Top 10 Audience Intelligence Platforms:
Evaluation & Buying Guide 2025

Executive Summary

Audience intelligence platforms help marketing and PR professionals derive deep insights into their
target audiences’ demographics, psychographics, behaviors, and affinities. This report evaluates 11
leading platforms (Audiense, GWI, StatSocial, Telmar+Helixa, Resonate, Zoomph, consumr.ai,
Mnemonic Al, Delve Al, Claritas (Identity Graph) in the U.S. market. Each platform’s capabilities,
background (including acquisitions/mergers), leadership, pricing models, and customer feedback are
detailed with sources.

Key findings include:

e Leaders (Audiense, GWI, Resonate): These platforms offer robust audience segmentation,
innovative features like Al-driven insights (Audiense’s Watson integration), global consumer
panels (GWI), and expansive data attributes (Resonate’s 14,000+ attributes). They earned high
user satisfaction (4.3-4.5 stars on G2) and strong strategic value for both B2B and consumer
brands.

e Contenders (StatSocial, Zoomph): StatSocial’s Silhouette™ platform delivers cross-channel
social audience data beyond Twitter (adding TikTok, YouTube, etc.) and focuses on influencer
and media insights. Zoomph excels in sports and sponsorship analytics, offering real-time
engagement tracking and ROl measurement with a user-friendly interface (4.5 G2). Both are
highly usable but slightly narrower in specialization (StatSocial in social data, Zoomph in sports
marketing).

e Niche Players (Telmar + Helixa, consumr.ai): Telmar’s acquisition of Helixa (2021) expanded a
legacy media planning tool into social insights, making it a legacy innovator for agencies needing
integrated media+social data. Consumr.ai (launched 2022) is a new entrant focusing on cross-
platform behavioral and “Al Twin” personas but with limited market presence (primarily enterprise
custom deals).

¢ Innovators (Mnemonic Al, Delve Al): Mnemonic Al and Delve Al are Al-first platforms
revolutionizing persona creation. Mnemonic Al dynamically updates buyer personas and even
provides “Digital Twin” virtual customers reflecting psychographic profiles, earning it a stellar
4.8 G2 rating and high praise for detailed insights. Delve Al automates persona generation
from web analytics and competitor domains, offering affordable self-serve plans (including a free
tier and paid plans from ~$89/month). These tools score high in innovation and usability,
particularly for small to mid-size brands seeking quick insights.

e Legacy (Claritas Identity Graph): Claritas (formerly part of Nielsen) provides an identity graph
with nearly 100% U.S. coverage, tying billions of data points to household profiles. It's enterprise-
focused (powered by acquisitions like Barometric for tracking and partnerships like EthniFacts
for cultural insights) and excels in data accuracy and offline-online linkage. While not a user-



facing “platform” in the same sense as others, it underpins many marketing databases. Best
suited for large brands and data partners needing comprehensive audience identification and
segment activation.

Recommendations:

e Large Consumer Brands (Fortune 500, broad audiences): Audiense or GWI are recommended
leaders offering expansive consumer segmentation, influencer discovery, and values-based
insights. They balance innovation and maturity, with Audiense providing deep social intelligence
(and new owner Buxton backing and GWI offering extensive survey data (53 countries). Claritas
is valuable as a data backbone for omni-channel campaigns and precise targeting,
complementing these tools for activation.

e Mid-size or Niche Consumer Brands (emerging brands, targeted demographics): Resonate Ignite
stands out for values-driven segmentation (e.g., passion-driven marketing) with strong
actionability. StatSocial can be ideal if social media affinity and influencer mapping are priorities
(e.g., lifestyle or youth brands). For sports/esports-focused brands or sponsorship-heavy
strategies, Zoomph is the clear choice given its tailored metrics and partner portfolio (NFL, NBA
teams, etc.).

e B2B Brands (account-based marketing, niche professional audiences): Audiense (with its ability
to find nuanced sub-audiences like “engineers vs. developers” on social) and Mnemonic Al (for
crafting personas around decision-makers’ psychology) are powerful. People Pattern (via
Khoros) can enrich community and social listening efforts by revealing job roles and interests
within conversations. Telmar+Helixa is useful for agencies/brands needing to connect audience
insights to media planning directly — e.g., a B2B media buyer aligning content affinities with
media spend.

e Cost/Value Alignment: For budget-conscious teams or small agencies, Delve Al offers significant
value with its affordable plans and competitor persona feature, enabling quick wins in
understanding one’s audience vs. competitors. Zoomph offers competitive pricing (Capterra:
~$5,000/year for full feature set fora 5.0 rated tool) and may deliver high ROI for brands heavy
on social content. Audiense and Resonate are more premium (Audiense’s mid-tier ~S8K/year;
Resonate’s enterprise Saas likely in tens of thousands annually), justified by their comprehensive
capabilities for those who can maximize their features.

In summary, Audiense emerges as a top Leader for social-driven intelligence and flexibility, Resonate
for values-based consumer intelligence, GWI for broad survey-based insights, and Mnemonic Al and
Delve Al as rising Innovators democratizing persona insights. Marketers should select based on the
fit with their audience data needs (social vs. survey vs. first-party), organization size, and specific use
cases like influencer analytics, psychographic segmentation, or media planning integration.

Platform Quadrant & Scores Overview

To visualize the competitive landscape, each platform is categorized and scored on four dimensions
(usability, innovation, strategic value, customer satisfaction) out of 10. Leaders score strongly across
all, Contenders excel in some areas but slightly lag in innovation or breadth, Innovators lead in new



capabilities but may lack market presence, Niche Players serve specific needs well, and Legacy
providers offer stability and data depth.



Platform

Audiense

GWI

Resonate Ignite

StatSocial

(Silhouette)

Zoomph

Telmar + Helixa

consumr.ai

Mnemonic Al

Quadrant

Leader

Leader

Leader

Contender

Contender

Niche
(Legacy/Conten
der)

Niche

(Innovator)

Innovator

Usability (UI/UX)

9/10 - Intuitive
ul

8/10 — Easy to
navigate

7/10 — Some

learning curve

7/10 -
Improved but

can be complex

9/10 - User-
friendly (sports

context)

6/10 -
Enterprise Ul

(legacy Telmar)

7/10 — Modern
Ul, but new

platform

8/10 — Simple
Ul, automated

reporting (high

Innovation

9/10 - Al (IBM
Watson)

integration

8/10 -
Continually
updated global
surveys

9/10 — Al-driven
14K attributes

8/10 - Cross-
platform social

data unique

7/10 - Focused
on social &
sponsorship
(less broad)

7/10 -
Integrating Al
with media

planning

8/10 — Al Twins,
multi-channel
insights
(cutting-edge)

10/10 - Unique
Al personas &

digital twins

Strategic Value

10/10 -
Comprehensive
social
intelligence

9/10 — Strategic
for global
consumer
insights

10/10 - High
strategic impact
for values &
activation

8/10 - Valuable
for
influencer/medi
a planning

8/10 — Strategic
for sports &
events
marketing

8/10 — Useful
for media
agencies
(holistic

planning)

7/10 — Strategic
if leveraging
first-party data
in cookieless

world

8/10 — Adds
value by
enriching CRM

Customer
Satisfaction

(G2/ratings)
9/10-4.5 G2
(68%5 )
9/10-44 G2
(widely used)
8/10-43 G2

(strong results)

8/10-43 G2
(51%5 )
9/10-45 G2
(75% 5 )

N/A (Small user
base on G2;

Helixa ~4 via
Audiense guide)

N/A — New
entrant
(Capterra/G2
<10 reviews,
e.g.,G24.7
with 9 reviews)

10/10 - 4.8
G2(85% 5

rave support)



marks in with
Delve Al Innovator 9/10 - Easy 9/10 - 8/10 — Greatfor ~ 10/10 - 4.8
setup (uses GA Automated quick insights G2 (80% 5
data, etc.) personas & for very positive)
competitor SMBs/agencies
personas
Claritas Legacy 5/10 — Not a 8/10 — Tech 10/10 - 8/10 — Trusted
(Identity Graph) self-service Ul innovation via Strategic for by industry, but
(backend data) identity omnichannel not often “user-
resolution targeting reviewed”
(enterprise) (known
reliability)

Note: The scores are informed by features and user feedback (e.g., G2 ratings and comments) — a
higher score indicates a relative strength. For example, Audiense’s usability is praised (“smooth,
intuitive, and user-friendly” interface), and strategic value is evidenced by how it enabled insights
unattainable by traditional tools.

Mnemonic Al’s perfect customer satisfaction reflects clients’ delight in its persona accuracy and
service. Claritas, while not directly user-rated, scores high in strategic value due to its foundational
role in marketing data (reaching 255M people with high-def profiles).

Platform Evaluations

1. Audiense

Overview & Capabilities: Audiense is an audience intelligence and social insights platform that excels
at identifying nuanced audience segments, particularly on social media. It can analyze conversations
and followers from X (Twitter), identify community clusters, and enrich profiles with third-party data. A
standout feature is its integration with IBM Watson for personality insights, allowing marketers to
derive psychographic profiles of audiences. Audiense supports influencer identification,
values/affinities analysis, and even social listening for event or hashtag tracking (bolstered by its
Tweet Binder acquisition). It offers both Audiense Insights (audience segmentation reports across
any topic or handle) and Audiense Connect (Twitter community management and analytics).

Company Background & Leadership: Founded in 2011 as SocialBro in Spain by Javier Burén (CEO)
and team, it rebranded to Audiense in 2015. Audiense has grown via notable acquisitions:

e SOPRISM (Dec 2022) - a consumer insight tool for Meta data, expanding Audiense into
Facebook/Instagram intelligence.

e Tweet Binder (May 2023) — a Twitter analytics platform, adding advanced hashtag and historical
Twitter data tracking.

e Affinio (May 2023) — assets of an Al-based audience insights platform, further enriching
segmentation capabilities.



Most recently, in March 2025, Audiense was acquired by Buxton, a consumer analytics firm, indicating
a strategic move to integrate Audiense’s social intelligence with Buxton’s retail and customer
analytics expertise.

Leadership: Javier Buron remains a key figure (likely Head of Product post-acquisition), and Buxton’s
backing adds stability. Audiense’s recognition includes being named a Leader in multiple G2 reports
(Audience Intelligence, Influencer Marketing).

Pricing Model: Audiense offers tiered SaaS pricing. According to G2, Audiense Insights starts around
$8,352/year, with an entry-level Twitter Marketing package at $948/year and an Enterprise
(“Unlimited”) tier at ~$25,000/year. These prices (billed annually) reflect increasing limits on reports
or audience sizes. The mid-tier (Insights) is popular among mid-market users, while large agencies
opt for the unlimited plan. Audiense sometimes offers custom pricing for agencies (including pay-as-
you-go reports). Note: Pricing is subject to change; most current details suggest contacting Audiense
for tailored quotes.

Customer Feedback: Audiense is highly regarded by users for rich audience insights and time
savings. On G2, it holds 4.5 out of 5 stars. Users praise how quickly it generates detailed reports
(“rarely take longer than 10 minutes”) and how the support team is responsive and proactive. A
market researcher’s review noted Audiense allowed them to “find nuances in very similar audiences”
(e.g., developers vs. ClOs) that traditional listening tools missed. The Watson Personality Insights
integration is highlighted as a differentiator providing “in-depth personality profiles”.

Cons mentioned are minor: desire for more data sources (beyond social) and a learning curve in
interpreting all the data (for some). Overall, Audiense’s customer satisfaction is high, evidenced by
earning a Leader badge on G2 in multiple categories and user quotes like “extremely valuable, offering
a wealth of detailed insights”.

Pros and Cons:



Audiense Pros

Comprehensive audience segmentation —
Identifies micro-segments by interests,
demographics, influencers, etc., that other
tools miss.

IBM Watson integration for personality traits —
Unique psychographic profiling adds depth to
audience personas.

User-friendly interface — Intuitive Ul and
smooth workflow for building and filtering
audience reports.

Strong customer support — Highly responsive
team that provides ideas and help to get the
most value.

Continuous innovation — Regular updates (e.g.,
added TikTok/Reddit data via Affinio, new
“Demand” Beta for talent/brand demand). Also
recognized by industry (G2 Leader).

Audiense Cons

Primarily social-data focused — Less coverage
of offline or on-site behavior; depends on
social footprint (though acquisitions are
expanding this).

Desire for more data sources — Users wish for
broader integrations (more social networks or
web data) beyond current sources.

Learning curve on insights — New users may
need guidance to fully interpret the rich
insights and maximize the platform.

Cost for higher tiers — While entry pricing is
accessible, advanced tiers (for unlimited
analysis) are a significant investment, which
might be high for small businesses.

Report limits on lower plans — The number of
audience reports or size of audiences may be
limited on lower-priced plans (could require
upgrade for heavy use).

Market Position: Leader. Audiense’s breadth of capabilities, sustained innovation through
acquisitions, and high user satisfaction firmly place it in the Leader quadrant. It's often compared with
Brandwatch and Pulsar but stands out especially for audience-first (as opposed to content-first)
analysis. Its strategic value for social media marketing and PR (audience discovery, influencer

targeting, campaign planning) is top-tier.

2. GWI (GlobalWebindex)

Overview & Capabilities: GWI is a leading on-demand survey-based consumer research platform. It
maintains a large global panel and continuously fields surveys to capture demographic profiles,
interests, behaviors, and media consumption of consumers. GWI's platform lets users build target
audiences by filtering attributes (e.g., “US millennials who use TikTok and value sustainability”) and
then retrieve insights on those segments. Key capabilities:

e Audience profiling - Demographics (age, gender, region), psychographics (values, attitudes),
lifestyle, brand preferences, social media usage, etc. in over 50 markets.



e Trends over time — Because data is updated quarterly, users can see how attitudes or behaviors
shift (useful for trend analysis in marketing).

e Custom surveys — Besides the syndicated data, GWI offers an ability to run custom questions to
specific audiences (for an additional fee), integrating results into the platform.

e Integrations — Data can be exported or used via their API, and GWI often is used alongside other
tools in agencies for quick stats or audience validation in campaign planning.

Company Background & Leadership: Founded in 2009 by Tom Smith in London, GWI (initially
GlobalWebIndex) grew by offering digital market research at scale when social media and online
behaviors were exploding. It remains private; recent years saw expansion into new products (GWI
USA focused on U.S.-only high-frequency data, GWI Gaming, GWI Kids). CEO Tom Smith and a robust
leadership team have positioned GWI as a go-to source for agency planners (working with major
networks like WPP, IPG). They haven't heavily grown via acquisitions (the growth is largely organic and
international). GWI has about 680+ employees and offices in London, NY, and beyond.

Pricing Model: GWI typically operates on an annual subscription model based on number of users
and datasets needed. Specific prices aren't public (requires a demo request), but it is generally
enterprise-priced (five figures annually) due to the depth of data. For smaller companies or limited
geographies, they have packages — e.g., one country access versus multi-country. No self-serve
monthly option is advertised; pricing tends to be customized.

GWI’s value proposition is that it replaces or reduces need for bespoke market research — so large
brands and agencies justify the cost through the breadth of insights (data on “18 million consumers”
across 50 markets). Pricing insight: Some third-party mentions indicate a rough ballpark: around
S40k/year for full global access for an agency, but this can vary widely by scope.

Customer Feedback: G2 reviewers give GWI around 4.4  out of 5. Users love its ease of use (“easy to
build different audiences”) and consider it “a good starting point... to discover how our audience
differs from the general population”. Marketers appreciate the breadth of insights and on-demand
data (“many information about consumers from different points of view”). The interface is intuitive
with an ability to quickly filter by country, age, etc., making it practical for quick research questions
(“use it frequently for go-to insights”).

Critiques: Some note that because it's survey data, it's “a bit static” — not as real-time as social
listening. Also, extremely niche audiences might have small sample sizes. One mid-market user gave
3.5 citing it's great for quick insights but could use even more niche options (e.g., very specific B2B
roles might not be available). Customer support is praised as “great — very supportive and always on
time”. Overall satisfaction is high due to reliability and the trust in data quality (GWI emphasizes data
rigor; e.g., consistent methodology reaching ~2 billion people’s representation).

Pros and Cons:



GWI Pros

Extensive consumer dataset — Global coverage
(50+ countries, representing billions) providing
wide demographic and behavioral insights.

Easy audience creation & comparison — User-
friendly filters to build custom segments and
compare to benchmarks.

Regular updates & new data — Quarterly refresh
plus special add-ons (e.g., trends, youth data)
keeps insights current about changing
consumer behaviors.

Validated methodology — High trust in data
quality and consistency, useful for credible
stats in strategies.

Flexible analysis — Supports deep dives into
one market or broad comparisons across
markets; helpful for global brands to localize
strategies.

GWI Cons

Survey data limitations — Self-reported data
may lag real-time trends; niche subpopulations
can have small sample sizes (limits detail for
micro-targets).

Enterprise cost — Pricing is high for smaller
companies; primarily geared towards agencies
or brands with budget for research.

Limited activation — It's an insights tool; not for
activating campaigns directly (data export is
possible, but it's not an ad platform).

Learning specifics — New users may need time
to understand metrics (e.g., what “Index 120"
means). Some advanced analysis requires
export to Excel or other tools.

Not focused on individuals — Provides
aggregate audience view, not identity-level
data (for privacy reasons), which is by design
but means you can't retarget those exact
survey respondents.

Market Position: Leader. GWI is considered a staple for consumer insights among marketing
professionals. Its strength is providing a macro-level understanding of audiences (complements the
micro-level social data from tools like Audiense). In quadrant terms, GWI is a Leader for organizations
that require broad, reliable audience research. It might be slightly less “innovative” in an Al sense
compared to smaller startups, but it innovates in methodology (e.g., passive data integration, panels
for niche topics). GWI's continued relevance and high satisfaction secure its Leader status, especially
for brand strategy, media planning, and PR research usage.

3. StatSocial (Silhouette™ Platform)

Overview & Capabilities: StatSocial is an audience intelligence platform focused on social media and
influencer data. Its flagship platform, Silhouette™, compiles self-declared data from major social
networks (Twitter/X, Instagram, TikTok, LinkedIn, YouTube, etc.) to create unified audience profiles.
Key features include:



e Audience insights — Understand any defined audience’s interests (e.g., top hobbies, favorite TV
shows), brand affinities, influencers they follow, and demographics across social platforms.

e Audience creation & comparison — Users can build audiences by specifying criteria (followers of
X brand, or people using #hashtag, etc.), and then analyze those audiences or compare them to
other segments.

¢ Influencer identification — For a given audience, find who influences them most (and validate if
those influencers truly engage the target audience).

e Cross-platform measurement — StatSocial can measure the impact of social or influencer
campaigns by seeing who was exposed (engaged) and tracking brand lift via surveys, all within
the platform.

e Audience Activation — Uniquely, StatSocial offers the ability to export audience segments for
targeting in advertising (through partnerships or data delivery to DMPs). For instance, if you find
“people who love vegan cooking and follow certain influencers,” you can create a segment to
target in programmatic channels.

Company Background & Leadership: Founded in 2014 and based in New York, StatSocial was co-
founded by Michael Hussey (a serial data entrepreneur) and others. It initially gained attention for its
ability to analyze social media audiences at scale, bridging a gap left by earlier tools that were Twitter-
only. In late 2020, StatSocial launched Silhouette™, marking a move beyond just analytics to an
actionable platform. The company’s leadership includes CEO David Barker and Founder/Head of
Product Michael Hussey.

StatSocial hasn't publicly announced major acquisitions, but it has formed partnerships (e.qg., with
influencer platforms and possibly with survey providers for that brand lift feature). It has remained a
boutique firm (~26 employees on LinkedIn), but with significant client list among Fortune 500 brands
and global agencies.

Pricing Model: StatSocial tends to focus on enterprise sales, with pricing based on seats and usage.
They often provide custom quotes after assessing a client’s needs (# of audiences, API access,
activation features). Anecdotal info suggests pricing comparable to other enterprise social data tools,
likely starting in the low to mid five-figures annually. For instance, an agency might pay ~S50K/year
for robust use, though smaller packages could be less. The “Contact StatSocial — Get Started” prompt
on G2 implies no self-serve published prices. They do highlight that their solution can replace multiple
point tools (audience insights + influencer tool + survey panel), which is part of the ROl argument.

Customer Feedback: StatSocial has a 4.3 rating on G2 from ~90+ reviews. Users appreciate the
breadth of data sources (“doesn’t just rely on Twitter” — a direct comparison where rivals like Helixa
relied heavily on Twitter historically). One review notes, “StatSocial can target audiences that no other
vendor can... great for getting customers of specific brands as well as reaching niche segments.” This
highlights its strength in niche audience discovery. The Ul has improved but some feedback indicates
it's “anything but intuitive” for new users — likely because the depth of data can be overwhelming.

Pros and Cons:



StatSocial Pros

Cross-platform social data — Integrates
multiple social networks’ data for a fuller
audience picture (beyond Twitter-only
limitations).

Deep audience insights — Provides granular
interests, passions, influencer affinities, and
even career info for audience segments.

Influencer and media targeting — Unique ability
to identify niche influencers and key media
preferences of any audience.

Audience activation — Can export audiences
for ad targeting, making insights directly
actionable in campaigns (rare among insight
tools).

Responsive team — Cooperative and hands-on
support; willing to incorporate feedback and
coach teams to fully leverage data ([StatSocial
Reviews 2025: Details, Pricing, & Features

StatSocial Cons

Steeper learning curve — Interface and output
have non-obvious terms; not as immediately
intuitive, requiring training or support to use
effectively.

Audience build speed — Some processes
(generating a new complex audience) can be
slow, though improving.

Lacks B2B firmographic data — Not designed
for company-size or revenue attributes, limiting
pure B2B use cases without external data.

Ul design/clunkiness — The insights report
layout is “clunky” per a user; some prefer
exporting to Excel for easier viewing.

Pricing not transparent — Must engage sales;
might be priced out of reach for very small
companies (focus is on mid-to-large
enterprises).

Market Position: Contender (close to Leader). StatSocial’s technology is strong and unique, but it
remains a smaller player compared to giants like Audiense or Brandwatch (which have larger
communities and marketing). It is a Contender that often punches above its weight: ideal for
organizations that need to deeply understand social audiences and activate them. It has some
characteristics of an Innovator (the only-in-class data claim), but given it's been around and proven
with big clients, we classify it as a Contender striving toward leadership as it scales.

For PR and marketing, StatSocial is especially useful in influencer marketing measurement and
competitor audience research — areas where standard social listening might not suffice.

4. Telmar + Helixa

Overview & Capabilities: Telmar is a long-established media planning software provider (since the
1960s) known for media mix optimization and reach/frequency analysis. Helixa is a newer (2015-
founded) audience intelligence platform that uses Al to derive audience interests from social and
digital data. In Dec 2021, Telmar acquired Helixa, merging Helixa's capabilities into Telmar’s suite. The
combined offering (sometimes branded Telmar Helixa) provides:



e Audience Discovery via Helixa — Using social media engagement data to uncover audience
segments, passions, and psychographics (Helixa uses Al/ML to map “what’s distinctive about
any audience and what they care about”).

e Media Planning Integration — The Helixa audience insights can plug into Telmar’s planning tools,
so you can directly map a discovered audience to media consumption patterns (e.g., connect an
audience’s interest to specific magazines, TV shows from Telmar data).

e Cultural and Demographic Insights — Helixa specialized in blending demographic profiles with
“psychographic DNA” of audiences (like Helixa could tell you fans of a music genre also align
with certain values).

e Data Library Access — Telmar’s value is in its integration of thousands of data sets (Nielsen, MR,
etc.). The acquisition aimed to give Telmar clients easy access to social intelligence, and Helixa
clients access to media data. Initially after acquisition, Helixa’s Discovery tool remained
accessible as a standalone for Helixa users, but new development likely focuses on cross-
platform tools.

Company Background & Leadership: Telmar, a legacy firm in advertising, is headquartered in New
York. James Ingram is CEO of Telmar. Helixa was a startup co-founded by Florian Kahlert (who joined
Telmar’s executive team post-acquisition) and Vito Pianese. This merger is a classic case of legacy
meets startup: Telmar, with a client base of media agencies and brands, and Helixa’s innovative tech.
The combined entity is private, under Boathouse Capital’s portfolio. No further acquisitions since
2021 known; likely focusing on integration.

Pricing Model: Pre-merger, Helixa offered SaaS licenses to brands/agencies; Telmar offered software
licenses to agencies for planning. Now, pricing is probably package-based for agencies — possibly an
enterprise license that includes Helixa’s audience intelligence module. For context, Helixa's
competitors often price in the mid five-figures annually. Given Telmar’s clientele, they might sell via
annual contracts to agency holding companies or large advertisers. (Exact pricing not public; one can
assume a custom quote approach.)

Customer Feedback: Helixa's audience intelligence got good feedback (4/5 stars per Audiense’s
industry guide). Users liked Helixa for adding psychographic context to social data — “an amazing tool
to get to understand both a broad and niche audience’s psychographic and consumption insights”.
TrustRadius shows Helixa with a 10/10 score but only 1 review (likely a very happy user) — a small
sample. The Telmar user base might not publicly review tools like G2, but Telmar is known for
reliability in media planning. The combo’s benefit is illustrated by Telmar’'s announcement: “Offers
users valuable insights into deeper human behavior” and “clients gain access to Helixa’s social data to
provide a deeper understanding of consumer insights”.

Pros and Cons:



Telmar + Helixa Pros

Integrated media & audience data — Unique
fusion of classic media planning data (TV,
radio, print) with social audience intelligence,
enabling end-to-end campaign planning with
one toolkit.

Al-driven audience insights — Helixa adds
modern Al/ML to derive psychographics and
affinities from social behavior (e.g., uncovering
niche interests for segments).

Experienced leadership & stability — Backed by
Telmar’s decades in industry, which lends
credibility and support infrastructure for
enterprise clients.

Global reach & data sets — Telmar operates
internationally with local media data; Helixa's
social intelligence covers diverse audiences
(especially U.S.). Combined, they support
multi-market planning.

Direct agency appeal — Provides tools to justify
media plans with both traditional metrics and
new social insight metrics, appealing for
agency-client presentations.

Telmar + Helixa Cons

Legacy Ul/tech — Telmar's core software is
older; user experience may not be as slick as
newer purely web-based platforms. New users
might find it less intuitive.

Targeted user base — Designed for analysts
and planners; not as suitable for a casual
marketer looking for quick insights or a
community manager (more technical).

Scant independent reviews — The platform'’s
benefits are clear, but lack of many public
reviews means prospective buyers rely on
demos/trials to gauge UX and output quality.

Helixa standalone fading — Post-acquisition,
the Helixa standalone brand presence
diminished. Existing Helixa users had to adapt
to Telmar structure, which some might view as
a con if they only needed the social insights.

Cost likely high for small firms — The value
proposition is aimed at mid-to-large agencies
or brands with dedicated research budgets;
not accessible for small teams just needing
quick audience info.

Market Position: Niche Player / Legacy Innovator. Telmar + Helixa sits somewhat uniquely: Telmar is
a legacy player, Helixa was an innovator. Together, they aren’t trying to dominate the broad market but
rather super-serve a niche (media planning with integrated audience intelligence). In a quadrant, they
might be a Niche Player for most marketers (since not everyone needs Telmar’s depth) or a

Contender in the context of agency tools.

We classify it as a Niche/Legacy solution: extremely valuable in its domain, but not aiming for mass-
market marketer adoption. It's recommended mainly for media agencies or large advertisers with in-
house research teams that want to connect survey-based targeting with social intelligence.

5. Resonate



Overview & Capabilities: Resonate’s Ignite Platform is an Al-driven consumer intelligence and
activation platform that stands out for its focus on “why” consumers act - their values and
motivations. Capabilities:

e 14,000+ data points per individual in their database - including demographics, life stage,
interests, intent signals, personal values, political leanings, etc. It's one of the richest proprietary
data sets (the Resonate Elements data set).

e Models & Surveys — Resonate combines large-scale surveys with online behavioral data and
machine learning. For example, they track online behaviors (with privacy compliance) and tie
them to survey responses to infer attributes for 230 million U.S. consumers.

e Segmentation & Persona Creation — Users can define segments (e.g., “environmentally
conscious moms” or “millennial gamers”) by choosing attributes, then get a 360° profile of that
segment including psychographics (“values-driven insights” is a Resonate hallmark).

e Activation — The platform connects to marketing ecosystems (DSPs, Facebook, etc.) so you can
push segments directly for targeting. Essentially, it's not just research; you can take action with
the data (they have a data onboarding process).

e Use Cases — Common uses: audience analysis for brand strategy, personalization (feed
Resonate data into content personalization engines), and consumer trend analysis (they publish
reports on things like consumer sentiment shifts on big issues).

e Resonate CX — Mentioned separately in sources as a product focusing on customer experience
(likely a tailored use of their data for existing customers’ insights).

Company Background & Leadership: Founded in 2008 and based in Reston, VA, Resonate began by
focusing on “values-based targeting” around elections and issue advocacy, then expanded to brands.
CEO Bryan Gernert has led Resonate to scale its data via Al (recent ZMC private equity investment in
2022 gave it capital to expand tech and data).

Resonate hasn't made acquisitions, but it has partnerships (e.g., with DMPs, possibly some data
providers). Leadership includes experts in data science and marketing — their emphasis is on
innovation in data (the platform was one of the early ones blending behavioral online data with survey
responses at scale). The 2022 investment by ZMC suggests an aggressive growth and product
enhancement plan.

Pricing Model: Resonate is enterprise software. They often price by number of user seats and data
usage. Historically, they serve large enterprises and agencies, so contracts can be in the six-figure
range for extensive use. However, they might have modular packages or SMB offerings we're not
aware of. A Resonate client might pay, for example, $100K/year for a bundle that includes full U.S.
data access and some activation features. Given their value (they often highlight ROl in terms of
improving marketing conversion or reducing wasted spend), cost is justified for those leveraging
broad campaigns. There’s no public pricing; one must engage their sales team.



Customer Feedback: On G2, Resonate Ignite holds ~4.3 . Users highlight that it's “the leader in what
they provide but for the best, you pay an appropriate price” — indicating high satisfaction with data
quality, albeit acknowledging cost. Pros include the depth of attributes (“more consumer attributes
than I've seen in any other platform”), and actionability (the curated reports and ability to activate
data). A reviewer mentioned “the tool provides deep insight into consumer audiences, pairing online
behaviors + pulse surveys, more up-to-date and actionable than typical syndicated tools”, implying that
Resonate’s blending of dynamic data with surveys is a strength over static research.

On the flip side, “a bit of a learning curve to truly understand the data” — teams need training to
interpret and extract insights, due to the vastness of data. Also mentioned: certain attributes are
measured differently across channels, so it requires careful analysis to combine (not prohibitive, but a
nuance). Resonate’s support is well-regarded (“very supportive and always on time” per a G2 review).
In summary, customers see Resonate as powerful for building consumer understanding and
appreciate its unique focus on psychographics and values (one said it helped find segments they
didn’t know existed, and confirm trends).

Pros and Cons:



Resonate Pros

Unparalleled data depth — 14k+ attributes from
psychographics to intent, giving a truly holistic
view of consumers.

Values & “why” focus — Unique in providing
motivations, personal values, and
psychological drivers behind consumer
choices.

Integrated activation — Direct connections to
ad platforms to push ready-made segments
(closing the loop from insights to action).

Regularly updated & real-time pulse -
Incorporates recent trend data (e.g., measures
sentiment shifts due to events like COVID or
inflation in near-real time).

High customer impact — Case studies show it
can improve targeting and personalization
significantly (e.g., boosting ROAS by focusing
on why consumers buy) - reflected in
reviewers finding “actionable insights” easily.

Resonate Cons

High cost barrier — Best suited for those who
can invest significant budget; pricing likely too
steep for startups or small businesses.

Complexity — The richness of data means
analysis isn't plug-and-play; requires analytical
skill and careful interpretation to avoid misuse
of data.

Interface/design — While functional, may not
be as modern or intuitive as lighter tools; users
mention needing to get used to how to
navigate and use filters effectively.

Specific methodology — Uses modeling to infer
attributes; if not understood, could lead to
questions on how data is derived. Some
training needed on data science aspects.

Limited social listening — It's not a social
media listening tool; doesn’t track
conversations or hashtags in the wild, so one
might still need a complementary tool for that

purpose (Resonate is more about the people
behind the behavior).

Market Position: Leader. Resonate is a Leader for organizations that need a robust, data-driven
understanding of consumers for strategic planning and personalized marketing. It often competes
with tools like Neustar (for identity), Numerator or Nielsen (for panel data), and newer CDP systems.
What sets it apart is the philosophical approach to data (“understand the why”). This resonates (pun
intended) with brands focusing on values-based marketing or segmentation beyond surface
demographics.

For PR, it can inform messaging (knowing what audiences value); for marketing, it guides creative and
media to align with audience motivations. It scores very high on strategic value. If a brand or agency
can afford it and leverage its breadth, Resonate can be a game-changer — hence clearly a Leader in
this space.

6. Zoomph



Overview & Capabilities: Zoomph is an audience analytics and sponsorship measurement platform
with roots in social media analytics, especially for sports and esports. Its primary strengths:

e Social Media Monitoring & Engagement — Tracks social media content (from athletes, teams,
brands) and audience engagement. It can create visualizations (social walls, leaderboards) to
display fan posts (popular at live events).

e Audience Insights — Provides demographics, brand affinities, and interests of social media
audiences. Zoomph boasts a database of 350M+ social profiles analyzed for lifestyle and
mindset signals.

e Sponsorship ROl Measurement — A standout: Zoomph measures the value of sponsorships by
analyzing how often and how prominently a brand appears in social content and the engagement
generated (includes logos on uniforms, mentions, etc.), and calculates media value
equivalencies.

¢ Influencer & Content Performance — It can rank top influencers or posts for a campaign and help
identify emerging fan communities.

e Real-time Analytics — The platform provides data in real-time so teams and sponsors can adjust
activations on the fly (e.g., if a particular hashtag is trending during a game).

e APIs & Integration — For more technical users (like sports teams’ data departments) to integrate
Zoomph data into dashboards.

While heavy on sports (clients include NFL, NBA, esports leagues), Zoomph also serves consumer
brands for general social analytics and audience insights (with a focus on how
sponsorship/partnership content performs).

Company Background & Leadership: Zoomph was founded in 2016 (as per G2), based in Reston, VA
(interestingly the same town as Resonate). Leadership: CEO & co-founder is Amir Zonozi, who has a
background in digital strategy. Chairman Ali Reza Manouchehri was a founder of an earlier social tech
firm. Zoomph became prominent partnering with major sports teams (they often announce deals with
leagues or teams who use Zoomph for social analytics). They haven't been known for acquisitions;
growth has been organic and via strategic partnerships (for example, with collegiate conferences or
sports marketing agencies). Zoomph is smaller (LinkedIn ~50 employees) but has carved out a
strong niche.

Pricing Model: Zoomph's pricing is not publicly listed, but given Capterra shows Overall 5.0 from 2
reviews and mentions “Get Price”, likely custom quotes. They may have different modules (social
listening, sponsorship valuation, etc.). A clue from a HopperHQ article suggests an “Audience Insights
plan: $696/month” for a certain tier, which might have been referencing Zoomph. That implies around
$8,352/year for a mid-level plan, which aligns with small enterprise pricing. However, enterprise
sports deals could be larger. They might also have event-based pricing (for one-off activations). In
general, mid-range pricing: affordable for mid-size organizations, and scaled for larger ones as
needed (especially because their core customers like sports teams might not have the largest
software budgets but highly value the analytics).



Customer Feedback: On G2, Zoomph holds 4.5

. Users love its simplicity and power — “platform is

simple but powerful...easy to find insights you are after”. A 2018 review called it “one of the most

advanced social media engagement platforms” highlighting features like competitor analysis, geo

heatmaps, content curation, influencer discovery, polling, UGC rights management. Because of its
narrower focus, customer satisfaction is high within its domain (Capterra shows 5.0 for features,

value, ease, though one sub-rating missing likely due to low review count).

Pros and Cons:

Zoomph Pros

Specialized sponsorship metrics — Quantifies
social media sponsorship exposure and
engagement, providing clear ROI to sports
marketers (a rare capability among intelligence
tools).

Real-time engagement tools — Can drive live
event engagement (social displays) and
capture data from it, which is valuable for
events and experiential marketing.

User-friendly interface — Consistently noted as
easy to understand, lowering the barrier for
teams to adopt analytics.

Strong support & development — Team is
receptive; the product evolved features like
TikTok tracking or NIL (college athlete)
analytics quickly as market changed.

Affordable and scalable — Known to work with
small teams (e.g., minor league sports) and
big brands alike; likely has pricing tiers to
accommodate both.

Zoomph Cons

Niche focus — Tailored to sports/entertainment
use cases; a CPG or B2B brand with no
sponsorship activities might find parts of
platform less relevant.

Depth outside social — Lacks deeper consumer
survey or first-party data integration. Mainly
reliant on public social data, which may omit
non-social audience insights.

Analytics scope — Does not perform sentiment
analysis or text analytics as extensively as
some social listening tools; focuses more on
quantitative engagement metrics.

Reporting customization — While visuals are
available, some users might desire more
custom report formats or integrations (they
have an API, but some advanced report
customization may need manual work).

Limited public documentation — Being smaller,
less third-party training material or community
support compared to big players; users rely on
Zoomph's own resources.

Market Position: Contender (with a niche leaning). Zoomph is not a “Leader” in general audience

intelligence (because of its focus), but it's a Leader in the sports social analytics niche. We place it as
a Contender overall since it competes with general social analytics tools like Sprout Social or
Talkwalker on some fronts and excels in certain areas (sports, sponsorships). Its high usability and
satisfaction make it formidable, but its specialization keeps it out of the broad Leader category which
requires more all-encompassing capabilities.



For a marketing/PR buyer, Zoomph is a top pick if their business needs align with its strengths (if you
need to measure digital impact of partnerships or deeply understand a fan audience). Otherwise, if
those needs aren’t present, one of the more generalist platforms might serve better.

7. consumr.ai

Overview & Capabilities: consumr.ai is an integrated consumer intelligence platform launched in late
2022 (by ProfitWheel, an Al marketing company). It positions itself as bridging the gap between
consumer research and marketing execution using Al. Key features:

e Behavioral Intelligence Module - Ingests first-party data (like a brand’s website analytics or
CRM) and marries it with social and web data to understand consumer behavior across
channels. For example, it can tell what content your customers consume on Meta or what
products they buy on Amazon.

¢ Intent Intelligence - Offers real-time insights into what consumers are searching for (pulling
search trends). E.g., trending keywords or site visits around a topic for planning content.

e Conversational Intelligence — Possibly analyzes social conversations (though not entirely clear,
could be similar to social listening).

e Market Intelligence — Likely benchmarking or competitor insights at a high level.

e Al Twin (Al Personas) — This is their marquee feature: the platform can create an “Al twin” of a
brand’s ideal customer. That means a digital persona that encapsulates the behaviors,
preferences, and traits of that customer, which you can then “query” or use to simulate how a
campaign might resonate. It's described as a “digital mirror” enabling brands to act on precise
behavioral insights fast.

e Trends and Summaries — They mention an NLP-based engine to provide human-readable
summaries of why content is trending.

e Activation — The messaging suggests you can push insights into action quickly (maybe by
exporting audiences or feeding to ad platforms; given ProfitWheel's adtech background, likely

yes).

Company Background & Leadership: consumr.ai is built by ProfitWheel, co-founded by Vivek
Bhargava, Aman Khanna, and Gautam Mehra. ProfitWheel itself was founded around 2020 and
launched consumr.ai as their flagship product by late 2022. Gautam Mehra (ex-Dentsu data science
head) is CEO of consumr.ai. ProfitWheel is based in India and the US. They got early funding (e.g.,
from Jio-adjacent funds).

In November 2022, ProfitWheel announced launching consumr.ai (referred as “Engine consumr.ai”) to
help advertisers better understand who their consumers are and what they do. They incorporate
privacy-compliant methods to use first-party data (ProfitWheel's main concept is sharing intelligence
from a brand’s first-party data to media buying without cookies).



So leadership is strong in digital marketing and Al. Acquisitions: none known, but ProfitWheel itself
was a new company. They have partnership with agencies and pitched to enterprise advertisers.

Pricing Model: Likely enterprise custom pricing with perhaps a usage-based component. Since they
emphasize value (their website says “Value for Your Insights, Not Your Spends” and encourages
scheduling a call), they could be framing a ROI-based pricing. Possibly they offer an enterprise SaaS
license. As a new entrant, they may also be flexible or offer pilot pricing to get marquee clients. We
don't have figures; given the feature set, they could price similar to a mid-tier social intelligence tool or
CDP. (Perhaps starting in the $50k/year range for a full suite, but that’s speculative).

Customer Feedback: As a very new platform, independent user reviews are scant. G2 shows
consumr.ai with 4.7 from 9 reviews — indicating early adopters are impressed. On LinkedIn and
press, some early clients (like Dell, Razorfish — cited as “Trusted by” on site) have praised it. Example:
a case study mention from Halo Collar via ProfitWheel site noted it helped find new customers by
using knowledge of existing ones, all while ensuring privacy compliance. Another mention: it helped a
brand understand where their audience goes in the physical world for OOH planning. This suggests
the platform indeed delivers actionable insights (like contextual targeting keywords, and location
intelligence).

Being powered by ProfitWheel, which has roots in adtech, consumr.ai likely impresses with speed and
cross-platform coverage (TikTok, Meta, Google, Snap, Pinterest data sources are listed). Another
selling point: privacy — they stress balancing personalization with privacy in a cookieless world, which
resonates with marketing teams concerned about data compliance.

Pros and Cons:



consumr.ai Pros

Cross-channel insights — Aggregates data from
social, search, and e-commerce into one
intelligence hub, providing a unified view of
consumer behavior across platforms.

Al “digital twin” personas — Creates Al-driven
personas that mirror ideal customers, enabling
testing and querying of marketing ideas
quickly.

Privacy-by-design — Built for a cookieless
future, uses first-party data in a compliant way
to still get targeting insights.

Action-oriented — Emphasizes delivering
insights teams can act on quickly (e.g., context
keywords for targeting, audience segments for
activation).

Strong leadership in Al marketing — Team with
proven experience (ex-agency, ex-big tech)
bridging marketing and data science, likely
translating to a product that understands
marketer needs.

consumr.ai Cons

Very new platform — Limited track record;
prospective buyers might be cautious as
features and stability are still being proven in
market.

Unclear depth in each area — Does each
module (behavioral, intent, conversational)
rival best-in-class point solutions? Possibly not
yet; it's broad but maybe not deepest in any
single domain.

Target customer focus — Aimed at mid-to-large
advertisers with first-party data; not as useful
for those without substantial existing
customer data to feed in.

Lack of brand recognition — As a newcomer, it
doesn't carry the weight of an established
name, which can be a barrier in corporate
procurement.

Competitive space — Faces competition from
CDPs, big marketing clouds adding Al features,
and specialized tools; will need to differentiate
clearly to win customers.

Market Position: Niche Player / Innovator. consumr.ai is clearly an Innovator by introducing novel
approaches (Al twins, multi-channel fusion). However, as of 2025, it remains niche in adoption. It's not
yet a Contender to larger players simply due to its youth and market penetration. We categorize it as
an Innovator to watch — a potential future Contender or Leader if it delivers on promises and scales
its client base.

For marketing/PR professionals, consumr.ai could be a best-fit for cutting-edge teams willing to try
new tech, especially if they have lots of first-party data or need a quick way to unify insights without
building their own data pipeline. Others might wait until it matures a bit more.

8. Mnemonic Al

Overview & Capabilities: Mnemonic Al is an Al-powered customer intelligence toolbox specializing in
automating persona creation and simulating customer behavior. It brings two core innovations:



e Al-Generated Buyer Personas — It creates personas from customer data 100% algorithmically.
You feed in your customer data (which could be survey responses, web analytics, CRM info), and
Mnemonic’s Al identifies distinct persona groups. These personas include details like personality
traits (using the OCEAN Big Five framework), values (Schwartz values), needs, pain points, and
typical behavior patterns.

e Digital Twin of the Customer — A virtual “chatbot” persona that represents a customer segment.
You can literally converse with the Al “impersonation” of your customer base to ask questions
(e.g., “Why would you choose Brand A over B?”) and get answers grounded in data. Mnemonic
emphasizes no hallucination — answers are based on the data it learned.

e Automated Updates — Personas are not static; Mnemonic monitors changes in customer data
and updates personas automatically. This means if your user base evolves (say a new type of
customer emerges), the personas adjust — avoiding stale insights.

e Integration & API — They likely allow integration into marketing systems or at least data
import/export (some mention of B2B API platform in context of NFT data on PR Newswire
indicates they have technical chops).

e Voice of Customer analysis — On their site, they talk about combining VoC (feedback text) with
personas. Possibly they ingest qualitative data like reviews or social comments and integrate
that into persona understanding.

It's worth noting Mnemonic's initial focus might have been on B2B (given Salesforce Ventures
mention around NFTs) but the current website is clearly on marketing personas for all kinds
(including B2C).

Company Background & Leadership: Mnemonic Al appears to have started around 2020. Co-
founders are Eliot Knepper (CEO) and Philipp (Phil) Wennker (CTO). Both have backgrounds
combining research and business; the team has that startup vibe of bridging academia
(neuroscience, Al) and practical marketing. The company is relatively small/early-stage (likely under
20 people).

They received some visibility by being part of Salesforce Accelerate or Ventures programs, possibly
due to their innovative approach (though note: the Salesforce Ventures reference in search might be
to a different Mnemonic in NFT domain, which might be coincidentally same name or an earlier pivot).
Regardless, current focus is marketing personas. They haven't acquired anyone (likely too early
stage). They market themselves to agencies and mid-size businesses (with a “For Agencies” page,
indicating they want agencies to use their tech to streamline client research).

Pricing Model: Mnemonic’s pricing isn’t public, but given the target of agencies and possibly SMBs,
they might have subscription tiers based on number of personas or data volume. Possibly a SaaS
model where a small business could pay a few hundred a month for basic persona generation, and an
agency paying more for multiple client projects. The cost is probably lower than big enterprise tools
(to drive adoption; also they might have free trials or credits as typical with Al startups). The value
proposition is replacing manual persona research projects (which agencies charge thousands for)
with a subscription that continuously refreshes personas.



Customer Feedback: Mnemonic has glowing client testimonials on their site: e.g., persona outputs
were “much better than anything from large persona projects” and it’s “the best customer intelligence
solution | used thus far”. On G2, it's rated 4.8  with users praising specificity of insights (“impressed

with level of detail and specificity of insights and recommendations”). One G2 review highlight: it
delivered in days what took a company weeks of research, and the resulting personas proved
accurate in A/B tests. Customers appreciate the service & support — one mentions how
knowledgeable and accommodating the team (Phil, the CTO) was in tailoring the solution.

In summary, customer satisfaction is very high, citing speed, depth, and support. The only caution is
understanding that Mnemonic'’s Al uses digital signals — if your audience isn’t active online, the

insights could be limited.

Pros and Cons:

Mnemonic Al Pros

Automates heavy research — Saves weeks of
manual persona research by generating
detailed personas in hours/days. Clients saw
immediate time-to-insight benefits.

Dynamic personas — Keeps personas up-to-
date with latest data, ensuring strategies align
with current customer reality. No more once-a-
year persona refresh; it's continuous.

Psychographic depth — Incorporates
personality psychology and values into
personas, giving richer profiles than typical
demographics. Marketers can craft more
resonant messaging using these insights.

Interactive “Digital Twin” — Innovative way to
simulate customer responses; great for
brainstorming marketing ideas or testing
messaging in a safe environment.

Agency-friendly — Enables agencies to quickly
build personas for clients and show them
something tangible (Al personas) early in
projects, adding value and differentiation.

Mnemonic Al Cons

Dependent on existing data — Needs customer
data to work with (web analytics, CRM, etc.).
Companies with very small data sets may not
get as much value until they have more data.

Online behavior bias — Focuses on digital
footprint. If customer actions are largely offline
(and not surveyed or input), those aspects
might not surface in personas.

Scope of “ask personas” — The digital twin Q&A
is powerful, but may be limited to what data
can support. It won't literally predict the future
or answer beyond data, so users must ask the
right questions.

Small company — Being a startup, their support
and product updates, while attentive now,
might face capacity issues as they scale
(though current reviews indicate very personal
support).

Market awareness — Still emerging, so internal
stakeholders might question an unknown tool
("why not just do this in-house or use XYZ?").
Champions may need to educate others on
how it works and its credibility (though
testimonials help).



Market Position: Innovator. Mnemonic Al is clearly pushing the envelope with Al in audience
intelligence. It doesn't directly compete with the broad platforms on the same terms (it's not a social
listening tool or a survey provider; it augments whatever data you give it). Thus, it's an Innovator that
could become a valuable complement to other tools.

For example, a company might use GWI to get market trends and Mnemonic to build detailed
personas from their web users. It's not a Leader due to company size and scope, but it's an attractive
option for forward-thinking teams. If widely adopted, it could shift how personas and customer
research are done (less manual interviews, more Al synthesis).

9. Delve Al

Overview & Capabilities: Delve Al is a persona-based marketing (PBM) platform that automates the
creation of data-driven buyer personas for both your own brand’s website audience and your
competitors’ audiences. Key features:

e Live Personas from Web Analytics — Delve Al connects to your Google Analytics (or similar) data
and uses machine learning to segment your website visitors into personas (e.g., “Weekend
Hobbyist” vs “Price-Conscious Researcher”) based on behavior patterns. It adds industry-specific
insights and automates segmentation by behavior clusters.

e Competitor Personas — You can input a competitor's website domain, and Delve Al will attempt
to generate personas of their audience using whatever data can be gleaned (likely similarweb
data or digital footprint analysis). This is powerful for benchmarking — see who your competitors
are attracting vs you.

e User Journeys & Funnels - It doesn't stop at personas; it outlines typical user journeys for each
persona segment on your site (like what pages they visit in what sequence) to inform UX
improvements.

e Jobs To Be Done & Humanized output — The platform likely frames persona needs in “jobs to be
done” or motivations. Their blog content suggests they embrace JTBD theory as well as
qualitative persona storytelling.

e Continuous Updates — With live data connection, personas update as visitor behavior changes. If
a new segment emerges in your traffic, it forms a persona or shifts characteristics accordingly.

e Social Persona (Beta) — There’s mention on OMR of “Social Persona $129/domain/mo”,
presumably analyzing a brand’s social media audience to create personas (distinct from web
analytics personas).

e Ease of Use — The tool is largely automated; the user mainly plugs in data sources and receives
personas and insights.

Company Background & Leadership: Delve Al was founded in 2019. Co-founders are Sujit Thomas
Zachariah (CEO) and Golak Bihari Sarangi (CTO). Suijit has a rich background (Yahoo, Gartner) and



even a Ph.D., and Golak worked at startups/tech like SlideShare and Yahoo. The team is small but
experienced in product and data science.

Delve Al's mission is to democratize personas — making advanced analytics accessible without data
science skills, focusing on group insights while protecting privacy. They have not made acquisitions.
They offer a free Persona tool for single sites (a limited version) and paid plans for more
data/competition.

Pricing Model: Delve Al is very transparent to some degree:

They have Free plan: analyze unlimited visitors but only last 3 days of data (just to test).
Standard: $89/mo for 1 site up to 15k monthly visitors.

Growth: $159/mo for up to 50k visitors.

Pro: $439/mo for up to 500k visitors. These include 12 months history, auto segmentation (3-8
personas depending on plan), certain number of journey mappings, filters, etc. Additional
historical data can be added for one-time fees (for example, adding an extra 12 months of past
data on Standard costs $180). They also have Agency plans (not detailed in excerpt, but
presumably multi-website bundles). This pricing is quite affordable relative to enterprise tools,
deliberately aiming to attract SMBs and agencies. The competitor persona might be included or
separate (the OMR snippet suggests “Website Persona + Competitor Persona from $89/mo” and
“Social Persona $129/mo”).

Customer Feedback: Delve Al is very well-received. G2 has it at 4.8 , with users excited that it “felt
like reading a real bio of a customer, not just a generic persona category”. One user said they “could
have paid an agency a lot” for this but Delve did it automatically — highlighting cost value.

Overall, customer satisfaction is extremely high because it delivers a lot of value quickly and cheaply.
The primary negative theme is that it might be too data-rich, requiring users to think how to apply all
that insight (not exactly a bad problem).

Pros and Cons:



Delve Al Pros

Automatic persona generation — Eliminates

need for manual persona research; very fast
(minutes to hours) to get detailed personas
from existing analytics.

Competitor insights — Ability to create
personas for competitors’ audiences provides
competitive benchmarking that most tools
don't offer.

Cost-effective & accessible — Low pricing
makes it accessible to small businesses and
agencies; offers a free tier to try out. High ROI
as noted by users (saves agency fees).

Easy to understand output — Personas are
presented in a narrative, humanized way (feels
like a real profile), including catchy names and
clear attributes, which is great for
presentations.

Multi-language & global support — Supports
many languages and countries, so can
generate personas for various markets (benefit
for global companies).

Delve Al Cons

Limited to digital footprint — Uses web (and
social) analytics; if your audience segment
isn't distinguishable via web behavior, it might
not surface (e.g., personas might all be based
on site usage patterns).

Visitor traffic required — The value is highest if
you have steady site traffic. Websites with very
low traffic or recent launch might not get
robust personas due to limited data.

Focus on anonymous data — As a privacy
approach, it provides group insights, not

individual identities. Marketers expecting
personal-level data will need to integrate

elsewhere for 1-to-1 targeting.

Not a full analytics suite — It's specialized for
personas. For broad web analytics (like
detailed conversion funnel or content
performance aside from persona context) you
might still use GA or others.

Slight processing wait — While automated,
generating or updating personas isn't instant
realtime; you might wait some minutes
especially if pulling a year of data. Generally
minor issue.

Market Position: Innovator (Rising Contender). Delve Al is carving out a strong niche in persona
generation. It addresses a pain point for many small to mid businesses that don’t have research
analysts on staff. Its high user ratings and clear value prop could quickly make it a Contender in the
small-business segment of this market, although enterprise adoption might still lean to larger
solutions. Given it started 2019 and has made good headway, it's on a positive trajectory.

For marketing/PR professionals, Delve Al is an excellent best-fit if you need quick, affordable
audience understanding of your web or social visitors and competitive benchmarking. It's less useful
if you already have very sophisticated research resources or if your audience engagement is more
offline.

10. Claritas Identity Graph



Overview & Capabilities: Claritas’ Identity Graph is a data product that underlies various Claritas
solutions (like segmentation, campaign measurement, etc.), rather than a standalone Ul-driven
platform. Key aspects:

e Massive Data Integration — It connects 255 million U.S. consumers and nearly 100% of
households across data sources. This involves tying individuals to many identifiers: emails,
devices, postal addresses, etc., to create a unified profile per person/household.

e Scale of Data Points — Processes over 5 billion data points per month to keep profiles updated.
Data includes transactions, media habits, demographics, ethnicity, and likely Claritas’ own PRIZM
premier segmentation codes (which classify neighborhoods into lifestyle segments).

e High-Definition Portrait — Claritas promises very granular insights on each profile (like dozens of
attributes, perhaps like “suburban soccer mom who uses Verizon and shops organic” type
resolution).

e Use Cases:

o Audience Building — Marketers can define very precise audiences using Claritas segments
and then find those audiences (via the graph, which can match them in digital and offline
channels).

o Omnichannel Campaigns — Because of identity linkage, you can reach the same person in
direct mail, email, social, etc., ensuring consistent targeting.

o Measurement — The graph can link exposures to outcomes (did a person who saw an ad go
on to purchase?), enabling multi-touch attribution and lift studies.

o Integration with Claritas products - e.g., Claritas PRIZM® segmentation: Each person in the
graph gets a PRIZM code (like “Young Digerati” or “Golden Ponds” segment). Claritas Spotlight
platform might be the Ul where you activate this data (Spotlight offers audience building, reports,
etc.). Also, Claritas partners with many media (they can send segments to Facebook, etc., for
targeting, similar to Acxiom or Liveramp).

Claritas also adds specialized data sets like EthniFacts’ intercultural segments (for cultural
marketing) and Barometric’s tracking for measurement, which feed the graph.

Company Background & Leadership: Claritas is a venerable name in segmentation (founded 1971,
famous for PRIZM). It was part of Nielsen, then acquired by Carlyle Group in 2017. Under CEO Mike
Nazzaro, Claritas transformed from a segmentation data company into a digital targeting and
attribution provider. They acquired:

e Barometric (2019) — a cross-platform attribution and tracking solution for mobile and other ads,
enhancing measurement.

e AcquireWeb (2019) — an email marketing data company, to boost their email matching and
targeting capabilities.

e They also integrate third-party data like IRl purchase data and perhaps DMP feeds.

e Claritas thus has evolved into an identity resolution and data insights powerhouse (competing
with Experian Marketing Services, LiveRamp, etc.). Leadership: Mike Nazzaro (CEQ), previously



CEO of Zoom Insights (not Zoomph, different). The Claritas team has many data scientists and
product folks continuing the PRIZM legacy in a modern way. Claritas is stable, with deep roots in
offline data and strong newer tech in online.

Pricing Model: Claritas sells mainly to enterprises, data partners, and agencies:

e They might license the Identity Graph and segments via an annual subscription (likely costly, six
figures).

e Or sell audience segments on demand (like a marketer pays per thousand audience matched or
delivered to a platform).

e They also offer services (like custom analytics). Basically, if a company wants to use Claritas for
targeting, they'd either pay for a platform access or pay via their media buy (e.g., using Claritas
segments in a DSP involves a fee that goes to Claritas). For PR folks, Claritas might not be a
direct purchase but rather through a marketing department or media agency.

Customer Feedback: Because Claritas is more of a data provider, it's not commonly reviewed on
G2/Capterra by end-users. However, industry feedback:

e Marketers trust the PRIZM and segmentation — many media plans use Claritas segments.

e The identity graph approach is considered essential with cookie loss; Claritas claims their graph
can “deliver what marketers need across identifying, delivering, and measuring ROI".

e As alegacy turned new, some clients may still see Claritas as the segmentation guys and might
not realize they do full digital activation now.
Strength: Claritas is known for high-quality data and segment definitions. PR teams might

indirectly use Claritas when they define target audience profiles (PRIZM segments often show up
in PR plans to describe audiences).

e Claritas’s integration capabilities (they boast easy onboarding to marketing partners with no
middleman), meaning they try to simplify executing campaigns with their data.

Since we lack direct user reviews, we infer satisfaction from case studies: financial services, telecom,
retail brands have used Claritas to increase campaign ROI by targeting better and measuring
accurately. Claritas often publishes success stories of improved conversion or finding high-value

niches. With Mike Nazzaro on DMA board, it suggests they're regarded as leaders in data-driven
marketing.

Pros and Cons:



Claritas Identity Graph Pros

Comprehensive U.S. coverage — Virtually every
household is in the graph, providing
unmatched reach for consumer marketing in
the U.S. (especially for broad consumer
products).

Rich multi-source data — Integrates
demographics, purchase, media, online
behaviors, enabling very precise multi-
dimensional targeting (e.g., find left-handed
golfers in Florida who buy luxury cars).

Omnichannel linkage — Connects offline to
online, so direct mail campaigns can be
coordinated with digital ads to the same
people, and attribution is unified.

Proven segmentation (PRIZM) — Built-in
segment labels that are widely understood by
marketing and PR folks, providing a common
language to describe audiences (useful in
strategy and creative briefing).

Measurement and ROl focus — Can directly tie
campaigns to conversions with identity
resolution, helping justify marketing spend to
finance (essential in data-driven orgs).

Claritas Identity Graph Cons

Not a self-serve platform for all — Mostly
leveraged via other tools or service teams;
marketers must work through Claritas
software or integrations. Not as
straightforward as logging into a SaaS tool for
insights.

Primarily for targeting, less for exploration — It's
great to execute known audience targeting.
But if you're in early research phase wanting to
discover new insights, the Identity Graph alone
isn't an insight tool without the layer of
reports/analysis.

Privacy and data use complexity — Handling PII
and adhering to privacy laws is heavy lifting
(though Claritas is compliant, users must
ensure proper use). Also, heavy focus on U.S;
not as relevant for global audiences.

Costly and enterprise-focused — Out of reach
for smaller businesses; typically used by large
organizations or via agencies. The investment
only makes sense if you activate at scale.

Requires expertise — Using an identity graph
effectively often needs data analysts or trained
users. Not as intuitive as high-level tools;
might require Claritas’ team involvement for
complex analytics.

Market Position: Legacy (Data Backbone). Claritas Identity Graph isn’t in the same category as most
other platforms here which are marketer-facing applications. It's more of a data infrastructure that
many marketing ecosystems rely on. In terms of helping marketing and PR pros select “best-fit
audience intelligence platform,” Claritas would be considered if the need is to enable precise targeting
and measurement, especially for large-scale multi-channel campaigns. It's a Leader in data, but we
label it as Legacy for the quadrant because it's an evolution of long-standing segmentation

approaches into the digital realm.



For a marketing team, you usually don't log into an “identity graph” daily; instead, you use tools
powered by it. So, one might use Claritas via their Spotlight or ConneXions service to get audience
insights or via an agency trading desk to activate.

In summary, Claritas is recommended for large B2C enterprises that want to connect audience
understanding to actual marketing execution, and who have the budget and team to utilize such a
robust dataset. It might be overkill for smaller or purely digital-native companies who can get by with
simpler digital-only data sources.

Conclusion and Recommendations

Selecting the best-fit audience intelligence platform depends on the organization’s size, data needs,
and specific use cases:

e For large enterprises or agencies needing comprehensive, values-driven consumer insights and
direct marketing activation, Resonate and Claritas stand out. Resonate Ignite provides a rich
understanding of consumer motivations and an easy path to activation and should be a top
choice for brands wanting to deeply connect messaging with consumer values (e.g., a national
retailer planning segmented campaigns). Claritas’s Identity Graph is recommended for those that
need to unify offline and online targeting — for example, a telecom or bank doing omnichannel
campaigns would gain precision and ROI tracking.These come at a higher cost and require
dedicated analytics teams but deliver high strategic value.

e For mid-sized brands (or large brands’ specific departments) focusing on social media and PR
campaigns, Audiense and StatSocial are excellent. Audiense, being a Leader, is versatile — useful
for market research, social media strategy, and influencer marketing (e.g., a PR team launching a
product can use Audiense to find micro-audiences and relevant influencers to pitch). StatSocial
can complement PR efforts by identifying cross-platform audience interests and validating
influencer partnerships beyond surface metrics. If influencer marketing and social sentiment are
key, these tools excel. Zoomph is a must-consider for brands heavily invested in sports
partnerships or event marketing — it will prove the value of sponsorships and engage fan
communities in real time, aligning with marketing goals around events and fan sentiment (e.qg.,
measuring a hashtag campaign’s reach at a sports finals).

e For small to mid businesses, agencies, or any team on a tighter budget seeking quick audience
insights, Delve Al and Mnemonic Al offer high value. Delve Al can be an ideal starting point: a
SaasS that quickly yields personas and competitive insights from your existing web audience with
minimal effort or spend. A growth-stage B2C e-commerce company, for instance, can use Delve
Al to understand who's visiting their site and tailor content accordingly — without hiring an
analyst. Mnemonic Al is recommended for organizations that have some customer data (CRM,
user surveys) and want to supercharge their marketing strategy with Al — for example, an agency
could use it to refresh a client’s personas dynamically and even simulate customer feedback on
new campaign ideas. These innovator tools are user-friendly and augment small teams by
handling complex analysis automatically.

e For agencies or research consultancies: Combining tools might be the key. An agency working
with diverse clients might use GWI for macro trends and benchmarking (it provides a solid



foundation and credible data for pitch decks and strategy docs), Audiense or StatSocial for social
audience deep-dives and influencer mapping on specific campaigns, and Delve Al to generate
client website personas for UX and content recommendations. If the agency has sports or
entertainment clients, Zoomph is great to have in the toolkit to measure and illustrate impact to
sponsors and refine social activations in that vertical.

Considering brand size:

o Enterprise B2C (e.g., CPG, Retail, Telecom): Primary: Resonate (for rich consumer intel),
Claritas (for targeting). Secondary: Audiense (social insights, influencer finding), GWI (global
tracking).

o Mid-size Consumer or Niche B2C (e.g., DTC brand, Hospitality): Primary: Audiense or
StatSocial (to find and engage niche audiences), Delve Al (understand site audience), Zoomph
(if applicable to events/sponsorships). Secondary: Resonate (if budget allows, for deeper
psych data), Mnemonic (if they have enough data to leverage).

o B2B or Hybrid: Primary: Audiense (it's surprisingly useful for B2B too — many tech companies
use it to differentiate audiences like developers vs CIOs), GWI (for business decision-maker
survey data in certain markets). Secondary: Mnemonic Al (to model the specific buyer
personas, e.g., “IT Managers in healthcare” persona built from client data), StatSocial (if B2B
audiences are active on social, to see interests beyond work).

o Agencies/Consultancies: Primary: GWI (broad data for all client types), Audiense (flexible for
multiple social scenarios), Delve Al (fast turnarounds for client website audits). Secondary:
Resonate (for clients who need that depth), multiple niche tools as needed by vertical
(Zoomph for sports clients, etc.).

Cost vs. value alignment: If cost is a major constraint, start with Delve Al (free tier to try) and
perhaps GWI's cheaper plans or reports. Audiense offers relatively affordable entry for social
(their $948/yr Twitter plan), which can be great value for a small team focusing on one channel.
Mnemonic Al likely has lower-tier pricing that could be affordable to mid-market — especially
given the time it saves, it likely pays for itself in lieu of contracting research work. On the other
hand, investing in Resonate or Claritas should come when the use of those data can drive
significant revenue growth or efficiency, to justify their cost.

In conclusion, the “best-fit” platform or mix of platforms will depend on whether the buyer’s priority is:

Strategic depth and activation (go with Resonate or Claritas),

Social and influencer intelligence (Audiense, StatSocial, or Zoomph for sports/entertainment
contexts),

Automated persona generation and Al-driven insights (Delve Al, Mnemonic Al),

Traditional research validation (GWI for solid survey data),

or a combination thereof.

Marketing and PR professionals should also consider the longevity and integration: Audiense’s new
backing by Buxton suggests it will continue to innovate and perhaps integrate with retail analytics -



good for long-term stability. GWI's large team ensures continuous improvement of data quality and
topics. In contrast, newer players like consumr.ai and Mnemonic Al will rapidly add features, but one
should ensure they fit into the existing marketing stack (e.g., can Mnemonic export personas into your
CRM easily? Likely yes via API, but check).

Finally, ensure whichever platform chosen can provide source attribution for insights — as done in this
report — to maintain credibility when those insights inform campaigns. All the platforms reviewed
have been cited with sources throughout this document, demonstrating the level of research backing
their capabilities and reception.

By matching the organizational needs with the strengths outlined, marketing and PR buyers can make
an informed decision. They might even pilot 1-2 top contenders (many offer demos or trials) to see
real data on their own audiences. With the comprehensive overviews, pros/cons, and user feedback
provided, buyers should be well-equipped to select the audience intelligence platform that will elevate
their marketing and PR strategies in 2025 and beyond.

Appendix: Sources

This appendix lists the sources referenced for each platform evaluation, including user reviews (G2,
Capterra, TrustRadius) and news releases or company pages for background information.

e Audiense: G2 reviews and pricing details; Capterra overview; Acquisition by Buxton (Dallas
Innovates, Mar 19, 2025) (Fort Worth's Buxton Acquires Audiense Consumer Intelligence
Platform » Dallas Innovates) (Fort Worth's Buxton Acquires Audiense Consumer Intelligence
Platform » Dallas Innovates); Audiense blog on Soprism acquisition; Tweet Binder acquisition
(FinSMEs, May 2023); G2 Leader badges (Audiense resource).

e GWI (GlobalWeblndex): G2 description and reviews; Company background from G2 (year
founded, employees); G2 rating (GWI Reviews 2025: Details, Pricing, & Features | G2).

e StatSocial: G2 overview and details; G2 user likes/dislikes (StatSocial Reviews 2025: Details,.
Pricing, & Features | G2); G2 rating breakdown; Company info (year, HQ).

e Telmar + Helixa: Telmar press release on Helixa acquisition (Dec 2021); TrustRadius on Helixa
(Helixa Reviews & Ratings 2025); Audiense guide mention of Helixa rating.

e Resonate (Ignite): G2 overview; G2 user reviews/pros; G2 rating breakdown; Resonate press
release (ZMC investment, July 27 2022).

e Zoomph: G2 overview; G2 user review from 2018; G2 rating breakdown; Capterra ratings; Zoomph
website (mission and team); Zoomph site (350M profiles).

e consumr.ai: Product site (features and modules); Press (ET BrandEquity, Nov 18 2022); LinkedIn
info on founders; consumr.ai site (trusted by brands); Press release on “Audience in Motion”
(TalkMarTech, 2023).

e Mnemonic Al: Company site; G2 reviews (Mnemonic Al Reviews 2025: Details, Pricing, & Features

|.G2) (Mnemonic Al Reviews 2025: Details, Pricing, & Features | G2) (Mnemonic Al Reviews 2025:
Details, Pricing, & Features | G2); Team page; Sl Lab directory mention (if any); PR Newswire
(digital twin launch).

e Delve Al: G2 overview and description; G2 user quotes; G2 rating breakdown (Delve Al Reviews
2025: Details, Pricing, & Features | G2); AIHungry breakdown of pricing; OMR reviews pricing
snippet; About Us page (founders, principles).



https://dallasinnovates.com/fort-worths-buxton-acquires-audiense-consumer-intelligence-platform/#:~:text=Audiense%20is%20known%20for%20its,meaningful%20connections%20and%20more%20conversions
https://dallasinnovates.com/fort-worths-buxton-acquires-audiense-consumer-intelligence-platform/#:~:text=Audiense%20is%20known%20for%20its,meaningful%20connections%20and%20more%20conversions
https://dallasinnovates.com/fort-worths-buxton-acquires-audiense-consumer-intelligence-platform/#:~:text=Buxton%2C%20a%20Fort%20Worth,second%20acquisition%20in%20two%20years
https://dallasinnovates.com/fort-worths-buxton-acquires-audiense-consumer-intelligence-platform/#:~:text=Buxton%2C%20a%20Fort%20Worth,second%20acquisition%20in%20two%20years
https://www.g2.com/products/gwi/reviews#:~:text=Show%20rating%20breakdown
https://www.g2.com/products/statsocial/reviews#:~:text=What%20do%20you%20dislike%20about,StatSocial
https://www.g2.com/products/statsocial/reviews#:~:text=What%20do%20you%20dislike%20about,StatSocial
https://www.trustradius.com/products/helixa-helixa/reviews#:~:text=Helixa
https://www.g2.com/products/mnemonic-ai/reviews#:~:text=What%20do%20you%20like%20best,about%20Mnemonic%20AI
https://www.g2.com/products/mnemonic-ai/reviews#:~:text=What%20do%20you%20like%20best,about%20Mnemonic%20AI
https://www.g2.com/products/mnemonic-ai/reviews#:~:text=What%20do%20you%20dislike%20about,Mnemonic%20AI
https://www.g2.com/products/mnemonic-ai/reviews#:~:text=4
https://www.g2.com/products/mnemonic-ai/reviews#:~:text=4
https://www.g2.com/products/delve-ai/reviews#:~:text=4
https://www.g2.com/products/delve-ai/reviews#:~:text=4

e Claritas Identity Graph: Claritas blog/resources (Resources: Videos: Claritas |dentity Graph —
Connecting_Marketers With More Able & Intent-based Consumers | Claritas LLC) (Resources:
Videos: Claritas Identity Graph — Connecting Marketers With More Able & Intent-based
Consumers | Claritas LLC) (Resources: Videos: Claritas Identity Graph — Connecting Marketers
With More Able & Intent-based Consumers | Claritas LLC); Claritas marketing content (Resources:
Videos: Claritas Identity Graph — Connecting Marketers With More Able & Intent-based
Consumers | Claritas LLC) (Resources: Videos: Claritas Identity Graph — Connecting Marketers
With More Able & Intent-based Consumers | Claritas LLC); GlobeNewswire releases on
Barometric and AcquireWeb acquisitions; Leadership info (Claritas site).



https://claritas.com/resources/video-connecting-marketers-with-more-able-intent-based-consumers/#:~:text=The%20Claritas%20Identity%20Graph%20reaches,powerful%20solutions%20work%20so%20effectively
https://claritas.com/resources/video-connecting-marketers-with-more-able-intent-based-consumers/#:~:text=The%20Claritas%20Identity%20Graph%20reaches,powerful%20solutions%20work%20so%20effectively
https://claritas.com/resources/video-connecting-marketers-with-more-able-intent-based-consumers/#:~:text=It%20is%20the%20only%20graph,channels%20have%20on%20driving%20ROI
https://claritas.com/resources/video-connecting-marketers-with-more-able-intent-based-consumers/#:~:text=It%20is%20the%20only%20graph,channels%20have%20on%20driving%20ROI
https://claritas.com/resources/video-connecting-marketers-with-more-able-intent-based-consumers/#:~:text=It%20is%20the%20only%20graph,channels%20have%20on%20driving%20ROI
https://claritas.com/resources/video-connecting-marketers-with-more-able-intent-based-consumers/#:~:text=With%20the%20Claritas%20Identity%20Graph%2C,each%20to%20improve%20your%20ROI
https://claritas.com/resources/video-connecting-marketers-with-more-able-intent-based-consumers/#:~:text=With%20the%20Claritas%20Identity%20Graph%2C,each%20to%20improve%20your%20ROI
https://claritas.com/resources/video-connecting-marketers-with-more-able-intent-based-consumers/#:~:text=solutions%20work%20so%20effectively
https://claritas.com/resources/video-connecting-marketers-with-more-able-intent-based-consumers/#:~:text=solutions%20work%20so%20effectively
https://claritas.com/resources/video-connecting-marketers-with-more-able-intent-based-consumers/#:~:text=solutions%20work%20so%20effectively
https://claritas.com/resources/video-connecting-marketers-with-more-able-intent-based-consumers/#:~:text=them%20with%20a%20consistent%20message,each%20to%20improve%20your%20ROI
https://claritas.com/resources/video-connecting-marketers-with-more-able-intent-based-consumers/#:~:text=them%20with%20a%20consistent%20message,each%20to%20improve%20your%20ROI

