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REPORT AND ANALYZE 
PERFORMANCE 
HOW TO USE THIS PLAYBOOK 

• This playbook is organized by use case progression 
• Complete the steps for each play in order, as future progression 

plays are dependent on completing the plays prior. 
• Each progression stage contains plays with prescriptive steps to 

complete. 
• Some plays leverage tools to aid in the completion of the play, they 

will be linked in the play and can be accessed and downloaded 
from the Tools section 
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• If you need support while working through the playbook, 6sense 
strategic services in the professional services group has packages 
that are designed to help customers execute each use case and 
progression stage. 

 

USE CASE OVERVIEW:    
This playbook outlines a strategy to build a scalable and actionable 
measurement framework that leverages 6sense data to enhance ABX 
performance tracking and GTM decision-making. The goal is to 
progressively evolve reporting capabilities—from in-platform downloads 
to advanced data warehouse integrations—enabling teams to measure 
engagement, optimize pipeline coverage, and drive conversion through 
better visibility and data alignment across systems. By connecting 6sense 
to CRM, MAP, and analytics tools, organizations can surface insights, 
automate workflows, and power advanced analytics to inform strategic 
decisions. 

 

OBJECTIVES OF THE PLAYBOOK 
• Establish a foundational measurement framework for ABX 

programs using built-in 6sense reporting and recurring data exports 
• Improve GTM visibility by integrating 6sense data into CRM and 

surfacing actionable insights for sales and marketing 
• Enable real-time reporting on account and contact engagement to 

support pipeline and campaign optimization 
• Advance from basic reporting to sophisticated analytics by joining 

6sense data with CRM, MAP, and other datasets 
• Align stakeholders on consistent success metrics and KPIs to 

evaluate ABX performance and conversion 
• Identify gaps and opportunities across the funnel through 

integrated, cross-system reporting 
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WHY REPORT AND ANALYZE MATTERS:  
Strong reporting and analytics are essential to driving a 
successful ABX strategy. When 6sense data is aligned with 
CRM, MAP, and other systems, it provides a unified view of 
performance across the funnel—from anonymous intent to 
closed-won. This visibility empowers marketing and sales to 
identify what’s working, where gaps exist, and how to improve. 
Reliable reporting also supports territory planning, campaign 
optimization, and resource allocation. As reporting matures, 
teams can move beyond surface-level metrics to advanced 
analytics that inform strategic decisions, accelerate pipeline, 
and increase conversion. 

USE CASE KPIS 
While these are the primary metrics this playbook is designed to help 
unlock, there are additional use case–specific KPIs and adoption metrics 
defined within each Crawl, Walk, and Run stage. These metrics should be 
considered as part of the stage exit criteria to ensure measurable 
progress and alignment to your GTM goals.  
 

• % of 6sense segments represented in CRM reports 
• % of 6sense accounts and contacts with complete funnel visibility 

across systems 
• % of pipeline influenced by 6sense-predicted accounts 
• Number of reports and dashboards actively used across sales and 

marketing 
• Y/N: 6sense data joined with CRM/MAP data in a centralized 

reporting environment 
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• Y/N: Reporting workflows established to track engagement, 
velocity, and conversion  

• Y/N: Advanced analytics in place to measure attribution and 
optimize GTM strategy  

BENEFIT TO THE ORGANIZATION 
Reporting and Analytics empowers go-to-market teams to make data-
driven decisions by providing a unified view of engagement, intent, and 
performance across the revenue engine. By connecting 6sense insights 
with CRM, MAP, and other systems, organizations can: 

• Track and optimize performance across prioritized 
segments 

• Uncover gaps and opportunities through integrated 
reporting 

• Accelerate pipeline through timely, actionable insights 

• Improve attribution and forecast accuracy using unified 
data 

• As a result, teams move from reactive reporting to strategic 
analysis, enabling continuous improvement of GTM 
strategy and execution. 

 

 

PRIMARY ROLES INVOLVED 

Role Responsibilities 

Marketing 

• Define reporting requirements tied to campaign performance and 
audience engagement 

• Use platform insights to refine messaging, timing, and channel 
strategies 
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USE CASE PROGRESSION STAGES 
Crawl Walk Run 

Establish ABX 
Measurement 
Framework 

that uses recurring in-
platform downloads and 
built-in 6sense reporting. 
Push segment names to 
external systems for 
basic analysis. 

Enhance reporting by 
leveraging 

integrations of 6sense 
with Salesforce to 
trigger actions, surface 
insights, and improve 
pipeline visibility using 
custom workflows. 

Enable advanced 
analytics by exporting 
6sense data to a 
warehouse, joining CRM 
and marketing data, and 
running advanced 
analysis to optimize GTM 
strategy. 

 

SELF-ASSESSMENT BY PROGRESSION STAGES 
Review each statement, add a check mark in the "yes" column if you are 
100% positive you meet the criteria, and in the "no" column if you are not 
100% certain. If you mark yes to all statements in the progression stage 
and meet the KPIs for that stage, you likely do not need to complete those 
stage plays and can move to the next progression stage plays in this 
playbook. 

• Align reporting outputs with pipeline and attribution needs 

Sales 

• Provide input on activity tracking and insight needs for pipeline 
management 

• Leverage reports to prioritize outreach and assess opportunity 
progression 

• Share feedback to enhance data accuracy and reporting relevance 

Data/Ops/IT 

• Connect and maintain data integrations across 6sense, CRM, MAP, 
and data warehouse 

• Ensure consistency and reliability of reporting fields and metrics 
• Support data governance, access controls, and analytics 

infrastructure setup 
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EXIT CRITERIA BY PROGRESSION STAGE 

Crawl 
✓ Key segments created and downloaded from 6sense reporting on a 

recurring basis 

✓ Teams use in-platform dashboards to track core engagement and 
intent metrics 

✓ Segment names successfully passed into CRM and/or MAP for 
basic attribution tracking 

✓ Users understand available built-in reports in 6sense (6QA, buying 
stage, profile fit, etc.) 

✓ Basic reporting cadence established for reviewing segment 
performance 

Walk 

✓ 6sense integrated with CRM to enable field-level sync for 
campaigns and reporting 

✓ Custom workflows in CRM trigger based on 6sense insights (e.g., 
6QA, stage changes) 

✓ Campaign attribution reports incorporate 6sense engagement and 
scoring data 

✓ Reports established to track pipeline influenced by 6sense 
segments 

✓ KPIs aligned across marketing and sales teams for 6sense-driven 
activity 

Run 

✓ 6sense Data Packs successfully ingested into a data warehouse 
environment 

✓ 6sense data joined with CRM and MAP data to create unified GTM 
dashboards 
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✓ Reports built to analyze engagement velocity, stage progression, 
and account conversion 

✓ Sales activity metrics (e.g., stage changes, meetings, follow-ups) 
structured and reportable 

✓ Executive-level dashboards in place to track GTM performance 
across priority segments 
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CRAWL 
Description: Lay the foundation for ABX performance tracking by 
leveraging built-in 6sense reporting and recurring manual downloads. 
Push segment names into CRM and MAP systems to enable basic 
attribution and establish a consistent reporting cadence for key 
engagement and buying stage metrics. 
 
Benefit: Provides early visibility into account engagement and intent 
trends using native platform tools, enabling teams to begin measuring 
campaign effectiveness, monitor in-market behavior, and build reporting 
muscle. This stage sets the groundwork for more advanced analytics by 
introducing shared performance metrics and segment tracking. 
 

Play 1: Establish Reporting Cadence with Native Platform 
Reports 

Description: Begin measuring ABX performance by setting up a recurring 
cadence to review and export key engagement, segment, and pipeline 
reports from 6sense. This provides a consistent baseline for tracking 
performance over time using built-in tools and establishes shared 
visibility across marketing and sales. 
 
Step-by-Step 
 

1. Access 6sense Analytics Dashboard 
Navigate to the Analytics or Reporting section of the platform. 

2. Identify Core Reports to Track 
Focus on engagement trends, buying stage progression, account 
insights, and 6QA reports relevant to in-market activity and pipeline 
impact. 
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3. Schedule Manual Weekly or Biweekly Exports 
Download key reports on a regular cadence (e.g., weekly or 
biweekly) and distribute to stakeholders. 

4. Create Shared Reporting Folder or Workspace 
Store reports in a shared drive or workspace accessible by key 
cross-functional stakeholders (e.g., marketing, sales, ops). 

5. Document Initial Benchmarks 
Record current engagement levels, buying stage distribution, and 
6QA conversion rates to use as a baseline. 

6. Review and Discuss in Weekly/Monthly Standups 
Incorporate report reviews into existing GTM team meetings to 
socialize insights and identify trends or coverage gaps. 

7. Capture Feedback for Future Reporting Enhancements 
Gather input from report recipients to refine reporting needs ahead 
of Walk-stage automation and CRM integrations. 

 
 

Play 2: Push Segment Names to External Systems  

Description: Create and push segment names from 6sense into your 
CRM or MAP to enable lightweight attribution and performance analysis 
outside the platform. This connects 6sense audience definitions to 
downstream activities, allowing for clearer tracking of how ABX segments 
influence pipeline and engagement. 
 
Step-by-Step  
 

1. Define Key GTM Segments in 6sense 
Identify segments to monitor—such as ICP, In-Market, 6QA, Buying 
Stage, or Named Accounts. 

2. Enable Push Segment Name Field in CRM or MAP 
Work with your Ops team to create a field (e.g., 6sense Segment 
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Name) in the appropriate object (Leads/Accounts/Contacts) if not 
already present. 

3. Configure Enrichment Settings in 6sense 
Enable the enrichment or orchestration that pushes the segment 
name to the defined field in your external systems. 

4. Test Segment Sync with Sample Records 
Validate that accounts/contacts in key segments are receiving the 
correct segment names in the external system. 

5. Create Saved Views or Reports in CRM/MAP 
Set up basic reporting views using the segment name field to 
evaluate performance (e.g., how many MQLs or Opps came from 
“In-Market” accounts). 

6. Socialize Reporting Outputs with Stakeholders 
Share sample reports with key GTM teams and discuss initial 
insights or breakdowns in attribution. 

7. Document Learnings and Segment Tag Logic 
Track which segment definitions are most valuable for analysis to 
inform future walk/run-stage reporting automation. 

 

 

 
 

 

Play 3: Use In-Platform Reports to Track Segment 
Performance 

Description: Leverage built-in 6sense reporting to track engagement, 
buying stage progression, and segment-level performance. This helps 
establish baseline visibility into how key accounts are moving through the 
funnel and responding to GTM activities—even before full integrations or 
advanced reporting are in place. 
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Step-by-Step 
 

1. Access to the 6sense Reporting Center 
Navigate to the Reports section within the 6sense platform. 

2. Select Key Reports to Monitor 
Focus on reports such as Segment Overview, Account Engagement, 
Buying Stage Trends, and Segment Comparisons. 

3. Filter by Target Segments 
Use filters to drill down by ICP, 6QA, In-Market, or named segments 
pushed from CRM. 

4. Review Trends and Activity 
Look for patterns in engagement, buying stage progression, and 
top-performing accounts. 

5. Export Reports on a Recurring Basis 
Download reports weekly or monthly and store them in a central 
location for tracking and sharing. 

6. Compare Against External KPIs 
Cross-reference exported data with CRM or MAP reports to begin 
building a feedback loop. 

7. Present Baseline Insights to Stakeholders 
Share simple trend snapshots in team meetings to drive awareness 
and alignment. 

8. Document Reporting Cadence and Use Cases 
Define a lightweight reporting process to ensure consistent visibility 
throughout the Crawl stage. 

 
 

Play 4: Push Segment Names to CRM and MAP for Basic 
Analysis 

Description: Push key segment names (e.g., ICP, In-Market, 6QA) from 
6sense to external systems like your CRM and MAP to enable 
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foundational performance tracking. This allows revenue teams to begin 
analyzing campaign engagement, sales outcomes, and funnel 
progression based on 6sense segments using familiar tools. 

Step-by-Step 
 

1. Enable Push Segment Name Enrichment 
Turn on the feature in 6sense to automatically populate the 
Segment Name field in your CRM or MAP. 

2. Select Segments to Push 
Choose core GTM segments (e.g., ICP, In-Market, 6QA, or 
campaign-specific segments) to be pushed to external platforms. 

3. Map Segment Field to Account/Lead Objects 
Ensure the Segment Name field is properly mapped to the 
appropriate objects in CRM (Accounts, Leads) and/or MAP (Leads, 
Contacts). 

4. Test Field Visibility and Sync Accuracy 
Validate that the correct segment name appears in CRM and MAP 
records after sync. 

5. Create Basic Dashboards or Reports  
Use existing CRM or MAP reporting tools to create reports that 
break down performance by segment (e.g., meetings set, MQLs, 
conversions).  

6. Train End Users on Segment Meaning and Usage 
Provide short enablement sessions or documentation for sales and 
marketing teams explaining how to use Segment Name data for 
prioritization or campaign planning. 

7. Establish Basic Reporting Cadence 
Set a cadence to review segment-based performance metrics in 
recurring marketing and sales syncs. 

8. Document Learnings and Gaps 
Capture any limitations in external systems that may affect 
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segment-based reporting to address in future Walk or Run stage 
improvements. 

 
 

Play 5: Establish Baseline Reporting Cadence Using In-
Platform Dashboards 

Description: Leverage 6sense’s built-in dashboards and recurring CSV 
downloads to establish a consistent reporting cadence. This creates a 
foundational measurement framework and helps stakeholders become 
familiar with key ABX metrics and trends without requiring advanced 
integrations. 

Step-by-Step 
 

1. Identify Key Stakeholders 
Confirm who in marketing, sales, and operations will receive or 
review reporting outputs. 

2. Review Standard 6sense Dashboards 
Explore out-of-the-box dashboards like Segment Performance, 
Account Engagement, Buying Stage Trends, and Pipeline Impact. 

3. Download Reports 
Set up recurring CSV downloads from 6sense dashboards that align 
with your reporting needs (e.g., weekly Buying Stage trends, 
monthly In-Market account lists). 

4. Define Reporting Cadence 
Establish how frequently reports will be shared—typically weekly or 
monthly—and who is responsible for distributing and reviewing 
them. 

5. Add Narrative Context 
Pair raw CSVs or dashboard screenshots with short commentary on 
trends, anomalies, or notable changes in account engagement or 
pipeline activity. 

6. Create Centralized Repository 
Store downloaded files and insights in a shared location (e.g., 
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Google Drive, SharePoint) for cross-functional access and historical 
comparison. 

7. Train Team on Dashboard Usage 
Offer quick enablement sessions or documentation showing 
stakeholders how to navigate and interpret 6sense dashboards. 

8. Monitor Usage and Feedback 
Track who is engaging with the reports and gather feedback on 
what’s useful or missing to inform future reporting improvements in 
the Walk stage. 

 
 

 

Play 6: Push Segment Names to External Systems for Basic 
Attribution (Optional) 

Description: Enable push of 6sense segment names into CRM and MAP 
to create a consistent reference point for analyzing account performance 
across systems. This ensures you can track engagement and pipeline 
contribution by key segments such as ICP, In-Market, or Buying Stage. 

 

Step-by-Step 
 

1. Identify Priority Segments 
Choose which segments (e.g., ICP, 6QA, Buying Stage) should be 
tracked across systems. 

2. Enable Push Segment Name in 6sense 
In platform settings, configure the Segment Name field to sync to 
CRM and MAP. 

3. Map Field in CRM and MAP 
Ensure the 6sense Segment Name field is visible and mapped to 
the correct fields in your CRM (Accounts/Leads/Contacts) and MAP 
(Leads/Contacts). 
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4. Test the Sync 
Confirm the field updates correctly and matches the segment 
definitions in 6sense. 

5. Use Reporting Filters 
Incorporate Segment Name into standard CRM or MAP reports to 
analyze marketing influence or conversion by segment. 

6. Document Segment Definitions 
Share a short guide that explains the meaning of each segment 
name to ensure consistency in reporting interpretation. 

 
 

Play 7: Measure Ad Reach and Engagement Across 
Targeted Accounts 

Description: Establish baseline metrics to measure the reach and 
engagement of your 6sense Display Campaigns. This play enables you 
to report on how effectively your target segments are being reached 
through ads and how engaged those accounts are, using native 6sense 
campaign metrics like accounts reached, accounts engaged, aVTR, 
and aCTR. It lays the foundation for optimization and attribution of early-
funnel awareness campaigns. 

KPIs Unlocked:    

• % of targeted accounts reached 
• Accounts engaged / accounts reached 
• aVTR (Average View-Through Rate) 
• aCTR (Average Click-Through Rate) 
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Step-by-Step 

Step 1: Access Campaign Reporting in the 6sense Platform 

1. Log into 6sense as a user with Campaign access. 
2. Navigate to the Campaigns section from the left-hand nav bar. 
3. Select the Display Advertising tab. 
4. Choose your active or completed campaign. 

Step 2: View Core Engagement Metrics 

For each campaign:  

• View the following metrics in the summary view: 
o Accounts in Segment (Targeted) 
o Accounts Reached 
o Accounts Engaged 
o aCTR = Avg. Click-Through Rate across impressions 
o aVTR = Avg. View-Through Rate across impressions 

Helpful Definitions: 

• % Accounts Reached = Accounts Reached / Accounts in Segment 
• Engagement Rate = Accounts Engaged / Accounts Reached 

Step 3: Download Campaign Report from Platform 

1. While in the campaign view, click the Export or Download button 
(usually at the top-right). 

2. Choose Account-level performance report. 
3. Save the file in CSV format for offline reporting or integration into 

CRM/BI tools. 

This export includes: 
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• Account Name 
• Impressions 
• Clicks 
• Engagement status 
• Reach status 
• Segment name 
• aCTR, aVTR at account level (if available) 

Step 4: (Optional if have access to Data Packs) Use Data Packs to Pull 
Reach/Engagement at Scale 

If using Data Packs, follow these steps: 

1. Access your 6sense Data Packs download (via S3, FTP, or wherever 
your data is delivered). 

2. Locate the Ad Campaign Performance dataset. 
3. Use your account_id or domain to join with CRM account records. 
4. Filter by Campaign ID, Segment, or Date Range. 
5. Aggregate the following fields: 

o Total Targeted Accounts 
o Total Reached 
o Total Engaged 
o Total Clicks 
o Total Impressions 

6. Calculate: 
o % Accounts Reached 
o Engagement Rate 
o aCTR = Total Clicks / Total Impressions 
o aVTR = Total View-throughs / Total Impressions 

Tips for Operationalization: 

• Align these metrics to segment strategy (e.g., run per industry, 
territory, funnel stage). 
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• Use results to compare performance between campaign types or 
segments. 

• Share metrics weekly with campaign managers or demand gen 
teams to identify underperforming areas. 

 
 

Play 8: Track # of Records Added/Enriched 
 

Steps: 
1. Enable Push Segment Name Enrichment for ICP/targeted 

segments. 
2. Use 6sense enrichment orchestration to enrich net-new or 

stale accounts. 
3. Export enriched records or monitor directly in CRM via 

custom field tracking (e.g., “Last Enriched Date”). 
4. Create CRM report showing count of enriched 

contacts/accounts with newly populated fields. 
Metric: 

Total Enriched Records = Count of accounts/contacts with new or 
updated enrichment fields. 

 
 

Play 9: Track New Records That Lead to Pipeline 
 

Steps: 
1. Create a custom field or tag for newly created records from 

enrichment/orchestration. 
2. Join CRM Opps with new contact/account records by creation 

date. 
3. Build a report for opportunities sourced from those enriched 

records. 
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Metric: 
Pipeline Conversion Rate = (Opportunities from New Records) / 
(New Records Created) 

 
 

Play 10: Track and Optimize Form Completion Rate 
Using 6sense Campaigns and Web Analytics 

 
Description: 
This play helps teams track and improve form conversion rates on 
inbound pages influenced by 6sense campaigns. By aligning UTM or 
campaign parameters and linking them with analytics tools and MAP 
systems, marketing teams can measure which campaigns or 
segments drive higher conversion, optimize asset design, and attribute 
value to inbound traffic. 
 

Metric: Increased Form Completion Rate 
 

Definition: % of users who complete a form out of those who view it 
Formula: Form Completion Rate = (Total Form Submissions) / (Total 
Form Views) 

 
Step-by-Step 

 
1. Tag All Forms with Campaign Identifiers 

o Use UTM parameters or 6sense campaign IDs on all links 
leading to forms. 

o Ensure form landing pages can capture query parameters 
(e.g., via hidden fields). 

2. Configure Form Views and Submissions Tracking 
o In your web analytics tool (e.g., Google Analytics, Adobe 

Analytics), set up events to capture: 
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▪ Page views where the form appears (for “Total Form 
Views”). 

▪ Form submission triggers (for “Total Form 
Submissions”). 

3. Align Campaign Traffic with 6sense Segments 
o Filter analytics reports using 6sense campaign UTMs, 

segment names, or IP enrichment data (if integrated) to break 
down by target account group. 

4. Calculate Form Completion Rate 
o Create a dashboard metric showing: 

Form Completion Rate = (Total Submissions) / (Total Views) 
segmented by campaign, channel, or audience type. 

5. Enrich with MAP Data (Optional) 
o Use your MAP (e.g., Marketo, Eloqua) to verify form fill volume 

by source and compare against web view data for cross-
validation. 

6. Set Benchmarks and Optimization Plans 
o Establish a baseline form completion rate per asset type or 

audience. 
o A/B test form length, CTA language, and layout to improve 

performance. 
 

Benefits: 
• Measures real engagement and interest from 6sense-targeted 

traffic. 
• Surfaces which assets or campaigns convert visitors effectively. 
• Helps reduce friction in the inbound funnel and improve lead 

capture efficiency. 
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Crawl Exit Criteria Checklist 

✓ Key segments created and downloaded from 6sense reporting on a 
recurring basis 

✓ Teams use in-platform dashboards to track core engagement and 
intent metrics 

✓ Segment names successfully passed into CRM and/or MAP for 
basic attribution tracking 

✓ Users understand available built-in reports in 6sense (6QA, buying 
stage, profile fit, etc.) 

✓ Basic reporting cadence established for reviewing segment 
performance 

 
 

Crawl Stage Tools and Resources 
• 6sense Platform Reports (Buying Stage Trends, Segment Insights, 

Account/Contact Engagement) 
• Model Metrics Dashboard in 6sense (Profile Fit, Intent, 

Engagement) 
• Push Segment Name Enrichment (to CRM and MAP) 
• Recurring CSV Downloads from 6sense platform 
• Salesforce Reports (basic engagement, pipeline contribution) 
• MAP Reports (e.g., campaign performance by 6sense segment) 
• Account/Contact Match Reports in 6sense 
• Basic Spreadsheet Templates for manual tracking and segment 

analysis 
 

Crawl Stage Adoption Metrics 
• % of active users accessing 6sense platform reports weekly 
• % of CRM/MAP records enriched with 6sense segment names 
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• Frequency of CSV report downloads from 6sense 
• Number of campaigns tagged with 6sense segment data 
• Number of segments actively monitored by marketing and ops 

 

Crawl Stage KPIs 

•  % of in-platform reports used to review engagement or 
performance 

• % of accounts in CRM tagged with segment name 
• % of sales/marketing users trained on basic 6sense reporting 
• Visibility of ICP or in-market segments in Salesforce dashboards 

(Y/N) 
• Segment performance tracked across at least 2 systems (e.g., 

6sense + CRM) (Y/N) 
• Increased form completion rate 

• Increased email engagement (MAP)  
• Meetings set through CE 
• % of targeted accounts reached 
• Accounts engaged / accounts reached 
• aVTR (Average View-Through Rate) 
• aCTR (Average Click-Through Rate) 
• Increased Form Completion Rate 
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WALK  
Description: At the Walk stage, teams expand beyond basic visibility by 
embedding 6sense insights directly into CRM workflows and reporting. 
This includes syncing fields like 6QA status and buying stage, building 
custom CRM workflows triggered by 6sense signals, and incorporating 
engagement data into campaign attribution reporting. Teams begin 
aligning around shared KPIs tied to pipeline influence, giving marketing 
and sales a common view into performance and impact. 
 

Benefit: Embedding 6sense data into CRM workflows and reports 
ensures that predictive insights directly power decision-making and 
execution. This tight integration enables teams to track pipeline 
influenced by high-priority segments, streamline follow-up through 
automated triggers, and improve accountability across departments. By 
aligning KPIs, organizations gain consistent measurement standards and 
improved coordination between marketing and sales. 
 

Play 1: Sync Key 6sense Fields to CRM for Unified 
Reporting 

Description: Sync core 6sense data points—such as 6QA stage, Buying 
Stage, Profile Fit, and Intent Score—into CRM records (Accounts, 
Contacts, Leads). This enables unified reporting across systems and sets 
the foundation for shared KPIs, campaign tracking, and triggered 
workflows based on real-time account intelligence. 

Step-by-Step 

1. Review Required Fields 
Identify which 6sense fields should be synced to CRM for reporting 
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and workflow triggers (e.g., 6QA Stage, Profile Fit Grade, Buying 
Stage, Intent Score). 

2. Confirm Field Availability in CRM 
Ensure corresponding custom fields exist in your CRM on Account, 
Lead, and Contact objects. Create fields if missing. 

3. Access 6sense Admin Settings 
Navigate to Admin > Integrations > CRM Sync within the 6sense 
platform. 

4. Map 6sense Fields to CRM Fields 
Use the field mapping UI to align 6sense data with CRM custom 
fields. 

5. Define Sync Frequency 
Set a daily or hourly sync cadence based on the importance and 
volatility of the data. 

6. Test Field Sync Accuracy 
Validate that data populates correctly on sample records in the 
CRM. Check for mismatches or incomplete mappings. 

7. Deploy Across Records 
Roll out the sync at scale across all applicable CRM objects. 

8. Document Field Definitions 
Share a field dictionary with marketing and sales teams to ensure 
consistent interpretation of 6sense values across reports. 

 

Play 2: Build Cross-Functional Dashboards Using 
6sense Data in CRM 

Description: Leverage synced 6sense fields in your CRM to build 
dashboards that surface 6sense engagement, scoring data, and pipeline 
progression insights. These views align marketing and sales around 
shared KPIs and provide visibility into how 6sense segments impact 
pipeline and revenue outcomes. 

Step-by-Step: 
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1. Define Reporting Objectives 
Align with sales and marketing leaders on key metrics to track—
e.g., % of pipeline from 6QA accounts, stage conversion rates, 
average time in buying stage. 

2. Inventory Available 6sense Fields 
List all 6sense data points available in CRM (e.g., 6QA status, 
Buying Stage, Intent Score, Segment Membership). 

3. Create Reports in CRM 
Use CRM reporting tools (e.g., Salesforce Reports) to build 
individual reports for: 

o Accounts by Buying Stage 
o Opportunities tied to 6QA accounts 
o Campaign performance by segment 
o Intent trend vs. engagement signals 

4. Design Role-Based Dashboards 
Create dashboards tailored to specific roles: 

o Marketing: Campaign impact by segment, 6QA lift on 
pipeline 

o Sales Managers: Rep coverage of in-market accounts, 
pipeline by profile fit 

o RevOps: Lead-to-revenue performance filtered by 6sense 
segment 

5. Automate Dashboard Distribution 
Schedule recurring email deliveries to stakeholders to encourage 
review and usage. 

6. Train Stakeholders on Navigation & Use 
Run a quick walkthrough or short video to show how to access and 
interpret each dashboard. 

7. Review and Iterate Quarterly 
Revisit metrics and dashboard design each quarter to align with 
evolving GTM goals. 
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Play 3: Align KPIs Across Marketing and Sales Teams 

Description: Define and implement a shared set of KPIs that reflect how 
6sense insights drive pipeline and revenue outcomes. This play ensures 
both teams operate from a consistent view of success and take 
coordinated action based on platform data. 

Step-by-Step 

1. Host a KPI Alignment Workshop 
Bring together key stakeholders from Marketing, Sales, and RevOps 
to review current KPIs and determine which will be influenced or 
informed by 6sense. 

2. Select a Core Set of Joint KPIs 
Examples include: 

o % of pipeline from in-market accounts 
o % of 6QA accounts touched by sales 
o Stage progression rate of 6QA opportunities 
o Average time to engagement post-6QA 

3. Define Measurement Logic 
Standardize how each KPI is calculated using synced 6sense fields 
in CRM (e.g., Buying Stage, 6QA Date, Profile Fit). 

4. Embed KPIs in Shared Dashboards 
Surface the KPIs in dashboards accessible by both teams and 
tailored by role or team focus. 

5. Create a Regular Review Cadence 
Set up biweekly or monthly review sessions to track progress, share 
learnings, and adjust campaign or sales tactics based on trends. 

6. Document Ownership & Accountability 
Assign owners to each KPI (e.g., Marketing Ops, RevOps) to ensure 
data integrity and actionability. 

7. Promote Usage Across Teams 
Include these KPIs in QBRs, team meetings, and performance 
reviews to encourage adoption and focus. 
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Play 4: Build Attribution Reporting Incorporating 6sense 
Insights 

Description: Integrate 6sense engagement, account stages, and scoring 
data into your campaign attribution model to better understand how ABX 
efforts drive pipeline. This play enhances visibility into what’s working and 
where to optimize. 

Step-by-Step 

1. Audit Your Existing Attribution Model 
Review how campaign influence is currently measured (e.g., first 
touch, multi-touch, custom models) and identify where 6sense 
insights can add value. 

2. Incorporate 6sense Fields into CRM Campaign Objects 
Add fields such as: 

o 6QA Date 
o Buying Stage at time of campaign engagement 
o Profile Fit 
o Intent Score 

3. Create Custom Campaign Influence Reports 
Use Salesforce or your attribution platform (e.g., Bizible, LeanData) 
to create reports that include: 

o % of 6QA influenced by marketing campaigns 
o Pipeline and revenue influenced by campaigns targeting in-

market accounts 
o Campaign performance by intent level 

4. Align with Marketing and RevOps Teams 
Validate that reporting logic aligns with how marketing and sales 
operate, and ensure all involved teams agree on attribution criteria. 
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5. Visualize Dashboards 

Build accessible dashboards in Salesforce, Tableau, or your BI tool 
to surface insights regularly for GTM teams. 

6. Use Reports to Drive Budget and Resource Decisions 
Present attribution insights in planning meetings and QBRs to 
inform investment in top-performing programs and tactics. 

 

Play 5: Align KPIs Across Teams Using 6sense 
Engagement Data 

Description: Establish shared KPIs between marketing, sales, and 
RevOps that reflect the impact of 6sense-driven activities on pipeline and 
revenue. This ensures that all teams operate with a common view of 
success and are aligned on how to track performance. 

Step-by-Step 

1. Convene Cross-Functional Stakeholders 
Bring together marketing, sales, and RevOps leaders to agree on 
success metrics tied to ABX performance. 

2. Define a Shared KPI Framework 
Identify metrics such as: 

o % of pipeline influenced by 6QA accounts 
o Conversion rate of 6QA to opportunity 
o Average time from 6QA to stage 2/3 opportunity 
o Campaign lift in engaged in-market segments 
o Sales acceptance rate of MQL/6QA accounts 

3. Create Source-of-Truth Dashboards 
Build unified dashboards in CRM or BI tools that pull data from 
6sense and campaign systems. Ensure they're regularly refreshed 
and accessible to key stakeholders. 
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4. Document KPI Definitions and Reporting Cadence 
Publish metric definitions and how they’re calculated. Set a 
monthly or quarterly cadence to review and refine them. 

5. Use KPIs in Planning and Optimization 
Incorporate shared KPIs into campaign planning, sales targeting, 
and team performance reviews. Encourage cross-team 
conversations around what’s working and where to adjust. 

6. Monitor Adoption and Accuracy 

Validate that all teams are actively referencing and trusting KPIs. 
Refine data sources or definitions as needed to keep reporting 
aligned and credible. 

 

Play 6: Measure Form Completion Rate 

Steps: 

1. Add 6sense UTM tags or campaign identifiers to tracked forms. 
2. Use MAP or web analytics platform to log form views and 

submissions. 
3. Create a calculated metric for Form Completion Rate. 

Metric: 
Form Completion Rate = (Total Form Submissions) / (Total Form Views) 

 

Play 7: Measure Email Engagement (MAP) 

Steps: 

1. Sync 6sense segments with MAP (e.g., Eloqua, Marketo). 
2. Segment engagement reports by 6sense identifiers (Profile 

Fit, Intent). 
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3. Track opens + clicks over emails delivered. 

Metric: 
Engagement Rate = (Unique Opens + Unique Clicks) / (Emails Delivered) 

 

Play 8: Track Meetings Set Through CE 

Steps: 

1. Tag campaigns in MAP/CRM using a “Source = 
Conversational Email” or “Campaign = 6sense CE.” 

2. Build report in CRM showing meetings created with this 
source. 

Metric: 
Meetings Set = Count of meetings created where source = CE or 
campaign includes 6sense activation. 

 

Play 9: Calculate Rate of Setting Meetings (Proactive 
Prospecting) 

Steps: 

1. Track all contacts/accounts engaged through 6sense-
enabled plays. 

2. Report on meetings set with those same records. 

Metric: 
Meeting Rate = (Meetings Set) / (Contacts Engaged or Accounts 
Touched) 
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Play 10: Track Pipeline Growth 

Steps: 

1. Filter pipeline reports by 6sense segments (intent tiers, 6QA). 
2. Aggregate opp amount for these segments monthly or 

quarterly. 

Metric: 
Pipeline = SUM(Opportunity Amount) from 6sense 
Activated/Qualified Accounts 

 

 

Walk Exit Criteria Checklist 

Walk 

✓ 6sense integrated with CRM to enable field-level sync for 
campaigns and reporting 

✓ Custom workflows in CRM trigger based on 6sense insights (e.g., 
6QA, stage changes) 

✓ Campaign attribution reports incorporate 6sense engagement and 
scoring data 

✓ Reports established to track pipeline influenced by 6sense 
segments 

✓ KPIs aligned across marketing and sales teams for 6sense-driven 
activity 
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Walk Stage Tools and Resources 

• 6sense Platform Reporting (e.g., engagement trends, segment 
performance) 

• Salesforce (custom reports, campaign influence dashboards) 
• CRM Custom Fields for 6QA, Buying Stage, Profile Fit, etc. 
• Push Segment Name Enrichment (CRM-side) 
• Salesforce Flow/Process Builder (to trigger workflows from 

6sense fields) 
• 6sense-Salesforce integration (for field-level sync and reporting) 
• Campaign Attribution Tools (e.g., Bizible, Marketo RCA, 

Salesforce Campaign Influence) 
• BI Tools (e.g., Tableau, Power BI, Looker) – optional for centralized 

dashboarding 
• Data dictionary or shared KPI documentation 

 
 

 

Walk Stage Adoption Metrics 

•  % of campaigns using 6sense segments or fields in targeting 
• of active CRM workflows triggered by 6sense insights 
• Frequency of dashboard access by sales, marketing, and RevOps 

users 
• Number of cross-functional planning sessions using 6sense KPIs 
• Frequency of updates to shared dashboards or reporting 

frameworks 
• of Salesforce reports or dashboards referencing 6sense data 
• % of opportunities attributed to 6sense-driven engagement 

 

 

Walk Stage KPIs 

• % of pipeline influenced by 6QA or in-market accounts 
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• Conversion rate of 6QA accounts to opportunity 
• Average days from 6QA to opportunity creation 
• Sales acceptance rate of marketing-passed accounts 
• Engagement lift for campaigns targeting in-market segments 
• % of campaigns influenced by or targeting 6sense-defined 

segments 
• Number of opportunities generated by 6sense-enriched workflows 
• Campaign ROI by 6sense buying stage or fit stage 
• Form Completion Rate 
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RUN 

Description: The run stage focuses on operationalizing advanced 
analytics by integrating 6sense Data Packs into a centralized data 
warehouse and joining it with CRM and marketing automation data. This 
unified dataset powers robust dashboards that analyze engagement 
velocity, stage progression, conversion rates, and sales activity metrics. 
The organization can now build executive-level reporting that reflects full-
funnel performance and ABX impact across priority segments. 
 

Benefit:  
• Advanced Insight Generation: Connects 6sense signals with 

downstream performance data to surface the impact of 
engagement on pipeline velocity, conversion rates, and deal 
outcomes. 

• Data-Driven Planning: Equips teams with comprehensive 
dashboards and models to optimize spending, prioritize resources, 
and track attribution across programs. 

• Real-Time Revenue Intelligence: Supports near real-time 
analytics to inform GTM strategy, territory performance, and 
segment-level trends. 

• Operational Scale: Automates delivery of key metrics across 
stakeholders and ensures consistency in how revenue teams track 
success and course correct. 

• Holistic Performance Visibility: Combines intent, engagement, 
CRM, and campaign data to deliver a complete view of GTM 
effectiveness across the buyer's journey. 

• Advanced Funnel Analytics: Enables granular reporting on stage 
progression, velocity, and conversion within and across key 
segments. 

• Sales Productivity Insights: Structures sales activity data to 
spotlight rep engagement trends, meeting outcomes, and follow-up 
patterns. 
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• Strategic Alignment: Supports executive dashboards that unify 
marketing and sales KPIs to drive alignment, track impact, and 
inform resource allocation. 

Play 1: Ingest 6sense Data Packs into Data Warehouse 

Description: Set up a recurring process to ingest 6sense Data Packs into 
your organization’s data warehouse. This foundational step enables 
advanced reporting and joins with CRM, MAP, and other revenue data for 
centralized GTM analytics. It lays the groundwork for scalable dashboards 
that power strategic insights. Here is an additional resource on integrating 
6sense Data Packs with Snowflake and AWS S3. 

Step-by-Step 

1. Request Access to 6sense Data Packs 
o Coordinate with your 6sense CSM to activate Data Pack 

access for your organization. 
2. Review 6sense Data Pack Schema 

o Understand table structures, fields, and update cadence 
(typically daily or weekly). 

3. Establish a Secure Data Transfer Pipeline 
o Use S3, Azure Blob, or GCS buckets depending on your 

infrastructure. 
o Set up credentials and access controls. 

4. Automate Data Ingestion into Warehouse 
o Use ETL tools like Fivetran, Matillion, dbt, or native scripts 

(e.g., Python, SQL) to ingest Data Packs into Snowflake, 
BigQuery, Redshift, etc. 

5. Validate Table Loads 
o Confirm that data is populating correctly—look for key tables 

such as accounts, buying stages, 6QA signals, and campaign 
engagements. 

6. Establish Refresh Cadence 

https://support.6sense.com/knowledge-base/13761622095891-integrating-6sense-with-snowflake/
https://support.6sense.com/knowledge-base/integrating-6sense-with-aws-s3/
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o Schedule recurring data loads (e.g., daily or hourly depending 
on update frequency). 

7. Document Data Availability & Ownership 
o Assign ownership for ongoing maintenance and ensure 

access for analytics and RevOps teams. 

 
 

Play 2: Join 6sense, CRM, and MAP Data to Build Unified GTM 
Dashboards 

Description: Unify your data sources by joining 6sense Data Pack tables 
with CRM (e.g., Salesforce) and MAP (e.g., Marketo, HubSpot) data. This 
step enables comprehensive GTM analytics across marketing and sales 
funnel stages, unlocking end-to-end visibility into engagement, pipeline, 
and conversion metrics. 

Step-by-Step 

1. Identify Join Keys and Business Requirements 
o Define the GTM metrics to be reported (e.g., account 

engagement velocity, MQL-to-opportunity conversion). 
o Confirm account, contact, campaign, and opportunity ID 

mappings across systems. 
2. Design a Unified Data Model 

o Use tools like dbt, LookML, or internal SQL models to define 
joins across data sources. 

o Join 6sense’s account and buying stage tables with CRM 
opportunities and MAP campaign activity. 

3. Implement Data Quality Checks 
o Validate consistency in fields like domain names, email 

addresses, and company names. 
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o Reconcile record volumes and remove duplicates or stale 
data. 

4. Build Reusable Reporting Views 
o Create curated tables (e.g., engagement summary, pipeline 

by segment) to support dashboarding. 
5. Develop Cross-Functional Dashboards 

o Use BI tools like Tableau, Looker, or Power BI to visualize 
funnel performance, campaign impact, and account 
conversion. 

o Break down metrics by 6sense segments, sales territories, 
personas, and intent levels. 

6. Review with Stakeholders 
o Validate dashboards with Sales Ops, Marketing Ops, and 

Executive stakeholders to ensure alignment. 
7. Document Schema and Metric Definitions 

o Create a data dictionary and share a centralized resource 
hub for metrics, views, and filters. 

 

Play 3: Structure and Visualize Sales Activity Metrics 

Description: Centralize and standardize key sales activity data (e.g., 
meetings held, follow-ups, stage changes) to power pipeline velocity and 
engagement analysis. This play ensures sales behavior is trackable, 
reportable, and connected to marketing signals across the buyer's 
journey. 

Step-by-Step 

1. Audit Sales Activity Data in CRM 
o Identify relevant sales activity fields (e.g., task type, call 

outcomes, opportunity stage changes). 
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o Confirm consistent logging practices across teams and 
regions. 

2. Create Standardized Activity Categories 
o Group raw activity types into logical categories (e.g., 

“Discovery Call,” “Follow-Up,” “Demo”). 
o Align naming conventions and stage definitions across the 

organization. 
3. Join Sales Activity with 6sense and Account Data 

o Link activity data to accounts, opportunities, and 6sense 
segments using common identifiers. 

o Enrich with 6sense Buying Stage or segment membership. 
4. Build Velocity and Conversion Dashboards 

o Track time between sales activities, stage progression, and 
win rates by segment or persona. 

o Surface bottlenecks in follow-up, outreach, or deal 
movement. 

5. Enable Stakeholder Access 
o Publish dashboards to Sales Ops, RevOps, and Sales leaders 

for weekly pipeline and performance reviews. 
o Schedule recurring reports for visibility into sales execution 

trends. 

 

Play 4: Launch Executive Dashboards for GTM Performance 

Description: Develop high-level dashboards that provide leadership with 
a unified view of GTM performance across channels, segments, and 
lifecycle stages. This play supports strategic decision-making with real-
time insights into pipeline health and engagement effectiveness. 

 Step-by-Step 

1. Define Executive-Level Metrics 
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o Align with leadership on metrics like pipeline coverage, 
segment penetration, conversion rates, and influenced 
revenue. 

o Identify top 5–7 views that enable strategic forecasting and 
planning. 

2. Design C-Suite Friendly Dashboards 
o Focus on clarity and simplicity using visualizations like funnel 

charts, trend lines, and heatmaps. 
o Highlight comparisons across time, segments, and 

territories. 
3. Integrate Data from 6sense, CRM, and MAP 

o Use unified data views created in previous plays. 
o Add executive filters (e.g., by region, product line, segment). 

4. Set Cadence for Reviews 
o Build into QBRs, board meetings, and monthly marketing + 

sales reviews. 
o Embed dashboards in exec tools like Salesforce, Slack, or BI 

platforms. 
5. Collect Feedback and Iterate 

o Use leadership feedback to refine data sources, calculations, 
and visuals. 

o Establish a feedback loop to update dashboards as GTM 
strategy evolves. 

 

Play 5: Optimize GTM Strategy with Advanced Analysis 

Description: Use unified datasets from 6sense, CRM, and marketing 
automation platforms to run advanced analyses that identify trends, 
optimize campaign performance, and uncover revenue opportunities. 
This play enables a more predictive, data-driven approach to pipeline 
generation and conversion. 
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Step-by-Step 

1. Identify Key GTM Questions 
o Align with revenue leaders on strategic questions like: 

• Which segments have the highest conversion velocity? 
• Which campaigns drive the most engagement among 6QA 
accounts? 
• Where are we over- or under-investing? 

2. Run Multi-Source Analysis 
o Combine intent signals, engagement data, sales activity, and 

campaign performance across tools. 
o Use cohort analysis, funnel breakdowns, or regression 

models to uncover performance drivers. 
3. Benchmark Across Segments 

o Compare KPIs across industries, territories, product lines, or 
deal sizes. 

o Highlight top-performing GTM plays and underperforming 
segments. 

4. Turn Insights into Action 
o Share insights with campaign managers, sales leaders, and 

RevOps. 
o Inform decisions on territory coverage, campaign budget 

allocation, and ICP refinement. 
5. Automate and Operationalize Reporting 

o Build recurring dashboards or reports to monitor 
performance over time. 

o Set alerts or workflows when key thresholds (e.g., drop in 
engagement, spike in intent) are met. 
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Play 6: Track Leads Passed to Field Sales (Opportunity 
Qualification & Management) 

Steps: 
1. Define routing logic from 6QA/MQL to field sales. 
2. Log timestamp and owner change in CRM. 
3. Report on # leads passed in that timeframe. 

Metric: 
Leads Passed = # of 6QA/MQL leads routed to field sales. 

 

Play 7: Track Decreased Time in Sales Stages 

Steps: 
1. Log stage entry/exit dates in opportunity records. 
2. Calculate time spent per stage. 
3. Compare current vs baseline. 

Metric: 
Stage Duration = (Exit Date - Entry Date) per Opp Stage 

 

Play 8: Track Win Rate of Converted 6QAs 

Steps: 
1. Filter Opps by 6QA Source field. 
2. Track closed-won vs total opps from 6QA accounts. 

Metric: 
Win Rate = (Closed-Won Opps from 6QA) / (Total 6QA Opps) 

 

Play 9: Conversion of Qualified Accounts to Opps (Optimize 
Sales Strategy) 

Steps: 
1. Track all 6QA or MQL accounts in a segment. 
2. Monitor which 6QA or MQL progress to opp stage. 
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Metric: 
Conversion Rate = (Qualified Accounts Converted to Opps) / (Total 
Qualified Accounts) 

 

Play 10: Track 6QA Production & Sales Activity (Inform 
Capacity Planning) 

Steps: 
1. Count 6QAs generated by segment/rep. 
2. Track Opp conversion and Sales Activities (calls, emails, 

meetings). 
3. Join all into performance dashboard. 

Metrics: 
• of 6QAs generated 
• of 6QAs converted to Opp 
• Sales Activities per 6QA 

 

Run Exit Criteria Checklist 

✓ 6sense Data Packs successfully ingested into a data warehouse 
environment 

✓ 6sense data joined with CRM and MAP data to create unified GTM 
dashboards 

✓ Reports built to analyze engagement velocity, stage progression, 
and account conversion 

✓ Sales activity metrics (e.g., stage changes, meetings, follow-ups) 
structured and reportable 
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Run Stage Tools and Resources 

• 6sense Data Packs 
• Data Warehouse (e.g., Snowflake, BigQuery, Redshift) 
• CRM (e.g., Salesforce) with integrated sales activity data 
• Marketing Automation Platform (e.g., Marketo, HubSpot) 
• BI & Dashboarding Tools (e.g., Tableau, Power BI, Looker) 
• Attribution Tools (e.g., Bizible, Visible Touchpoints, Adobe 

Analytics) 
• Reverse ETL Platforms (e.g., Hightouch, Census) 

 

Run Stage Adoption Metrics 

• Number of GTM dashboards built using combined 6sense + CRM + 
MAP data 

• Frequency of dashboard usage by marketing and sales teams 
• % of campaign reporting that includes 6sense data 
• of users accessing GTM analytics dashboards monthly 
• Alerts or workflows set based on analytics thresholds 

 

Run Stage KPIs 

• Engagement velocity across in-market segments 
• Accounts engaged through digital - % of target accounts 

Reached/Engaged through Ads 
• Stage progression rate of 6QA accounts 
• Conversion rate from 6QA → Opportunity → Closed-Won 
• % of pipeline sourced from 6sense-powered campaigns 
• Average deal cycle length by segment 
• Campaign ROI by segment or buying stage 
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• % of deals influenced by sales activity insights (e.g., meetings, 
follow-ups) 

• # of 6QAs generated 
• # of 6QAs converted to Opp 
• Sales Activities per 6QA 

 

ADDITIONAL TOOLS AND RESOURCES: 
 

MAP and CRM 

• Minimum Data Object Requirements for MAP and CRM 

• Integrating with CRM and MAP 

• Integrating with CRM 

• Integrating 6sense with your MAP 

 

Integrating 6sense with Tech Partners 

• 6sense and Partner Integrations Main Page 

• 6sense API Overview 

• 6sense and Pathfactory 

• 6sense and AWS S3 for Data Packs 

• 6sense and Snowflake 

 

Data Packs 

• Data Packs Dictionary 

• Data Packs FAQ 

 

6sense Webtag 

• Deploy and Manage 6sense webtag from platform 

• Integrate 6sense webtab without GTM 

 

https://support.6sense.com/knowledge-base/minimum-object-requirements-for-crm-and-map-integrations-for-abm-only-and-essentials-package-customers/#map-integrations
https://support.6sense.com/article-categories/partner-integrations/
https://support.6sense.com/article-categories/partner-integrations/
https://support.6sense.com/knowledge-base/1500007524601-integrating-6sense-with-your-marketing-automation-platform/
https://support.6sense.com/article-categories/partner-integrations/
https://api.6sense.com/docs/#introduction
https://support.6sense.com/knowledge-base/360056729393-integrating-6sense-with-pathfactory/
https://support.6sense.com/knowledge-base/integrating-6sense-with-aws-s3/
https://support.6sense.com/knowledge-base/13761622095891-integrating-6sense-with-snowflake/
https://support.6sense.com/knowledge-base/7534256593555-data-packs-sfe-data-dictionary/
https://support.6sense.com/knowledge-base/4402722106003-faq-data-packs-sfes/
https://revcity.6sense.com/home/discussion/365/new-self-serve-webtag-2-0-experience
https://revcity.6sense.com/home/discussion/1520/integrate-the-webtag-in-your-tech-stack-without-gtm
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