|§| BUYER INTEL ACCELERATOR MARKETING INTELLIGENCE - CHEAT SHEET GETBUYERINTEL.AI

MARKETING EDITION - PERSONA 03

CRO. B2B SaaS.

A marketing intelligence cheat sheet for the campaign -builder
reaching a Series B-D B2B SaaS revenue leader.

ROLE Chief Revenue Officer ARR $20M-$150M REPS 30-200 STAGE Series B-D

For marketers building campaigns, content, and landing pages that reach
this buyer — not sellers prepping a call. Her job lives and dies on one
number: the commit she gave the CEO on Monday morning. Everything
she buys is measured against that number.
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What she's actually dealing with right now.

CHAPTER I - THE BUYER

Six pressures she carries into every piece of content she opens. Lead with the right one and
she reads. Lead with the wrong one and she's already gone.

PRESSURE
Monday morning forecast

credibility

The hire vs. system quality
debate

Middle - rep performance
gap

Revenue Ops as co-
decision-maker

Board-level revenue
narrative

Expansion revenue pressure
(NRR)

WHAT IT MEANS FOR YOUR MARKETING

URGENCY

She submits a revenue commit to the CEO every week. If her HIGH
forecast accuracy is off, her credibility is damaged — before the

quarter even ends. Her most visible recurring pressure.

Her CEO is always internally questioning: is underperformance a HIGH
people problem or a systems problem? She needs to arm herself
with data to argue her side — and your content can do that for

her.

Her top 20% carry the team. The middle 60% should be her HIGH
growth lever — but they underperform relative to their potential.
Any tool that moves middle reps is more valuable than another

hire.

She doesn't buy revenue technology alone. Her RevOps leader HIGH
evaluates every tool she considers — often more technically
than she does. Miss RevOps and you've stalled the deal.

She presents to the board every quarter. Any tool has to be MED
justified in board -ready language — benchmark comparisons,

not ROI claims her CFO will discount.

In a SaaS downturn environment, net revenue retention matters MED
more than new logo growth. Content that speaks to NRR, not just

new ARR, catches her at the right angle.

CONTINUED - THE LANGUAGE SHE TRUSTS
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VOCABULARY CHAPTER II - THE LANGUAGE

The language that signals you get ker world.

CROs have read every sales optimization pitch in existence. Vocabulary precision is how you
signal you're different from the last 15 vendors.

@ USE THIS @ AVOID THIS

+ Forecast accuracy not "sales optimization" - Sales optimization generic, means nothing to a

+ Commit conversion rate not "win rate" CH

- Empower your team vague, unmeasurable, sounds

+ Middle-rep productivity not "rep performance" )
like HR

+ Pipeline coverage ratio not "pipeline health" )
- Unlock revenue potential overused, zero

+ Net Revenue Retention (NRR) not just "ARR credibility
growth" -
- Sales productivity platform category label, not
+ Revenue Ops partnership not "admin" or "ops value
support" L S
- 360-degree visibility dashboard cliché she
+ Board benchmark not "industry comparison" stopped reading in 2019
+ Quota attainment distribution not "rep - Improve team performance she needs specifics —
performance metrics" which metric, by how much, for which reps

- Streamline not a revenue metric

- Cutting-edge Al she needs outcomes, not
technology attributes
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INTERNAL POLITICS

CRO - B2B SAAS

MARKETING

CHAPTER III

The CEO internal debate — your biggest campaign

opportunity.

Every CRO is fighting an invisible war with her CEO about whether underperformance is a
people problem or a systems problem. The vendor who arms her for that fight wins the deal.

THE DEBATE

"We need to hire better reps."

"Our forecast accuracy is a
management problem."

"NRR is a CS problem, not a
sales problem."

"Our win rate is fine."

CONTINUED - HOOK FORMULAS

HER POSITION

"We have the reps. The system isn't giving them
what they need to perform.”

"It's a data problem. CRM hygiene and deal
inspection tools determine forecast accuracy

more than management style.”

"NRR starts at the close — the deals we close,

how we set renewal expectations, and how AE's

hand off to CS."

"Win rate isn't the problem — commit
conversion rate 1s. Deals that get to commit

should close at 90%+. Ours don't."

CONTENT THAT ARMS HER

Middle-rep productivity benchmarks
showing that system quality explains
60%+ of performance variance across
comparable sales teams.

Data showing correlation between deal
inspection cadence, CRM hygiene, and
forecast accuracy by team size and
segment.

Case studies showing NRR
improvement driven by pre-sale
alignment and handoff process, not
post-sale CS alone.

Benchmark data on commit conversion
rates by deal size and sales cycle
length — gives her a board-ready data
point.

GETBUYERINTEL.AI -
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HOOKS
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CHAPTER IV - HEADLINES THAT LAND

Hook formulas that actually land.

Every hook has to pass the Monday morning test. would a CRO submitting her forecast

commit read this right now?

HOOK 01 - MONDAY MORNING FRAME

"You submitted your forecast this morning. How
confident are you that your Commit deals
actually close? Here's what separates CROs with
85%+ commit conversion from those stuck at
60%."

Why it works - The Monday forecast is her most vivid
recurring pressure. This hook meets her exactly where
she is —in the moment she's most aware of the
problem.

HOOK 03 - MIDDLE REP FRAME

"Your top reps will hit quota with or without you.
Your middle 60% are where your number lives.
Here's what the best-performing B2B SaaS CROs

are doing differently with that cohort.”

Why it works - She knows she can't hire her way to
quota every quarter. Middle -rep productivity is her
highest-leverage, most-ignored opportunity — and she
knows it.

CONTINUED - CONTENT FORMATS THAT BUILD PIPELINE

HOOK 02 - CEO DEBATE FRAME

"Your CEO thinks underperformance is a hiring
problem. Here's the benchmark data that shows
it's a systems problem — and how to present it to
your board.”

Why it works - She's having this exact debate internally
right now. Content that arms her with board-ready data
for a conversation she's already having gets saved and
shared up.

HOOK @4 - REVENUE OPS FRAME

"Your RevOps team will evaluate this before you
do. Here's the Salesforce architecture, the data
model, and the implementation timeline — so that
conversation doesn't stall your evaluation.”

Why it works - She knows RevOps is a co-decision -
maker. Content that pre-answers RevOps's technical
questions removes the biggest deal-stall she faces in
her own buying process.
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FORMATS

CRO

CHAPTER V

Content formats that bu:ld pipeline.

B2B SAAS

MARKETING

CONTENT THAT

Each format below maps to a specific moment she's already in — Monday's forecast, the
board prep, the RevOps gate. Formats outside those moments get archived.

FORMAT

Board Benchmark Reports

CRO Peer Roundtables

RevOps Technical Docs

Middle - Rep Productivity
Playbooks

Forecast Accuracy Case

Studies

CEO-Facing One-Pagers

Revenue Ops Community
Content

CONTINUED

WHY IT WORKS

She presents quarterly to the board —
original benchmark data gives her
board -ready ammunition regardless of
whether she buys.

She trusts peer CROs at comparable-
stage companies over any vendor claim
— no vendor moderation.

Her RevOps leader is a co-decision-
maker — miss them and you stall; arm
them and they become your internal
champion.

Her highest-leverage, most under-
resourced problem — original
frameworks get passed to her VP Sales.

Her Monday morning problem — specific
proof from comparable - stage
companies is highly shareable internally.

She needs to justify technology
decisions to her CEO — content that
translates value into CEO language gets
used directly.

RevOps leaders have their own
communities and credibility hierarchy —
content distributed there reaches her co-
decision-maker first.

- WHAT KILLS YOUR CAMPAIGN

ANGLE TO USE

Quota attainment distribution, commit
conversion rates, pipeline coverage
ratios by company size and segment.

Small-group, $20M-$150M ARR peers,
candid conversation about forecast
accuracy and middle-rep gaps.

Salesforce data model, integration
architecture, implementation timeline,
admin overhead documentation.

Specific, tactical: what the top 20% do
differently, how to replicate it
systematically, what tools enable or
block it.

Named company, same ARR range,
specific before/after commit conversion
data — not "improved by X%".

Hire-vs-system framing, board -
benchmark context, NRR impact
alongside new ARR — no feature lists.

Salesforce admin resources, RevOps
benchmarks, implementation guides —
not sales-focused content.
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ANTI-PATTERNS CHAPTER VI - WHAT KILLS YOUR CAMPAIGN

What kills your campaign wzih CROs.

Six mistakes that take a campaign out before it gets read. Each one signals you're selling to
the version of her company that doesn't exist anymore.

MISTAKE WHY IT FAILS

Generic sales productivity claims She's read "improve rep productivity by 30%" from 40 vendors. Without
specificity — which metric, for which rep cohort, at what ARR stage — it's
invisible.

Missing RevOps in your content If your landing page or campaign is CRO-only, her RevOps leader has no

content to evaluate — and RevOps can stall or kill any deal she's interested in.

Top-rep case studies Her top reps already hit quota. Case studies showing how your tool helps star
performers don't move her — middle-rep improvement is the lever she's
actually pulling on.

ROI claims without benchmark Her CFO will discount any ROI claim she can't validate. Board-benchmark data

context — how she compares to peers — is more credible than your internal ROI
calculator.

Win rate as the headline metric Win rate is a lagging, easily -gamed metric she's skeptical of. Commit

conversion rate, pipeline coverage, and NRR are what she actually manages to.

No transparent pricing or timeline She evaluates TCO the same way she evaluates vendor claims — if you hide
pricing or minimize implementation complexity, she reads that as insecurity
about the number.
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THE BIA ANGLE CHAPTER VII - THE INTELLIGENCE LAYER

Campaigns that land in her boardroom, not her spam
folder.

Everything above came from the surface layer. The full B2B SaaS CRO intelligence stack
inside BIA includes the tools this brief can't fit.

01

02

03

04

05

Monday -Morning Vocabulary Library vensers
Forecast, commit, NRR — the exact phrases CROs trust, with the buzzwords that signal you've never been on a
Monday revenue call.

Active Buying Triggers HeMBERS

VP Sales replaced, Series C closed, new board member with ops background, missed ARR target triggering a
methodology review.

RevOps Co-Decision Map MEMBERS

The RevOps stakeholder profile, technical questions, and content paths that turn co-decision-makers into internal
champions.

CEO Debate Armament 1EenBERS
Board-ready data points she can use in the hire-vs-system argument — by company size, segment, and stage.

Content Reviewer 1EenBERS
Paste your landing page or email — BIA audits it against real CRO ICP language and tells you which lines to cut.
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BUILD IT CHAPTER VIII - ONE LAST THING
The campaigns that reach this buyer start from buyer
intelligence,

not buyer demographics.

Demographics tell you who she is. Intelligence tells you what she's defending on Monday,
what her CEO won't say out loud, and which paragraph she'll forward.

THE WORK ABOVE

Built this brief by hand. Took hours. BIA generates this for any enterprise buyer persona — your role, your
vertical — in 30 seconds. Paste your product URL and it rewrites every hook, format, and committee angle
around your specific solution.

BUILDING CAMPAIGNS FOR REVENUE LEADERS?

- . . PRIVATE BETA NOW OPEN
Use BIA to build campaigns that land in her boardroom, not her spam

folder. Get the full CRO buyer intelligence.
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