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First,

we research
the accounts
and contacts...

Then we

engage them

using an email-based
qualifying survey...

responders provide account-level intelligence
while opting-in to being contacted
by you, our client.
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ﬁ Marketo uses the Pulse Report

“Marketing Automation Optimization Strategies”
as premium content on their website.
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E20pen used the results
as content for a Press Release.

Akamai created a whitepaper
“Moving Media Content
Workflows into the Cloud.”
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New contacts at the right level and right role
in their target companies.

Leads that have opted-in to be
contacted by your company.

Account level intelligence
about these leads.

Customized content
to help keep prospects
engaged throughout their buying decision.
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