Dreamdata

Take your go-to-market activities further with
Dreamdata

Dreamdata gathers, joins and cleans all revenue-related data to

present transparent, actionable analysis of what drives B2B revenue.

Get unprecedented insights into every touch of every customer journey.

From anonymous visitor to paying customer.

Reveal the revenue-generating performance of activities across the pipeline,

channels and campaigns with B2B attribution.

Deepdive into every aspect of every channel, campaign and experiment to rapidly

drive up ROI.

Start Dreamdata now -



https://dreamdata.io/b2b-attribution
https://dreamdata.io/request-demo
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Clean data for the B2B Ops, Data and Bl professional

Get free and instant access to all your customer and revenue data in Google
BigQuery, work with complete B2B data models, and leverage our
maintenance-free data pipelines.
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Integrate with just about every commercial tool and traffic source, so your teams
aren’t forced to use only certain vendors or suites. You’re free to use best-in-class

tools.

Take me to the data platform —
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https://dreamdata.io/data-platform
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See all your Marketing activities connected to pipeline
and revenue generated
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e Measure and compare the e Monitor your ad performance against
performance of all your ad platforms pipeline generated and deals won.
in one place.

e Optimise your campaigns and e Discover the lifetime value of your
improve ROAS through highly ads.
customisable filters and interactive
dashboards.




Get unprecedented

e Access visualised and interactive
timelines at account, contact and

deal levels.

e Inspect the time it takes from first

contact to closed deal.

Se®

insight into the customer journey

e Boost your Account-Based Marketing
efforts with unified account-level
profiles.

e Get credit for marketing
contributions wherever this happens
in the journey.
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Click to learn more

Find out more

about the Journey’s feature here >
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https://dreamdata.io/customer-journeys

Scale your best lead channels and improve ROI
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Comparing Sources based on unique Visitors and Value
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e Use custom attribution models
tailored to your unique needs.

e Apply attribution across and
between pipeline stages to see
what's working where.

e Compare your lead-based and
account-based efforts.

e Improve forecasting, growth
benchmarking, and revenue

targeting.

e Take control and optimise your
ROI by scaling the activities that
work and scrapping what

doesn’t.




