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Part 1: The Vision

The Why

‘ "Al will not replace us, it will amplify us." - Pedro Domingos



Why create an Al insight loop

The Challenge The Solution

Most companies rely on static ICPs and limited advisory boards while
buyer expectations evolve rapidly

e Use Al to enable living ICPs and always-on customer voices

e Create a competitive advantage by building a company-wide tool
to make informed, customer-first decisions

e Continuously learn from our buyers, anticipate their needs, and
design product features and marketing engagements that
resonate.

Key Use Cases

———0——0—

Dynamic ICPs Al Customer Advisory Board Campaign Guidance

Al updating segment definitions daily/weekly, Synthesized feedback from product usage, Real-time pain point analysis: "70% of

not annually interviews, and support tickets surfacing top customers cite employee disengagement as
emerging pain points a challenge; build campaigns to address

this."
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How It Works: Data & Integrations

Data Sources

CRM (Salesforce): accounts, contacts, opportunities, win/loss
Marketing Automation: SFMC, HubSpot, paid media

Product Analytics: Amplitude, Mixpanel adoption and churn signals
Web Analytics (GA4): buyer journey insights

Conversational Tools: Qualified, Drift, Intercom, Gong

Customer Feedback: Zendesk, NPS, interviews

External Enrichment: LinkedIn, G2 reviews (Clay)

Al Layer

Normalize & Analyze

1
Signals across all systems
Produce Insights

2
Dynamic ICPs, advisory insights, campaign recommendations
Deliver Outputs

3

Dashboards, GPT assistant, reporting



Use Cases by Role

@@ Sales @ SDR
Pre-call insights, top pain points, deal intelligence Prospect dossiers, personalized outreach, objection handling
~—0
C{Q& Demand Gen Manager + | EventPlanner
Quarterly campaign themes, channel mix recommendations, Audience targeting, agenda design, follow-up guidance

content briefs

s Product Marketer 8@ Product Team
Positioning/messaging from ICP data, competitor comparisons, Al Customer Advisory Board insights to prioritize roadmap
launch planning features based on emerging needs

[J) Core Benefit: ICP insights democratized across the company — ensuring every role makes informed, customer-first decisions
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Part 2: The Roadmap




Building Insight Loop

Phase 1: Data Discovery & Integration Readiness

Audit all key systems (Salesforce, GA4, Amplitude, Qualified,
Marketing Automation). Define required data connections and
prioritize 2-3 pilot integrations.

Deliverable: Integration blueprint + connection prototypes

Phase 3: Expand & Automate

Add secondary data sources (Marketing Automation,
Conversational Tools, NPS). Establish automated syncs
and update cadence. Implement data quality monitoring.

Deliverable: Fully connected Insight Loop generating
live ICP updates

Phase 2: Connect & Normalize Data

Activate data connectors via APIs or middleware.
Normalize data fields and naming conventions. Begin Al
analysis to generate first living ICP drafts.

Deliverable: Integrated dataset + preliminary ICP insights report

Phase 4: Embed & Visualize

Develop dashboards combining CRM + analytics + Al
outputs. Launch Insight Loop GPT interface. Define
ownership and rollout company-wide training.

Deliverable: Operational Insight Loop powering dynamic
ICPs and real-time decisioning



Quick Wins: Driving Momentum

While building the infrastructure, we can immediately activate Al in customer data,
enablement, and content creation.

Win 1: V1ICP/Customer Data

e Enrich Salesforce with firmographics, sub-industry, buying group roles

e Al analysis of pipeline trends (segment, deal size, conversion)
e Upload customer interviews and calls for analysis

e Analyze key personas, buying signals, value drivers

Outcome: Sales prep and campaign planning based on pain points

Win 2: V1 Sales/Marketing Enablement
o Deploy V1ICP to Salesforce: key personas, buying signals, value drivers
e Train sales and marketing on use cases, measurement

e Create feedback and continuing learning process

Outcome: Adoption of Al insights to improve conversion




Quick Wins Continued

Win 3: Creating Content for LLMs

Audit LLMs for visibility; identify content formats cited
Shift to answer first content: FAQs, comparison tables, step by step guides, checklists
Optimize for machine learning: one sentence answers, date references

Build community content: Wikipedia, Reddit

Track performance, monitor share of voice, citations, track referral traffic

Outcome: Prioritized content for Al discoverability (transition from SEO to GEO) to meet
buyers where they are

Win 4: Evaluate and Build Toolstack

Audit toolstack for improvements to data capture and Al enablement
Fill in stack with new tools and consolidated tools (consider Al chatbot, meeting setting,
call recordings, enrichment, intent data)

Create automated process for lead nurturing and scoring

Outcome: Create a toolstack aligned with sales needs and Al plans



Success Metrics

ICP Completeness

Percent enriched, validated, informative

Pipeline Influenced

Early pipeline from ICP-informed messaging

Engagement Lift

Opens, clicks, attendees in ICP-targeted campaigns

Adoption Rates of Al Insights

Company-wide measurement of Al use increases

Campaign Effectiveness

Pipeline, conversion, and resonance metrics



Part 3: The Leadership

The Who



Company-wide Leadership

Executive Sponsorship

Visible support for the Insight
Loop

Experimentation Culture

Willingness to embrace
data-driven iteration

Cross-Functional Support

Commitment from Sales,
Product, IT, Marketing, and CS
teams

Clear KPIs

Tie Insight Loop outputs to
revenue growth and customer
loyalty

Strategic Investment

Al-enabled tools, integrations,
and comprehensive training



How | Inspire and Equip to Lead Through Change
O

Strategically Tactically

Build a team that owns and prioritizes Al and Insight Loop
Continually drive customer first decisions, spotlight wins,
celebrate using Al to drive results

Lead my team to work cross-functionally, own growth and
enhancements of Insight Loop and other Al initiatives
Foster a "test & learn" culture — scaling what works,
learning fast from experiments

Hands-on enablement: playbooks, office hours, peer
champions, role-specific templates

Assistance: self-serve dashboard and custom GPTs; clear
RACI for Al usage and growth

Sharing insights transparently across teams (dashboards,
QBRs, cross-functional meetings, adoption reports)



Conclusion:

By alighing leadership commitment, empowering the
growth team, and building the right roles, forward
thinking marketing teams can embed Al into the
DNA — and lead the industry in customer-first
engagement.

Thank You!




Appendix




Building a Team for Al-Powered Growth

Strategic Roles

Director, Marketing Operations

Own data flow, stack integration, measurement

GTM Engineer [ Marketing Technologist

Connect Al models with CRM, analytics, workflows

Marketing Intelligence Analyst

Translate Al outputs into actionable insights

Content/Storytelling Strategist

Human creativity amplified by Al

Tactical Roles

Experimentation Lead

Design pilots, track learnings, scale successful models

Customer Advocacy Manager

Manage Al advisory board + customer feedback loop

Campaign Coordinator

Execute multi-channel campaigns driven by ICP insights



Why me? Commitment to Excellence

o

Proven Record Relevant Expertise

Consistently meeting pipeline goals through efficient processes, Deep background in employee engagement (Virgin Pulse) directly aligns
rigorous analytics and cross-team collaboration with Workplace Engagement

O

Transformation Leader Mindset

Built data-driven growth systems, unified marketing and sales ops, led Creative, analytical, and customer-obsessed — ready to operationalize

ICP and Al experimentation projects the Insight Loop vision
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