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Digital Transformation Has Broken the Traditional Sales Playbook
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Historically, sales relied on established departments. The accelerating pace of market change and blurring
We knew exactly who to talk to in Finance or IT, and departmental lines have created an explosion of new
what they cared about. roles. These emerging buyers possess distinct priorities
and influence that defy generic assumptions.




The Imperative Shift from Static Titles
to Synthesized Intelligence

The Traditional Playbook

The Synthesizer Approach

Target Identification

Research Method

Profile Depth

Engagement
Outcome

Static job titles and siloed
departments

Manual CRM digging and seasoned
rep intuition

Basic demographics and generic
pain points

Surface-level value propositions

Dynamic role archetypes and
cross-functional influence

Automated ingestion of vast
structured and unstructured data

Deep strategic mindset and core
motivations

Hyper-personalized, highly impactful

conversations
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Enter the Sales Persona Synthesizer
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The Sales Persona Synthesizer is an Al application designed to cut through market noise. It goes far beyond surface-le-
lvel job descriptions—synthesizing fragmented data to systematically uncover not just what emerging buyers are called,
but who they are and what they truly care about.
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Fueling the Synthesis with Multidimensional Data

Stream 1: Publicly Available Data

Internal CRM:
Historical sales
interactions and
win/loss reports.
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Professional Networks:
Career trajectories and
skill sets.
Company Assets:
“—>| Org charts and press
releases.
Market Context:
~—| Industry reports and
social media discussions.
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External Intelligence:
Third-party database
enrichment and
news/media mentions.

‘ Stream 2: Proprietary Data Enrichment I
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Looking Past Nomenclature to Discover True Role Archetypes
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Archetype Convergence Diagram

Chief Digital
Officer

Head of

Innovation

VP of Digital
Transformation

Archetype:

The Digital
Disruptor

Titles can be misleading; two
individuals with the same title at
different companies often have vastly
different responsibilities.

The Al identifies common themes,
objectives, and responsibilities that
coalesce around specific buyer
archetypes.

This abstraction allows sales teams
to focus on the underlying strategic
imperative rather than getting lost in
semantic variations.
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Decoding the Strategic Mindset of the Modern Buyer
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Innovation & Disruption

Driven to be at the forefront of change and leverage new
technologies. Common in CDOs and Heads of Al Strategy.
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Customer Centricity

Motivated by improving customer satisfaction,
retention, and lifetime value. Common in CXOs.
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Operational Efficiency

Focused on streamlining workflows and enabling scalable
growth. Common in Revenue Operations Managers.
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Sustainability & ESG

Driven to achieve complex Environmental, Social, and
Governance commitments. Common in Heads of Sustainability.
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Pinpointing Pain Points to Anticipate Objections

Persona DNA Grid Resulting Pain Point

Rapid Technological l Severe integration complexities with
Innovation | legacy systems.
|
. ki | Fragmented data silos that hinder
Operational Efficiency | informed decision-making.

Leading Digital ; Acute talent shortages and evolving ‘
Transformation | skill gaps. ‘

ESG & Sustainability | The burden of navigating rapidly changing

regulatory landscapes and measuring

Initiatives tangible ROI.




Mapping the Influence Network to Chart the Path to Purchase
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gd e Q Leadership The ultimate value of the Sales
T */L Persona Synthesizer extends
I beyond the individual. By
| AN (I ll understanding the core drivers
: -~ ﬁ of emerging roles, the Al reveals
|4 . \T the informal networks and
T | Synthesized |} ol decision-making hierarchies
al Archetype T L5 surrounding them.

. It identifies key influencers and
unseen stakeholders,
4 l transforming isolated persona
data into a complete, strategic
- blueprint for closed-won deals.
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