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We help our portfolio
build and optimize

hyper-growth GTM
machines




Advisory

Been-to-Market Expertise

Adyvising our portfolio
companies with bespoke
GTM consulting

Content

Step by Step Guides

Distilling decades of
experience into concise
GTM playbooks

Events

The Power of Community

Connecting our network
of EIRs, Exec Advisors
and portfolio execs
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Infroductions

Scale Pipeline Hierarchy
AppFolio Deep Dive
Discussion

Debrief
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Name

Role

Organization

“Hot Button” Issue

Introductions

R e
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PIPELINE GENERATION
HIERARCHY OF NEEDS

METRICS AND OPTIMIZATION

—

Activity Reporting

Conversion Analysis

SCALE

The Pipeline Generation Hierarchy of Needs provides a detailed
overview of the key elements for the design and execution of an
effective pipeline generation program. The elements are assembled
from the bottom up starting the with target market and progress
upwards with a comprehensive look at all the elements required to
drive demand.

Scripted Talk Track
QUALIFICATION 4 Qualification Criteria
Objection-Handling Research
CHANNELS MARKETING PROSPECTING
SEM/SEO Live Chat
Direct Mail Phone Calls
Paid Content Social Selling
Email Marketing Touch Patterns
3rd-Party Review Sites Email Messages
3rd-Party Content Syndication Physical/Virtual Gifting
'WEBSITE DIGITAL ADVERTISING EVENTS
Landing Pages Paid Search High Value Offers
A/B Testing
CONVERSION e AcrointBosed Ads Virtual Events
Executive Dinners
ROI Calculators i
Display Ads Confe
Case Studies nisrences
Industry Reports Paid Social - Linkedin Webinars
AWARENESS White papers & eBooks Videos Blogs Articles Podcasts Speaking Engagements Resource Center
MESSAGING Thought Leadership Value Props Competitive Differentiation Buyer Personas  Customer Stories

PROGRAMS & PLAYS

ROLES & RESPONSIBILITIES —o

OPERATIONS

Sales Development Qualifications

Handoff Process

TARGET MARKET ———

Ideal Customer Profile

Always-On Account Based Volume Marketing

Field Marketing Program SDR-Assisted PLG

Marketing-Led Inbound

MQL/SQL Definition Pipeline Source Model

Data Strategy List Building

Target Account List

Community-Led Engagement

Customer Marketing Program

“Grassroots” Outbound

Sales-Led Outbound

SDR Quota & Compensation

Rules of Engagement

Buying Committee Target User




Deep Dive:

Appfolio SEEEEES

SSSSS



Vertical B2B SaaS

REAL ESTATE, PROPERTY + INVESTMENT MANAGEMENT

Founded 2006

PUBLIC COMPANY, | STARTED AT 75 EMPLOYEES PRE IPO

Property Management Software
RUNS ENTIRE BUSINESS

a p pfo l I O B2B direct sales route to market

QUICK FACTS

SOME PLG GROWTH

Started in SMB

STILL GROWING UP-MARKET

Competitors 35+ years old
UNSEATING THE COMPETITION

Resilient industry
VALUE PROP REMAINS STRONG IN DOWNTURN
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Four Pillars
of Marketing

Ol 02 03

Our Brand Excite New Excite Current Automate,
Experience is a Customers to Customers to Stay, Underpin, & Scale
Differentiator Choose Grow, ° , & Advocate Growth
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Acquisition
Funnel

Does your
real estate
business
have an Al
strategy? @
J‘,r
Prefer 0 appfo“O Oppgp——"%

Delivering a
differentiated
brand experience

as we acquire,

grow, & retain our B
customers

Advocate

Customer
Journey




We have heard, that
achieving pipeline
targets is like winning
the lottery. True?
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Customers: o
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What Value Do Your Customers Need Now?

1. Do you understand the value you are creating for your customers?

Have your customer problems changed?

0

Do the GTM teams have enough real-time insights as to why you are
losing deals?

Why are you winning deals?
What is happening with retention & churn?

|s everyone singing the same customer value song?

N o 0 &

Have you reviewed the Sales pitch deck lately?

SCALE



It is easy to
talk about
what you do.

But your customer does not really care
what you do, they care about the
outcomes that you can create for them.

What's the biggest issue?

Why & how do you solve
it better?

Are you validating with your
customers & using their voices
of success to tell your story?

appfolio

Q

an

?

Realm-x: Flows

realm-x




Don't get wrapped up
in what you do -
deliver value to your
customers.



What Value Do Your Customers Need Now?

1. Do you understand the value you are creating for your customers?

Have your customer problems changed?

0

Do the GTM teams have enough real-time insights as to why you are
losing deals?

Why are you winning deals?
What is happening with retention & churn?

|s everyone singing the same customer value song?

N o 0 &

Have you reviewed the Sales pitch deck lately?
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The Model:
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How are you performing against the model?

1. Did you build a comprehensive model(s) to drive the P/L?

2. Do you have real-time insights into what is not performing in the
model(s)?

3. If you are way off, do you stop and adjust?

SCALE



Without pointing
fingers, can the
go-to-market teams
see what is not
working vs. plan?



ANNUAL PLAN

Customer Acquisition Demand Model

DOWNMARKET UPMARKET
w MQL 63% 37% 46%
<
d OUTBOUND BDR 20% 49% 34%
o
— 0, o 0,
MQL 62% 34% 50%
=2
g OUTBOUND BDR 19% 45% 28%
OUTBOUND SALES 21% 22%
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How are you performing against the model?

1. Did you build a comprehensive model(s) to drive the P/L?

2. Do you have real-time insights into what is not performing in the
model(s)?

3. If you are way off, do you stop and adjust?
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Addressing
The Gap: R
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Once you find the gap, can the GTM teams align on top
investment & activity shifts?

1. Everything comes down to capital allocation - can the go-to-market
teams make smart adjustments midstream?

2. Are specific segments/audiences performing better than others?
Products?

3. What pipe source is not achieving plan, and if it's Marketing, what
program/channel(s) is not achieving plan?

SCALE



Marketing Media Mix

Brand Authority Public Relations
Speaking Opportunities News Bureau
Awards T _.... Media & Investor Relations
Shared Content Corporate Communications
Co-Sponsored Surveys Executive Thought Leadership
Industry Reports Reputation & ERM
EARNED ,
Review Sites
Trustpilot
Glassdoor Advocates + Influencers
""""""""""""""""""" Customers
................... Industry Experts
PPL Business Leaders
Capterra Internal Innovators
Software Advice
G2 Crowd SHARED
Paid Media Social Media
Account-Based Ads Paid Social LinkedIn
Partnership Ads Display - QU R e Facebook
Print Ads Search Instagram
Out-of-Home Ads Recruitment Marketing YouTube
Sponsored Content X
Partnerships & Events chon.f ent .
- ) ebsite Customer Stories Product
Industry Memberships & Sponsorships SEO Collateral
Tradeshows & Events . Blog Enablement Tools
VIP & Execuhve.Even’rs Ebooks & Guides Webinars
Partner Marketing Microsites Deminars
Employee Events Landing Pages Videos

Career Fairs Podcasts Thought Leadership




Marketing Program Channel Outcomes
First Touch & Influenced Attrition

Outbound

31%

DOWNMARKET UPMARKET TOTAL
Outbound

Inbound
Outbound
35%
73%

» »

MQL SOURCED
WON

Inbound Inbound

PROGRAM
INFLUENCED WON




Program Channel Mix by Segment
First Touch & Influenced Attribution

DOWNMARKET UPMARKET TOTAL

Content

21%
2%

Paid Search
51%

PROGRAM
SOURCED WON

3%
Events

Content —7

14%

ABA
27%
ABA
ABA 40%

48%

SEO/Web
SEO/Web

35%

PROGRAM
INFLUENCED WON

16%
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Have the ability to
diagnose your
performance.



Once you find the gap, can the GTM teams align on top
investment & activity shifts?

1. Everything comes down to capital allocation - can the go-to-market
teams make smart adjustments midstream?

2. Are specific segments/audiences performing better than others?
Products?

3. What pipe source is not achieving plan, and if it's Marketing, what
program/channel(s) is not achieving plan?
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Changing Our
Execution: S
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Are the GTM teams operating well?

What new programs or plays are you trying with your team?
What changes have you made to your team or processes?

What are your biggest execution challenges?

B LW Dh o~

How do Marketing & Business Development work together in your
organization?

5. How & when do the teams work hand in hand? Root cause analysis
assessment? Training?

6. Do the teams have swimlanes of accountability and own customer
acquisition, regardless of source model?
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2024: MARKETING, BDR & SALES MARKET
ENGAGEMENT STRATEGY

o Comprehensive account plans
11 e 3in-the-box GTM orchestration
ABM . .
e Persona based competitive messaging
e Personalized content, RBE, and executive experiences : : c Tier1
Accounts
19%
()
e Persona based competitive BDR programs : )
1:Many o Metro market trend BDR programs
Ezgences e Metro strategic customers & solution partners activated : Tiers 2-4
e Metro & territory field events : g Accounts
: : 78%
o
e Marketing engagement on 100% of Available SAM units
M Market leading storytelli thought | hi
Mafkrg e Marke ‘eddlng storyte m.g & thoug ecdersllp Available SAM
Engagement @ Strategically planned national tradeshows & field events Accounts
o Customer advocacy, reference & referral programs




2024 Marketing Tactics

Marketing Campaign & Content Emails
Marketing Campaign Direct Mail
Marketing Campaign Account Based Advertising

Marketing Campaign BDR Outreach

X X X X X

Trade Show Promotion

Executive Field Experiences & Events

X X X X X X X

Event Direct Mail & Gifting

Personalized Account Based Advertising
Personalized Direct Mail, Gifting & RBEs
Personalized Content

Personalized Persona-Based Programs

X X X X X X X X X X X X

1:1Marketing, BDR & Sales 3-in-the-Box
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2024 Monthly
Orchestration Crew

MONTH1 MONTH 2 MONTH 3
'S
8% Per Segment Per Segment Per Segment
=
- Review Pipeline Council learnings & Action Items - Review Pipeline Council learnings & Action Items - Review Pipeline Council learnings & Action Items
- 90-Day Demand Plan (BDRs, Sales, Marketing) - BDRs, Sales, Marketing Top of Mind - Upcoming Launches or Big Events
- Upcoming Launches or Big Events - Upcoming Launches or Big Events - ABM Strategies - Top 10 Accounts
« - ABM Strategies - Top accounts - BDR & Sales On the Ground Reporting - Enablement Updates
% - Enablement Updates - Enablement Updates - Action item review & capture
ugJ - Action item review & capture - Action item review & capture
Next Quarter Plan Review
- Review next quarter plan for input / priority alignment
- Review Sales enablement usage + request prioritization
Marketing Sales & BDRs
- ABM Manager - Sales Leader
a - Segment PMMs . -Sales Reps
a - Segment Mktg Mgr : - BDR Leader
z :
E - Marketing Analyst
< Sales Enablement & Ops

- Sales Analyst
- Sales Productivity & Enablement Mgr
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Tier 1 Upmarket Account Based Door Openers

Is your current technology

limiting your potentxal?

John, sorry | missed your call.
Feel free to shoot me an email
and we can coordinate a time to
connect. Appreciate the swag
box that you dropped off. Best,
Girish Gehani (Trilogy).

Will do! Glad you received - pls
enjoy - email coming shortly! -
JH

Thank you so much for the ice | am aware of AppFolio, as | do We are very loyal to AMSI and we If you'd like, we can schedule a
cream. It was a nice treat. have friends in the industry are not looking to make a change call to chat. Thanks again for the
Unfortunately, | will be out of the currently using it. We are using in the near future. Mark from MBI treats. Feel free to reach out if
office during the show. If you are Yardi and happy with their Solutions keeps us very content you'd still like to connect.

at NAA during June, | will be sure product, but should we consider with his incredible customer

to stop by your booth. making a change | will reach out. service with any issues we may

experience.
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Be creative & place
yourself in the shoes
of your customer.

Delighting someone is
fun, and opens a door
for dialogue.



Are the GTM teams operating well?

What new programs or plays are you trying with your team?
What changes have you made to your team or processes?

What are your biggest execution challenges?

B LW Dh o~

How do Marketing & Business Development work together in your
organization?

5. How & when do the teams work hand in hand? Root cause analysis
assessment? Training?

6. Do the teams have swimlanes of accountability and own customer
acquisition, regardless of source model?
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The Tech: SEEERES
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Why your tech stack?

1. Predict & automate digital to human experiences?

Predict & automate customer acquisition & growth workflow between
gotomarket teams?

Automate dataflow & insights?
Pipeline velocity?
PreCise prOSpeC'l' 1-0 I"ge'l'ing in digi-l-ql (meeﬁngregulaforyspecofcourse)?

Growth modeling, media mix modeling, attribution, etc.?

N o O &~ w

Market mapping?
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Commerce & Sales Data Management
Retail, Proximity & loT Marketing Audience/Marki Data & Data Enhancement Talent t

3 E e bizible S . «® informatica i

&Y= orin @ mps  intuizi 2 ¥:¥eingl.eed e

Events, Meetings & Webinars (\‘ A N
c~) INTEGRATE u'\upnne ’ a|yce Channel, Partner & Local Marketing . SR

Advertising & Pro

Content & Experience

Interactive Content

Social & Relationships

ABM Call Analytics & Management

o DEMANDBASE LinkedD

Mobile Marketing Mobile Apps

S stverander communications Typeform

D Ink
Dbizible

11) Marketo € salesLoft

Alchemer

TechValidate Oberflip

R= AL SR Pics
Datdlree
&
zoom

QO dun@ bradstreet DiscoverOrg

— o 8B cvent e
Marketing Analytics, Performance & Attribution Wike

Social Media Marketing & Monitoring Sales Automation, Enablement & intelligence ‘=ProductPlan

Video Marketing

You D

Google Ads

ZWISTIA

Email Marketing

intuizi 1) Marketo wae  Creanoease | [T
: © ENTRUST 4 AddThis dun&bradstreet €) salesLoft @biziblg ASE
MOZ PRaPS gxrsciinn = © ALLOCADIA
mmatic Advertising Content Marketing sproutsocial DiscoverOrg
DEMANDEASE i hotjar mo
Wriki
O theTradeDesk N eﬁea)ter i # hunter i s

| &~ @ ALN o

Advocacy, Loyalty & Referrals Influencers

DOMDOTY 4 ite

Dashboards & Data Visualization

c Dm.n’fo Fie
¥ CHALICE 3 D > AMBITION Z =T . @ K=
II M k o = = & Mo Bt ; 4{#+ableau
arketo Optimizely glassdoor @skilljar ('Y alyce clezd
(© Browserstack @ £ Ghost Inspector @Drift Linked (% (&)w PO o customr netience & Dta Science
SALES NAVIGATOR :
<at B
e = 1 ke h
DAM & MRM Community & Reviews '-j Conversational Marketing & Chat Affillate Marketing & Management ;t:: o b | in < Zeeneo
) 2 : S
b Bing s, Tacebook ics [Erandfolder (5/|crown L .
Setware Advics Drlft Ecommerce Marketing a Wrike
Linked [ K Trustpilot % snowflake o
secul & i
SN Lucidchart
Customer Experience, Service & Success @ CloudApp
Marketing Automation & Campaign/Lead Management 4 pendo FELLOW

3 salesforce ualtncs {® Informatica @blﬂble Google Site:
) Marketo'  W.ioiens q - $ oo
askilljar clezd @) Mutesott
Wrike

video Advertising

v
zoominfo @LeanData O Userkvidence

_

ov, Compliance & Privacy

% Statuspage
CMS & Web Experience Management

[

“*LOTAME

Customer Data Platform

@ £ Google Cloud
WORDPRESS salesforce

f Capterra Gamr

SirusDedisions >

o
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Your tech should
enable data insights.



Why your tech stack?

1. Predict & automate digital to human experiences?

Predict & automate customer acquisition & growth workflow between
gotomarket teams?

Automate dataflow & insights?
Pipeline velocity?
PreCise prOSpeC'l' 1-0 I"ge'l'ing in digi-l-ql (meeﬁngregulaforyspecofcourse)?

Growth modeling, media mix modeling, attribution, etc.?

N o O &~ w

Market mapping?
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Powering the Future of the Real Estate Industry
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Thank
you!



