MATURITY MODEL

Personali
Digital

><
-
-~
~
~~
.
~
.
~
—~
-
| ) -
~ ~ _~
- -
- ~— ==
~ -
~ -
—~ b4
-
-
-
-
—
-
-
-
~
—
—
-



Table of Contents

PERSONALIZED DIGITAL EXPERIENGCES .....cuiuteitititieieieieieieieetereterececececscscsesssssssssssssssssssesesesesanns 3
WHY USE THIS PLAYBOOK ..ottt ettt ettt et et et et e e saeaaesaeea st eanesnesnesnernernesnnenns 3
HOW TO USE THIS PLAYBOOK . . cuiiiiiiiiiiiiei ettt ettt et ea et e seeaeeae st eanesnesnesnesnernesneennnnns 3
USE CASE OVERVIEW: ...ttt ettt ettt e et e s e s e e e st e saeeasasan st esnesnesnernerneenennns 4
OBJECTIVES OF THE PLAYBOOK vuvutvuntuneuneunetnetnesnernernernerseesessessssnssnesnesnessersessessessessssssesesesnessersesnnens 4
WHY PERSONALIZED DIGITAL EXPERIENCES ceututntteteniteeteteeneeeeneseeneeesnesesneeessesesnesesnesesnssesnesesncsesnssesnssesns 4
BENEFITTO THE ORGANIZATION. ...uitiiiieiii ettt et e e et s e eaeeae st et esnesnesaesnernerneennenns 5
PRIMARY ROLES INVOLVED ...cu ittt ettt ettt et ettt e s e s eaessesa e s esnesnesnesnesnesnnnnns 6
USE CASE PROGRESSION STAGES «.utvutuiunrneteeneterneterneeernesessesesnssesnesessssessesessssessssessssessssesssesnsesessssssnssnsns 6

CRAWL .. eeiitiiiiiiiiiiettetetecececaeaeaeesesessssesesessssssssssssssssssssssssssssssssssssssssssssssssssssnssssssssssssssasasasnnns 7
PLAY 1: BEGIN WITH FOUNDATIONAL PERSONALIZATION USING FIRMOGRAPHIC DATA euvviiiieiieiieeeiiecieeenenee, 7

CrawWl EXit Criteri@ CRECKUIST..........oneneeiiieieie ettt ettt ettt eeaeaeaenenenenenens 7
[0 T ] £ 8
PVe [o] o) 1 o) o I A7 (=1 4 (o3 J PR 8
| G PSP 8

WV ALK cceieiiieiiieieieieieeeeeeeeeeteterececececsesssssesessesesssesesesesesssssssssssnssssssssssssssssssssssssssnsssssasssssssssssssssnnne 9

PLAY 1: BUYER JOURNEY DIGITAL EXPERIENCES .. cuututtttnttttnetetenteneterenesssesesesessesessesessesessssessesessssnssesnsnses 9
Walk EXit CHItEria CRECKUIST .........ouoneeeeiiiieee ettt ettt ettt ettt e e e eenenenenensn 9
0T £ 10
VYo (o] o) 1 o) o I A7 (=1 4 (o33 RS 10
N £ 10

RUN ciiiiiiiiitteteeeteteteteeteteeetesesesesecesscsssssssssssssesssssssesesesasassssssssssssssssssssssssssssssssssssasssasasssnsssnnnns 11

PLAY 1: DIGITAL EXPERIENCE LED BUYING JOURNEY «.uututuitnintieenenerneeernenerneseenesesnssesnesesnssesssesnssesnssssnsnesns 11
(0l S R O A 1= g Lz N O g 1=Te] (L] P 11
o T £ 12
VYo [o] o) 1 o) o I A7 (=1 4 (o33 RS 12
N £ 12

/".“\\



(0

Personalized Digital
Experiences

WHY USE THIS PLAYBOOK

Today, buyers can learn nearly everything they need to know as they are
evaluating you through third-party websites and large language models
(LLMs). To capture buyer attention and engagement, you need to provide
personalized digital experiences that cannot be duplicated elsewhere. By
leveraging 6sense’s Signalverse™ and 6sense Al, your team will have
access to unprecedented insights, enabling you to deliver tailored
experiences that align with the buyer’s current stage and needs, and
making every touchpoint relevant, timely, and impactful. By scaling
personalized experiences across multiple channels, you enable a
seamless, cohesive journey that captures attention, nurtures buyer
preference, and builds lasting relationships.

HOW TO USE THIS PLAYBOOK

e This playbookis organized by progression stages: Crawl > Walk >
Run to guide your journey toward Personalized Digital Experiences
maturity.

e Each stage contains plays with prescriptive steps to complete.
Each stage includes specific plays with clear, actionable steps to
help you execute effectively. There are additional resources and
materials you can use to implement and activate workflows; they
are linked in the Tools section below.

e Thisresource is designed for cross-functional teams—
including Marketing, Sales, and RevOps. It emphasizes how
integrating 6sense data and audiences to power Personalized



Digital Experiences can help increase account engagement,
contact conversion, meetings booked, and opps created.

For support, 6sense Strategic Services offers packages to help
customers execute each use case and progression stage. To
support your success, 6sense Strategic Services offers tailored
packages that assist with executing use cases across all
progression stages.

USE CASE OVERVIEW:

Create highly relevant, attention-grabbing personalized digital
experiences throughout the buyer journey to increase account
engagement, contact conversion, meetings booked, and opp creation.
Power up your conversational marketing, web experiences, and gifting
platforms with 6sense account-based predictive, intent, and firmographic
data to breakthrough the noise and stand out from the competition.

OBJECTIVES OF THE PLAYBOOK

O

Develop a Digital Experiences strategy that incorporates 6sense
data in a scalable way

Align digital experience platforms to the buying journey to provide
always-on, timely, and relevant experiences

Monitor and optimize experiences to boost KP| performance

WHY PERSONALIZED DIGITAL EXPERIENCES

1.

2.

Hsense

Increase Engagement Through Relevance

Deliver tailored web, chatbot, and gifting experiences that reflect
the visitor’s buying stage, firmographics, and intent signals—
making every interaction memorable and relevant.

Accelerate Buyer Journeys

Use predictive insights and real-time behavior to guide prospects



through the funnel faster by surfacing the right content, CTAs, and
offers at the right time.

3. Improve Conversion Rates
Personalization drives higher conversion by aligning digital
touchpoints (e.g., landing pages, chatbots, content, and gifting)
with what the buyer cares about most.

4. Unify Campaign and Web Experiences
Ensure consistency between outbound campaigns and inbound
experiences by aligning messaging, visuals, and offers across
channels.

5. Scale Personalization Across Channels
Extend personalization beyond the website—into chat, content
hubs, and even direct mail—using 6sense signals and
segmentation logic.

6. Leverage Al and Predictive Data for Precision
Combine 6sense’s Al-driven buying stage predictions and intent
data to dynamically adjust digital experiences based on real-time
account behavior.

7. Enable Cross-Functional Collaboration
Align Marketing, Sales, and RevOps around shared audience
definitions and personalization strategies to ensure cohesive
execution across the GTM engine.

8. Measure and Optimize Continuously
Track engagement and conversion metrics across personalized
experiences to identify what’s working, iterate quickly, and scale
best practices.

BENEFIT TO THE ORGANIZATION

Align digital experiences to your target audience’s buying journey to
create a more relevant, personalized, and memorable engagement
experience. Use web personalization, chatbot integration, and gifting
tools to deliver relevant, timely, and persona-aligned messaging that
drives conversion.

Hsense



PRIMARY ROLES INVOLVED

Responsibilities

Marketing

Sales

Data/Ops/IT

Owns audience strategy, digital experiences build and
activation, and measures performance.

Aligns prospecting efforts with digital experiences
conversion criteria, engages qualified accounts, and
provides feedback.

Maintains data hygiene, enforces governance, and builds
dashboards for performance tracking.

USE CASE PROGRESSION STAGES

Crawl
Launch Initial
Personalization

Walk Run

Align Digital Orchestrate Omni-
Experience to the BuyerChannel, Buying Journey
Journey Digital Experiences




CRAWL

Description: Launch Initial Personalization
Benefit: Start to create memorable chatbot conversations, landing
pages, content hubs, and gifting experiences contacts receive from your

campaigns

PLAY 1: BEGIN WITH FOUNDATIONAL PERSONALIZATION
USING FIRMOGRAPHIC DATA

Description: Visitors to your site will receive relevant chatbot, landing
page, content, and/or gifting experiences based on account size, vertical,

geo, and additional firmographic data
Step-by-Step

. Make sure conversational marketing, web experiences, and gifting

platforms integrations are active in the 6sense platform

. Check those platforms to make sure 6sense firmographic datais

being ingested and accessible

. Use web personalization to customize landing pages based on

account-level firmographics; and/or

. Create Chatbot conversation based on account-level firmographics;

and/or

. Align gifting messaging and offering based on account-level

firmographics

. Track user-level engagement and conversion metrics in those

platforms

Crawl Exit Criteria Checklist

v' Chatbot integrated
v Web Personalization tool integrated
v Gifting Platform integrated
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v 6sense firmographic data accessible in other platforms

Tools

e Full List of Integration Partners

Adoption Metrics

e Atleast one personalized experience should be active:
o Chatbot: Yes/No
o Web Personalization: Yes/No
o Direct Mailing: Yes/No

KPIs

o Buying Journey Account Progression (in 6sense platform)

o Conversion Metrics: Increased user-level conversion rates
(meetings booked)

« Engagement Metrics: Time on page, scroll depth, chatbot
engagement, gift offer accepted

o Platform Metrics: Web activity and conversion data from vendor
platform

« Check with your account reps at these platforms for more specific
KPIs and metrics to track


https://6sense.com/partner-library/?tab=integration

WALK

Description: Align Digital Experience to the Buyer Journey

Benefit: Capitalize on key moments in the buyer journey and create
experiences that are influential in driving engagement and conversion

PLAY 1: BUYER JOURNEY DIGITAL EXPERIENCES

Description: Visitors to your site will receive multiple relevant chatbot,
landing pages, content, and/or gifting experiences providing timely
information based where their accountis in the buying journey

Step-by-Step

Create buying stage or funnel stage audiences in 6sense
Sync segments into digital experiences platforms
Check those platforms to make sure 6sense

ol s

Use web personalization to customize landing pages based on

account-level firmographics; and/or

5. Create Chatbot conversation based on account-level firmographics;
and/or

6. Align gifting messaging and offering based on account-level
firmographics

7. Track user-level engagement and conversion metrics in those

platforms

Walk Exit Criteria Checklist

v' Chatbot integrated

v' Web Personalization tool integrated

v’ Gifting Platform integrated

v B6sense buying stage or funnel stage data accessible in other
platforms

<
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Tools:

Full List of Integration Partners

Adoption Metrics:

6sense Buying Stage or Funnel Stage segments being used

Multiple personalized experience should be active:
o Chatbot: Yes/No
o Web Personalization: Yes/No
o Direct Mailing: Yes/No

KPls:

Buying Journey Account Progression (in 6sense platform)

Conversion Metrics: Increased user-level conversion rates
(meetings booked)

Engagement Metrics: Time on page, scroll depth, chatbot
engagement, gift offer accepted

Platform Metrics: Web activity and conversion data from vendor
platform

Check with your account reps at these platforms for more specific
KPIs and metrics to track


https://6sense.com/partner-library/?tab=integration

RUN

Description: Orchestrate Omni-Channel, Buying Journey Digital

Experiences

Benefit: Maximize account engagement and contact conversion for your

target audiences and personas

PLAY 1: DIGITAL EXPERIENCE LED BUYING JOURNEY

Description: Visitors to your site will receive personalized experiences
from all active chatbot, landing page, content hubs, and/or gifting tools

based 6sense segments comprised of buying journey, intent, and

firmographic data

Step-by-Step

1.

2
3.
4

o1

Run

AN NEAN

Create buying stage or funnel stage audiences in 6sense

. Sync segments into digital experiences platforms

Check those platforms to make sure 6sense

. Use web personalization to customize landing pages based on

account-level firmographics; and/or
Create Chatbot conversation based on account-level
firmographics; and/or

. Align gifting messaging and offering based on account-level

firmographics

. Track user-level engagement and conversion metrics in those

platforms

Exit Criteria Checklist

Chatbot integrated

Web Personalization tool integrated

Gifting Platform integrated

6sense firmographic data accessible in other platforms



Tools:

Full List of Integration Partners

Adoption Metrics:

o 6sense Buying Stage or Funnel Stage segments being used

o All personalized experience should be active:

o Chatbot: Yes/No

o Web Personalization: Yes/No

o Direct Mailing: Yes/No

KPls:

o Buying Journey Account Progression (in 6sense platform)

o Conversion Metrics: Increased user-level conversion rates
(meetings booked)

o Engagement Metrics: Time on page, scroll depth, chatbot
engagement, gift offer accepted

o Platform Metrics: Web activity and conversion data from
vendor platform

o Check with your account reps at these platforms for more
specific KPls and metrics to track

4sense /.\/
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