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-, From Maze to Amaze ‘7| TRENDEMON

Deliver the right content/answer to the right person at the right stage
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— Trendemon Can Replace These Tools:

©

I -
4 Optimizely

VWO  Miliy )

Page Level Optimization:

— -

-
-
S

—

=) Journey Level Optimization: ¢? PathFactory  Oberflio # folloze _

@:@

et S0l Dbizible |
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Consolidate your Experience Optimization stack and save upwards of 70% of the budget



| From content led to answer led

f What makes a good answer and a good decision

‘-' Meet your CNS

A CNS in action across GTM

) Demo and next steps

' | TRENDEMON



From content led to
answer led



g@ From page-based to answer-led journeys ‘| TRENDEMON

“Old world” “New world”

o Buyers read many pages o Buyers ask targeted questions to LLMs
o Build their own answer over time o Get shortlists and opinions fast
o Marketing optimizes “content consumption” o If you're not in the answers, you're not in the market

[ Answer-led journeys = decisions led by Q&A, not by page sequences. J




©
=t

- Decisions, Not Just Answers

Answers are not the goal - decisions are.

High performing teams
win on speed and quality
of decisions

Decision
Point

Answer quality now directly
shapes deal quality




What makes a good answer
and a good decision



©—, What makes a good answer (and a good decision)? TRENDE
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Good decisions = good questions + good answers




-~ What Makes a Good Answer

Context Knowledge Proof
who is asking, where they full, accurate, up to date stories, metrics, and customer
are, what they have seen content examples to back claims

Without these, answers are generic and unconvincing
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o The Role of Questions

Buyers often do not Here are the questions
know what to ask you should be asking
at this stage

aﬂ%—»%

Good systems do Questions plus
not just answer, answers together
they suggest form the real

better questions touchpoint
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-5 @ and A as the New Buyer Touchpoints

Old touchpoints: New touchpoints:
Q and As and sequences of Q and As
= |
= We can now track which Q
page views and As appear in journeys
¥ = i
| oUl
campaigns

—— We can see which Q and A
- seguences correlate with
positive outcomes




Meet your CNS -
Content Nervous System
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f;“““ Introducing the Content Nervous System (CNS)

A central brain that understands:
product, content, proof, and customers J

N

buyer signals and journeys j
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Connects Q and A activity
to real business outcomes

~
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A unified system for answer-led growth
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The Three Foundations of a CNS

Knowledge

Website content, blog,
docs, knowledge base,
decks, case studies,
internal know how

Signals

%

Who is visiting, what
they have done,
account, segment,
stage, intent

N

v

Outcomes

%

Meetings, pipeline,
closed won,
expansion, adoption

J




©-° CNS Must Answer Who, What, When, Where, Why

@
WHO WHEN Q WHY

which account, at which stage what outcome
role, and person \_ WHAT L/ of their journey \ WHERE # this interaction
'Sint:?;gg éze what they asked, gticel which channel, ISEYRago drive
\_ » what content % . page, campaign, - J
they saw, what or source

they care about
e I e v




%ﬁ > Where Today’s Tools Fall Short el [T r DRl

Chatbots optimized to book meetings, Knowledge bases disconnected
not answer deeply from the website

.__f_-. Meetmg
Booked

Not answer deeply

DISCONNECTED

Personalization tools focused on rules Little or no link between Q and A
and segments, not questions activity and pipeline or revenue

PERSONALIZED
RULES @,‘ — MESSAGE

[ SEGMENTS

PIPELINE &
REVENUE

NO LINK




CNS GTM
Use Cases



‘g{) Use Case - Website and Buyer Journeys

Al chat that answers
in context of the
current page

Uses segment and
role patterns

Takes into account
the account's
historical journey

Rank Q and As
by likelihood to lead to
meetings and opportunities
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Meetings

&

Opportunities

Q and A journeys
tracked as first
class objects
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- Use Case - Sales and BDR Ultimate Seller

Helps sales and BDR Finds the most
choose the right relevant case studies
question to surface and assets quickly

Seller Agent =\

Seller agent with
access to full
content, proof, and

sales knowledge ~ Uses accmijn.t Itevetl Crafts contextual
journey and inten Serare
signals

supporting proof



~~ Use Case - Marketing and Content Strategy '7 | TRENDEMON
. Shift from “we need more content” CNS generates a content roadmap
¥ to "we need better Q & A coverage” based on real Q & A behavior
|ldentify Q & A gaps:

Claims without proof
Cé; Capabilities not clearly
described

|®—® Missing personas or
industries
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o> Use Case - Customer Success and Enablement '~ | TRENDEMON

KNOWLEDGE & FASTER
STRATEGY ONBOARDING
» Objections
+ How-tos
» Rollout

— » SIGNAL PROCESSING Oﬁ'
A~ -' R & PREDICTION N . M
uﬂuﬂ - - Q8A Signals e
» Risk/Expansion
USAGE & CONSISTENT ANSWERS
PATTERNS & EXPANSION
« Adoption

« Usage
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o Today’s Fragmented Mini-CNSs 7| TRENDEMON

=— WEBSITE SUPPORT BOT @
L3 CHATBOT -

Separate chatbots for website, support, INTERNAL

. KNOWLEDGE
and internal knowledge

Each with its own partial brain and
separate data

No shared signals or common outcome
model

Hard to maintain and impossible to

reason about holistically

# Ve
)*/ NO SHARED MODEL



Q;CQ»_Z The Future - One CNS, Many Interfaces = | TRENDEMON

= : Shared
% = Signals Shared Link to
NN Unified Pipeline/Revenue

WEBSITE CHAT \ Knowledge Outcomes
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EMAIL AGENTS CS PORTALS

SALES TOOLS Humans and agents . U '
both ask the same brain \ 50

HUMANS AGENTS




Trendemon’s CNS
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Inputs: CNS layer: Outputs:

()

Website content
and journeys

Website Al chat and
personalized FAQs

K
D
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Sales and BDR helper
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Knowledge base, ' 3 fﬁ alll\ N O=

docs, case studies, N — LN =il
CRM signals Indexing and Q and A ranking Gap analysis . _ (I
semantic by outcome Insights for marketing '
understanding and RevOps
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Step 1- Inventory
your knowledge

I &

How to Get Started with CNS
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Step 1 - Inventory your
knowledge

Content sources, proof,
internal know how

Step 2 - Connect
signals

Accounts /Q\\"’ Stages
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Step 2 - Connect
signals

Journeys, accounts,
stages, intent

| °~.-> Intent
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Step 3 - Define

outcomes
-
Meetings

Opportuniti

\

es
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What good looks
like: meetings,
opportunities, ARR,
adoption

P
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Step 4 - Run a CNS

CNS readiness and
answer audit
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Where you are strong
and where you are
invisible

\
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In an answer led world, not being
in the answers means not being in
the market

You cannot control every
external model

But you can build a strong CNS
internally

Use it to improve how external
LLMs see you

Call to Action - Build Your Content Nervous System | TREND:!

e Book an Answer Led Journey and
CNS readiness session with us

» Bring your content and signals and
we will show you your answer map
and gaps

C BOOK A SESSION )

. J

Get a Free 30 day CNS Audit of your Website



Your Turn!
Questions?
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Thank You!

Andrey Kastelmacher Avishai Sharon

Director of Sales CEO
Trendemon Trendemon



