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I Executive Summary

B2B buying has undergone a fundamental transformation. According to McKinsey's 2023
B2B Pulse Survey, buyers now use an average of ten channels throughout their purchasing
journey—double the five channels used in 2016'. Simultaneously, Gartner research reveals
that the average enterprise B2B buying group consists of 5-11 stakeholders representing five
distinct business functions?, each with different information needs, channel preferences, and
decision criteria.

Yet despite this complexity, most organizations continue to operate advertising campaigns
in disconnected silos—managing display advertising through one platform, email through

another, connected TV through a third, and native advertising through yet another tool.

This fragmentation creates three critical problems:

1. Inconsistent buyer experiences across touchpoints.

2. Attribution blind spots that obscure true campaign performance.

3. Budget waste through redundant reach and lack of cross-channel optimization.

This whitepaper examines the structural challenges created by multi-channel B2B
advertising fragmentation and explores how unified, Al-powered methodology can
address these issues. We draw on an approach wherein—a unified platform brings together
Al-powered advertising, first-party intent data, and intelligent orchestration via Al
CoPilots & Agents to enable account-based execution across display, native, connected TV,
email & other channels from a single system.

The Omnichannel Imperative: Unified
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Key Findings

Channel fragmentation creates measurable inefficiencies in campaign execution

and measurement.

e Unified platforms with Al-driven optimization can significantly improve
engagement rates and reduce operational overhead.

e First-party intent data integration enables more precise targeting and account

prioritization.

* Account-based execution across buying committees requires coordinated multi-
channel orchestration.

* Autonomous agents enable true cross-channel intelligence and committee-level

targeting impossible with siloed tools

The Omnichannel Imperative: Unified
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| The Multi-Channel Reality

The traditional B2B sales process—dominated by direct sales engagement and limited trade
publications—has been replaced by a complex web of digital and traditional channels.
McKinsey's 2023 B2B Pulse Survey quantifies this shift: buyers now use an average of ten
channels throughout their purchasing journey—double the five channels used in 2016.

These channels span:

* Digital display advertising across business and industry publications

* Native advertising integrated with editorial content

e Connected TV (CTV) reaching decision-makers on streaming platforms
e Email marketing for direct engagement

* Social media across professional and general platforms

e Webinars and virtual events for education and demonstration

* Peer review sites for validation and comparison

* Industry analyst reports for independent assessment

* Direct vendor engagement through sales teams

* Podcasts and audiovisual thought leadership content

Each channel represents both an opportunity to reach buyers and a potential gap if not
properly coordinated with other touchpoints.

The Multi-Stakeholder Challenge

The complexity extends beyond channel proliferation. Gartner research indicates that the
typical buying group for a complex B2B solution involves 6-10 decision-makers?, each bringing
different:

* Roles and responsibilities (technical evaluators, financial approvers, business stakeholders,
compliance reviewers)

¢ Information requirements (technical specifications vs. business case vs. risk assessment)

e Channel preferences (technical buyers may prefer documentation and webinars;
executives may engage through industry publications and CTV)

* Decision criteria (performance vs. cost vs. implementation complexity vs. vendor stability)

This multi-stakeholder reality has profound implications for advertising strategy.

The Omnichannel Imperative: Unified
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Effective campaigns must:

1. Reach diverse personas across their preferred channels.

2. Deliver role-appropriate messaging tailored to different decision criteria.

3. Maintain consistent positioning across all touchpoints.

4. Track and attribute engagement across entire buying committees, not just individual contacts.

Implications for Advertisers

The combination of channel proliferation and multi-stakeholder decision-making creates
requirements that traditional single-channel or loosely coordinated multi-channel

approaches cannot adequately address:

e Coverage imperative: Advertising must span multiple channels to intersect with buyers
wherever they conduct research. Missing a key channel means missing potential buying

committee members.

* Consistency requirement: Messaging must be coordinated across channels to avoid
conflicting claims or fragmented brand perception. A prospect seeing contradictory
value propositions on CTV versus display advertising experiences brand confusion.

The impact of inconsistency on deal quality is measurable. Gartner research shows that
buyers are 2.8 times more likely to complete a high-quality deal when they perceive
information consistency between a supplier's website and that supplier's representatives?.
Fragmented platforms that allow contradictory messaging across channels—where
display advertising makes one claim, email another, and sales conversations a third—
directly undermine the likelihood of successful purchases.

* Intelligence necessity: Systems must identify and track engagement across entire
buying committees, not just individual contacts, to understand account-level progression
and readiness.

» Efficiency demand: Budget must be allocated dynamically based on performance, with
the ability to shift resources toward highest-performing channels and audiences in
near-real-time.

Traditional approaches—where different teams manage different channels using separate
platforms with independent budgets and reporting—are structurally incapable of meeting
these requirements at scale.

The Omnichannel Imperative: Unified
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I The Fragmentation Problem

In most B2B organizations, advertising channels like display, native advertising, connected
TV, email marketing etc. are managed by separate teams with little coordination:

Each team operates within its own structure:
* Separate budgets with different approval processes and planning cycles.
e Distinct KPIs that may not align (brand team measured on awareness, demand gen
measured on pipeline).
* Independent targeting approaches without visibility into other channels' audience

strategies.

¢ Siloed reporting systems making cross-channel analysis difficult or impossible.

Technology Stack Complexity

The organizational silos are reinforced by technology fragmentation. A B2B marketing

technology stack may include:
e Programmatic display platform (DSP) for banner and video advertising
* Native advertising site for content distribution
e Connected TV vendor for streaming inventory access
* Marketing automation platform for email and workflow management
e CRM system for account and contact data
e Separate Analytics dashboards for measurement and reporting

e Customer data platform or data warehouse for data aggregation

The Omnichannel Imperative: Unified
07 GTM for Modern B2B Advertising
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Each platform operates with:

* Proprietary data schemas and customer identifier systems

» Different user interfaces requiring separate training and expertise
¢ Unique integration requirements creating technical complexity

e Varying data retention policies complicating historical analysis

* Independent reporting interfaces with non-standard metrics

The result is data fragmentation: customer interactions are recorded in multiple systems with

limited ability to create a unified view of engagement.

The Attribution Challenge

When campaigns run on disconnected platforms, accurate attribution becomes nearly
impossible:

e Last-touch attribution over-credits the final interaction (typically email or direct web visit)
while ignoring the display advertising that created initial awareness or the CTV ad that built

consideration.

e First-touch attribution credits the initial touchpoint but ignores the nurture sequence that
actually moved the prospect through the funnel.

Multi-touch attribution requires data integration across all platforms—technically complex
and often incomplete due to:

Different tracking mechanisms (cookies vs. device IDs vs. email addresses)
e Privacy restrictions limiting cross-platform identity resolution

Data silos preventing unified analysis

Lack of standardized event definitions across platforms

Without accurate attribution, budget optimization becomes guesswork. Teams cannot

reliably answer fundamental questions:

Which channel combinations drive the highest conversion rates?

What is the optimal frequency across channels for different audience segments

How should budget be allocated across formats to maximize pipeline or revenue?

Which creative approaches work best for different buying committee roles?

[
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Demand Gen Report's 2021 Marketing Measurement & Attribution Survey found that 86% of
marketers consider advancing measurement a growing priority, yet 39% admit their current
system needs improvement®—evidence that existing fragmented approaches fail to deliver
needed visibility into campaign performance

The Omnichannel Imperative: Unified
09 GTM for Modern B2B Advertising
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I The Economics of Inefficiency

The inefficiencies created by fragmentation have measurable economic impact:

e Operational overhead: Managing separate platforms requires separate expertise,
training, and administrative time. Organizations report:
o 40-60 hours to set up coordinated multi-channel campaigns across separate
platforms.
o 20+ hours monthly aggregating reporting data manually.
o Multiple vendor relationships with separate contracts, invoicing, and support
interactions.

* Budget waste: Without unified frequency capping and attribution:
o 15-25% of impressions delivered to already-converted accounts (lack of real-time
suppression).
o Over-concentration on easily-tracked channels (typically email) at the expense of
awareness-building formats.
o Under-investment in optimal channel combinations due to inability to measure true
multi-touch impact.

* Missed optimization opportunities: Manual optimization cycles (weekly or monthly
review and adjustment) mean:
o Days or weeks of suboptimal spend before performance issues are identified and
corrected.
o Inability to respond to real-time signals (engagement spikes, competitive activity,
market events).

o Lost learning opportunities because insights from one channel don't inform others.

¢ Committee coverage gaps: Without account-level orchestration:
o 30-40% of buying committee members receive zero advertising exposure
(concentrated on known contacts).
o Imbalanced messaging with some personas over-exposed while others are
ignored.

o Slower deal velocity because key stakeholders aren't adequately engaged.

The Omnichannel Imperative: Unified
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The Opportunity Cost

Beyond direct waste, fragmentation creates opportunity costs:

* Slower speed-to-market: Coordinating campaigns across multiple platforms and

teams extends launch timelines, delaying revenue impact.

* Reduced experimentation: The complexity of managing multiple platforms
discourages testing and innovation, leading to stagnant approaches.

¢ Competitive disadvantage: Organizations using unified, Al-optimized platforms
can move faster and optimize more effectively, winning share from fragmented
competitors.

The Omnichannel Imperative: Unified
GTM for Modern B2B Advertising
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A Unified Approach: The
SalesboxAl Model

The problems outlined above—organizational silos, technology fragmentation, attribution
challenges, and operational inefficiency—share a common root cause: the separation of
advertising execution across multiple disconnected systems.

SalesboxAl addresses this through a fundamentally different architecture: a unified agentic
signal-driven GTM platform that brings together Al-powered advertising, first-party
intent data, and intelligent orchestration through Al CoPilots, agents and command centers
in a single system.

Platform Consolidation

Rather than managing separate tools for each advertising format, SalesboxAl provides a
single platform supporting multiple formats:

* Display advertising: High-impact banner and rich media ads across premium B2B
publisher networks, with programmatic access to quality inventory and real-time bidding
optimization.

* Native advertising: Content-style advertisements that integrate seamlessly with
publisher editorial, distributed through premium content networks with engagement-
optimized placement.

e Connected TV (CTV): Video advertisements delivered to decision-makers on streaming
platforms and smart TV applications, with account-level precision targeting that delivers

ads to specific companies.

e Email: Al-optimized email campaigns with personalized messaging, send-time

optimization, and automated A/B testing of subject lines and content.

All four formats are managed through a single interface with:

Unified campaign setup eliminating duplicate configuration

Consistent targeting with account lists applied across all formats

Coordinated creative with messaging aligned across channels

Integrated budgeting with dynamic allocation based on performance

The Omnichannel Imperative: Unified
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This consolidation immediately eliminates the operational overhead of managing multiple
vendor relationships, learning separate interfaces, and coordinating campaigns across
disconnected systems.

Unified Data Architecture

SalesboxAl operates on an integrated data model that unifies:

¢ Account and contact data
o Target account lists with firmographic and technographic attributes
o Buying committee identification (job titles, departments, seniority)
o CRMintegration for account status, opportunity stage, and revenue data

¢ Interaction data

o Adimpressions, clicks, and conversions across all channels

o

Video completion rates, email opens, content engagement

[e]

Website visits and on-site behavior

[¢]

Cross-channel frequency and recency at account and individual level

¢ Intent signals

[¢]

First-party behavioral data from ad engagement

[¢]

Content consumption patterns indicating research topics

o

Engagement velocity showing increasing/decreasing interest

[¢]

Account-level intent scoring aggregating committee member behaviors

This unified data foundation enables capabilities impossible with fragmented systems:

¢ Cross-channel frequency management: Automatically cap total impressions across all
formats (e.g., maximum 10 touchpoints per person per week across display, native, CTV,
and email combined) to avoid over-exposure while ensuring adequate coverage.

¢ Real-time suppression: When an account converts or should be excluded, that decision
propagates instantly across all channels, eliminating wasted impressions on already-won
deals.

¢ Committee-level orchestration: Track engagement across all buying committee
members, ensuring balanced reach across personas and identifying high-engagement

accounts where multiple stakeholders are showing interest.

¢ Unified attribution: Analyze complete conversion paths across all touchpoints to
understand true channel contribution and optimize budget allocation accordingly.

[
The Omnichannel Imperative: Unified
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Account-Based Execution

SalesboxAl is built around the fundamental unit of B2B marketing: the account.

e Account-level targeting

(o]

(o]

(o]

Define target account lists based on ICP fit and intent signals.

Match ad inventory to individuals at target accounts across all channels.
Track engagement at account level, aggregating all committee member
interactions.

Prioritize high-value accounts with increased budget allocation.

e Buying committee coverage

o

o

Identify multiple stakeholders within each account (CFO, CTO, VP Operations, etc.).
Deliver persona-appropriate messaging to different committee members (ROI
focus for finance, technical details for engineers, business impact for executives).
Measure reach across the entire buying group, not just known contacts.

Optimize for committee coverage, ensuring all key decision-makers receive

exposure.

e Coordinated messaging

o

o

Maintain consistent positioning across all touchpoints.

Sequence messages appropriately based on engagement stage (awareness >
consideration > decision).

Adjust messaging dynamically based on intent signals (serve pricing content to
accounts researching costs, technical content to those exploring capabilities).

Coordinate creative rotation to avoid fatigue while maintaining presence.

This account-based approach ensures that advertising efforts align with how B2B

purchases actually happen: through committees of stakeholders researching across

multiple channels over extended time periods.

The business impact of this coordination is substantial. Gartner research demonstrates that
buyers are 2.8 times more likely to complete a high-quality deal when they perceive
information consistency across digital and human touchpoints?. SalesboxAl's unified

architecture ensures this consistency by managing all creative, messaging, and targeting
from a single system—eliminating the possibility of contradictory claims across channels

that plague fragmented approaches.

14
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I The Role of Al in Multi-Channel
Optimization

Traditional marketing automation uses rule-based logic: "If contact downloads whitepaper,
then send follow-up email in 2 days." While useful for simple workflows, rule-based
automation has fundamental limitations when applied to multi-channel advertising
optimization:

e Staticrules don't adapt to changing performance patterns or market conditions.

e Human-defined logic can only account for obvious correlations that analysts explicitly

program.
e Channel-specific rules cannot optimize holistically across advertising formats.
* Limited scale as rule complexity grows exponentially with campaign sophistication.

SalesboxAl employs machine learning algorithms that analyze millions of signals to identify
and reach decision-makers, learning optimal actions from data rather than following
predefined rules.

Al-Powered Optimization: The SalesboxAl Approach

The platform's proprietary Al engine continuously optimizes campaigns across multiple dimensions,
operating 24/7 without manual intervention:

Al-Powered Targeting

Machine learning algorithms analyze millions of signals to identify and reach decision-makers at
accounts showing buying intent:

* Processes firmographic, technographic, and behavioral signals in real-time.
¢ |dentifies patterns indicating active research and purchase consideration.

* Predicts likelihood of engagement for each impression opportunity.

® Continuously refines targeting based on campaign performance data.

The platform achieves an 85% account match rate—industry-leading precision ensuring ads reach
the right companies.

The Omnichannel Imperative: Unified
15 GTM for Modern B2B Advertising
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Real-Time Bid Optimization

Intelligent bidding algorithms adjust spend allocation dynamically:

e Predicts optimal bid levels based on account characteristics, context, and historical
performance.

e Adjusts bids in real-time to maximize delivery efficiency.

e Learnsideal bid ranges by channel, audience segment, placement, and time of day.

e Paces budget to avoid overspend while maximizing delivery during high-intent periods.

This intelligent bidding delivers 40% lower cost-per-click compared to traditional
approaches while improving audience quality.

Placement and Creative Optimization

The Al engine optimizes where ads appear and what creative audiences see:

e Placement intelligence: Tracks performance at granular levels (specific publishers,
article categories, page positions) and automatically shifts budget toward highest-
performing placements.

e Creative testing: Runs continuous multivariate tests across creative variations,
identifying which messages resonate with different personas and account segments.

e Contextual matching: Identifies content environments that drive engagement for
specific products (e.g., security-focused content for cybersecurity products).

e Fatigue detection: Monitors creative performance over time and automatically rotates

assets when engagement declines.

Predictive Analytics

The platform forecasts campaign performance and optimizes spend allocation:
* Predicts which accounts are most likely to engage based on intent signals and
behavioral patterns.
e Forecasts budget requirements to achieve target reach and frequency.
* |dentifies optimal channel mix for different campaign objectives (awareness vs.
demand generation).
e Recommends budget reallocation based on predicted ROl by channel.

The Omnichannel Imperative: Unified
16 GTM for Modern B2B Advertising
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Account-Based Advertising Precision

Unlike traditional programmatic platforms that optimize at the individual level, SalesboxAl
optimizes for account-based outcomes:

e Buying committee reach: Ensures coverage across multiple stakeholders within target
accounts (technical evaluators, business decision-makers, financial approvers, C-suite
executives).

e Committee-level coordination: Delivers persona-appropriate messaging to different
roles while maintaining consistent positioning.

e Account-level frequency management: Balances reach across buying committee
members to avoid over-exposure of some personas while others receive inadequate
coverage.

* Buying group intelligence: Identifies which stakeholder roles are engaging and adjusts

targeting to fill coverage gaps.

The Omnichannel Imperative: Unified
17 GTM for Modern B2B Advertising
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I Continuous Learning and
Adaptation

The Al engine operates on a continuous learning cycle:

1. Deploy campaigns across channels (display, native, CTV, email) with initial targeting
and creative.

2.Monitor performance in real-time, collecting engagement data and intent signals.

3.ldentify patterns in what's working—which accounts engage, which creative resonates,
which channels perform, which times drive optimal results.

4. Adjust tactics automatically—shift bids, rotate creative, reallocate budget, refine
targeting.

5.Repeat continuously, 24/7, without human intervention.

This creates measurable advantages:

Speed: Optimizations happen in hours or days rather than weeks of manual analysis and
adjustment.

Scale: The Al optimizes across thousands of accounts and millions of impression
opportunities simultaneously—far beyond human analytical capacity.

Discovery: Machine learning identifies non-obvious patterns (e.g., "accounts in healthcare
verticals engaging with compliance-focused content on weekdays show 2.8x higher

conversion rates") that manual analysis would never uncover.

Adaptation: As market conditions, competitive activity, and buyer behavior change, the
system automatically adjusts without requiring new rules or manual intervention.

Recent campaign data shows strong results with the platform's latest Al enhancements:
* 32% lift in engagement through improved targeting precision.

e 17% increase in pipeline from better account coverage.
o 28% faster pipeline velocity by reaching buying committees more effectively.

The Omnichannel Imperative: Unified
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The Integrated Digital-Human Advantage

SalesboxAl's approach validates what Gartner research has quantified: the superiority of
integrated digital and human engagement. Gartner's analysis of purchase regret shows
that rep-assisted digital commerce—where buyers use digital tools in partnership with sales
representatives—results in only 21% purchase regret, compared to 43% regret for pure self-
service digital purchases and 26% regret for traditional rep-led approaches?.

This validates a core principle of unified platforms: digital advertising and intent data don't
replace human expertise—they amplify it. When sales teams have visibility into which
accounts are engaging with display ads, which content they're consuming, and which intent
signals they're showing, they can provide contextualized guidance that pure self-service
cannot match. The result is higher-quality deals with lower regret rates.

The Omnichannel Imperative: Unified
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I First-Party Intent Data: Closing
the Loop

A key differentiator in SalesboxAl's architecture is the integration of first-party intent
signals—behavioral data captured directly from buyer interactions with advertising and
content, synthesized into a unified signal layer that powers targeting, optimization, and
sales intelligence.

The Intent Data Advantage
Traditional advertising platforms operate largely blind to actual buyer intent:

e Third-party targeting relies on demographics, firmographics, and purchased intent
data that may be outdated, inaccurate, or too broad to indicate genuine purchase
consideration.

e Limited feedback loops mean that engagement with one ad has no impact on
subsequent targeting or messaging (each impression is independent, preventing
learning and adaptation).

* No account context prevents understanding whether engagement represents a single
researcher exploring options or a buying committee showing collective interest.

* Delayed visibility means that even when intent signals exist, they're not available to
advertising systems in time to influence campaign decisions.

SalesboxAl's unified platform captures, synthesizes, and activates first-party intent signals
in real-time.

The Signal Layer Architecture

The platform operates on a unified signal layer that integrates multiple data streams:

Web Visitor Identification

Real-time identification of anonymous website visitors, mapped to accounts and scored for
intent:

* |dentifies company-level visits from IP address and reverse-lookup technology

* Tracks which pages and content assets visitors engage with

e Measures session depth, duration, and recency

e Scores accounts based on visit patterns and content consumption

[
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Account Intent Scoring
Multi-source signal aggregation scored and weighted in real-time:

e Ad engagement signals: Clicks, video completions, time spent with ads across display,
native, and CTV

e Email behavior: Opens, click-throughs, content downloads, reply activity

* Website activity: Pages visited, content consumed, forms submitted, time on site

* Content progression: Movement from awareness content > consideration content >
decision content

* Engagement velocity: Increasing or decreasing frequency of interactions

The platform synthesizes these signals into composite intent scores that indicate:

* Interestlevel: How much attention the account is paying (volume of engagement)
* Research stage: Where in the buyer journey they are (types of content consumed)
* Urgency: How quickly interest is building (velocity of engagement

Buying Group Detection

Al-powered identification of economic buyers, champions, and technical evaluators within
target accounts:

e Analyzes job titles, departments, and seniority levels of individuals engaging

* |dentifies patterns indicating buying committee composition (CFO + CTO + VP
Operations engagement suggests active evaluation)

e Scores stakeholder roles by likelihood of decision authority

e Tracks coverage across typical buying committee roles to identify gaps
When multiple stakeholders from the same account engage—particularly across different
functional roles—the platform flags this as a strong signal of genuine buying committee
activity.

Intent-Driven Campaign Activation

SalesboxAl uses these unified signals to drive advertising optimization:

The Omnichannel Imperative: Unified
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Account Prioritization

* Increase investment in high-intent accounts showing active research (automatic
budget reallocation).

* Reduce or pause advertising to accounts showing no engagement (eliminate waste).

e Accelerate engagement when accounts transition from awareness to consideration
based on content consumption patterns.

e Alert sales teams when target accounts cross intent thresholds indicating readiness for
outreach.

Message Personalization

* Topicrelevance: Serve ads related to research topics (accounts engaging with security
content receive security-focused creative).

e Stage alignment: Adjust messaging based on funnel stage (awareness-stage accounts
see educational content; decision-stage accounts see proof points and ROl messaging).

* Role customization: Deliver persona-appropriate creative to different buying

committee members (technical details for engineers, business impact for executives,
ROI for finance).

Timing and Frequency Optimization

e Strike when hot: Increase touchpoint frequency when intent signals spike (capitalize on
active research).

e Avoid fatigue: Slow or pause when engagement drops or stops (preserve brand
perception).

e Optimize send times: Time ad exposure around observed engagement patterns
(days/times when account is most active).

Cross-Functional Intelligence

Because SalesboxAl unifies advertising execution with intent data, the signals flow to
stakeholders beyond just the advertising campaigns:

e Sales enablement: Sales teams receive visibility into which target accounts are showing
high intent and what topics they're researching.

* Content strategy: Insights into which content types and topics drive engagement
inform content development priorities.

e Product marketing: Understanding which features and capabilities prospects research
most helps refine positioning.

[
The Omnichannel Imperative: Unified
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The Closed-Loop Advantage

By combining advertising execution with intent data capture and activation in a unified
platform, SalesboxAl creates a closed-loop system that traditional fragmented
approaches cannot replicate:

1. Advertising drives engagement across display, native, CTV, and email.
2.Engagement generates intent signals showing what accounts care about and where
they are in the buying journey.
3.Intent signals inform targeting (prioritize high-intent accounts, deprioritize cold
accounts) and messaging (serve relevant, stage-appropriate content).
4. Improved targeting drives more efficient advertising (better performance metrics,
lower waste, higher ROI).

5. Cycle repeats with continuous improvement as the Al learns which signals predict
conversion.

This is fundamentally different from fragmented approaches where:

e Advertising platforms don't see intent signals (blindly optimizing on limited metrics)
e Intent data platforms don't control advertising execution (insights exist but can't be
activated quickly)

* Manual processes create delays between signal detection and campaign adjustment

The unified architecture eliminates these gaps, enabling real-time response to buying
signals across the entire advertising ecosystem.

The Omnichannel Imperative: Unified
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Measuring Success in Unified
Campaigns

SalesboxAl provides visibility into campaign performance across multiple dimensions
through unified reporting:

Channel-level metrics

e Impressions delivered by format (display, native, CTV, email)

Engagement rates:
o Display and native: Click-through rates
o CTV:Video completion rates
o Email: Open rates and click-through rates

Cost efficiency: CPM (cost per thousand impressions), CPC (cost per click), cost-per-
engagement

Quality metrics:
o Display: Viewability rates, brand safety compliance
o Email: Inbox placement rates, spam scores
o CTV: Completion rates

Account-level metrics

e Accounts reached: Number of target accounts that received at least one impression

e Account match rate: Percentage of desired accounts successfully reached

* Buying committee coverage: Percentage of identified stakeholders reached within
each account

e Average frequency per account: Total impressions per account across all channels

e Engaged accounts: Accounts meeting engagement threshold (typically 3+ meaningful
interactions)

e Account progression: Movement through funnel stages based on intent signals and
content consumption

Cross-channel insights
The unified platform enables analysis impossible with fragmented systems:
e Multi-touch conversion paths: Which channel sequences lead to conversion (e.g., "CTV
view > Native click > Display retargeting > Email conversion" as common path)
e Channel contribution: Attributed value by format using algorithmic attribution

The Omnichannel Imperative: Unified
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* Incremental lift: Performance improvement from channel combinations vs. single
channels

* Frequency distribution: Identifying over-exposed and under-exposed accounts for
rebalancing

* Buying committee engagement patterns: Which stakeholder roles engage through
which channels

Business outcomes

* Marketing-qualified accounts generated

e Sales-accepted opportunities created

e Pipeline value influenced

e Revenue attributed to advertising campaigns
e Customer acquisition cost

e Returnon ad spend

The Omnichannel Imperative: Unified
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I Conclusion

The advertising technology landscape is at an inflection point. What began as innovation—
specialized tools for each channel, each use case, each optimization need—has evolved into
a barrier. The fragmentation that once promised "best-of-breed" capabilities now delivers
operational complexity, data silos, and attribution gaps that undermine the very
performance these tools were meant to improve.

The Evidence of Unsustainability

The current state is economically inefficient and strategically untenable:

IDC research commissioned by Seagate found that 68% of data available to enterprises
goes unleveraged®—a problem that becomes acute in fragmented marketing technology
environments where data sits isolated across disconnected advertising, analytics, CRM, and
marketing automation platforms.

Demand Gen Report's 2021 survey, separately, found that while 86% of marketers consider
advancing measurement a growing priority, 39% admit their current system needs
improvement®—a gap that persists because fragmented platforms cannot provide unified
visibility into cross-channel performance.

According to the 2026 Decision Confidence Index from Haus, only half of senior marketing
and finance leaders can clearly explain their marketing measurement approach, while 35%
acknowledge that more than a fifth of their marketing budget is inefficiently allocated®.
One in three report conflicting data sources—a direct consequence of fragmented
technology stacks that cannot provide unified visibility into campaign performance.
Boston Consulting Group's 2025 research on transforming marketing with Al reveals that
57% of CMOs expect marketing effectiveness and 45% expect personalization to be among
the top ways that Al will create value in the future®—indicating widespread executive
recognition that Al-powered platforms will become competitive necessities, not optional
enhancements.

These are not isolated challenges. They are symptoms of structural mismatch between how
buyers engage (across many channels, involving many stakeholders) and how advertisers

execute (through fragmented tools with limited coordination).
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The Technology Response

The solution emerging from this inefficiency is architectural: unified platforms consolidate
multi-channel execution, integrate data across all touchpoints, and leverage artificial
intelligence to optimize at a scale and speed impossible for human-managed fragmented
systems.

Organizations face a choice with asymmetric consequences. Maintaining fragmented
approaches preserves familiar processes and vendor relationships but guarantees
continued inefficiency, incomplete attribution, and competitive disadvantage against
organizations using unified platforms.

Consolidating around unified platforms requires process adoption but delivers immediate
operational efficiency gains and establishes the foundation for continuous Al-driven
improvement that compounds over time.

The Urgency Factor

Two dynamics compress the decision timeline:

Al learning curves favor early movers. Machine learning systems improve with data volume
and time. Organizations beginning the transition now accumulate more campaign data,
train better optimization models, and achieve superior performance faster than late
adopters working with the same technology.

Market consolidation is accelerating. Industry analysts project significant contraction in the
B2B marketing technology sector as buyers are tired of integration complexity and
demand unified solutions. Early adopters influence platform development and secure
favorable economics. Late adopters inherit established architectures with less influence

over roadmaps.

Final Perspective

The trajectory is clear: B2B advertising is moving from fragmented point solutions toward
unified, Al-powered platforms. The performance advantages are too substantial, the
operational efficiencies too compelling, and the buyer experience benefits too significant
for fragmented approaches to remain competitive.
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SalesboxAl represents the current state of this evolution: a unified signal-driven agentic
platform that brings together Al-powered advertising across display, native, connected
TV, and email with first-party intent data and intelligent orchestration. The technology is
proven. The organizational barriers to adoption—while real—are temporary and
surmountable.

The market is consolidating. The technology is ready. The performance advantages are
measurable. Explore unified Go-to-Market advertising at salesbox.ai.
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