
Trendemon MCP
Your website intelligence, ready for agents.

DATA  ·  CONTEXT  ·  ACTION

selected customers:



Agenda

● MCP intro
● Trendemon MCP overview
● Trendemon’s unique context
● Actions

○ Website personalization
○ GTM recommendations

● Explore - examples and use cases 
○ Trendemon’s MCP data
○ Trendemon + other MCPs
○ Reports generated by Claude



Why Data + Context Make an MCP Useful

An MCP is only as valuable as the data and context behind it. Plenty of tools can analyze your raw numbers — but numbers 
alone don’t tell you what to do next. The real prize is action: recommendations grounded in the full picture.

Data shows you WHAT
Traffic, conversions, content 
consumption, sources — the raw 
view of what’s happening.

Context tells you WHY
Company, source, content and 
conversion stitched into one 
journey — the connective tissue 
that generates companies’ 
journeys.

Action is the point
From reporting to recommending 
to executing — Trendemon’s MCP 
turns a joined-up picture into what 
to do next.



The Whole Picture: Data → Context → Action
One data thread — from standalone insight, to a joined-up view across your stack, to action taken for you.

TRENDEMON MCP

Standalone: unique data + ready-made 
context

Company & firmographics Traffic & engagement Conversions & goals

Content performance
Personalization coverage & 
uplift

Sources & campaigns

+ OTHER MCPs

A joined-up view — each MCP fills the 
others’ gaps

CRM
accounts, pipeline, 
revenue

Marketing Automation
lead scores, nurture, 
email

ABM · Ads · LinkedIn
targeting & paid media

ACTION · Website Personalization
Monitor → flag → recommend → publish 

ACTION · GTM Recommendations
Paid campaigns · content gaps & winners · social



The Differentiator: Unique Data, Ready-Made Context

Trendemon stands apart from every read-only MCP: it brings both the proprietary data and the context — 
already stitched into a single journey, not fragmented schemas your LLM has to reconcile on the fly.

Ready-Made Context

Which company arrived — and their firmographics

Where they came from — the source & campaign

Exactly what content they engaged with on the way

How it all connects to business goals & deals



Actions — Website Personalization

Beyond answering questions, the MCP works proactively — tracking your key metrics, flagging what needs 
attention, and helping you act

1

Auto-monitor key 
metrics

Watches coverage, CTR, 
conversion rate & uplift for 
the audiences and goals 
that matter.

2

Flag what needs 
attention

Surfaces drops or 
persistently low numbers as 
they happen — no hunting 
for problems.

3

Recommend what to 
do

Proposes a campaign: the 
audience to target, the 
page to lead to, and where 
it should appear.

4

Inside Trendemon’s 
dashboard

Generates a 
ready-made design, 
then publishes the unit  
— review, approve, 
publish in one step.



Actions — GTM Recommendations

The same data fuels your go-to-market thinking. Combine Trendemon’s engagement, conversion and audience insights with your other 
connected sources to shape broader GTM motions grounded in what’s actually working.

Paid campaign 
ideas

Generate campaign concepts 
aimed at the segments already 
engaging — and the accounts 
worth acquiring.

Content gaps & 
winners

Identify content gaps and double 
down on the pages already 
converting.

Social posts that 
resonate

Draft posts reflecting the topics 
and audiences already engaging 
with you.

Ask it directly:  “Using all the data you have, give me general GTM recommendations.” 

One data thread. Every insight. Every action. More pipeline.



Traffic & Engagement Trendemon MCP · standalone

Understand the reach and depth of engagement across audiences, company segments and content areas — including trends over time.

WHAT IT COVERS

Traffic and content engagement  by audience

Week-over-week & month-over-month trends

Reading depth across content areas

INCLUDING COMPANY-LEVEL DATA

Company name & firmographics · business goals 
· deals data · unique visitors · page count · all 
pages visited.

EXAMPLE QUESTIONS YOU CAN ASK

Which content areas are drawing the most visitors this month, and which are fading?

Are the companies in my target segment visiting more or less over time?

What are my most-read content areas, and how does reading depth compare?

Which specific companies engaged with my content in the last 30 days?

Which previously high-engagement companies have dropped off? 



 Conversions
Trendemon MCP · standalone

Track goal completions by target audience and business goal — and spot where traffic isn’t turning into outcomes.

WHAT IT COVERS

Conversion rate by goal and audience 

Goal completions trending over time

High-traffic / low-conversion friction points

EXAMPLE QUESTIONS YOU CAN ASK

What’s my conversion rate for each goal, and how is it trending?

What are the conversion rates per traffic source?

How many companies in a given segment converted in the last 7 days?

Which segments have high traffic but low conversion — a sign of friction?

Is my conversion rate improving as traffic grows, or flattening?



Sources & Campaigns Trendemon MCP · standalone

See where visitors and companies come from — broad channel (direct, organic, paid, email, social, referral, LLM chat) down to the individual UTM 
campaign.

WHAT IT COVERS

Traffic & conversions by channel

Performance of individual UTM campaigns

Bounce vs. browse-on by landing source

LLM chat as an emerging source

EXAMPLE QUESTIONS YOU CAN ASK

Which channels drive the most traffic, and which drive the most conversions?

Which specific campaigns are performing best right now?

Which UTM campaigns bring in companies from my target segments?

How is traffic from paid, organic and social shifting over time?

Is LLM chat becoming a meaningful source of traffic or conversions?



Content Performance Trendemon MCP · standalone

See which content pages are the strongest conversion drivers — and which attract traffic but rarely lead anywhere.

WHAT IT COVERS

Top conversion-driving pages by goal and 
audience

High-traffic pages that rarely convert

Most engaging content for a segment

A page’s conversion trend over time

EXAMPLE QUESTIONS YOU CAN ASK

Which content pages drive the most conversions for a given goal and audience?

Which pages get lots of traffic but rarely lead to conversions?

Which content is most engaging for a specific company segment?

Which pages are worth promoting more, and which need rethinking?

What content am I missing for my key audiences?



Coverage Gaps
Trendemon MCP · standalone

Measure how much of your traffic Trendemon reaches with personalization — by audience and content  — and surface areas for improvements

WHAT IT COVERS

Share of a audience seeing personalization 
units

Audiences with the lowest coverage

High-traffic pages with no coverage

Coverage trend over time

EXAMPLE QUESTIONS YOU CAN ASK

What share of visitors from my target audience are seeing personalization units?

Which target segments have the lowest personalization coverage in the last 30 days?

Which high-traffic pages have no personalization coverage?

Are my most-visited pages the ones with the best coverage, or the worst?

Is my personalization coverage improving over time?



Personalization Performance
Trendemon MCP · standalone

See how each Trendemon unit performs — impressions, clicks, click-through rate and conversions — and how different unit types compare.

WHAT IT COVERS

CTR and conversions per unit

Units driving conversions for a segment

Companies reached & engaged per unit

Performance comparison across unit types

EXAMPLE QUESTIONS YOU CAN ASK

Which units have the best click-through rate, and which are underperforming?

Which units drive the most conversions for a specific segment?

How do promotion, form, survey and recommendation units compare?

Which units reach and engage the most companies?

How is the performance of a specific unit trending over time?



Trendemon Uplift
Trendemon MCP · standalone

See the measurable difference Trendemon makes — comparing visitors who engaged with personalization units against those who didn’t.

WHAT IT COVERS

Engagement uplift — pages read, engaged vs. 
not

Conversion-rate uplift — engaged vs. not

Uplift by audience 

Share of conversions assisted by Trendemon

EXAMPLE QUESTIONS YOU CAN ASK

What is Trendemon’s engagement uplift for a specific segment?

What’s the overall conversion-rate uplift for visitors who engaged with Trendemon?

Is my uplift growing month over month?

Which audiences show the strongest uplift, and which the weakest?

What share of my conversions were assisted by Trendemon?



+ Marketing Automation

Combine on-site engagement with lead scoring, nurture flows, email and campaign membership to make your marketing efforts actionable.

WHO KNOWS WHAT

Trendemon  how companies engage with 
content on the way to a goal

Marketing Automation  lead scores, nurture 
flows, email & campaign membership

Together  which content moves leads 
toward qualification

QUESTIONS YOU CAN NOW ANSWER

Which content is engaging the leads in a given nurture flow?

What is the average lead score for visitors that came via LLM traffic sources?

Which audiences in my nurture programs are the most engaged with my content?

Which content topics are associated with contacts who have a specific job description?

Which nurture segments are stalling despite high content engagement?



+ Your CRM

Tie website engagement to real accounts, opportunities, pipeline and closed revenue — turning behavior into revenue insight.

WHO KNOWS WHAT

Trendemon  how accounts engage with 
content across the site

CRM  who they are, what they’re worth, deal 
stage & pipeline, transcript of meetings

Together  engagement mapped to accounts, 
deals & closed revenue

QUESTIONS YOU CAN NOW ANSWER

Which high-value deals are showing strong engagement, and which need attention?

Which accounts are engaging heavily but aren’t yet in an active deal — a buying signal?

Which accounts that met with sales visited the website and engaged heavily afterward?

Which engaged accounts have stalled deals that could be re-activated?

Which sales reps have engaged accounts they should be following up with?



+ ABM, Google Ads & LinkedIn

You no longer have to choose one source of truth. Connect Trendemon’s MCP alongside your ABM and paid-media MCPs — each fills the data 
and context gaps the others don’t have.

ABM Platforms

Know which accounts you’re targeting in 
media campaigns.

Which target accounts are actually engaging 
on-site?

Where do targeted accounts convert vs. go 
quiet?

Which segments deserve more ABM spend?

Google Ads

Tie paid clicks to real company 
engagement and goals.

Which paid campaigns bring companies that 
convert?

Which keywords attract my target segments?

Where is spend driving traffic but no pipeline?

LinkedIn

Connect social touch to downstream 
content journeys.

Which LinkedIn campaigns drive engaged 
accounts?

How do social-sourced visitors read and 
convert?

Which audiences respond best to LinkedIn?

The full picture, end to end:  follow one thread — which source brought an account in, what content it engaged, how it progressed, and which opportunities it 
generated — then double down on what produces pipeline.



Reports Generated by Claude

● Website personalization analysis 
● Traffic source analysis

https://trendemon.com/wp-content/uploads/2026/07/Cyber_Corp_Personalization_Report.pdf
https://trendemon.com/wp-content/uploads/2026/07/Cyber_Corp_Traffic_Sources_Report.pdf

