&% SalesPlay

/

P
P
/




At MarketsandMarkets, we've spent over a decade helping enterprises
navigate complex shifts across industries, technologies, and customer
ecosystems. One thing has become increasingly clear: the next $10M
opportunity doesn't announce itself. It whispers—through the subtle
signals of market movement, partner pivots, and executive-level
decisions. And most organizations miss it.

In every boardroom I've entered, across Fortune 500s and disruptive
scale-ups, I've observed a shared blind spot: growth strategies built on
surface-level CRM data and backward-looking forecasts. But real
growth comes from what we call "second-order signals." These are the
faint but powerful indicators—like a supplier's product pivot, a
competitor's downstream acquisition, or a leadership shift in a client's
adjacent market—that suggest where your buyers are going next.

This is where Sales Play comes in. It's not just another tool. It's an

intelligence framework designed to convert signal noise into sales

clarity. It helps enterprises shift from reaction to anticipation—from
being late to the deal to shaping it.

In this white paper, we explore the five signal zones most enterprises
are missing, why legacy systems fall short, and what it takes to build a
future-ready sales motion. This is not theory—it's based on real
patterns we've uncovered from analyzing over 10,000 enterprise
accounts and tracking more than 100,000 ecosystem shifts.

If you believe that foresight is the
new (unfair) advantage in sales,
this paper is for you.

Sandeep Sugla

Founder & CEO, MarketsandMarkets
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Executive Summary — Your Forecast Is Lying to You

Core Insight Why It Matters

40_60 % Sellers are missing
of strategic growth $1 M_$1 O M

isn't visible in most
CRMs or sales
forecasts (source:
Forrester, 2024).

opportunities hidden
beneath noise-
because traditional
sales tech looks for
declared intent, not
emerging intent.

What This Paper Covers

The 5 types of hidden signals
that trigger massive deal flow A

What modern GTM leaders are Qp
doing differently F

How Al can bridge the gap from
signal - insight - action

A practical path to surface your next $10M A/\/'
in pipeline with Sales Play’s Al Agent $



Sales Is Still Playing the Old Game

YESTERDAY'S (‘

SALES LOOP J SIGNAL-LED LOOP M
Lead Score Signal Opportunity
Pitch Forecast Context Kit Action

Why Growth Is Slipping Through the Cracks

Despite $40B+ invested in sales technology over the last decade, the way we forecast and pursue
revenue hasn't fundamentally changed. Sellers still chase declared demand—form fills, cold
outreach responses, and account scoring systems rooted in historical activity.

. These systems miss the latent
of enterprise sales leaders

But here's — '
the reality: 5 7 o, admit their teams are reacting to demand revenU(? that h.asn t
Yo demand instead of shaping it. surfaced yet, but is forming as

client business models evolve,

Salesforce, State of Sales, 2024 ecosystems shift, and
executive mandates change.

Legacy Sales Tech: A Blind Spot in Disguise
CRMs and intent platforms were built to manage transactions, not anticipate transformation. They:

Surface first-order Depend on lagging Fail to interpret
signals (website visits, indicators (past win external ecosystem
pricing page views) rates, aged pipeline) movement

This is why even the most advanced RevOps teams continue to misallocate seller focus and miss
major whitespace.

What Modern Leaders Are Doing Differently
They've shifted from “coverage” to “clarity” by:

Mapping ecosystem Prioritizing revenue Empowering sellers

adjacencies—clients’ clients, inflection signals, not with context packs,

suppliers, and tech stacks just account scoring not generic decks
The best sales orgs don't predict the future- Strategic GTM Report,
they listen to it forming in real time. McKinsey 2024



5 Signal Zones You're Blind To

Modern revenue signals don't live in CRM.

They live in what's changing around your customer - and your customer’s customer - well before

that change hits your pipeline.

Here are the five most critical, often-missed signal zones that should be powering

your GTM strategy:
Ec.:osysFem @
Disruptions

Your customer's suppliers, partners, and
regulators are making strategic moves.
These often spark a chain reaction-
changing your buyer's risk, compliance,
tech, or delivery models.

Yet most sellers remain focused only on the
buying company itself, blind to external
motions that directly influence spend.

For Instance

A Tier-1 pharmaceutical supplier pivots
toward Al-powered molecule discovery.
The pharma client must now update its
data infrastructure, software stack, and
compliance posture—opening an
opportunity for cloud and analytics
vendors that anticipate the shift.

68% of strategic account shifts e
originate outside the buyer's core S:ij
team. (CB Insights, 2024)

The Insight: If your client’s supply chain
or ecosystem changes, their budget—and
their priorities—will too.

Instance

Sales Play Edge: o

Sales Play continuously monitors
ecosystem-level movement across
thousands of suppliers, partners, and
adjacents. It translates this upstream
motion into downstream opportunity
narratives for your sellers—before the
shift becomes mainstream.

Revenue
Mix Shifts |

The biggest sales opportunity of the decade
is hiding in the revenue streams of your
client’s client.

As industries transform, so do the revenue
models of your customers - but even more
critically, their customers. This second-order
shift reshapes what they buy, when, and why.

For Instance

A cloud storage firm selling to a telecom giant
may suddenly see a demand spike if the
telco's top clients (e.g., media firms) shift
budgets into Al-powered video compression.

« If your customer’s end-market demand
shifts, their priorities and vendor criteria
shift, too.

» This creates a ripple effect that traditional
sales systems completely miss.

48% of Fortune 500s now derive -
30%+ revenue from lines <3 years o
old (McKinsey, 2024). Yet most sales
content, enablement, and targeting

still maps to their legacy GTM.

The Insight: Over US$25 trillion in new revenue
will be generated from disruptive sources by
2030 — much of it driven by downstream
demand shifts. (MnM, 2024 Knowledge Store)

Sales Play Edge: o

No other platform offers this level of
cross-layer revenue foresight. That's why
enterprise sales teams are embedding
MnM-style second-order signal analysis
directly into account planning.



Category 4
Adjacency Moves a9

Today's most aggressive growth plans
often hinge on one thing: entering an
adjacent category.

But these shifts come with massive
operational and technological implications.
New markets = new workflows, tools,
compliance, and value chains. If you're still
selling your solution based on their last
industry, you'll lose to someone positioned
for their next.

For Instance

A FinTech firm entering insurance will
need new underwriting tools, claims
analytics, compliance integration, and
partner APIs. If you sell automation,
analytics, or integration services—you're
no longer optional, you're mission-critical.

42% of B2B firms plan to enter
an adjacent market or industry ﬁ
in the next 18 months.

(Deloitte, 2024)

The Insight: Adjacency isn't just
expansion—it's a reshuffling of vendor
priorities. Get in early or get boxed out.

Sales Play Edge: o

Sales Play detects adjacency entries via
product announcements, hiring patterns,
and partnership moves; it maps these to
new use cases you can attach to.

It then generates ready-to-use messaging
hooks tailored for the new vertical.

Client's Adjacent
Current Expansion
Market Zones

Decision-Maker »q
Turnover

New CXOs don't inherit priorities. They
reshape them—and reevaluate vendor
relationships in the process.

Yet most sellers continue with existing
playbooks, unaware that a decision-maker
shift has reset the buying agenda. Your
prior entry point may be gone ... or ... a new
one may be open, if you act fast.

For Instance

A new CMO joins a B2B software firm with
a mandate to cut vendor costs and
refocus on performance marketing. If
you're still selling brand storytelling and
content ops, you're pitching the wrong
agenda.

70% of newly appointed CXOs

reconsider their vendor stack OO0
within 120 days (Korn Ferry, MY
2024)

The Insight: If you don't realign your pitch
to their new strategic KPls, you will lose
relevance within weeks.

Sales Play Edge: o

Sales Play monitors leadership shifts
across your top accounts and
immediately updates the stakeholder
map, KPIs in play, and messaging
direction.

Sellers are notified in real time, so you
adjust to the new mandate while
competitors are still reintroducing
themselves.

See movement across Top Accounts


https://www.marketsandmarkets.com/SalesPlay/SalesPlay.asp

Trigger Events:
MR&A, Spinoffs, b
Funding

Nothing reconfigures a buying center
like a structural shift.

Funding events often come with 90-
day growth mandates. M&A creates
new integration needs, vendor
rationalization, or entirely new
departments. Most sellers hear about
these too late or treat them as PR
updates instead of sales acceleration
signals.

For Instance

A mid-market manufacturing firm
acquires a smaller plant in a new
geography. The expanded footprint
means new ERP integrations, compliance
onboarding, and automation needs. If
you're on the periphery of their vendor
list, this is your moment to reposition.

60% of post-acquisition
companies change their core @
platforms within 12 months

(Gartner, 2023)

The Insight: These are windows of
urgency. Blink—and someone else claims
the whitespace.

Sales Play Edge: °

Sales Play detects and tags M&A,
spinouts, and funding within your

accounts, then triggers time-sensitive Rol

narratives, outreach hooks, and meeting
prep kits for sellers.

You don't just hear the news—you act on
it before the buying window closes.

2

Strategic
Insight:

These signals
don't just tell
you who to call-
they tell you
what to say,
and why now.




The Hidden Cost of Signal Blindness

Opportunity
Compression Funnel

2

-—

44% of lost enterprise deals stem
from poor timing or lack of context ®
(HubSpot, 2024)

Sellers spend 4+ hours/week
researching accounts—yet miss
key signal zones

o
x>

27% of seller effort goes to
accounts that will never convert ®
(Sales Enablement Pro, 2023)

Total Signals Pipeline
Opportunity Missed Captured
Universe

100% 42-58% just 30-40%)

Your forecast may look healthy—but if it's built on lagging data, you're scaling the wrong mountain. 44% of lost
enterprise deals stem from poor timing or lack of context. (HubSpot Sales Benchmarks, 2024) Here's what

signal blindness is really costing you:

1. Misplaced
Seller Focus "<

2. Stagnant ’)

1
Enablement your buyer.

By the time most

3. Reactive , leads hit your CRM,

Deal BIR 60-70% of the

Timing decision cycle is
already complete.
Signal misses

4. Pipeline mean your

That Never

EE pipeline isn't

underperforming
—it's
overstated.

Materializes

Sellers spend 30-50% of
their time on accounts with
no real buying triggers.

Sales content rarely keeps
) up with what just shifted for

Only 12% of buyers
say vendors helped
them think through
change early enough
(Challenger, 2023)

Forecasting systems
can't correct this —
because the root problem
is input blindness, not
sales performance.

Your reps aren't losing to competitors.

They're losing to buyer realities they never saw forming.

Planning Blind Spot: Most
planning is still done on logo
potential, not signal
potential.

Outdated Playbook Risk -
Enablement efforts still
optimize for consistency,
not relevance in motion.

Intelligence Latency: Too
many GTM teams respond
to intent, rather than
orchestrating momentum
upstream.

False Positive Forecasting:
Leaders are managing
pipeline like a volume game,
when it's really a precision
problem.

Sales Play
GTM Team



%%

The New Pipeline Strategy - From Signal to Action
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Raw Prioritized Context
. 4 . 4 .

Signals Insights Kits

"92% of sales RevOps teams Saves

orgs now reallocate 30% 5.9 hours/

embed more budget to week per

engagement high-signal rep on

platforms to accounts” content

surface creation

real-time

signals”

aviso.com (MnM Enterprise gong.io

Survey, 2024)

Modern GTM Strategy: Moving
from Activity to Foresight

In today’s market, building more pipelines isn't the answer—
detecting the right one is. Leading GTM teams are abandoning

generic lead gen and instead, surfacing signal-driven demand.

From “Find a lead” - “Find a signal”

Instead of waiting for buyers to raise their hands, they listen
for early whispers: a sudden hiring spike in a target account’s
R&D group, an unusual funding announcement, or a partner
pivot that ripples downstream.

From “Send a deck"” - "Send a reason to act now"

@

Targeted Revenue
Outreach Wins
93% higher Deals close

response

54% faster

rates with (60

multithreaded,

vs. 130 days)

context-ancho
red messaging

klenty.com pharmalive.com
Micro-stat /\ﬂ

|$

92% of sales orgs | ‘
now embed
engagement

platforms to surface
real-time signals

Generic pitch decks are replaced by trigger anchored narratives. Every outreach references the precise event
that matters—whether it's a newly appointed CIO or a divestiture that alters budget priorities. This isn't

personalization at scale; it's contextualization at speed.


https://www.aviso.com/blog/ai-powered-sales-engagement?utm_source=chatgpt.com
https://www.gong.io/blog/sales-ai-tools/?utm_source=chatgpt.com
https://www.klenty.com/blog/cold-email-statistics/?utm_source=chatgpt.com
https://www.pharmalive.com/pipelines-report-2024-ma-and-ai-momentum/?utm_source=chatgpt.com

Key Shifts in Motion:

Institutionalizing Signal-driven Workflows

Enterprise GTM isn't just about tooling—it's about process redesign.
Three structural pivots are reshaping how GTM teams prioritize accounts, plan outreach, and allocate revenue

resources. These aren't just trends—they’re becoming core workflow layers across leading enterprise teams.

Signal Orchestration E
Platforms

Forward-looking sales leaders are

investing in signal orchestration platforms
that aggregate signals from news feeds,

intent partners, internal CRM updates, and
even social listening channels.

How it works

Signals from dozens of sources—external
(news, funding, hiring, partnerships) and
internal (CRM, win/loss patterns, product
usage)—are continuously monitored and
layered at the account level.

These signals are then clustered to
identify meaningful motion (e.g., “new
product launch + CXO appointment +
shift in client's client ecosystem”) that
meets pre-defined activation thresholds.
When a pattern matches, the account is
flagged for seller action and prioritized
within RevOps workflows.

Why it matters

When signals are centralized and
normalized, RevOps can build alert
thresholds. For instance, when a
combination of funding and executive
hires crosses a critical mass, a top-tier
account instantly jumps to the
“high-velocity” bucket.

Outcome "9

Sales cycles begin earlier and
with greater relevance, leading
to 20-30% faster engagement
on high-potential accounts and
increased conversion from first
contact to meeting.

Dynamic Account 3::
Scoring Models

Static scoring (annual
firmographic refresh, quarterly
health checks) is giving way to
weekly, even daily, updates.

How it works

Live signals—from product launches,
hiring patterns, executive moves,
ecosystem shifts, and competitive wins—
are continuously ingested in platforms
like Sales Play and evaluated against
predefined opportunity criteria.

Each signal is weighted based on
urgency, relevance, and historical
correlation with deal velocity.

Account scores are recalibrated
dynamically; so if new movement hits a
signal threshold, the account
automatically rises in priority, often
before a single outreach has been made.

Why it matters

Instead of reacting to pipeline gaps after
the fact, GTM teams engage where
momentum already exists—and reallocate
attention to accounts showing real buying
motion, not just ideal firmographics.

Outcome 'p

RevOps reallocate 30% more
budget to signal-rich accounts,
driving focused ABM
campaigns and higher ROl on
marketing and SDR efforts.
(MnM Enterprise Survey, 2024)
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https://www.marketsandmarkets.com/SalesPlay/SalesPlay.asp

Automated Stakeholder ¥R
Mapping 7w

Even the strongest opportunity signal falls
flat if it doesn't reach the right people.
And in most enterprise deals, those “right
people” aren't sitting in a single
department—or in your CRM.

How it works

Al models partner with third-party contact
intelligence platforms to map org charts,
reporting structures, and functional roles
across large enterprise accounts.

This is combined with signal data—like
leadership transitions, digital activity, or
previous deal engagements—to build live
stakeholder maps per account.

These maps update continuously and
surface emerging power centers,
decision-makers, and influencers as they
gain relevance.

Why it matters

Most sellers still rely on a few known
champions. But modern deals involve 6-10
stakeholders and missing even one key voice
can stall momentum.

Automated mapping removes the
guesswork—and helps sellers get ahead of
buyer dynamics as they shift in real time.

Outcome 'p

Sales teams reduce
stakeholder discovery time by
up to 70%, improve multi-
threading velocity, and gain
early traction with economic,
technical, and strategic
buyers—before competitors do.

By embedding these shifts into
core processes, organizations
ensure that signals—not
spreadsheets—dictate where
reps spend their time and
where resources are invested.

Execution Matters:
Turning Insight into Impact

Signals only work if sellers can act on them:

Context
Beats Intent

Reps need insight, not noise. Al-powered kits
now auto-generate briefs, Rol anchors, and
stakeholder maps tailored to each
opportunity.

2

Each Signal > A Kit - A Win

Every high-signal account gets a “reason-to-
engage” kit with:

Narrative + business trigger
Contact-specific insights

Rol story

5.9 hours/week saved

per rep on research and content
creation (Gartner, 2024)

This signal-to-kit flow ensures that reps can skip
the manual research sprint and engage decisively.
Outreach becomes an invitation to solve a
freshly-surfaced problem, not another generic
sales cycle.



https://www.marketsandmarkets.com/SalesPlay/SalesPlay.asp

The Hidden Growth Layer:
Detecting Revenue Signals Before They Go Public

The GTM Blindspot

Most sales teams today still rely on intent data, CRM changes, and web traffic to detect interest.

But by the time these signals show up, your competitors have already seen them too.
What's missing is visibility into the ecosystem motion before the signal becomes obvious.

The Next Frontier: Ecosystem Signal Intelligence
Today's GTM advantage lies in identifying:

Q@ =

Traditional Signal Traditional Signal Traditional Signal
Website visits CRM record changes Content downloads
Misses Misses Misses
Only shows intent Lags real-world Rarely aligned to real
once action is taken movement budget shifts

Proof Point

MnM Research (2025) found that 72% of net-new pipeline created by winning sales teams came
from accounts not actively “showing intent” — but detected via second-order ecosystem shifts.

These sellers weren't faster. They were earlier.

Leading GTM teams are tracking what we call Revenue Shaping Sighals — movements in the client’'s ecosystem
that hint at future spend, growth, or reallocation.

Instances include:

A client's client expanding into 1= CXOs rotating into new roles - N
new markets = implies a supply 7 triggers new 90-day strategic N\
chain or technology shift mandates

Partnerships formed - signals A Cost pressures on legacy revenue

GTM realignment or adjacent | | |$ streams - opens budget for 6

product investments replacement solutions

These signals don't show up on intent platforms or dashboards — but they are /\7|
early markers of a $10M opportunity. |||©
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Where Do You Find These Signals?

%

You look beyond the account itself and into the “client’s client,” competitors, board-level moves, cost centers,

and adjacencies.

This is what separates top-performing teams in 2025:

< /oy
Average 6? @

Sellers
Wait for the RFP Send follow-ups

Top Sellers Detect shifts from 3rd- Share Rol-driven
(Signal-First Teams) party ecosystems reasons to act now

In a market shaped by invisible signals, your next $10M pipeline isn't in your CRM.
It's in the early shifts you haven't been trained to see yet.

Use LinkedIn intent

Use revenue adjacency
+ market moves
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Sales Play: Your Strategic Growth Partner

Spotting signals is not the hard part. Acting on them—at scale and with precision—is where Sales Play becomes

indispensable.

Modern GTM teams don't lack data.

They lack a unified, contextual system that connects market shifts to seller actions.

Sales Play bridges this gap—not as a dashboard, but as your growth execution layer.

It detects high-value movements—like revenue mix shifts, executive changes, adjacency entries—and

transforms them into:

Account-specific
opportunity
narratives

Drive

Pipeline

Sales Play
Execution

]

Stakeholder-
specific
messaging hooks

Detect
Signals

Auto-generate

Each step annotated with micro-
stats already presented in the paper
(e.g., "+30% pipeline created from
non-obvious accounts”)

The Bottom Line

Prebuilt Rol
stories and
context decks

Nudges delivered
directly into seller
workflow

What Sales Play Enables

Strategic Need

"We don't know
where the real
movement is"

"Our reps
don’t know
what to say"

"Too much
time is lost
in prep"

"We miss
timing
windows"

Sales Play transforms signal noise into revenue precision—

automatically, continuously, and at scale.

Sales Play Response

Maps second-order $
signals across your Inl%
top accounts

Auto-builds Rol kits, —_—
decks, and buyer ‘
messaging I\
Context kits and

contact intel
delivered in workflow

Nudges sellers based
on live executive or
account shifts

NEWS

E


https://www.marketsandmarkets.com/SalesPlay/SalesPlay.asp
https://www.marketsandmarkets.com/SalesPlay/SalesPlay.asp

Results That Matter — Scaling Signal-led Execution

Signal-led execution is not a theory. It's producing real results—today.

Metric

Net-new pipeline from top accounts

Deal size in whitespace accounts

Time spent per account discovery

Outreach conversion rate

Winning GTM teams
don't win because
they work harder.

Outcome Category

Precision

Context Depth

Cycle Compression

Deal Expansion

£
- P

Before Sales Play

Baseline

Baseline

6-8 hrs

Baseline

They win because they act
sooner, with sharper insight,
and less wasted motion.

Shift Enabled by Sales Play

With Sales Play
A +30%

A 2X

v 40-60%
4 +93%

)p A
il

when signal-
driven kits used

Here's what we're seeing
from signal-first sales

organizations

Sellers engage only when multiple signals validate opportunity readiness—no
more chasing “good logos” without motion.

Every outreach is supported by a signal-driven reason to engage now, not just a

pitch deck.

Opportunity kits are pre-built, stakeholder maps are done, and timing aligns with
real-world momentum.

Sellers detect emerging cross-sell or adjacent business lines before the account
reveals it to anyone else.

15



Strategic Takeaways from Signal-led Teams

These are the real differentiators observed in top-performing Sales Play teams

F@W

00O
VY

Contact Relevance >
Content Volume

Pattern Detection >
Lead Gen

The biggest wins
aren't coming from
net-new leads.
They come from
existing accounts
showing subtle
movement.

Reps are not just
sending more
content—they're
sending fewer, more
personalized kits
mapped to shifting
roles or functions.

Q
4

Meeting Quality >
Pipeline Quantity:

A 10% increase in signal-
informed meetings can
outperform a 50%
increase in raw pipeline,
because the conversion
rates are exponentially
higher.

Early Positioning =
Market Shaping:

Signal-first sellers
don't enter RFPs.
They shape them
because they arrive
2-3 weeks before the
buying committee
even forms.

Most teams don't have a pipeline problem-they have a signal blindness problem.

Sales Play solves it with clarity and speed.

Rethink One
Account.
Rediscover

$10M.

Your CRM knows
the account.

It doesn't know
the opportunity.

Sandeep Sugla, CEO, MarketsandMarkets

You Don't Need Another
Pipeline. You Need Better

Visibility.

As a sales or GTM leader, you already
know the names in your CRM.
The real question isn't “Who should

we pursue?”

It's “What are we missing in the
accounts we already think we know?"

Your next $10M opportunity likely
isn't in a new logo.

It's in the strategic motion that's
unfolding beneath the surface of your
existing accounts—motions your
systems weren't built to detect.

16



Try Sales Play on One Strategic Account — No Commitment. No Decks.

Here's what we're offering GTM leaders who want to test signal-led execution before investing in it:

Ogﬁro @)
oHoélo Q-)
Pick one We'll run it You'll get a real-
account that through the time Opportunity

matters to you Sales Play Signal Brief that
right now signal engine includes:

This Isn't a Demo. It's a Diagnosis.

You're not signing up for a pitch.

v Top shifts in buyer ecosystem
v’ Stakeholder changes and motion
v' Emerging whitespace and adjacency entry

v' Auto-generated messaging prompts, Rol
hooks, and content assets

You're pressure-testing how your GTM strategy performs when powered by second-order signals.

If this account shows motion you didn't know about, what else are you missing across your top 100?

What You Can Do Now:

Choose a strategic
enterprise account you
want to explore

Send it to us-no
integration needed

Get a signal-driven snapshot
of what's changing, and
what to act on

© (6

One account reframed can
reshape how your entire
GTM engine works.

&% SalesPlay

Final Thought

The $10M opportunity
isn't hiding in the noise.
It's hiding in the layers
you've never had the
time or tools to see.

Sales Play gives you
that layer, before
anyone else gets to it.

Try the Sales Play Scan


https://www.marketsandmarkets.com/SalesPlay/SalesPlay.asp
https://www.marketsandmarkets.com/SalesPlay/SalesPlay.asp
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