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	1. INTENT
DRIVEN
MARKETING
Media + Marketing  for Technology Companies
How to use buyer intentions
to improve your campaigns
 



	3. Meeting campaign metrics  alone aren’t enough. We
have to push to measure better, to run more integrated
programs, to unite data and technology to create tangible
financial outcomes.
Our audience? They need answers. The world is moving
fast and market opportunities don’t stick around. Likely
buyers need information and they need it now.
With new data signals that tell us more than ever before
about our audience, we can take more of the right
actions, right now.
As marketers today,
we need results.
1
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	4. 2
  


	5. 1
Demand
Intent-Driven Marketing
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	6. Creating and
capturing demand.
Identifying  the ‘buy-state’ of an audience should shape how
you approach connecting with potential customers. Many
companies today still overly focus on creating demand, aka
‘demand generation,’ hoping to turn hords of generic leads
into buyers using name-capture tactics and the traditional
sales process.
Determining if organic demand for a product already exists
— or where it exists — in the market can be tough, making
capturing that demand (in-market buyers) equally difficult.
Emerging technology and new data sources are empowering
marketers to quickly analyze and understand the nature of
organic demand and to better determine which elements of
an audience can truly be ‘generated’ as new demand.
4
 


	7. Engage in-market customers  who
have organically shown signs that
they want your product.
This demand exists. Find it by
using ‘intent signals’ to identify
the audience and then go get it
by aligning your activity to the
content and locations where this
audience is already engaged.
Both capturing and creating demand are critical
aspects of filling the marketing funnel and should
be seen as interdependent.
CAPTURE DEMAND
Stimulate a desire with nearly-in-
market customers who are most
likely to desire your product.
Use data to identify people most
likely to move away from the
status quo and become in-market
buyers. Likewise, optimize in-
flight against campaign data to
further improve targeting of those
buyers and their look-alikes.
CREATE DEMAND
2
1
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	9. 2
IntentData
Intent-Driven Marketing
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	10. Data is the
new  opportunity.
Data provides marketers with an unprecedented opportunity
to better understand both organic and potential demand.
There are many different data inputs amounting to a sea of
information. Multiple inputs are necessary to both create and
capture this demand well.
Of the many sources of information, some data is static and
provides only basic guidance, while others inputs are more
dynamic and indicate a buyer’s intentions. These new intent
data signals are critical to identifying and capturing in-
market buyers.
8
 


	11. WEB ACTIVITY
COMPANY
TITLE
PERSONAS
SITE DATA
SOCIAL  ACTIVITY
SEARCH
Intent data is live information about the activities and
behaviors of your audience, creating truly dynamic
and powerful signals about their preferences, their
information needs, their propensity to take an action,
and ultimately their intent to make to purchase.
INTENT DATA
DEVICE
INTENT DATA
STATIC DATA
AUDIENCE
POINT OF
SALE/CRM
CONTENT DATA
IP ADDRESS
GEO
LOCATION
Intent-Driven Marketing
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	12. You’re probably familiar  with intent signals
from search, but what about content?
WEB ACTIVITY
SITE DATA
SOCIAL ACTIVITY
SEARCH
INTENT DATA
AUDIENCE
POINT OF
SALE/CRM
10
 


	13. WHITE PAPER
DOWNLOAD
ATTENDED
WEBINAR
ARTICLE
INTEREST
SEARCH
WATCHED
VIDEO
SOCIAL
ACTIVITY
This puts  pressure on organizations to reach potential customers with
information, before the buying process even begins. Data shows that
brands must create the perception of value with customers higher in the
funnel, in order to prevent your sales team from encountering buyers with
preconceived notions about their ‘need’ and the ideal ‘solution’, which then
tends to force sales to negotiate on price.
Content data lets you identify the topics, subjects and formats people are
researching, consuming and engaging with already. Which in turn allows
you to better map and tailor a content strategy to both create and capture
demand, earlier in the buying process.
Content Data
Content data is a primary and critical intent signal today,
especially in B2B. Today’s audience is highly empowered
and informed. When moving in market for goods or
services, buyers today begin by gathering information.
CONTENT DATA
Intent-Driven Marketing
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	15. 3
TakingAction
Intent-Driven Marketing
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	16. Actions over
impressions.
One of  the important opportunities that results from having
better signals about a buyer’s intentions is the ability to parse
your audience, and focus on buyers that have the greatest
propensity to take a desired action.
When you combine intent data with traditional demographic,
persona and segmentation tactics, you’ll start your campaigns
smarter than ever before. The next piece of the puzzle is then
reacting in real-time to campaign data and further optimizing
quickly to the best prosects and then expanding to find more
of your audience that looks like them.
14
 


	17. Use tools like  programmatic media to optimize
campaigns toward an individual’s propensity to
take a desired action.
Use algorithmic
prospecting to fill
the top of your
funnel with
in-market and
near-to-in-market
buyers.
Identify net-new
names, based on
look-alike profiling
of recent customers
or responsive leads.
Unlock cost
efficiencies.
Nurture audiences
who engaged
with the brand.
Implement
sequential
messaging using
retargeting.
ALGORITHMIC
PROSPECTING
SALES CYCLE
PROGRAMMATIC MEDIADEMO
PREDICTIVE
NURTURE
INTENT
Intent-Driven Marketing
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	18. WEB ACTIVITY
SITE DATA
SOCIAL  ACTIVITY
SEARCH
POINT OF
SALE/CRM
CONTENT DATA
Use Intent Data to better identify which target
companies are in-market and most likely to buy.
INTENT DATA
AUDIENCE
Improve your account-
based marketing with
better data.
16
 


	19. Use Programmatic Media
to  specifically target the
individuals on the buying team
within target companies,
wherever they are.
Programmatic media is a tool that allows you to use
a vast number of variables and billions of data points
in real-time.
ACCOUNT LIST
ANALYTICS
INDIVIDUAL MEMBERS OF THE BUYING TEAM WITHIN ACCOUNTS
MULTIPLE TARGETING VARIABLES
010110101010111001010110101010
1001010 01011010101011100101011
01010101001010 0101101010101110
010101101010101001010 010110 01
011010101011100101011010101010
1101010101001010 01011010101011
10010101101010101001010 0101101
010101110010101101010101001010
1010101110010101101010101001010
010110101010111001010110101010
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	20. ALGORITHMIC OPTIMIZATION
PROSPECTING
CONTEXTUAL
AUDIENCE TARGETING
IP  TARGETING
SEARCH RETARGETING
RETARGETING
Programmatic allows you to have a unified view
throughout the funnel and optimize in real-time
within and across tactics.
18
 


	21. Programmatic processes a  wide
array of optimization variables.
CONTEXTUAL
++ Page URL
++ Referring Frame
++ URL Publisher
++ Site ID
++ Ad Tag ID
++ Exchange Name
++ Banner
Types Allowed
++ Video Types Allowed
++ Video Companions
Allowed
++ Producer (for
embedded video)
++ Bid Floor
++ Expandable
Types Allowed
++ Content Categories
++ Page language
++ Page Safety Data
++ Page Quality Data
(from vendors)
++ Historic Performance
of the site
++ IAB video Ratings
CONSUMER
++ Exchange’s User ID
++ Vendor User ID
++ Mobile Device ID
(for mobile)
++ Android ID
++ User Agent
(identifies browser)
++ IP Address
++ GEO location, from
registration data
++ Latitude/longitude
++ 3rd Party Data
SegmentMembership
++ Profiles from
Advertiser Data
++ Browser, OS,
Version, Device Type
++ GEO location from
IP address database
++ Connection speed
from IP database
++ Supplemental User
Data from client-
data integration
++ Aggregate demo data
derived from GEO
CREATIVE
++ Creative ID
++ Creative Concept
++ Offer/Incentive
++ Animated
++ Sound
++ Video
++ Size
++ Expandable
++ Color/Composition
++ Call to action
++ Language
19
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	23. 4
Testingand
Measuring
Intent-Driven Marketing
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	24. Is it the  creative?
The content?
The distribution channel?
The measurement?
Embrace the data and the resulting insights to generate new
ideas to determine what does work. Remember, small wins
add up to big results.
Treat everything
as a test.
In order to understand what works and what doesn’t —
fast — you’ll need to create the appropriate measurement
infrastructure and set up controlled testing environments
from the beginning. Implement proxy metrics and isolate
testing variables.
Your goal should be to fail faster than the competition.
22
 


	25. “One good test  is worth a
thousand expert opinions.”
—WERNHER VON BRAUN
Intent-Driven Marketing
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	27. Want to connect  and learn more about better media and
marketing? Reach us at www.dwamedia.com or contact:
James Miller
SVP Business Development
JamesM@dwamedia.com
+1 415 229 0902
DWA, Americas
1160 Battery Street, West Building, Suite 400
San Francisco, CA 94111
Ben Barenholtz
Senior Director, Global Marketing
BenB@dwamedia.com
+1 415 229 0912
DWA, Americas
1160 Battery Street, West Building, Suite 400
San Francisco, CA 94111
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