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Part 1

Account prioritization

Every sales org has a total addressable market (TAM). It's usually a big number —
thousands of companies that could theoretically buy what you sell. And most SDR teams
are expected to go work that list.

The problem isn’t the size of the TAM. It's that a raw TAM is just a list of names. It doesn’t tell
reps which accounts are worth pursuing right now, which ones are showing buying signals,
or which ones are the best fit at this specific moment. Without that intelligence layer, SDRs
default to working accounts alphabetically, by territory, or by gut feel. Hours get burned
researching companies that were never going to convert, while high-intent accounts
quietly slip through the cracks.

Account prioritization is the system that closes that gap. Here’s how to build one that
actually works.

The gap between having an ICP and having a prioritized, actionable account

list is where most outbound strategies lose their edge.

3” demandDnve Page 4


https://www.demanddrive.com



https://www.demanddrive.com



https://www.demanddrive.com

Account prioritization demanddrive.com

Layer on lead and account scoring

With ICP fit and live signal data flowing in, the next step is building a composite scoring
model that combines three dimensions: fit, intent, and timing.

v Q H

Fit Intent Timing
How closely a company If a prospect is actively researching Whether external conditions
matches your ICP, based on solutions, based on signals like site indicate a buying window, such
firmographic and visits, content engagement, and as funding events, leadership
technographic alignment. pricing page activity. changes, or rapid growth.

When these three scores combine into a single composite priority score, the result is a
ranked list where SDRs don't have to guess where to start their day. A perfect ICP match
with zero intent sits in nurture. A moderate ICP match with high intent and strong timing
signals gets a call this week. The system makes that distinction automatically.
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Monitor signals and triggers continuously

Account prioritization isn't a one-time ranking. Buying signals are dynamic — a mid-priority
account can become urgent overnight if the right trigger fires. The system needs

continuous monitoring built in.

There are tools that are specifically built for this: watching your accounts (both in-CRM and
net-new) for the specific buying signals that matter to your business, such as:

=] News mentions M| Earnings filings
— N
—+ Job postings 4!_1, Website changes
- : o) . .
—> | Competitive shifts —~y Leadership transitions

These aren’t generic intent signals. They're custom, real-world indicators defined around
your ICP and sales motion. When a signal matches, it gets surfaced directly in the tools reps
already use — such as CRM, Slack, email, or Teams — with source citations and

recommended next actions.

Combined with Clay’s enrichment and scoring workflows, this creates a system where
account priority updates in real time. An account that was Tier 2 yesterday can move to
Tier 1this morning because a new signal fired, and the rep knows about it before they've
finished their coffee.
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Program territory and routing logic

Scoring and signals determine which accounts are worth pursuing. Routing logic determines
who pursues them. Custom territory and list prioritization rules should automatically route
leads based on geography, account tier, industry vertical, deal size, rep specialization, or any
combination of criteria that matches your sales motion.

When a high-priority account surfaces, it shouldn’t just appear on a master list somewhere.
It should get assigned to the right rep, in the right territory, with the right context -
automatically. And the routing logic should be programmable and adaptable, so as
territories shift or team structures evolve, the system adjusts without a rebuild.

Connect everything to the CRM

Every layer of the prioritization system, including ICP scores, intent signals, timing triggers,
enrichment data, and routing assignments, needs to flow directly into the CRM. In Salesforce
or HubSpot, reps should see prioritized account views ranked by composite score, with
enriched context, signal summaries, and recommended actions attached to each record.

The goal is to make the CRM the single place where a rep can answer three questions: which
accounts should | work today, why do these accounts matter right now, and what should |
say when | reach out? When the system is built correctly, those answers are already there.

When SDRs know which accounts to focus on and why, they spend less time

researching and more time having conversations that build pipeline.
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Part 2

Data enrichment and
personalization

Focusing on the right company doesn't help if the data behind it is incomplete, outdated,

or too thin to drive personalization.

Account prioritization gets reps pointed in the right direction, but without accurate,
enriched data, it's difficult to translate that focus into relevant outreach or meaningful

engagement.

This is where data enrichment becomes critical to turning strategy into execution.
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Part 3

Buyer committee mapping

B2B buying committees now average 6 to 11 stakeholders, each with different priorities,
concerns, and levels of influence. Each of these committee members consumes multiple

pieces of information independently to inform their decisions.

Single-threaded deals — where reps engage only one contact — are one of the most

common reasons pipeline stalls or falls apart.

Without visibility into the full committee, it becomes difficult to build alignment, navigate

internal dynamics, or move deals forward with confidence.
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Define the committee by segment

Start by defining what the buying committee looks like for each segment or use case. This
isn't one-size-fits-all. A mid-market SaaS deal might involve a VP of Sales, a RevOps
director, and a CFO. An enterprise cybersecurity deal might involve a CISO, a VP of IT,
procurement, legal, and a business unit leader.

Building buyer committee templates by segment (i.e, mapping out the typical roles
involved, their priorities, and their influence on the deal) gives sales teams a blueprint for
who they should be engaging at each type of account. It also makes it immediately

obvious when coverage is incomplete.

Map roles to personas

Once the committee structure is defined, each role needs to be mapped to a persona with
specific attributes: the questions they're likely to ask, the metrics they care about, the
objections they're likely to raise, and the content most relevant to their evaluation process.

In practice, most buying committees can be broken down into a few common roles:

Mapping these roles to personas ensures that outreach to each stakeholder is tailored to
what they actually care about, rather than defaulting to a single generic pitch.
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|dentify key stakeholders and influencers

Knowing the roles that should be on the committee is one thing. Identifying the specific
people who fill those roles at each target account is another. This is where most teams get
stuck, because it requires either manual org chart research or enrichment tools that can
surface the right contacts at scale.

Using Clay, stakeholder identification can be automated: pulling contacts by title,
seniority, and department, then cross-referencing against the buyer committee template to
flag gaps and surface the people who match each defined role. The result is a populated
committee map for each target account, complete with verified contact information and
persona classifications.
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