
How to Market Like  
a Revenue Scientist  
in 5 Simple Steps



In-person buying continues to plummet. In fact, research from 
 shows that 83% of typical B2B purchasing decisions 

happen before buyers directly engage with a provider. 
Translation?

Gartner

Marketing Must Evolve to Reflect This New Reality

If buyers aren’t interacting with sellers through emails, SMS, or 
phone calls, it stands to reason that most of the buyer’s 
journey is happening online. Since 2020, when McKinsey 
reported that  of B2B decision makers preferred 
remote sales, this move towards less human interaction has 
only increased. 


TrustRadius reports that 87% of today’s buyers want self-serve 
options as part or all of their journey and 57% already make 
purchase decisions without ever contacting a seller.

70-80%

These digital buying trends support the widespread adoption 
of Product Led Growth (PLG), in which businesses rely on their 
product’s features and capabilities to attract and retain 
customers. 


According to a recent story in , 58% of the 600 
companies surveyed already have a product-led growth 
strategy in place, and 47% plan to double their investment. 


But no one’s cutting marketing out of the equation. 


Marketers still have to employ low-contact strategies to 
differentiate their product, generate awareness, and drive 
action toward freemium subscriptions.

Tech Republic

Independent Streak

87%
of buyers want  
self-serve options

57%
make purchase 
decisions without 
contacting a seller
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Moving Beyond Content to Conversion

Without a human touch guiding prospects through the sales 
funnel, gaps in the customer journey have become painfully 
clear. And many companies are trying to fill these gaps with 
content—without proper regard to its quality or applicability.


According to a LinkedIn-Edelman report,  of decision-
makers say there is more thought-leadership content than 
they can keep up with, and 71% say that half of the content 
they read doesn’t give them any valuable insights. Moreover, 

 of buyers say they are unlikely to respond to non-
personalized communications.

38%

95%

Content Conundrum

38%
are inundated with thought-

leadership content

71%
say that half of the content they 

read lacks valuable insights

Therein lies the challenge: Marketers have the giant task of creating complete, personalized 
digital customer journeys. But lacking proper insight and intel, they often revert to cranking 
out reams of content, rather than the right content. 


It’s a problem that must be solved. Content needs to be infinitely more relevant and personal, 
while customer journeys must drill down to the individual level.


Accomplishing this requires three things

 Tightly integrating sales and marketing

 Building customer touchpoints that are far more efficient and precise

 Discovering exactly how much revenue each touchpoint generates, so revenue 
teams can change tactics or double down on what’s working


Creating personalized digital marketing experiences that build trust between business and 
prospects starts with deep data. And properly understanding the nature and role of data 
requires an entirely new mind-set–because the game has changed significantly.



The Gravity of Causality

You might have seen Causal Inference listed in , just behind the 
Metaverse and Web3. Like these more recognized innovations, Causal Inference is set to 
change the way we do business. Namely, the way we personalize marketing experiences. 


There are two key points to understanding Causal Inference and why it’s so important:

Gartner’s 2022 Hype Cycle

 Correlation is not Causation

Correlation is how we see data sets moving together. Causation is when one move 
directly affects the other. As Gartner put it: “Forcing a rooster to crow won’t make the 
sun rise, even if the two events are correlated.”


Causal machine learning, on the other hand, establishes a relationship between cause 
and effect based on all relevant data. This is how marketers can truly understand and 
impact their consumer’s behavior.

 Predictive Analytics Don’t Change Outcomes

If causal machine learning is the why of outcomes, predictive analytics is the how of 
improvement. Once the effects of actions have been established, a prescriptive model 
is used to determine the ideal course of action for a particular customer scenario.


Maybe this is tailoring content to an individual prospect as they move through the 
funnel–or maybe it’s matching the right account executive to the right customer. 


With causal inference data, marketers and sellers can actually unite and impact  the 
customer journey in real time.

Causal Inference is a cornerstone to Revenue Science. When used with other prescriptive AI 
functions, the results are speed, efficiency, and connectivity across the entire digital 
customer journey.

Revenue Science In Action

Solving prospect and customer challenges is the 
goal, but the goalposts always seem to be moving. 
That’s why your strategies and solutions need to be 
in a continuous scientific cycle—always innovating 
and improving. When marketers and sellers work 
side-by-side to test hypotheses, gather data, and 
use analytics to make the best decisions, they get a 
scientific model that yields compounding results.

How to Market Like a Revenue Scientist in 5 Simple Steps 3



Here’s how marketers can use Revenue Science to reach peak 
conversions in five simple steps.

STEP

1
Create Conversion Funnels

Imagine the journey your prospects take as they move down the 
marketing funnel to become customers. They start as a lead, become an 
MQL, and then take a meeting with sales which may just lead to a close. 
Conversion funnels map that process for every prospect and consolidate 
it into one report where each phase is assigned a percentage based on 
how many prospects get a particular stage. Leads start at 100%. Then say 
50% become MQLs. 30% take a meeting. 2% close.


Your core objective is to increase that 2%.

STEP

2
Analyze Every Step in the Customer Journey

Conversion funnels give you a bird’s-eye view of where you might be 
losing most prospects. From there you need to drill down into every step 
of the customer journey. Dealtale gives you the most accurate information 
on exactly what your prospects are interacting with. 


By using a website pixel, the platform starts collecting information about 
each prospect from the very first touchpoint – while they are still 
anonymous. Once they fill out a form, all of their data is connected to their 
name and email address. From there, a full profile and customer journey 
are built. Dashboards allow you to see commonalities or anomalies in 
these customer journeys so you can strengthen your process.

STEP

3
Predict the Propensity to Buy for Every Lead

Here, we go even deeper into what your customers need from you. 
Dealtale scans each customer profile for causality to determine which 
touch points or products your customer is most likely to respond to. With 
this intel, you can focus on the leads with the highest probability of 
conversion and close more deals. 


You can build an infinite number of AI models, but the most popular are 
focused on: Product Affinity, which discerns which products each 
prospect is likely to buy, and Campaign Responsiveness, which 
determines how prospects will respond to marketing actions, such as an 
email or call.
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STEP

4
Attribute Every Drop of Revenue

Some marketing campaigns measure impressions. Some measure 
conversions. Dealtale measures actual revenue in dollars and cents with 
multi-touch attribution.


With this big picture view, you can drill down into individual campaigns, 
understand how valuable certain touchpoints are, and calculate ROI for 
each. For example, you can get accurate stats on how much revenue a 
certain blog or email generated on its own. 


If the results for each are strong, test similar content in the future. If the 
results are lacking, try focusing your time on more profitable activities.

STEP

5
Build a Better Formula

Optimize budgets to where they work the hardest. Identify gaps in your 
content and fill them. Learn when to contact prospects. Discover which 
campaigns are the most impactful and do more of them.


Don’t let those discoveries go stale. Keep your strategies evolving and 
outpace the competition. Dealtale’s Revenue Science makes it easy. With 
Dealtale, sellers and marketers can apply these best practices, put their 
theories to the test, and get prescriptive insights that generate incredible 
business breakthroughs. 

Step into our lab to learn more about how you can help your 
organization thrive—even in uncertain times. Make your 

appointment to get a demo today.
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