomes?

Activation Capability Revenue Impact
Analysis Measurement

Measure the effectiveness of your Establish baseline revenue

engagement strategies performance metrics

« Channel coverage assessment: Which activation Pipeline velocity baseline: Current average
channels are currently deployed? time from identification to close

« Personalization maturity: How tailored are Conversion rate benchmark: Present win
communications to specific buyers? rates by opportunity type and source

+ Buying committee engagement: What Deal size analysis: Average and distribution of
percentage of committees receive multi- deal sizes
stakeholder outreach? Revenue attribution assessment: Ability to

« Content effectiveness analysis: Which assets connect activities to outcomes
drive the strongest engagement and conversion?

This comprehensive assessment provides the foundation for targeted improvement initiatives
that address the most significant gaps in your current revenue activation capabilities.
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Implementing Your
Revenue Activation
Strategy

90-Day Implementation
Transforming how your organization identifies,

prioritizes, and activates revenue opportunities Roadmap
requires a structured implementation approach. Successful revenue activation implementation

This section provides a practical roadmap for follows a phased approach that builds momentum

organizations at any stage of revenue activation through early wins while establishing a foundation

maturity. for long-term transformation.

D
Assessment Framework Development m

.I -30 cmd Foundation Build the foundational elements 3 _ 4

that will support your revenue
activation strategy:

Focus on understanding your current  Define unified ICP criteria that aligns marketing

state and establishing essential building S0E] SElES EEie GETTnEn Trget grel ee

- Establish a cross-functional steering team with
blocks
clear roles and responsibilities
« Select initial technology enhancements focused
on high-impact, low-complexity improvements

« Design an initial measurement framework with

@ clear KPIs and tracking mechanisms

_I 2 Current State Analysis

Focus on comprehensive
assessment of your existing
capabilities and gaps

 Assess current identification methods to
understand visibility limitations

 Inventory data sources and signal types to
identify what you're already capturing

» Evaluate prioritization approaches to determine
effectiveness and alignment

« Audit activation channels and strategies to
establish performance baselines
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Pilot Implementation

5 6 Implement initial improvements focused on I7 8
- high-impact, low-complexity opportunities -
Pilot Preparation Pilot Execution
Develop the core components needed for your initial Launch your pilot program and establish
pilot: supporting processes:

« Integrate initial third-party signals focusing on the Launch your pilot with a limited segment to

most relevant intent topics manage complexity and risk

« Develop an enhanced prioritization model » Train teams on new processes and tools to
incorporating new signal types ensure consistent execution

 Design a pilot activation program targeting a » Implement quick-win integrations between
specific segment or product line existing platforms

- Establish baseline measurements to track pilot « Establish systematic feedback collection
performance effectively methods for continuous improvement

Expand successful approaches and refine 'I'I 12
based on initial learnings: -

Scale and Optimize

Refinement and Expansion Full implementation Planning

Analyze early results and enhance your approach: Prepare for broader rollout while documenting a

long-term strategy:
« Analyze pilot results to identify successful elements

and improvement areas  Scale successful approaches to broader
- Refine your prioritization model based on segments or product lines

conversion outcomes » Implement more advanced integrations
- Expand signal sources to address gaps identified between platforms

during the pilot « Conduct comprehensive training across the
- Enhance activation strategies based on revenue organization

engagement and conversion data » Develop a long-term roadmap for continued

capability enhancement

This phased approach ensures that organizations can

achieve meaningful progress within 90 days while The key is starting with assessment, moving to

building toward comprehensive revenue activation focused piloting of high-impact elements, and then

cdpdbilifies. systematically expanding based on proven results.
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Effective revenue activation requires

T the right organizational structure,
ec h n o I ogy skills, and technology infrastructure.

Consider these essential elements

Considerations ™™

e Revenue operations alignment: Consolidate

operations functions across marketing, sales,

O l and customer success
» Revenue activation team: Create a dedicated

cross-functional team responsible for signal

Orgqnizqtionql Structure management and activation
. » Executive sponsorship: Secure senior

Recommendations leadership commitment from marketing, sales,
Revenue activation works best with and operations
these organizational approaches » Shared goals and incentives: Align

compensation and recognition around
common revenue outcomes

« Data analysis expertise: Ability to interpret
complex signal patterns
« Marketing technology proficiency: Skills to

configure and optimize martech platforms
« Content strategy capabilities: Talent for

Skill Requirements , | |
developing personalized, multi-stakeholder

Develop these capabilities within content
your revenue team: » Revenue operations knowledge: Understanding
of end-to-end revenue processes
« Change management skills: Capacity to drive
cross-functional transformation
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o 3 Core Platformm Components

- Customer data platform (CDP) for unified
opportunity profiles
« Intent data platform for third-party

Technology Stack Elements o
opportunity signal capture

Build a technology ecosystem that - Marketing automation system for
supports seamless signal flow and engagement orchestration
activation « CRM for opportunity management

« Analytics platform for performance
measurement

Integration Requirements Emerging Technology Considerations

« API-based data exchange between « Al-powered opportunity signal interpretation
platforms  Predictive analytics for opportunity scoring

« Real-time signal processing « Conversational intelligence for signal
capabilities extraction

« Unified identity resolution across « Next-best-action recommendation engines
systems

« Centralized reporting and visualization

The right combination of organizational structure,
skills, and technology creates the foundation for

successful revenue activation implementation.
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Inability to unify signals
across platforms
creates fragmented

visibility and activation.

% Predictiv’

Common Pitfalls

Them

and How to Avoid

Based on our research with organizations implementing revenue

activation strategies, we've identified commmon challenges and

effective solutions:

« Start with manual data sharing processes
while building toward automated
integration

« Implement a customer data platform
(CDP) as a central repository for all signals

« Establish data governance standards that
enforce consistent formats and definitions

« Create cross-functional data stewardship
roles responsible for signal quality

logic rather than

Sales teams resist - Begin with an augmentation approach
data-driven that enhances rather than replaces
prioritization, preferring existing methods

to rely on intuition or - Demonstrate early wins through pilot
familiar accounts.. programs with quantifiable results

- Provide transparency into prioritization

presenting a "black box"

 Create joint sales-marketing ownership
of prioritization criteria and thresholds
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Medasurement
and Attribution
Complexity

i Predictiv’

Insufficient resources
or skills for executing
sophisticated, multi-
channel activation
strategies.

Inability to connect
revenue activation
efforts to tangible
business outcomes
undermines program
support.

Siloed departments
continue to operate
with separate goals,
processes, and
technologies.

Start with focused activation efforts
targeting a single high-value segment
Consider managed services partners to
supplement internal capabilities

Develop reusable activation templates and
playbooks to scale effectively

Implement phased approach beginning
with highest-impact channels

Begin with simple before-and-after
comparisons in pilot segments
Implement basic multi-touch attribution
before advancing to more complex
models

Focus initial reporting on metrics that
resonate with executive stakeholders
Create regular review sessions to
interpret results and extract insights

Establish a shared revenue activation
charter with joint accountability

Create cross-functional governance
teams with rotation of leadership
Implement unified reporting that spans
the entire revenue process

Develop shared definitions and
terminology across all revenue functions

By proactively addressing these common challenges,
organizations can significantly increase their chances of
successful revenue activation implementation.
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Based on our research with high-performin
What's Working s, those tactival aomroauhos o

revenue teams, these tactical approaches are
Now delivering the strongest results in today's
environment

TAM Expansion Techniques

Identificqtion - Deploy look-alike modeling to identify

accounts similar to top customers
TO Ctics Implement keyword monitoring beyond
product terms to include problem
statements
. . Create industry-specific intent taxonomies
Dark Funnel Monlto"ng that capture u?’lmiqse buying signals
Progra ms Develop integration with sales intelligence

platforms for real-time buying committee

« Implement weekly dark funnel reviews mapping

focused on competitor research activity
Create alerts for accounts showing
sudden increases in relevant topic
research

Develop trackers for accounts engaging
with third-party content but not owned

s Prioritization

Monitor review site activity for competitor

customers showing dissatisfaction Ta Ctics

Sales-Marketing Alignment Opportunity-Signal-Based
Methods Scoring Models

Establish weekly opportunity review sessions > IRMRIEMERE Sz SEOlng) EpposeEnes

with marketing and sales leadership with different thresholds by industry

Create joint opportunity qualification bitlglnt epperaL iy slginely elnereridy

definitions with shared ownership based on their historical correlation with

Implement shared dashboards showing conversion

prioritization performance in real time Include velocity and trend factors that

Develop feedback loops for continuous consieler sighiell paiizm enaiges

refinement of prioritization models Incorporate buying stage indicators that

reflect journey progression
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Personalization Approaches

ACtivqtion « Implement intent-based dynamic content

across digital channels

Tq Ct i CS Create industry-specific value proposition
variants for key segments

Develop competitor-specific messaging

Buying Committee for accounts showing competitive
research

Engagement Strategies Establish trigger-based personalization

) based on specific signal combinations
« Create role-based content journeys

mapped to specific stakeholder concerns
Implement sequential engagement
approaches that systematically expand
committee coverage

To move beyond superficial

Develop champion enablement kits personalization, top teams align outbound

designed for internal sharing messaging to real behavioral triggers, not

Establish multi-threading cadences that just firmographic filters.

coordinate outreach across stakeholders

W Head of Marketing at Peridio

This kind of behavioral alignment

transforms outreach from noise into

signal. It's the difference between sending a
generic message and showing up with insight at
the exact moment your buyer is primed to care.
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How To Own Your
Dark Revenue

This guide has shown how the Revenue Activation

Framework empowers B2B organizations to
uncover and convert hidden opportunities:

Identification expands visibility beyond
traditional methods, surfacing dark
revenue competitors overlook. By unifying
intent, firmographic, demographic, and
technographic signals, teams gain a
complete view of their revenue landscape.

Prioritization focuses resources on the Activation turns insights into outcomes

opportunities most likely to convert. with personalized, multi-channel

Data-driven scoring models refined engagement across full buying
through feedback loops create committees, accelerating deals and
confidence in how opportunities are driving consensus.

selected, routed, and pursued.
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Further

Reading &

Next Steps

To dive deeper into the strategies and data
behind this guide, check out:

Predictiv’s 2025 B2B Pipeline &
Revenue Playbook

Our proprietary survey of 200+
sales and marketing leaders,
uncovering how today’s top
teams identify, prioritize, and
activate hidden opportunities.

Both resources build on the
insights in this guide, equipping
you with practical tools,
benchmarks, and real-world use
cases to strengthen your revenue

strategy.

i Predictiv’

Predictiv's Revenue Optimization
White Paper
How Buying Signals Drive Revenue — a

detailed look at how unified revenue
opportunity signals—intent,
firmmographic, technographic, and
demographic—fuel precision
engagement and pipeline acceleration.

Ready to put these ideas into action?

for a
personalized walkthrough of how Predictiv
uncovers hidden opportunities, prioritizes high-
intent accounts, and activates full-funnel
campaigns—so you can capture the revenue
others miss.
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