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What is a 6QA?

6QAs are best used as a replacement for sales or marketing
qualified leads (SQLs or MQLs) that are often delivered to SDRs
and sales representatives.

The Value of 6sense Al-Driven 6QAs and How to Maximize It

6sense’s Al evaluates big data to identify factors that

together predict which accounts are likely to become The value of 6QAs stems largely from the
good selling opportunities. The data evaluated include following factors:

a wide variety of sources and types, including:

Compared to MQLs and SQLs, 6QAs
Intent data take into account a wide variety of
signals to determine which prospects are

really in buying mode and ready for sales
ol Technographic data interactions

Company profile data

6QAs are driven by sophisticated Al
operating on big data, eliminating
guesswork, hunches and wishful
thinking from the process of prioritizing
opportunities for sales

Operating on large data sets, 6sense Al can

evaluate a virtually unlimited number of variables
simultaneously and detect behavioral and profile
patterns that can't be seen by looking at smaller sets of
typical data points.




Continuous Learning

Another key benefit of 6sense Al-driven 6QAs is that the Al can continually learn from the outcomes produced
when customers work 6QA accounts, leading to cycles of continuous improvement.

This continuous improvement relies on feedback going
back into the model. So, even when 6QA accounts do
not match prior expectations, the best practice is to:

=  Follow up on the 6QAs

= Apply your organization’s best effort against
them, and then

= Update the 6QA accounts with their final statuses

When customers do that, 6QA accounts are more likely
than non-6QA accounts to convert into customers, and
to do so faster and for a higher deal value.

Realistic Expectations

It is important to note that not every identified 6QA will convert to revenue. And the fact that an account has
achieved 6QA status does not mean that members of its buying team are expecting to be contacted, or that they
will respond.

However, when your organization works 6QAs with the same effort as would normally be applied to any other
target account, you will see substantially better results from the 6QAs.

(See the 6sense Business Impact Framework for an explanation of how 6QAs provide value.)

Best Practices for Configuring 6QAs

As a best practice, 6QAs should be defined at the oOffering A Offering B
product category — or offering — level. In other
words, if your company sells three distinct offerings, the

o , o Vertical 1 Model 1 Model 2
best practice is to establish three distinct 6QA models.
First, configure go-to-market (GTM) segments that
establish the parameters for what makes an account Vertical2 Model 3 e

a good fit for a particular solution. (Read more about
GTM segments and their use in this Dojo article.)



https://6sense.com/business-impact-framework/
https://support.6sense.com/hc/en-us/articles/360052999093-Publishing-Segments-Getting-Started#go-to-market-gtm-segment-nomination-0-5

In addition, where the product-level qualification criteria for an account vary based on region, vertical market and
similar parameters, GTM segments can also be built to account for those differences.

Established GTM segments can then be used throughout the 6sense platform.

For example, an organization that sells marketing automation software may have distinct 6QA models for the high-
tech vertical and the manufacturing vertical (as seen in this Dojo article), and may also have a model for North
America that is distinct from the model used for European business.

Why Models are Often Hard to Understand

In the realm of algorithms, it is difficult — often impossible — to identify a few variables that alone drive the model's
output. Instead, algorithms work by looking at the combination of many signals simultaneously.

Often, these signals interact with one another to create outcomes that are not always apparent when looking at
signals independently.

As a result, it is often impossible to point to just one or two data points that are responsible for the model's output.
While some variables are more influential than others, extracting one or two variables from a model and focusing
exclusively on them will likely lead to poor performance.

Importantly, because the algorithms can detect /é

meaningful patterns that humans cannot, the algorithms é

will sometimes produce results that are unexpected — I"

surfacing as 6QA accounts that would not otherwise
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have been considered, This is normal. * g 4 £ “‘ “

Indeed, if the algorithms only identified accounts that
a typical marketer or salesperson would have chosen
based on a handful of readily available variables, the

algorithms would not be providing value. "
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When Algorithms Do Not Produce Ideal Outputs

In some cases, it may be that Al models produce outcomes that are not optimal, particularly in the early days after
developing a new model.

The power of Al models is their ability to incorporate feedback in the form of outcomes produced to continually
improve the model. Rather than immediately overriding the 6QA algorithm by applying manual filters, the best
practice is to work and apply statuses to the accounts qualified as 6QAs.

In this way, the model will learn and adapt to produce better results going forward.


https://support.6sense.com/hc/en-us/articles/4410329849619-6sense-Qualified-Accounts-6QA-

When It May Be a Good Idea to Manually Customize 6QA Filters

However, there are times when circumstances call for a rapid response to changing conditions.

For example, if a natural disaster or regulatory change occurs in a market that rapidly and fundamentally changes
which accounts are likely to be in-market, it may be necessary to alter the output of 6QA models.

By either filtering out accounts that are suddenly no longer good prospects, or manually adding criteria that will
lead to the promotion of other accounts that are suddenly more likely to be in-market, organizations are able to
quickly capitalize on sudden changes in the market.

6sense offers customers the ability to make these types of rapid changes through 6QA customization.

The Role of GTM Segments In Modifying 6QA Output

There are four distinct ways to modify how
6sense produces 6QAs. Three modifications
are made by customizing the 6QA model in the

following ways: DU (.
\_/‘
«  The 6QA filter can be restricted, so

that fewer accounts become 6QASs

It can be expanded, so that more
accounts reach 6QA

The filter that allows accounts to
requalify as 6QAs after once being
disqualified can be modified to raise
the threshold for requalification

To modify accounts that become 6QAs using profile The 6QA model will then assess intent and
characteristics, it's a best practice to modify the GTM engagement signals to identify the accounts within the
segments (see this Dojo article) to include or exclude segment that are most likely to be in-market.

the types of accounts in question.


https://support.6sense.com/hc/en-us/articles/4410329849619-6sense-Qualified-Accounts-6QA-

Using Filters to Expand the 6QA Filter

At times, the volume of 6QAs may not be sufficient to
support the needs of sales. In that case, it's possible

to expand the definition of a 6QA to include accounts
that have not yet reached the Decision or Purchase
stage, or even specific behavioral characteristics such
as intent for related keywords.

There may be other times when a specific behavior or
event should trigger an account to be immediately
promoted to 6QA status. For example, an
organization might want to promote prospects that
send multiple individuals to a company event, even if
there are no other buying signals.

Note: In expanding filters, it is important to gain
agreement from the sales organization in advance and
to enable the sales organization to effectively approach
the new set of accounts that will appear when filters
are expanded.
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Using Filters to Restrict 6QA Output

A Familiar Example to Help Explain How
Algorithms Operate on Multiple Variables

To take a common consumer example as an illustration,
companies that offer automotive insurance charge
more to insure some drivers than others because some
drivers represent greater accident risks.

Men, on average, get into more accidents than women
do. Also, young drivers get into more accidents than
older drivers.

However, the combination of these two variables
provides insurance companies the most predictive
power. While young men are more likely than young
women to get into accidents, older men are not.

The combination of age and sex allows insurance
companies to identify that older male dirvers represent
a lower risk than do young men — and often even lower
than younger women. As a result, insurance companies
can tailor rates they charge accordingly.

Of course, insurance companies use algorithms to
take into account many other variables, such as driving
record, geography, type of car driven, and other factors.

Likewise, the algorithms that evaluate which companies
become 6QAs execute this type of analysis across
dozens or more variables simultaneously.

It's also possible to restrict the set of accounts that reach 6QA.

For example, a model may be strongly influenced by intent data related to accounts researching competitors.

If one or more of those competitors has a very strong competitive advantage, salespeople following up on those
accounts may feel like their chances of success are low and may wish to have accounts researching specific

competitors filtered out of the model.

If the accounts are worked unsuccessfully, the model will improve to reduce the impact of the competitor research.



As the competitive factors change over time, the model will adjust performance. If the accounts are simply
filtered out, however, the model will not respond to changing market conditions and the manual filter would
continue to exclude accounts that may — in time — become high-value targets.

As noted above, if 6QA models are built too broadly — e.g., one 6QA model for multiple distinct product offerings
— the models may not produce ideal results. Rather than manually intervening to immediately change the output
of such a model, the best practice would be to generate models for the distinct offerings.

Modifying 6QA Requalification

By default, accounts remain in 6QA status until either a corresponding opportunity is opened or the 6QA is
statused as closed-lost. Accounts are eligible to be requalified as 6QA again, but organizations may want to raise
the bar for re-qualification.

6sense enables this by empowering customers to add custom filters to change how accounts are requalified.
For example, when accounts have been closed-lost, you may raise the threshold for intent or other behavioral
signals to trigger a requalification as a 6QA to prevent recent buyers of a competitive solution that are
experiencing remorse from being requalified as 6QA.

The Bottom Line on Best Practices for Using 6QAs

As described above, 6sense’s industry-leading Al is able to account for dozens, even hundreds, of variables in
determining which accounts are most likely to be in-market. Our Business Impact Framework studies make it clear
that when customers work 6QAs, 6QAs produce substantially better results than other opportunities.

So, we strongly encourage you to put those 6QAs to the test. We know they won't all work out, but when opportu-
nities do fail to turn into revenue, the model will learn and adapt to produce better opportunities in the future.

At the same time, we recognize that there are times when it makes sense to manually adjust what is coming out of
the model. When that is the case, speak with your Customer Success Manager. They can provide some guidance
on getting the outcomes you need!

The 6sense Account Engagement Platform helps B2B organizations achieve predictable revenue growth by putting the power of Al,
big data, and machine learning behind every member of the revenue team. 6sense uncovers anonymous buying behavior, prioritizes
accounts for sales and marketing, and enables them to engage resistant buying teams with personalized, multi-channel, multi-touch
campaigns. 6sense helps revenue teams know everything they need to know about their buyers so they can easily do anything needed
to generate more opportunities, increase deal size, get into opportunities sooner, and compete and win more often.
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