
Why What We've Been Doing Is 
Wrong, How We Got Into This 
Mess, And What To Do About It

Kerry Cunningham
Senior Principal, Product Marketing
6sense



6sense Confidential



 
 



 



 



 





 

1796



It was all completely, utterly wrong.useless.dangerous.guesswork.bs.               



Everything everyone 
ever tried

No change.



 
 



Germ theory of 
disease

• Germicides/ 
Antibacterials

• Sanitation



What’s that got to do with B2B?
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Why Bother?

Meh

Woohoo!

Lead-based

• Marketing gets leads
• Sales prospects somewhere else
• Fingers are pointed
• Massive lead management efforts produce very little
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Why Bother?

Meh

Woohoo!

Account-based

• M/S Alignment
• Multi-persona marketing
• Intent
• Built on old foundation



RevTech/ Dark Funnel

• Old tech foundation
• Buying journey alignment
• Buying group recognition
• Selling team enablement
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What Do We Mean By Improved Performance?

On average, within the first year 
6sense-identified accounts 
provide our customers with:

• 2X deal value
• 10% increase in win-rate
• 25% shorter average days-to-close

Sample data:
• 100 random 6sense customers
• 714,000 opened opportunities
• 144,000 won opportunities
• Across 6 major industries



And that is why I am at 6sense now.
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How We Got Here:
A picture is worth a thousand words
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Why MQLs & ABM Can Never 
Produce Predictable Growth



The Four Eras of B2B
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The Four Eras of B2B
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A Funny Thing Happened
● Leads are exciting 

and create 
expectation of 
marketing 
contribution

● Natural reaction: 
Let’s get more of 
them! Let’s get better 
at this!



The Four Eras of B2B
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There is no ‘better’ 
that is good enough.



The Four Eras of B2B
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Why The Old Way Doesn’t Make Sense
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The Nature of B2B Buying, 2021

Deal Size < $50k $50-$250k >$250k

Buying Group Size1 7 10 19

Interactions per individual/ vendor in a B2B purchase, 2021: ~102

Total Interactions 70 100 190
Percentage of visitors that fill out a form: 5% - generous estimate

Form-fill Interactions 4 5 10

MQLs 1 1 2

MQLs Acted On 1 1 1

Attribution is:

For Marketing:
Picking out one of those 
interactions and saying 
that’s what mattered.

For Sales:
Ignoring them all and 
saying none of them 
mattered.



And… only 17% of buyer research time is 
spent with suppliers.

-Gartner
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The Four Eras of B2B Revenue Generation

Brand/ CollateralMarketing

Sales Prospecting/  
Networking

B2B Era Pre-Digital

Digital Marketing/ 
ABM

Prospecting/  
Networking/

MQL Chasing

ABM/ MQL

+

Digital Marketing/ 
Leads

Prospecting/  
Networking/

MQL Chasing

Digital/ MQL

+



When We Want To Know: When We Know

October 21, 2021, 6sense Webinar Survey, n = 114
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Brand/ CollateralMarketing

Sales Prospecting/  
Networking

B2B Era Pre-Digital

Digital Marketing/ 
ABM

Prospecting/  
Networking/

MQL Chasing

ABM/ MQL

+

Digital Marketing/ 
Leads

Prospecting/  
Networking/

MQL Chasing

Digital/ MQL

+

Aligned Pipe 
Gen

Opportunity 
Development/ 

Closing

RevTech



Why MQLs and ABM Don’t Get
You Predictable Growth
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Awareness Consideration Decision Purchase
Buyer’s 
Journey

Your 
Leads 
Funnel

When you should find out about a potential deal.

MQL TQL SQL ClosedLead

Why MQLs and ABM Don’t Get You Predictable 
Growth
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Awareness Consideration Decision Purchase

Why MQLs and ABM Don’t Get You Predictable 
Growth

Buyer’s 
Journey

MQL TQL SQL ClosedLead

But if you can’t see them, then your funnel starts later… 
and with fewer potential opportunitiesYour 

Leads 
Funnel
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Awareness Consideration Decision Purchase

Why MQLs and ABM Don’t Get You Predictable 
Growth

Buyer’s 
Journey

But if you can’t see them, then your funnel starts later… 
and with fewer potential opportunities

MQL TQL SQL ClosedLead
Your 
Leads 
Funnel
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Awareness Consideration Decision Purchase

Why MQLs and ABM Don’t Get You Predictable 
Growth

Buyer’s 
Journey

Buyers are well on their way toward a decision and you 
are starting them on your “Get to Know Us” nurture.

MQL TQL SQL ClosedLead

AI-driven RevTech breaks down revenue team silos 
so sellers meet buyers where they are to effectively 
enable the buying process.

RevTech Revolution

?
?

?
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Your 
Leads 
Funnel



Awareness Consideration Decision Purchase

Why MQLs and ABM Don’t Get You Predictable 
Growth

Buyer’s 
Journey

When you do discover them, it is often too 
late.

MQL TQL SQL ClosedLead

?
?

?

Your 
Leads 
Funnel
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Awareness Consideration Decision Purchase

Aligning the Buyer Journey and Your Funnel

Buyer’s 
Journey

In-Mrkt Engaged Prioritized Pipeline ClosedDeal 
Funnel Target

Only by seeing buyer activity in the Dark Funnel can 
you align your engagement processes and funnel to 

the buyer journey

RevTech Revolution

ICP Fit
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Awareness Consideration Decision Purchase

Aligning the Buyer Journey and Your Funnel

Buyer’s 
Journey

In-Mrkt Engaged Prioritized Pipeline ClosedDeal 
Funnel Target

Only by seeing buyer activity in the Dark Funnel can 
you align your engagement processes and funnel to 

the buyer hourney

RevTech Revolution

ICP Fit

?
?

?

?
?
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Leapfrog MQLs With the RevTech Revolution

Awareness Consideration
Decision Purchase

Buyer’s 
Journey

In-Mrkt Engaged Prioritized Pipeline ClosedDeal 
Funnel

Target

ICP Fit
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AI-driven RevTech breaks down revenue team silos 
and lights up the Dark Funnel so sellers meet buyers 

where they are to enable the buying experience.

RevTech Revolution

When journeys and funnels align, 
buyers and sellers both win.



Seeing the Buying Team Journey Is The Key

The Dark FunnelTM
Your buyers spend much of their journeys in the 
dark funnel, and their decisions may have been 

made long before they appeared to you.
?

?
?

?

?

?

?

?
?

?

AI-driven RevTech breaks down revenue team silos 
so sellers meet buyers where they are to effectively 
enable the buying process.

RevTech Revolution
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If you are not lighting up 
the Dark FunnelTM and 
uniting every form of 
buyer signal, you are 
treppaning yourself. 

You must see into the Dark 
Funnel™.
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Thank you!
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