


What is Account-Based Marketing? .......................................................................................................3

Choosing the Right Tools for an ABM Strategy ....................................................................................4
 CRM ........................................................................................................................................................4
 Marketing Automation .........................................................................................................................5
 Data Analytics Software .......................................................................................................................6
 Digital Advertising ................................................................................................................................6

Account-Based Marketing at Every Level ..............................................................................................7
 Chief Marketing Officer ........................................................................................................................8
 Head of Sales ........................................................................................................................................8
 Marketing Director ...............................................................................................................................9
 Sales Leader ..........................................................................................................................................9
 Marketer ................................................................................................................................................10
 Sales Rep ...............................................................................................................................................10

Conclusion ..................................................................................................................................................11

2   |   Elevate Your B2B Marketing: A Guide to Intelligent Account-Based Marketing

Contents

Link To: Page


As one of the most talked-about strategies in B2B marketing, 
account-based marketing is rapidly changing the way we 
think about marketing at scale. But what is it? And why is it 
driving so much conversation?

Account-based marketing (ABM) is a strategy that uses 
a suite of tools and processes to create personalized 
campaigns around target accounts. So instead of a single 
campaign with many targets, there are multiple campaigns, 
each targeting just one account. True ABM strategies have 
four components: identifying the right accounts, improving 
customer engagement, aligning sales and marketing, and 
measuring and optimizing your campaign performance.

As for its recent popularity, ABM is not a new strategy. 
ITSMA, a B2B marketing community dedicated to 
researching the latest technology and marketing strategies, 
coined the term “account-based marketing” in 2004. In 

the years since, tools like CRM platforms and marketing 
automation have become more powerful, more accessible, and 
more intuitive, making it easier and more effective to practice 
account-based marketing. 

Historically, larger businesses have used an account-based 
marketing strategy to target a small percentage of their most 
important accounts. Now, technology has made it possible 
for businesses of all sizes and industries to leverage an ABM 
strategy with the right tools and processes, and they’re getting 
some impressive results.

Account-based marketing is powerful. Companies that have 
implemented ABM have seen their ACV increase by 171% 
(ABM Leadership Alliance), and 84% of marketers are seeing 
a higher ROI with ABM than with other marketing programs 
(ITSMA). Ultimately, ABM brings your marketing and sales 
teams together to create a seamless customer journey.

What is Account-Based Marketing?

 84%
increase in ROI

with ABM

 171%
increase in ACV

with ABM
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CRM

Choosing the Right Tools for an ABM Strategy

Technology makes ABM accessible, allowing marketing and 
sales teams to automate time-consuming tasks like measuring 
engagement, identifying sales-ready leads, and establishing 
regular touchpoints with prospects. Before software, only 
large, finely tuned teams could manage the scale of an ABM 
campaign. Today, integrated technologies provide a full suite 
of tools to help you attract, engage, and target accounts while 
maintaining the deep commitment to personalization and 
customization that is a hallmark of a true ABM strategy, and it 
all begins with your CRM.

Account, Contact, and Lead Records 
Your CRM platform houses key information about the 
accounts and individual prospects that you’re currently 
working with, or will want to work with in the future. When 
you’re planning your ABM strategy, this account data will help 
you identify the right accounts to target. 

Dashboards and Reporting
The native analytics tools in your CRM platform are not only 
important for measuring deals and tracking sales activities. 
You can also use these features for both the initial analysis 
and planning stages of your ABM strategy as well as the 
measurement and tracking of results. Use reporting to create 
and distribute your Ideal Customer Profile (ICP) to keep your 
sales and marketing teams synchronized.

Lead Management
While the idea behind an account-based approach is to 
prequalify specific accounts, you will still need to make  
sure your lead process is airtight. CRM features for recording, 
scoring, and routing leads to the right queue, team, or rep,  
are critical. 

Productivity Tools
You can use CRM features to maintain a keen focus on the 
accounts that are most likely to close. Console views help inside 
sales or sales development teams organize the most relevant 
data, having it front and center.

Opportunity Collaboration
Tools for collaborating on deals are critical for ensuring a  
high-quality, personalized experience for your accounts. 

Artificial Intelligence
The customer experience is being transformed by AI, 
and ABM is a perfect case for applying machine 
learning and data-driven insights. Whether it’s 
used up front to score leads and prioritize them, 
or during a deal cycle to recommend next 
best steps, AI can help improve win rates 
and productivity.
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Account-based marketing is ultimately a customer-centric strategy. It puts a heavy emphasis on content and regular communications 
to help create personalized experiences. It takes time to build the relationships that ABM thrives on, and that’s where marketing 
automation can help. It gives you the power to automate and manage campaign elements like lead generation, lead nurturing, and lead 
management, so you can spend more time connecting with your prospects.

Both marketing and sales will need to work together to ensure that your branding and positioning remains consistent, and marketing 
automation is key to bridging the gap between the teams. It gives sales direct access to marketing-approved campaigns and content, 
and gives marketers a clearer understanding of their impact on the business. 

Marketing Automation

Account-Based
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File Sharing

Predictive-Matched
Leading Scoring

Budget & Event
Management Apps
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Salesforce for B2B Marketing Delivers on ABM Promise
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Being able to measure your success and optimize your  
campaigns is critical at this scale. Data analytics software 
connects your marketing and sales goals around metrics in 
common, such as ROI and revenue.

In account-based marketing, engagement matters. 
Understanding how your prospects interact with your campaigns 
will help you assign values for sales readiness. To do this, your 
data analytics software should be able to pull engagement 
data as well as other information from your CRM and marketing 
automation platforms. A good data analytics software can give 
you a single view of your business, making it easier to keep your 
teams synchronized with overarching goals and track collective 
progress as you work to engage new accounts.

Data Analytics Software

Marketers working within an ABM strategy need to be able to 
create and promote highly targeted and personalized content 
using Google Similar Audiences or Facebook Lookalike 
Audiences to generate leads. 

Brands that use Facebook Lookalike Audiences, for example,  
can find new leads that look identical to (or have similar 
characteristics as) their current best or highest-value 
customers. You can also target specific groups of existing 
customers or prospects that you are already nurturing with 
your ABM strategy, giving you the flexibility to create more 
nuanced campaigns that align with your campaign goals. 
Finally, you can suppress or exclude existing accounts from 
new customer acquisition campaigns to both save you 
money on your campaigns and improve your customer 
experience when they see (or don’t see) your ads.

With an ABM strategy in place, it’s even more important to 
tailor your advertising to your target audience so that you’re 
putting your budget to use where it will generate the greatest 
return. Software that handles digital advertising can help you 
coordinate the flow of data from your advertising campaigns 
to your marketing automation and CRM platforms.

Digital Advertising
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Aligning your sales and marketing teams is as central to 
building an ABM strategy as having the right tools. To be 
successful with ABM, both sales and marketing must be 
fully in alignment on:

• Which accounts to target
• What determines engagement
• Which metrics to measure
• How to build relationships with buyers
• What success looks like

Account-Based Marketing at Every Level

7

Which 
Accounts 
to Target

What 
Determines 
Engagement

Which 
Metrics to 
Measure

How to Build 
Relationships 
with Buyers

What 
Success 

Looks Like

At each level your sales and marketing teams will need to 
work together to identify the most high-value accounts, set 
measurable goals for engaging the internal stakeholders, and 
track progress as each account moves into the sales funnel. 

salesforce.com   |   7

https://www.salesforce.com/


Now that you and the CMO have identified your target accounts, 
your first goal is to identify which leads are most important. You 
can do this by matching previous closed/won deals with data 
from your marketing team’s most successful campaigns. Your 
data analytics tool makes this possible, drawing on data from 
both your CRM and your marketing automation platform.

Using data from your CRM, you’ll be able to tell at a glance which 
prospects belong to key accounts, so your sales reps know which 
leads to concentrate on first. With your marketing automation 
platform, you’ll know that your sales team has access to 
marketing-approved campaigns, content, and email templates, 
making it easier to work with your marketing team to close leads 
that have reached the bottom of the sales funnel.

Head of Sales

For you, identifying the right accounts is the first and foremost 
step to ensuring the success of a new ABM campaign. You want 
to structure your strategy so that your team works to target key 
accounts that represent the largest percentage of revenue and 
ACV for your business. To identify your key accounts, you’ll need 
to work with your head of sales. 

Put together a list of accounts that are the best fit for your 
products and services. You’ll want to be sure that these are 
also the opportunities that are most likely to close, so check on 
their engagement metrics. Now your focus will be on tracking 
and coordinating the efforts of your marketing team and the 
sales team alongside the head of sales. You’re able to get a 
bird’s-eye view of the campaigns your team is running with the 
native reporting features built into their marketing automation 
platform. With these reports, you can track the team’s progress 
in generating pipeline across channels, and justify your ROI. 
Your reps can also give you regular updates on key accounts 
so you can see how your budget is being used to drive 
engagement where it counts.

Chief Marketing Officer
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Once your marketing team has begun to craft a strategy 
around your key accounts, your sales reps will have access to 
marketing campaigns and content through your marketing 
automation platform. As your team works through their 
pipeline, dashboards in your data analytics software will 
enable you and your marketing director to stay in touch with 
one another, keeping the lines of communication open.

You’ll be able to relay information back to your marketing 
team since both teams will work from the same pool of data. 
Your insight into marketing’s goals will also mean that you can 
help the team orient the strategy more toward the types of 
prospects and key accounts that will help your sales reps drive 
the most revenue for your business.

Sales Leader

You’ll be able to leverage data from your analytics software 
and marketing automation integration to create a strategy for 
each of your target accounts that will offer the right depth of 
personalization. Your goal will be to build robust, personalized 
campaigns for each of the key accounts chosen by your CMO 
and head of sales.

Within your marketing automation platform, you’ll be able to 
designate the portion of each campaign that will be automated. 
Things that marketers used to have to do manually, like 
nurturing, newsletter sends, and transferring prospects from 
one list to another, can all be set to occur automatically. 

Understanding and generating engagement is always a 
challenge, and with an ABM strategy, it’s critical. Within your 
marketing automation platform, you can set the parameters 
of what constitutes engagement with features like lead scoring 
and grading. It will then adjust each prospect’s score and grade 
based on interactions with your content. 

Marketing Director

salesforce.com   |   9

https://www.salesforce.com/


Account-based marketing is something you’re probably familiar 
with. Your sales leaders will make sure you’re aligned on the key 
accounts, and as your prospects come down the sales funnel, your 
marketing automation platform will ensure that you know which 
leads to follow up with first. 

Features like automatic alerts will let you know as soon as you’ve 
been assigned a lead. Each new lead will be ranked from top to 
bottom of your list of calls based on its score and grade. With the 
marketing team’s support, you’ll be able to access email templates 
from a variety of campaigns and quickly customize them before 
sending so that you’re not spending valuable time looking for 
content. If you get leads through that aren’t ready to buy, you’ll 
be able to send them back to marketing to be warmed up to sales 
readiness in a nurture campaign at the click of a button.

Sales Rep

Your strategy will shift from creating content that’s the best fit  
for a target audience of many different ideal buyers, to creating 
content that’s a strong fit for the decision-makers in a single 
account. Personalization is more important for an ABM strategy 
than any other marketing technique because you’ll be speaking 
to an entire account. It’s not enough to add a name or a logo; 
marketers who practice account-based marketing need to build 
entire experiences with their content to meet the needs of a 
diverse group of internal stakeholders. 

Customized nurturing campaigns are perfect for increasing 
the level of personalization for an ABM strategy, and with 
a marketing automation platform, they can be automated. 
For each account, you can use specially targeted nurture 
campaigns to address your prospect’s pain points. As you  
learn more about the account, you can tweak the flow of  
your nurture campaigns to ensure that you’re delivering the 
right messaging.

Marketer
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As technology continues to evolve, account-based marketing will become smarter, 
more intuitive, and more streamlined. Working effortlessly with your data to provide 
advanced insights into the potential of your strategy, account-based marketing is primed 
for AI. AI and predictive analytics will ultimately make it possible to determine the 
optimal audience, channels, timing, and content for each campaign. With these and 
other emerging technologies poised to change the way we connect with customers and 
prospects, marketing will continue to become smarter and more intuitive. 

Conclusion
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See ways to align your sales and marketing teams with intelligent account-based marketing. Learn how 
to identify the right accounts, improve customer engagement, align sales and marketing, and optimize 
campaign performance.

Reach new heights with Einstein Account-Based Marketing.

WATCH VIDEO

LEARN MORE
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