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Executive Summary

Your Target Accounts Are Already Known. The Harder Question Is Knowing When
They're Ready.

Most B2B organizations already have an ICP, a named-account list, or an ABM program in
place. The challenge isn't building that list — it's what happens after. An account can sitona
target list for months while different people inside that organization research problems,
consume content, compare solutions and move closer to a decision. A static list can't show
that movement. That doesn't make the list obsolete. It makes it incomplete.

Signal-based marketing adds a live intelligence layer on top of the accounts a business
already wants to reach. Instead of treating every account on alist equally, marketing and
sales base their next best actions on signals that show where interest is emerging, which

accounts are becoming more active, and which members of the buying committee are

engaging.
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ICP/ABM Signal
List Audience Detection Buying-

Match Committee

m m Intelligence

m Lead m Signal-
Activation Matched
Sales-Ready Verified Content
Lead Engagement
--------------- a

© SalesboxAl, 11-9-2026 All rights reserved



o XA Beyond the Target List:
ASALESBO I A Signal-Based Playbook for Modern B2B Marketing

This matters because B2B buying rarely happens in one interaction. Content, advertising,
search, social engagement and events all contribute to the journey — yet 56% of B2B
marketers say they struggle to attribute ROl to content and to track the customer
journey, and 477 say their organization lacks an efficient lead-generation and nurturing
process. [1] The opportunity isn't to generate more activity. It's to connect activity, intent
and activation — the model SalesboxAl applies through the signal-based marketing
approach.

What the Data Says About the ABM Opportunity

1%+ 56% 477%

pipeline lift for ABM of opportunities of B2B marketers say

147

of B2B marketers say
programs vs. handed to sales fail they lack an efficient

traditional demand to close successfully lead-gen and
generation [2] [3] nurturing process [1]

content helped them
generate demand
successfully [1]

Sources: Gartner 2025 Tech Marketing Benchmarks Survey [2]; Forrester 2024 Demand, ABM & Customer Marketing
Survey [3]; Content Marketing Institute & MarketingProfs 2025 B2B Benchmarks [1]

The implication: ABM can contribute meaningfully to pipeline, but identifying the right
accounts is only one part of the problem. Revenue teams also need visibility into buyer
activity, content engagement, lead qualification, and what happens after the handoff —
which is exactly what a signal layer, and a verification step, are designed to provide.
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An Account List Identifies
Potential; Signals Dictate Strategy

An ICP or ABM list answers one question well: who should we care about. It says far less
about when those accounts are ready to hear from you — and that gap is where a signal
layer earns its place.

1.1 Fit and intent are not the same thing

Two accounts can look nearly identical against an ICP — same industry, size and technology
stack. One may actively research a problem you solve, while the other maintains no active
initiatives. From a firmographic view, both belong on the list. From a campaign view, they
shouldn't receive the same treatment at the same time. The list answers “who.” Signals help
answer “when.”

1.2 The list works better when paired with signal

Gartner's 2025 Tech Marketing Benchmarks research shows ABM programs can generate
more than 11% pipeline lift over traditional demand-generation or prospecting approaches —
but the same research stresses the need to optimize channel mix, investment and
personalization rather than treat ABM as a single, static tactic. [2] The opportunity isn't to
replace ABM. It's to make it more responsive to what's actually happening inside the accounts
already on the list.

The list defines who is worth watching. Signals help determine when
and how to engage. Both compliment each other.

© SalesboxAl, 11-9-2026 All rights reserved
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1.3 Where a purely static process breaks down

A common pattern — build list > launch campaign > generate engagement > capture leads >
send to sales — assumes every account is equally ready at the same time. In practice that
creates three gaps: attention gets spread evenly across accounts with very different levels of
readiness; engagement gets separated from context, so a click or download doesn't explain
what prompted it or whether it's part of a larger pattern; and leads can get created before
there's enough evidence that an account is genuinely evaluating anything. Signal-based
execution changes the sequence from List > Signal » Engagement > Verification > Lead.

© SalesboxAl, 11-9-2026 All rights reserved
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Modern B2B Marketing
Needs a Signal Layer

Signal-based B2B marketing doesn't mean abandoning the account list — it means adding
another layer of intelligence on top of it. The account list defines who is worth watching;
signals help determine when and how to engage.

2.1 What counts as a signal

A signal is an observable digital footprint or behavioral event that offers evidence about an
account's current interest or buying stage — a website visit, a repeat visit, pricing-page
activity, content consumption, search behavior, an ad interaction, a webinar sign-up, or
engagement from more than one person at the same account. Not every signal carries equal
weight: a single interaction is weak evidence on its own; a pattern across multiple people,
channels or topics is a far stronger basis for action.

2.2 First-party vs. third-party signals

A signal’s value depends not only on what it shows, but also on where it comes from and how
close it is to a buying decision.

First-party signals come directly from interactions with a brand's own properties — website
engagement, pricing-page visits, content downloads or webinar attendance. These typically
carry the highest intent, because the account is engaging with the business itself, not just the
category.

Third-party signals are gathered from outside a brand's own channels — category search
trends, programmatic ad interactions, review-site research (G2, TrustRadius, etc.), job
postings tied to buying triggers, etc. These broaden visibility early in the journey, often before
an account has engaged with a brand directly at all.

Treated separately, neither tells the full story. Third-party signals help surface accounts worth
watching before they're on the radar; first-party signals confirm that watching has turned
into real engagement. Weighing them together—rather than treating an email open and a
pricing-page visit as equivalent evidence—is part of what keeps a signal-based program
different from mistaking category noise for account-level intent.

07
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2.3 Fromone click to a pattern

One person viewing one blog post is useful, but rarely enough to justify a sales conversation.
The same account showing several interactions around one business problem is more
meaningful. Multiple people from the same account engaging with related content across
different channels changes the picture entirely — that combined activity suggests the account
may be moving through a broader research process. Signal-based marketing is built around
patterns like this, not single clicks.

2.4 Three layers of signal intelligence

1. Account Fit 2. Engagement 3. Intent Pattern
Is the activity becomin
Does the company Is the account or its people i 4 9
. . . . meaningful enough to
belongin the ICP or interacting with the brand or )
. . warrant a different
ABM audience? Industry, relevant content? Visits, . .
. . action? Increasing
size, geography and content consumption, ad . )
.. activity, multiple people
technology engagement, repeat visits, :
. engaging, deeper content
environment. etc. .
consumption.

The important point is that signal-based marketing does not treat all activity as intent. I
creates a framework for interpreting activity in context — which is what turns raw engagement
data into something a revenue team can actually act on.

© SalesboxAl, 11-9-2026 All rights reserved
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From Account Intent to Buying-
Committee Intelligence

ABM begins with the account. But B2B buying happens through people — and a target account
can include economic buyers, technical evaluators, security and procurement teams, finance,
and end users, each responding to different information.

3.1 Thereal target is the buying committee

A marketing leader may respond to business outcomes; a technical stakeholder wants
implementation detail; a finance stakeholder cares about cost and risk; a security stakeholder
needs validation. Account-level targeting alone can't capture this — signal-based marketing
has to answer two questions at once: is the account showing movement, and who inside the
account is showing it?

3.2 Context is often the missing piece, not content

Content Marketing Institute's 2025 research found that among B2B marketers whose content
strategies are less effective, 39% struggle to tie content to the customer journey and 35% say
their strategy isn't data-driven. [1] The problem usually isn't a lack of content — it's a lack of
context. Knowing that someone downloaded a report is the start; knowing which account they
came from, what topic they engaged with, and whether colleagues at the same account have
also engaged is what turns a download into buying intelligence.

© SalesboxAl, 11-9-2026 All rights reserved
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Buying Role

Potential Signal

Primary Trigger / Pain

Relevant Content

Business Leader

Category research,
benchmark content

Market displacement,
revenue stagnation

Business case, market
trends

. Demand-generation A’r’rrlpghon 9aps, Benchmarks, strategy
Marketing Leader inefficient lead-gen .
content engagement . guides
and nurturing
Technical Product / technical ArChI'l'e(.Z'l'l.Jl:‘Cll Technical gL{ldes, API
compatibility, documentation,
Evaluator research . . . .
maintenance overhead | implementation guides
Security and D) TS SOC 2 briefs, security
Security /IT . . breaches, risk . T
infrastructure topics e architecture guides
mitigation
Procurement / Pricing and Uncapped cost TCO calculators, ROI
Finance comparison activit structures, frameworks, case
P Y unpredictable ROI studies

This isn't meant as a rigid persona-to-content matrix — it suggests what can make a

campaign responsive to what an account is actually showing, role by role, rather than

sending the same message to everyone on a contact list.

© SalesboxAl, 11-9-2026 All rights reserved
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The Signal-Based Framework

A practical signal-based marketing program can be organized into five stages that move an
account from list to lead — with a clear line between detecting a signal, qualifying it, and
activating a lead from it.

Client ICP / ABM List > Live Audience — Start with the client's existing list.
The goal is to solidify their definition of ideal accounts — it's to connect
that definition to a live audience so the population that matters can
actually be observed.

Signals Across the Matched Audience — Detect intent across channels such
as LinkedIn, Google, display, Meta, Reddit and owned website
engagement — isolating high-fit accounts demonstrating active
evaluation. This is signal detection, not yet qualification.

DETECT

Signal-Matched Content — Use detected signals to decide where and what
IR R S to communicate — delivering relevant content by account, role, topic,
signal and channel, rather than the same asset to everyone on a list.

Signal Qualification — the Double-Touch Step — Engagement alone
shouldn't automatically become a sales-ready lead. A second touch
VERIFY . . N — .

qualifies the signal by confirming that the first interaction reflects

meaningful interest.

Score & Route — Once engagement is verified, the contact is scored and
ACTIVATE routed into the client's existing marketing or sales workflow — arriving
with evidence attached, not just a name.

Data Privacy & Compliance: Signal detection and audience matching must adhere
strictly to regional privacy frameworks (GDPR, CCPA) using privacy-safe, consent-
based, or anonymized IP/intent matching protocols.

© SalesboxAl, 11-9-2026 All rights reserved
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The Double-Touch Model:
From Engagement to Lead

The first fouch creates engagement. The second touch verifies it. That's the central idea
behind SalesboxAl's Double-Touch approach. [5]

5.1 Touch #1 — Brand Engagement

The first touch can happen across many channels — LinkedIn (sponsored content, thought
leadership, video), Google (category and comparison searches), programmatic display and
retargeting, relevant Reddit communities and industry discussion, and repeat visits to owned
content such as whitepapers, or research reports and webinars. Individually, none of this may
justify a sales conversation. Collectively, it can create a useful account-level signal.

5.2 Touch #2 — Lead Activation and Verification

Once an account shows sufficient engagement, SalesboxAl activates a targeted lead-
generation touch — no longer aimed at everyone who fits the ICP, but at people inside
accounts that have already demonstrated relevant activity. Once that second touch is
completed, the lead can move into the scoring and routing workflow. The point isn't to add an
arbitrary qualification gate — it's to close the gap between activity and actionable
engagement, so the pivotal question shifts: what contextual evidence validates that this buyer
is ready for a sales conversation?

5.3 What Touch #2 can look like

The exact mechanism varies by client and channel, but in practice, for example, it can take
any of the few mentioned routes:

¢ High-value gated content download after a prior ungated interaction.

e Direct Al Agent outreach or a short conversational micro-survey confirming buying
timeline.

e Completion of an interactive ROl or TCO calculator relevant to the account’s stated
problem.

A second meaningful interaction adds context and confidence, turning an isolated signal into
a stronger indicator of intent.

© SalesboxAl, 11-9-2026 All rights reserved 12
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5.4 Anillustrative example

A newly captured contact might enter a client's system with a lead score of roughly 4-5. After
that contact belongs to a matched ICP/ABM account, engages with signal-matched content,
and completes the defined verification step, the same contact's score moves to a better range
in the system. This is aniillustrative example of how the scoring model can respond to verified
engagement — not a universal lead-scoring benchmark. The principle that matters is the
sequence: matched account 2 signal > engagement > verification > higher-confidence lead.

The first touch creates engagement. The second touch verifies it. The
resulting lead carries more context into the sales process than a name
and an email address ever could.

© SalesboxAl, 11-9-2026 All rights reserved

13



o XA Beyond the Target List:
ASALESBO I A Signal-Based Playbook for Modern B2B Marketing

How SalesboxAl Runs
Signal-Based B2B Marketing

SalesboxAl operationalizes this model as one connected campaign, not a set of separate tactics. [6]

1.MATCH Client ICP/ABM list matched against SalesboxAl's audience environment.

2. IDENTIFY SIngCI|S emerge as accounts and individuals show relevant activity across
available channels.

Buying-committee intelligence identifies relevant people and engagement
patterns within the matched account.

Signal-matched content goes out across email, LinkedIn, Google, display,
ReIRIENEE Meta and Reddit — adapted to role, topic and signal.

A second touch (Double-Touch) qualifies the signal by confirming the first
5. VERIFY . .
engagement reflects meaningful interest.

6. SCORE Verified engagement contributes to the client's own lead-scoring process.

7. ACTIVATE Qualified leads are integrated into the client's existing marketing and sales
workflow for follow-up.

6.1 What makes this different from list-based execution

Traditional list-based execution often follows Target > Reach > Capture. Signal-based
execution adds intelligence between those steps: Target > Observe > Understand > Engage >
Verify > Capture. The goal, as discussed, is to identify which accounts and people within that
list are showing meaningful activity, then engage them at a more relevant hot moment.

The SalesboxAl Brand-to-Demand Loop: Brand creates exposure - signals reveal activity >
intent identifies accounts becoming more relevant > targeted content deepens engagement >
verification confirms meaningful interaction - lead activation converts engagement into an
identifiable prospect > sales receives context for follow-up. [6]

© SalesboxAl, 11-9-2026 All rights reserved
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Measuring What Actually Matters

Signal-based B2B marketing programs aren’t judged only on impressions or raw lead volume.
Gartner's benchmark research stresses measuring strategic, operational and tactical indicators
together, rather than relying on any single campaign metric. [4]

8.1 The five measurement layers

Reach

Are we reaching the right accounts? Target accounts reached,
audience match rate, reach by account tier and buying role.

Engagement

Are target accounts interacting? Content engagement, repeat
visits, ad interactions, engagement by channel and topic.

engagement.

Verification

Are signals becoming identifiable engagement? Verified
engagements, second-touch completion, verification rate,
verified contacts per account.

Pipeline

Is the activity contributing to revenue? Qualified leads,
meetings, opportunities, pipeline sourced and influenced,
revenue contribution.

Signal
Are accounts showing meaningful activity? Active accounts,
increasing activity, cross-channel and buying-committee

© SalesboxAl, 11-9-2026 All rights reserved 15
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8.2 From vanity metrics to signal metrics

Instead of asking...

How many impressions did we generate?

How many target accounts did we reach?

How many clicks did we receive?

Which target accounts are becoming more
active?

How many leads did the campaign
generate?

How many verified leads came from active
accounts?

How many contacts did we send to sales?

How many arrived with evidence of
account-level engagement?

© SalesboxAl, 11-9-2026 All rights reserved
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From Campaign to System:
What Changes Next

8.1 The five measurement layers

Nothing in this playbook asks a revenue team to give up its account list, its ICP, or the campaigns
already in flight. What changes is what happens between building that list and handing a name
to sales — the space where most B2B pipeline quietly loses momentum.

That's the real argument: a signal layer makes marketing behave less like a one-time launch and
more like something that's always listening. The account list stops being a static file refreshed
once a quarter and becomes the input to a process that's continuously re-reading which
accounts are moving, who inside them is engaging, and whether that engagement holds up to a
second look.

Three things tend to follow once that shift happens:

Marketing and sales
stop arguing about

what counts as “ready.’

A verified, double-

touch signal is a shared,

evidence-based
definition — not a lead

score either side has to

take on faith.

Campaigns get built

on what accounts are

actually doing, not on

a persona document

written months
earlier. The signal
layer becomes the
brief.

© SalesboxAl, 11-9-2026 All rights reserved

The list gets smarter
over time, because
every verified

engagement adds
context the next

campaign can use.
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None of this requires a rebuild. It requires connecting the account list a team already
has to a layer that can watch it, interpret it, and verify what it finds — which is the
specific problem SalesboxAl's Intent, Ads, Agents and GTM CoPilot capabilities are
built to solve, end to end, inside a client's existing marketing and sales workflow.

The account list told you who to watch. The next question is whether

you can see them move.

Want to learn more about how signal-based marketing can help you grow your
pipeline faster? Book a Demo

© SalesboxAl, 11-9-2026 All rights reserved
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	The exact mechanism varies by client and channel, but in practice, for example, it can take any of the few mentioned routes:
	High-value gated content download after a prior ungated interaction.
	Direct AI Agent outreach or a short conversational micro-survey confirming buying timeline.
	Completion of an interactive ROI or TCO calculator relevant to the account’s stated problem.
	A second meaningful interaction adds context and confidence, turning an isolated signal into a stronger indicator of intent.
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	5.4 An illustrative example
	A newly captured contact might enter a client's system with a lead score of roughly 4–5. After that contact belongs to a matched ICP/ABM account, engages with signal-matched content, and completes the defined verification step, the same contact's score moves to a better range in the system. This is an illustrative example of how the scoring model can respond to verified engagement — not a universal lead-scoring benchmark. The principle that matters is the sequence: matched account → signal → engagement → verification → higher-confidence lead.
	The first touch creates engagement. The second touch verifies it. The resulting lead carries more context into the sales process than a name and an email address ever could.
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	None of this requires a rebuild. It requires connecting the account list a team already has to a layer that can watch it, interpret it, and verify what it finds — which is the specific problem SalesboxAI's Intent, Ads, Agents and GTM CoPilot capabilities are built to solve, end to end, inside a client's existing marketing and sales workflow.

	The account list told you who to watch. The next question is whether you can see them move.
	Want to learn more about how signal-based marketing can help you grow your pipeline faster? Book a Demo
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