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Fully Understand Focus on the Right Act on Buying Signals Trust the System
Your Buyers Accounts & People with Less Friction at Scale
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AUGUST SUMMER RELEASE

6sense Summer Product Roadmap (All Releases)

01

Fully Understand
Your Buyers

l 5items

02

Focus on the
Right Accounts
and People

8items

03

Acton Buying
Signals with
Less Friction

| 12items

Track Signals and Trigger Workflows (Closed Beta)

Keywords Summary Enhancement

Core Firmographic Data Accuracy

Filter Value Sets (July)
Recommended Contact Improvements

G2 CompetitorFilters

Add Profile Fit Filter to Reports

SegmentSync: Bulk Unsync

Push Accounts to SFDC Campaigns
Chrome Extension for Gong
Customer 3rd party Tracking Pixel Support

Javascript Ad Creative Support

Select Draft LinkedIn Campaigns in EngagementFilters

Signalverse

Sales Intelligence

6senseData

Rev. Marketing

Sales Intelligence

Rev. Marketing

Rev. Marketing

Rev. Marketing

Int. Workf lows

Sales Intelligence

Rev. Marketing

Rev. Marketing

Int. Workflows

Continued on the next page

30+items releasing

Support for new AIDT Channels

Executive Role Classification (CXO Model)

Ads Al: Recommended Leads (Beta)
Dismiss Accountsin Discovery

Segments API (Beta)

Segment Filters for Signals & New Output Type

RevvyAl Research Nodes in IWF (Beta)
RevvyAl GA

Export to SFDC Campaigns

Badge & Filter by Ads in Workflows

Ad Campaign Filter: Opportunity trend

Priority Profile Data in Recommended Contacts (Closed Beta)

6sense Data

6sense Data

Rev. Marketing

Sales Intelligence

Signalverse

Rev. Marketing

Int. Workflows

Rev. Marketing

Rev. Marketing

Int. Workflows

Rev. Marketing

Sales Intelligence

Subjectto change
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AUGUST SUMMER RELEASE

6sense Summer Product Roadmap (All Releases)

30+items releasing

- MCP Server 6senseData Improved Signal Activity/Visibility in Chrome Ext. Sales Intelligence
Support For DNC Filters On SI Webapp Sales Intelligence Buying Stage Progression & Movement Reports Rev. Marketing

Trustthe System Enhanced CRM Matching (Beta) Sales Intelligence RevvyAl for Sales Enhancements Sales Intelligence

atScale
PeopleSearch & Enrichment APIs Update Signalverse Keyword Intent DataAPI (Closed Beta) Signalverse
Web-App Support For Sandbox Instance Sales Intelligence Al Email Supporting Custom Roles Rev. Marketing
AP| Enrichment Credit Unification Ent. Foundations Al Email SFDC Connected App Compliance Rev. Marketing
Al Data Taxonomy Enhancement Ent. Foundations Export to SFDC Campaigns Sales Intellige nce

B Dynamics CRM Sandbox Ent. Foundations
15items |

Subjectto change



SUMMER RELEASE

Top 4 Highlights

01

MCP

Embeds 6sense intelligence into
any Al agent ecosystem.

® Agents get live 6sense data

® No custom APl wiring needed

@ Future-ready foragentic GTM

02

New APIs

Programmatic access to more
6sense data like enrichment and
intent.

@ Plug 6sense data into your stack

P Async processing scales reliably
at large volumes

(1]

Trusted People
Intelligence

Improves accuracy of people

data, exec identification, and CRM

matching so teams can trust the

contacts and insights they act on.

Reach verified decision-makers
with confidence

@ Better exec persona accuracy

More complete CRM coverage &
match rates

The Intelligence Your GTM Runs On.

04

Advertising Intelligence

Targetrecommended leads and
get more control of your
advertisingin 6sense.

® Surfaces higher-quality leads
and signals faster

@ Gives more advertising control

™



Sales Intelligence



SUMMER RELEASE - SALES INTELLIGENCE

Focus on the
Right
Accounts &
People

Act on Buying

Signals with
Less Friction

Initiative
Dismiss Accounts in Discovery

Filter Value Set - CRM List in SI
Dashboard

Recommended Contact
Improvements

Initiative

Chrome Extension for Gong

Export to SFDC Campaigns

Keywords Summary Enhancement

Priority Profile Data in
Recommended Contacts

Description

Enables sales users to dismiss non-priority accounts from a Discovery
view, keeping focus, reporting, and workflows aligned on what matters.

View and filter predefined CRM accountlists directly in the SI Dashboard

Consolidates recommended contacts and people lists into a single view
and adds a dedicated column so sellers can prioritize outreach without
jumping between screens.

Consolidates Al Email and ABMinto a single Salesforce app install so
customers connect once and everything works.

Enables usersto add contacts directly to Salesforce Campaigns during
the Sl export process, bridging intent discovery and campaign execution.

Breaks down keyword activity for accounts with intent, showing trending
terms and volume so teams can prioritize outreach.

Factors a verified data set into Recommended Contacts so surfaced
contacts are morereliably accurate and reachable.

Product

Sl Discovery

S| Dashboards

S| Dashboard

Chrome Extension

Chrome Extension

S| Web App

11 ITEMS

=

Description Product




SUMMER RELEASE - SALES INTELLIGENCE

Trustthe
System at
Scale

Initiative

Enhanced CRM Matching

RevvyAl for Sales Enhancements

Improved Signal Activity/Visibility in
Chrome Ext.

Supportfor DNC Filters on SI
WebApp

WebApp Supportfor Sandbox
Instance

Description

Raises effective CRM match rates from ~30% by adopting anew

matching pipeline thatworks even for contacts without an email address.

An embedded RevvyAl experience that provides Ai-powered guidance,
and contextual insights directly on account & people detail pages.

Improves how buying signals and activity data are surfaced in the
Chrome Extension so sellers can scan and act on account signals faster.

Surfaces DNC status at the list/filter level in Sales Intelligence, not just
percontact, so reps can avoid non-compliant outreach atscale.

Adds visual indicators in the Sl web app so users clearly know when they
are operatingin a sandbox vs. production environment.

Product

Signalverse

RevvyAl

Signalverse

S| Web App

S|l Web App

11 ITEMS

-—




Trust the System at Scale

RevvyAl for Sales Enhancements

Faster, easier RevvyAl workflows

* Copy button for instant reuse of RevvyAl
responses

* Auto-suggest surfaces contextual queries
as you type

* Prompt library helps users start fast and
ask better questions

ésense
o Insights for Acme v~ @ Acme

Impacts: AEs, SDRs/BDRs

® United States ~  Social links ~
. Headquarters  HotNew  6QA
Did any buyer attend a
webinar recently? Export v [

Showing result from all locations: RevvyAlinsights =
« Profile fit: Strong
| found two buyers who attended a » Buying stage: Consideration
webinar recently: « No sales outreach in last 30 days
= New CRO joined this month: Jane Doe
« “Demand generation” trending in
Ontario, Canada

1. John Henderson, Director of Sales
Enablement, attended a Sales
webinar on Aug 08 .

2. Simon Riley, CMQ, attended a Sales Chat with RevvyAl Beta

webinar on Sep 12. .
Show me|

In case you are looking for a location Show me recent keyword search

specific response, please type out the
location in your message.

Show me the recommended contacts

" Show me recent news
o b P
Show me the engagement summary

Show other recommended contacts
Recommended contacts 10 >
Show marketing engagement

People 99+  Gsense data

Select all Y Filte

Show 30 day summary of Japan| | Samantha Green >

and may make mistakes.

d verify as needec

L 4 4sense @& 1 X

5



Act on Buying Signals with Less Friction Impacts: AEs, SDRs, Sales Leaders

Chrome Extension for Gong

6sense insights inside Gong @ Loivitisrh ) M Wi e oess
* Open the 6sense Chrome extension g = T el .
directly within Gong e (=) 1

g* Microsoft

* Access company and contactinsights,
RevvyAl for Sales, and exports in your call
workflow

* Improves call preparation and follow-ups
without context switching

o



RevvyAl for Sales Enhancements — Prompt Library

6

Andrew Simon.. %=

Contact New Chat Prompts

Sales intell... v & ot

Head of Product and Engineering
Adobe »

Recommended contact

CRM Matched Salesforce record

E% Generate email for 1 credit

RevvyAl insights %

.

Profile fit: Strong

Last engagement: June 28, 2025
Opened email Product Promo on July
16, 2025

“Demand Generation” trending in
Ontario for this company

Recent social media post about Al
powered marketing: LinkedIn

Chat with RevvyAl

Contact summary I Prompt library H

Bsense data Salesforce data
Work 912-915-5081 DNC
Mobile 215-555-5188

ontact ¥

Social links v

é Sales Intell... ~ & 1 X

« New chat for Andrew

RevvyAl prompt library

Tell me more about this contact

Are there any recent activities | should
know about?

What recent changes in the company or
industry would specifically impact this
person?

Have we already reached out to them?

Have they visited our website in the last
week?

This feature uses generative Al and may make mistakes
Use at your discretion and verify as needed.

Account New Chat Prompts

6 Sales Intell... v & % 6 Sales Intell... v &

@ Acme «

@ United States v Social links v

New chat for Acme v

Headquarters  HotNew  6QA

Bxpart v | B

RevvyAl insights -
« Profile fit: Strong
+ Buying stage: Consideration
+ No sales outreach in last 30 days
+ New CRO joined this month: Jane Doe
+ "Demand generation” trending in
Ontario, Canada
Chat with RevvyAl RevvyAl prompt library

Show me a summary of all recent intent
activities for this account.

News and update IR Prompt library >

This feature uses generative Al and may make mistakes. days?

Who has visited our website in the last 7
Use at your discretion and verify as needed

Where is this company headquartered?
Signals: activities, keywords, and more >

Are there any open or recently closed
opportunities with them?

People 99+  6sense data

What in their tech stack is relevant to

Select all E | Y Fiter sales outreach?
Samantha Green >
Demand Generation Manager
~

x

lock contact info This feature uses generative Al and may make mistakes

Use at your discretion and verify as needed.

5



Trust the System at Scale Impacts: AEs, SDRs/BDRs

& | salesintell.. v & 1 X
Improved Signal Activity/Visibility in -

Chrome Extension

Chronological view of an account's key engagement >
and intent signals

Richer signals in the extension Keywords

Specific terms a

* Enhanced activity feed with richer signal Keywardgroupe e >
visibility

buying topics.

Web activities

Shows visits to relevant websites, pages, or content 2

* Signals are easier to scan, search, and
explore at the account or contact level Technographics

Insights into the technalogies and tools an account 2
currently uses.

* Deeper exploration without leaving the

. o . Psychographics
extension, aligned with the web app o st s, s, >
Job posting >

Talking points
Si versation sf

o



Trust the System at Scale Impacts: Sales Ops, RevOps

& Photoshop v & X

&  Photoshop ~ & 1 X Ssense @ i ox

Enhanced CRM Matching 2= - e T ot

Headquarters  HotNew — 6QA

Andrew Simon.. ¥ = Soclal links v
Export v | B ter )
= & Select all v Head of Product and Engineering
Adobe >
RevvyAl insights % >
Recommended contact
+ Profile fit: Strong er
« Buying stage: Consideration CRM Matched Salesforce record &
Dramatically better CRM match rat .
ra a Ica y e e r m a c ra es = New CRO joined this month: Ryan 2
Styles o
» Active opportunity: 1 Olivia Brown ’ RevvyAl insights %
Demand Generation Manager
Acme « Profile fit: Strong

Chat with RevvyAl Last engagement: June 28, 2025
Opened email Product Promo on July

* New CRM-to-6sense matching pipeline o
goeS beyO nd lega Cy email. + M ID Emma Johnson % > . _TS‘E;D;"Z Generation” trending in

Summary  Relevant news and updates T,
Ontario for this company

Demand Generation Ma

| | |atC h | n g Resume last chat Hyperversion Tech Recent social media post about Al

non-CRM o} powered marketing: LinkedIn

Chat with RevwyAl Beta

* Lifts match rates so more CRMrecords pvasrit ,

Signals: activities, keywords, and more > Dem.

get activity and insights

Recommended contacts 10 > non-CRM & Contact overview Recent activity

* Delivers more complete, consistent Mia Davis >

People 98+ Bsense data Demand

activity coverage across Sales _— 6

Select all

von-CRM

Intelligence

> Work 090-2383-209
& Email brain.mathew@market
Location London, England, United
Amy Q >
Senior Demand Gen Manag Related records Brain Mathew +2
non-CRM &
Activities

138 items 6



Trust the System at Scale Impacts: SDRs/BDRs, Sales Ops

Priority Profiles in Sales Intelligence

Focus on contacts that buy with
Priority Profiles

This page will be updated soon to reflect 6sense predictive insights.

* Surfaces Priority Profiles across Sl

. . Discovery Q ® {& esense v | 88
Dashboards, Discovery filters, and
People 440M  Company
Contacts
Filters <« Selected Filters 2 B 6 « m i
* Users can use Priority Profiles to focus el Smedties  Lbcweddens O D B %
effort on updated contacts you can reach EX= o) o L e——_———y
at top Companles e = 2. Priority Profile (O v [ ox Doug Kirkpatrick ﬂ Harlow Sports PLC \ssociate Director - Ar. B >-R

Priority Profile -

Priority Profile Contacts are: Top 100k smcamin @ | 6 Vot e 120 F
Accounts, Director & Above, Updated every o othet @ | 8 Mordhon Audlo Gorp v soE
60 d ayS Vincent Perry CDT = 3 colton Farms Jirector Of Fleet Maint... SN

Michael M. Kezlarian = L) Nexovia Jirector, Global Accounts (5 (5 B
Priority Profile Contacts are Validated in R B tvrencorn  amparmm o |oo 8

these ways: Name, Title, Working at the
same company, A+ or A email quality
6



Focus on the Right Accounts and People

Impacts: AEs, SDRs/BDRs

Dismiss Accounts in Discovery

Hide irrelevant accounts in Discovery

* Multi-select and dismiss accounts you
don't want to pursue

* Keeps Discovery views focused on
relevant, workable accounts

* Avoids duplicate outreach on accounts
handled elsewhere

Discovery
People Company 6.16M

Filters «
Filter List Saved filters

Q
People v
Company v
Intent v
Website Engagement v
Lists & Exports v
CRM & MAP v

Selected Filters 1

1. Do Not Call (DNC) Status ()

All numbers are not DNC

B O «

O

2] % 0] (14 ‘ ® Exclude

=) Company

e Thermo Fisher Scie

T T-Mobile
al

Cisco
©

Chevron

PNC

.4 ARS Mars

Company Location
Waltham, Massachusetts

Bellevue, Washington, Ur
San Jose, California, Unit
Houston, Texas, United S
Pittsburgh, Pennsylvania,

McLean, Virginia, United

5



Focus on the Right Accounts and People Impacts: AEs, Campaign Managers

Filter Value Set: CRM List in Dashboard

Dashboards ¢iM Last Create filter value set

Prioritize CRM lists in 6sense

Ml Filters Selected Filters 1 : 27 Hott

* View and filter predefined CRM account 3
lists directly in the S| Dashboard =
* Use 6sense as a prioritization layer on top e ¢ QI -
of CRM-defined lists - - [T

* Activate CRM account lists directly inside
of SEP or across the web through 6sense

< Selected Filters 2 OB 6 « 113 Hot (Now 260 726 Wam  8.9K

Employee Range

0-9x)[10-19 x| 20-49 x
. o . . . Federal Heath Sign Com.
ashboaras with minimat aisruption | Jroirs @
250 - 499 || 500 - 809 x
Bright Event Rentals
any : «
Russell A Farrow (Farrow)
Salesforce Account Field: 4B Cinade @
Account 1D
Waketech (Wake Techn
) ate A3
MB HAYNES Corporation
L < (Vg
Estimated Employees Vel it oaral (1 my Mf’"'i @
ido x

Industry

o Tata Elxsi (IN) (Tata Elxsi) " 6
e Q¢ o Aty ’



Fully Understand Your Buyers Impacts: AEs, Sales Ops

Keywords Summary Enhancement
See what topics are pulling accounts in

* The Keywords summaryin Sales Intelligence
now breaks down keyword activity for accounts
with intent, showing trending terms and volume
in the account detail view.

* Clearer intent signal — keyword data is
organized so reps can spot which topics are
actually resonating with an account.

* Sharper outreach — sales can prioritize
outreach and tailor messaging around active
keyword interests.

o



Act on Buying Signals with Less Friction Impacts: AEs, Mkig Ops

| |

Export to SFDC Campaigns

Send contacts straight to campaigns

(5 Export to Salesforce

(10 contacts selected. You will be charged up to <##> credits, depending on how many contacts we match in <CRM>.
Learn more about exporting contacts

* Add contacts directly to Salesforce

Campaigns during export from 6sense o :
* Instantly activate intentinsights for © Pei

Brooklyn Simmons Account Owner: Nicole Lesher | Billing Address:
nurture, follow-up, or event engagement
Waltham, California, United States bridgemark.com = Modified At: 09-25-2023 17:45
. . § ®
[ ] El t l = CSV @ Flyod Miles Account Owner: Sean Mcelearney | Billing Address:
Iminates manual, error-prone @ ;
Director, Digital Maekerting American Express Murphy, North Carolina, United States = Website:
l d Metzingen, Germany americanexpress.com | Modified At: 01-25-2023 17:45
p Ralph Edwards Account Owner: Sean Mcelearney | Billing Address:
St Director Sales American Express Murphy, North Carolina, United States = Website:
Santa Clara, United States americanexpress.com | Moadified At: 01-25-2023 17:45
. N &
Cory Jackson Account Owner: Nicole Lesher ' Billing Address:
Sales Account Consultant B2B Bridgemark Solutions Inc 1865 West, New York, United States = Website:
Metzingen, Germany bridgemark.com = Modified At: 09-25-2023 17:45
Marieke Van Der Wal Account Owner: Nicole Lesher | Biling Address: &

District Sales Manager
Metzingen, Germany

Bridgemark Solutions Inc

1865 West, New York, United States = Website:
bridgemark.com = Modified At: 09-25-2023 17:45

5



Trust the System at Scale

Impacts: SDRs/BDRs, Sales Ops

Support for DNC Filters in Discovery

on S| WebApp

Filter do-not-call contacts upfront

* Surfaces DNC status in lists and discovery, not
just individual profiles

* Avoid spending credits on contacts you can't
call

* Makes bulk exports cleaner and more
compliant

This page will be updated soon to reflect 6sense predictive insights.

Discovery Q (

People sz48M  Company

Filters <«  Selected Filters 1 BB «
Filter List  Saved filters 1.DoNot Call (DNC) Status ) © @ X
Nam, Company
Q d | N
Nivedita Prabhu 4 Razorpay
People i All numbers are not DNC v
Mobile numbers are not DNC Vivek Singh ~3 Wipro

Email and Phone =

Do Not Call (DNC) Status Neil Evans Clitford Chance

D. Michelle Douglas (' Kalbian Hagerty LLP
7 Razorpay 6sense ~ || Lsst90Days - 5 Chatwith RewwyAl || (7 E P %
Bengalury, Karnataka, India
twar Privat
orpay.com & Ezetap
® uighiig ar P map Il countries
Poople: CRM& n.. ~ | Job Tile: Al v Cties: AN e )
Recommended only Inciude no langer at company Exclude listed on DNC registry
12 ToExpart 1278 ToUnlock
People: 1449 Q ]

5



Trust the System at Scale | Impacts: Admins, RevOps

Web App Support for Sandbox
Instance

Clear sandbox cues in-app

* Visual indicators across Discovery,
Dashboard, lists, and detail pages in

Discovery Sandbox

sandbox People 16M Company

* Updated app launcher routes users to the s | 5
correct sandbox apps 2| ¢

* Prevents confusion between sandbox 5 People FCIER e
and prOd UCtI on enviro nments § Sarah Garcia Senior Vice President € Mastercard

o



Revenue Marketing

August Summer Release

JSense



‘ SUMMER RELEASE - REVENUE MARKETING 12 ITEMS - |

Focus on the
Right
Accounts &
People

Act on Buying
Signals with
Less Friction

Initiative
Filter Value Sets

G2 Competitive Filters

Al Recommended Leads in
Advertising

Add Profile Fit Filter to Reports

Initiative

Customer 3" party Tracking Pixel
Support

Javascript Ad Creative Support
Bulk Unsync Segments
IWF Filtering & Badgingin Ads

RevvyAl for Marketing in GA

Description

Create and manage large lists as a central, reusable object instead of
manually pasting them into every segment

See buyers evaluating your competitors, not justyour own
product pages.

Turn ad engagement into a robust contact list, without waiting on a form
fill

Lets marketers filter eight reports by profile fit score, focusing on
accounts most likely to convert perthe 6sense predictive model

Description

Add and manage your own 3rd party / off platform
created tracking pixels directly in 6sense.

Run the creatives your agency already built without reformatting for
6sen

Clean up multiple segment syncs at once, safely and with full visibility.

Ability to filter campaigns and performance by those used in workflows

Full GA for RevvyAl to bring conversational intelligence to users

Product

Segments

Segments

Advertising

Product

Advertising

Advertising

Advertising

Advertising




‘ SUMMER RELEASE - REVENUE MARKETING 12 ITEMS - |

Initiative Description

Buying Stage Progression & See how accounts move through the buying journey and whether your Reporting
Trust the Movement Reports campaigns and messaging are moving the needle.

System at
Scale Al Email Supporting Custom Roles The access controls enterprise teams expectin Al Email

Al Email SFDC Connected App Updateintroduces enhanced Salesforce security controls, including
Compliance strongerauthentication




Trust the System at Scale Impacts: Demand Gen, ABM

Buying Stage Progression Impact Report

See exactly how accounts move through the buying journey,
and prove the impact.

Reports Q @ & # ve

Buying stage movement Segment [Product]

* Track how many accounts reached each buying
stage over a selected time period, for segments of
up to 1,000,000 accounts

##ti Accounts | Ja 025 - Jan 7, 21 7 Fiter Last 7 days ®

Accounts movement through stages

L

Activity details

*  Measure conversion rates and velocity as
accounts move from stage to stage

*  Connect buying stage progression to downstream
opportunities, including opportunity creation and
conversion rates by stage

. Filter by CRM data, profile fit, and custom time
periods to zero in on what matters most

*  Export fullaccount and opportunity data with
6sense and CRM IDs for further analysis

5



Trust the System at Scale

Buying Stage Movement Impact Report

Understand whether your campaigns and messaging

are actually moving the needle on account interest.

* View how account buying stage scores shift
over time, in daily, weekly, monthly, or quarterly
increments :

¢ Spot overall trends of progression or regression
in accountinterest at a glance

* Applyfilters like CRM data, profile fit, and
extended time periods to isolate specific
campaigns or audiences

e Savereports for ongoing tracking and export
account data with 6sense and CRM IDs

Impacts: Demand Gen, ABM

5




Focus on the Right Accounts and People Impacts: Digital Mktg, ABM

Al Recommended Leads

Turn ad engagement into a robust contact
list, without waiting on a form fill.

£, RevvyAl product launch FY27
T -
e . a2

* When a targeted account clicks your ad, we automatically
surface the one ortwo best-fitnon-CRM contacts at that

LenaBaumann ow ) ~  Googie - ;
New Yor Cit G = o York Gty NY 20 [ =

account — verified, persona-matched, and ready for o ® o o
outreach. o | Jeiatye o
- o

* Grounded in real signal — every recommendation traces . & e 0.
back to an actual ad click, not intent data alone. g = -

. . R . 'nl.slhaums o

* Quality over volume — contacts must clear a high bar 0 .
(email grade, persona match, complete profile) before " .
they're sunfgced. = .. - ' J o

* No duplicates — 90-day lookback prevents the same
contactfrom appearing across campaigns.

* Built to act on — quickly export to CSV. Export to CRM or
lead routing coming later in FY2027.

o



Act on Buying Signals with Less Friction Impacts: Digital Mkig

Javascript Ad Creative Support

Run the creatives your agency already built
without reformatting for 6sense.

€ Create 6sense Banner Ad 3
%  Add new creatives

* 6sense DSP now accepts standard JavaScript ad tags as
creatives, starting with the Google family of ad tag providers.
Agencies and sophisticated marketing teams can upload tags
directly from their existing creative library tools— no
conversion or workaround needed.

T N
‘@
; \

i
* Meets clients where they work — agencies manage creatives

in centralized library services that output JavaScript tags; now
6sense supports them natively

No creatives added

* Removes a barrier to adoption — teams no longer have to
choose between their creative workflow and running
campaigns in 6sense

* Reduces friction at setup — no reformatting, no manual
creative recreation, no back-and-forth

5



Act on Buying Signals with Less Friction Impacts: Digital Mktg, Mktg Ops

Customer 3" party Tracking Pixel Support

Add and manage your own 3" party / off platform

created tracking pixels directly in 6sense.

« Create 6sense Banner Ad

Images Ad details Ad preview
Clck URI

* Whitelisted partners at launch include: DoubleVerify, IAS, mEr I ...
and CM360, with built-in security validation against known

vendor formats.

Click URL or click tracker

* Eliminates a bottleneck — no more emailing the backend
team to implement or update a pixel

* Reduces breakage — removes a fragile manual handoff
prone to errors and ownership gaps

* Scales with your team — changes don't depend on knowing
the rightinternal contact

* Puts customers in control — update pixels on your own
timeline, without waiting

5



Act on Buying Signals with Less Friction Impacts: Digital Mktg, Mkig Ops

Badge and Filter by Ads in Workflows

,,,,,

Find workflow-linked campaigns fast

* Workflow shown as metadata on

campaign list and details pages )
|» View Performance
* Jump from a campaign straight to its N ES o v i Workiows L
workflow node Slasads swan | pu. 4 ‘
KXXX XXXX KXXX KXXX $X)(.XX / Edit
 No more hunting across advertising © Move o
surfacess W~ e C Restore
P ) ) 4 Activate
* Ability to filter campaigns and . = ® Deactivate
performance by those used in workflows © Mark a5 Complete
. (B Clone
& Download
T Archive

5




Act on Buying Signals with Less Friction Impacts: Digital Mktg, Mktg Ops

Campaign Details Page Enhancements

Expanded Account Drill-down & new analytics

* Account drill-down functionality applied A
to: Highlights, Account Journey, I
Increased Buying Stages, and New 6QAs T

* View and download account reporting for ,
5 Distribution by Industry -
the specific KPIl you want to explore.

Impressions v

Distribution by geography Clicks

1 H H H i v @ Business Services @ Software
* New distribution analytics (Industry &
Geogra phy) @ Northern America @ Northern turope @ Financial Services @ Healthcare & Medi Aeceunts Engaged

802,900 540,691 156,584 135,803

| @® Western Europe @ Southern Asia @ Information Technolo; @ Telecommunications
189,662 5,271 123,738 96,048

@ Australiaand New Ze: @ Southern Europe

2,389 1718
@ Eastern Asia @ South Eastern Asia
1,661 1,178
13V

5



Act on Buying Signals with Less Friction Impacts: Mktg Ops, Admins

Segment Sync: Bulk Unsync

Clean up multiple segment syncs at once, safely

and with full visibility. o 0o e =

*  Selectand unsync many segment syncs in a single action =™ s )
instead of going one by one, saving time during urgent e 0 At 20 [ A o B !
clean ups or strategy changes o mICTE™

*  Builtin permission awareness, so users can manage their ™

own syncs while admins can manage across the full team

R.?I\Tesfcnm.a:xfm.:rﬂnz . e Trade Desk - e
¢ Clear confirmation before action, showing exactly how e comecomtz ©
many segments are selected, who owns them, and what o T comascomsz
will be impacted TenSegmanscon oy oy . Py e ; ©
* Reliable per item results after execution, so teams know ST _ ‘

exactly what succeeded and what needs attention

* Reducesrisk and manual effort during time sensitive
cleanup work

o



Focus on the Right Accounts and People Impacts: Mktg Ops, Demand Gen

Filter Value Sets

Build reusable value lists once.

Create Segment

*  Create and manage large lists (account IDs, NAICS
codes, ZIP codes, and more) as a central, reusable object
instead of manually pasting them into every segment

Selected Filters 1 « 40 Accounts Q
Q
o o o O Name Location Buying Stage Visitors
* Update a listonce and have itreflected everywhere itis '
. . “Salesforce ALoouy 0B x Unicomer Group. Chaguanas, Chaguanas o )
used, no more manually updating multiple segments e ’ oot grpomcomareom <
when a list changes Biling Zip/PostalCode (slingposta gD N Ko ran 0

*  Filter on larger sets of values than segments currently s s - O
support B e R~ @R o
How do you want to select values? @ Trinidad & Tobago Cham. Port of Spain, City of P _— 0

- Reduces repetitive manual data entry and improves S
consistency across segments PV Tot st G 0
. T o
. Ideal for recurring use cases like named account lists, 5

explorama.com Peru

territory or industry targeting, and event based
geographic targeting
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Focus on the Right Accounts and People Impacts: ABM, Demand Gen

Create Segment oA ® e

G2 Competitor Filters o

See buyers evaluating your
competitors, not just your own product
pages. o

Create Segment

* Newfilters surface companies researching
competitor products, comparing options, and
evaluating competitor pricing, so you catch buying
signals earlier

B Contigus

llllll

* Consolidating the existing 6 G2 filters and 3 new o u
competitor G2 intent filter under 3 G2 Filters

*  Roughly 80% more competitive intent signal volume, —
giving richer data for segmentation, scoring, and —

a Ctivati on rujq‘u . Selected r.u_




Act on Buying Signals with Less Friction

RevvyAl for Marketing

Conversational Al, now GA

* RevvyAl reaches general availability with
a conversational interface for the
platform

* Ask questions and get Al-powered
answers without digging through reports

* Same experience as beta, now fully
supported

Impacts: All Marketing Users

Let's level up your GTM efforts.

All Keywords Advertising Accounts Website Activity Market Research

Suggestions

6QAs

Hot accounts not yet touched by sales

Keywords

Recommend keywords based on my industry.

Advertising

Which day had the highest cost efficiency per
account engaged?

How can | support your next marketing move?

¥ Show other suggestions

Website Activity

Which accounts visited our website the most this
week?

Advertising

Compare advertising performance by country

60As

What percentage of my 6QAs are in my CRM?

iR Prompt Library
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Trust the System at Scale | Impacts: Demand Gen, ABM

Al Email Supporting Custom Roles

The access controls enterprise teams expect — now
available in Al Email.

* Built for enterprise scale — create custom roles
tailored to how your team is structured, beyond
the default options.

* Reducesrisk at scale — guardrails on high-
impact actions like bulk deletes, automation rule
changes, and domain mgmt.

« Meets compliance expectations — role-based
access controls support audit trail requirements.

* Nodisruption to existing users — current
6sense roles and configurations carry forward
automatically. e —
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Trust the System at Scale Impacts: Ops

Al Email SFDC Connected App Compliance

Released the week of July 6th

* Ifa customers Salesforce connection was
affected, simply re-authenticate the Salesforce
integration within 6sense to restore
connectivity. Customers should have received a

notification titled "Action may be required: I

Salesforce connection update." Sa esfo rce
* The update introduces enhanced Salesforce

security controls, including stronger

authentication, refresh token rotation, expiration

of unused tokens after 30 days, and IP allow
listing for token access.
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6sense Data &
Signals



‘ SUMMER RELEASE - SIGNALVERSE 7 ITEMS - |

Initiative Description Product

Fully Track Signals & Trigger Workflows Configure the buying signals you want to track, then trigger workflows Rev. Marketing

Understand automatically the moment theyfire.
Your Buyers

AIDT will now be supported for non-tech-fit MAPs. This enhancement
AIDT supportfor non -tech FIT MAP enables customers using flat files /MAPs that do not integrate through

the 6sense Integrations pageto take advantage of AIDT.

Initiative Description Product

Delivers the first version of an MCP Server embeddable in AgentForce,
MCP Server Claude, orother MCP-compatible agents, encapsulating existing public Integrations ( CERERE ’“’yRe’ease)
APls.

People Search & Enrichment APls Makes people search and enrichment APIs generally available with “

Trust the Update improved latency and stability for all customers.

System at Keyword Intent Data APIs Gives customers programmatic access to keyword-level intent signals to m
Scale feed 6sense data into their own warehouses, CDPs, and ML pipelines. ElossdiEsis
6sense surpasses 90% accuracy on core firmographic data — company
Core Firmographic Data Accuracy size, revenue, industry, location — for public and highly visible Data Taxonomy
companies.

. . q A fine-tuned ML model classifies raw job titles into standardized
Executive Role Classification (CXO
( executiveroles, strengthening buying-group accuracy and executive- Data Taxonomy

Model) level targeting across the platform.




Trust the System at Scale

Impacts: Mktg Ops, RevOps

MCP Server
(Open Beta)

6sense intelligence, inside any Al Agent

The 6sense MCP Server brings buying signals, account
intelligence, and RevvyAl analysis into any MCP-compatible
Al agent such as Claude, ChatGPT, Writer, Gemini and more.
Get GTM intelligence where you want it, without a custom
integration.

What teams cando:

* Accountinsights and 6QA trend analysis

* Keyword performance and website activity

* Ad campaign performance: account movement and Lift

* Segment discovery, market research, and product support

eo0® YOUR Al AGENT

Good afternoon, Kelly

Which accounts have become a 8QA in the last
two weeks that we haven't engaged yet?

+ [ ]

intelligence 6sense intelligence,
insicie any Al agent
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MCP vs. Data Packs vs. API’s

MCP

Data Pack = API=

(catered lunch)



Fully Understand Your Buyers Impacts: ABM, Demand Gen

Track Signals & Trigger Workflows
(Closed Beta)

Know the moment. Actoniit.

Settings Define values
Ml signals
" Identfy the 1k

«  Configure the buying signals you want to track, then
trigger workflows automatically the moment they fire.

Sigral

und completad
et e e et e . EER

New C-Level hires

New funding ro
1 g

e Tracked signals can be layered onto existing
firmographic, technographic, and intent criteria to build
sharper segments, and used as triggers inside Intelligent
Workflows to fire actions the moment a signal hits. No
more waiting on manual monitoring. The moment triggers
the play.

New HR technology found
s signal snows companas that ha

tl}mng s?luklcs.l usernameg

*  Four signal types can be tracked during Phase 1 of the
beta: new funding round, senior leadership hire, hiring
growth, and new technology.

5



Trust the System at Scale | Impacts: RevOps, Data Teams

Al Data Taxonomy for Non-Tech-Fit MAPs

AIDT MAP support now available for non- tech FIT MAP

* Al-driven Data Taxonomy (AIDT) is a self-service, setinas Lo e
customer-facing data taxonomy tool for 6sense
users to classify their data with the assistance of
Al-driven taxonomy models. 6sense Predictive
models use these classifications to trace buyers’

intent and the respective lifecycle.

You do not have permission to make changes to heltechsw. For edit access, please contact the heltechsw administrators
Data Taxonomy @ 4 Download History B Rules-Based Mapping

< ke

erview  Activity

NEW DATA URL MAP CRM - Campaigns CRM - Event CRM - Task

v (Last 30 Days) 34,825 169

Please review the new data. I

* Customers on any MAP, tech-fit or not, can now
use AIDT.

ALLDATA URL MAP CRM - Campaigns CRM - Event CRM - Task
© Unmapped

@ Mapped - Used in Models 25,094

* Flat file uploads will still be required to standardize
MAP objects before taxonomy can be performed.

Mapped - Not Used in Models 483 0 262 o) 431

Do Mot Map

* RTCs need to reach out to #data-taxonomy-public
and tag @taxonomy-pager-duty to enable the flag
for non-tech FIT MAP.

34,825 1,160 1,406 189 1514
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Fully Understand Your Buyers Impacts: RevOps, Data Teams

Executive Role Classification (CXO Model)

Cleaner titles, sharper buying groups

* Afine-tuned ML model now classifies raw job titles into 10
standardized executive categories (CFO, CTO, CHRO, and
more), replacing brittle rule-based logic with a model that
scales as new title variations emerge.

* 91.3% accuracy, 84% high-confidence coverage —
validated on 25,000+ raw job titles, moving beyond simple
C-level vs. non-C-level flags to specific executive personas.

* Stronger buying groups and targeting — cleaner executive
role mapping improves persona-based segmentation and
executive-level targeting across the platform.
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Fully Understand Your Buyers | Impacts: RevOps, Data Teams

Core Firmographic Data Accuracy

A data quality bar you can measure

* 6sense has surpassed 90% accuracy on core firmographic
data — company size, revenue, industry, and location — for
public and highly visible companies.

* No action required — improvements apply automatically
across every product built on the Master Company Dataset.

* Better everything downstream — higher firmographic
accuracy raises the baseline for predictive models, segment
precision, and contact enrichment.
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Trust the System at Scale | Impacts: RevOps, Data Teams

Updates to People Search & Enrichment APlIs

Smarter matching, clearer credits, more reliable
performance

* |nstantly know whether a profile already exists in
your systems, cutting down on duplicates and ._I_
unnecessary net-new records

* Get predictable, transparent credit usage based
solely on data credits, with a straightforward 12- o el

month refresh rule and no surprise charges

* Benefitfrom stronger background reliability, . I l I o

including improved handling of stalled jobs and
blocked credits

* Faster, more consistent lookups backed by clear
performance expectations and documentation
available to all customers

5



Trust the System at Scale | Impacts: RevOps, Data Teams

Keyword Intent Data API
Closed Beta

Programmatic access to intent data

*  Pulltopic-level intent signals, buying stage, predictive fit, and I T I

trending topics directly into your own systems, no more manual
CSV exports or slow custom integrations

* Gettimelyupdates so your teams and systems are always . .
working from fresh data, not stale exports

. Feed 6sense intent straight into warehouses, CDPs, and GTM I I
systems to power automated playbooks and machine learning
workflows

. Reduces operational overhead and manual requests, freeing
teams to focus on activation instead of data wrangling

o



Intelligent
Workflows



[ SUMMER RELEASE - INTELLIGENT WORKFLOWS 3ITEMS - )

Initiative Description Product

Support for Salesforce Campaign Member Status in Audience Workflows
Push Accounts to SFDC Campaigns improves activation control, campaign hygiene, and downstream
reporting accuracy.

Audience Workflows

Select Draft Linkedln Campaigns in Reduces clutter and confusion in the Advertising experience by Audience Workflows
Engagement Filters preventing orphaned Display campaigns and gives users confidence to
clean up drafts during workflow setup

Act on Buying RevvyAl Research Nodesin Al and LLM-powered workflownodes extract structured insights from . p—
Signals with Intelligent Workflows unstructured content and automate routing. Intelligent Workflows oscaloca

Less Friction
Data Workflows now supports SI Create and run Data Workflows directly from curated Sl Filters or Sl Lists.
lists and filters as new starting Data Workflows
sources

Priority Profiles as a filter in Purchase contacts across Intelligent Workflows who are marked as a Intelligent Workflows
Intelligent Workflows Priority Profile and enrich contacts in Data Workflows based using the
Priority Profiles filter.

Track Signals and Trigger Workflows Configure the buying signals you want to track, then trigger workflows
automatically the momentthey fire. Intelligent Workflows Closed Beta




Act on Buying Signals with Less Friction Impacts: Mktg Ops, Demand Gen

Push Accounts to SFDC Campaigns

Activate campaigns at the account level, not just Push accounts to Salesforce Campaign x
the contact level.

Push accounts to Salesforce Campaign

Description

* Push 6sense accounts directly into Salesforce
campaigns

Destination details

*  Runaccount-level campaigns from Salesforce
campaigns when 6sense doesn't provide a native

Push CRM accounts to Salesforce campaign *

SFDC Campaign

integration pre
* Report on account-level campaigns via Salesforce .
campaigns Waiing
© Remove audience from campaign
* Reducesreliance on people-only campaign processes |7 auclence in camasian
and gives teams clearer visibility into engagement = & 2 & o) — -

across both accounts and contacts

o



Act on Buying Signals with Less Friction

Impacts: Digital Mktg, Mktg Ops

Select Draft LinkedIn Campaigns in

Engagement Filters

Build your entire workflow before your LinkedIn
campaign even launches.

Selectdraft and pre-launch Linkedln campaigns in
engagement filters, so branching logic can be fully
configured ahead of time

Eliminates the circular dependency between campaign
activation and workflow setup, no more launching
campaigns just to unlock filter options

Publish workflows once, with complete logic in place,
instead of retrofitting conditions after launch

Reduces rework, manual follow ups, and operational risk

Speeds up time to activation for orchestrated, multi-step
campaigns

arties Status

Draft

Canvas has nodes that are net configured yet

+ [ syncsegmenttoLinkedin

—

Push to Linkedin X

Segment and campaign * @ £ X

Segment nickname: Brand Awareness Campaign

Linkedin Campaign Name: Brand Awareness Campaign

@ You've utilized 27 out of your 100 contracted syne limit.

Linkedin Campaign Manager Account *

Stephanie’s Ad Account v

This account applies to all LinkedIn nodes in the workflow.

Select draft campaigns Clear all (1)
Brand awareness - Aug 5, 2026 x

You can reference draft campaigns elsewhere in this workflo

If Accounts No Longer Meet the Entry Conditions ()

© Remove audience from linked in

Leave audience in linked in

Advanced options v
Delete Cancel
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Act on Buying Signals with Less Friction

Sl Lists & Filters can be a starting
point for Data Workflows

Data Workflows now supports Si lists and filters as
new starting sources

Two new source types have been added to the "Start From"
dropdown when creating a Data Workflow:

* Sales Intelligence Filter - User must also select whether
the filter applies to Account or People.

* Sales Intelligence List - Lists are already categorized as
Company or People, so no additional object selection is
needed.

All existing workflow nodes have been updated to support
input from Sl Filters and Sl Lists. This enables automation of
enrichment, account creation, lead-to-account matching,
and job change workflows based on Sl data.

Impacts: Digital Mktg, Mktg Ops

Start from Scratch

Name *

Test

Frequency *

On-demand

Start From *

Sales Intelligence Filter

CRM Lead

CRM Contact

CRM Account

MAP Lead

Segment

Sales Intelligence Filter

Sales Intelligence List
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Act on Buying Signals with Less Friction Impacts: Digital Mktg, Mktg Ops

Priority Profile Filters in Intelligent
Workflows

Filter contacts that fall within our new ‘Priority Profile’
filter.

zzzzzzzzzz

* Intelligent Workflows now support the Priority Profile
filter within Decision Nodes and Purchase Contacts

nodes. HC Seorboomgl] | _
* This filter allows workflow users to branch logic or target :=. = . - ) -
outreach specifically to contacts that meet the Priority ' s o

Profile criteria.

‘‘‘‘‘‘‘

*  Priority Profile Contacts are: Top 100k Accounts, Ll ooty
Director & Above, Updated every 60 days

*  Priority Profile Contacts are Validated in these ways: 0
Name, Title, Working at the same company, A+ or A
email quality
6



Act on Buying Signals with Less Friction Impacts: Digital Mktg, Mktg Ops

RevvyAl & Research Nodes in

Intelligent Workflows
(Closed Beta)

Settings
Create RevvyAl field Cancel | Runnewpreview  Save draft reate RevvyAl field

Use external information through LLMs to
build more dynamic, contextual workflows

Hospital Beds # Preview RevvyAl field

inutes. You can creat

* Describe what you need in plain language,
retrieve public information and convert to
structured outputs for use inside workflows

Prompt strength ( Very strong

* Use information that 6sense does not store
today, such asrecent company news, website
content, hiring activity, or other public signals.

* Act on fast-changing, unstructured information
that cannot be reliably stored as structured
data inside 6sense
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Enterprise
Foundations



‘ SUMMER RELEASE - ENTERPRISE FOUNDATION 4 ITEMS - |

Initiative Description Product

Programmatically manage segments via API, using data warehouse “
Focus on the SegmentsAPI accountlists instead of manual CSV uploads.
Right

Accounts &
People Al Settings Controls New Admin controls for all 6sense Al functionality.

Unification of Enrichment API Customers with Data credits can now use them across Enrichment APls Platform Enablement

credits with Data Credits going forward!

Initiative Description Product
Trust the

System at Support for connecting 6sense to Microsoft Dynamics Sandbox
Scale Dynamics CRM Sandbox environments that matches the sandbox capability of our other Platform Enablement
sandboxes to authenticate, export, & more




Trust the System at Scale

Impacts: Admins, RevOps, IT

Al Settings Controls

All RevvyAl and other Ai settings in
6sense can now be found under Al

. Settings T a @ @
Sett I n gs Settings | Al Settings
,,H Al Settings . »
* Customer Primary Admins can now control o
organization level access to multiple Al ommmmmm———
features the platform currently supports in B ek et s o 2 Sl AR, 0K O 0 - A

one location

Revenue Marketing

Aliows your users to chat with RevvyAl for campaign insights and optimization.

Sales Intelligence

Allows your users access to RevwyAl insights, chat, and Al writer for better prospecting
RevvyAl insights and chat
Use Al-powered summaries an

o

Al writer

o
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Trust the System at Scale

Impacts: Admins, RevOps, IT

Unification of Enrichment API credits
with Data Credits

Data credits can now be used for Enrichment

APIs

* Customers can use their shared Data Credit pool for
Enrichment APl consumption.

uuuuuuuuuuuuuuuuuuuu

* 59 customers have Enrichment APl subscription .
These will be migrated to the Data Credit pool with
a 1.2x multiplier (on August 10).

Sales Imtemgence aece

mmmmmmmmmmmmmm

* No change to APl token generation or the behavior
of this APl — only the credit consumption model
changes (draws from Data Credits instead of
Enrichment API credits).
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Trust the System at Scale | Impacts: RevOps, MktgOps

Segments API
Closed Beta

Close the Loop Between Your Data and 6sense Activation

* Create segments from external company

lists by sending data directly from your I |

data warehouse or other systems, no

manual CSV uploads required
* Company matching runs asynchronously |

in the background, so large lists don't

slow down your workflow ._r _I_.
* Check the status of any list creation and

matching job at any time (processing,

complete, or failed), giving teams visibility
and confidence in the process

o



Y

YV V V V VY

Summer Betas

Track Signals and Trigger Workflows
Keyword Intent Data API

Enhanced CRM Matching — Sales
Intelligence

Segments API
MCP Server
Al-Recommended Leads in Advertising

RevvyAl Research Nodes in Workflows

Priority Profile Data in Recommended
Contacts

Closed Beta

Closed Beta

Closed Beta

Closed Beta

Open Beta

Closed Beta

Closed Beta

Closed Beta

Visit:

to learn more!


https://revcity.6sense.com/home/discussion/2516/6sense-current-future-betas
https://revcity.6sense.com/home/discussion/2516/6sense-current-future-betas
https://revcity.6sense.com/home/discussion/2516/6sense-current-future-betas
https://revcity.6sense.com/home/discussion/2516/6sense-current-future-betas
https://revcity.6sense.com/home/discussion/2516/6sense-current-future-betas
https://revcity.6sense.com/home/discussion/2516/6sense-current-future-betas
https://revcity.6sense.com/home/discussion/2516/6sense-current-future-betas
https://revcity.6sense.com/home/discussion/2516/6sense-current-future-betas

1.RevCity Product Update
2.RevCity Beta Page
3.Product Updates Web Page
4.MCP Web Page
5.Knowledge Base Articles
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