
You ready to get rockin’ again?
Let’s start the show.



INTRODUC TION

In the summer of 2015 I called up some of my best friends 

in B2B marketing to assemble the greatest supergroup in 

marketing history. At the time, the funnel was in trouble. 

People had forgotten the fundamentals on which it was 

built. Our group rocked – hard. Alas, all good things must 

come to an end, but not before we were able to assemble a 

string of sold out shows and heavily downloaded content.

Now, the funnel is evolving, changing for the better, and Monsters of Funnel will 
be there for you. Those eight words we swear to you. We’re calling this second 
incarnation of MOF “Back to Stack” because well, that’s what it’s about. 
We’re setting out to jam with the core platforms that define the account-
based marketing space and helping marketers achieve real results using their 
instruments. It’s gonna be mind-blowing.

Of the new Monsters of Funnel lineup, Jon Miller is the only returning member 
other than myself – and I kind of have to be here as it’s my band. I’m like Axl, 
but less bloated and with quicker decision making skills. It’s only right that we 
bring Jon back, he’s the only one who has built not one, but two marketing 
revolutions. First with Marketo and now with his ABM platform, Engagio. 

In addition, we’re tapping EverString’s Jim Walker, Sangram Vajre from 
Terminus, Heidi Bullock from Marketo, Adam New-Waterson of LeanData, 
and finally exclusive content from Jim Williams of Influitive. 

I’m really excited for this iteration, not simply because we’ve expanded the 
lineup to house some really big names (all mega stars in their own right), 
but we share the stage to lead not just a kick ass band but also a revolution. 
With that said, I’ll turn it over to my band.  The revolution of account-based 
everything. Hang on, it’s going to be… highly engaging. 

In revenue,

Justin Gray
Founder/CEO, LeadMD
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market 
planning
tr ack one

In the ever-changing world in which B2B 
marketing pros operate, truer words have never 
been spoken. 

By now it’s clear that the classic demand 
generation funnel, where you let any 
gatecrasher into the show, is a relic of an older, 
more simple time. 

Demand Gen has its place, like some Freebird 
from Skynyrd, but the stage is set for a stripped 
down, more intimate return to artistry.

“It’s a long way to the top, if 
you wanna rock n’ roll.” 
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Today, what’s in vogue is the B2B version of the 
unplugged jam: account-based marketing. 

A smaller, more personal setting where you play your 
greatest hits to your biggest fans in a unique way. 
It’s a concert where everyone has a backstage pass. 
That’s the core of account-based marketing.
It should be noted that account-based marketing is sort of like Slayer in 
the 80s – not for the faint of heart. It represents an organizational shift 
that can’t just be switched on (or off) easily. And it will likely face much 
resistance from those who are happy with the status-quo. 

So, before we get started, know someone has to play band manager 
and have the guts to do something different. Because account-based 
marketing has massive revenue payload – if executed properly. The 
#1 catalyst for big initiatives is a strong opinionated marketing leader, 
someone who can lead the internal charge and convince executives that 
the band is worth listening to. In reading this book, you’ll be empowered 
with the strategies and tactics to do just that.

So let’s get this party started. To find your biggest fans, which in B2B are 
your best customers and those most willing to buy, you have to dig deep 
into some key sets of data. 

To truly rule the stage,  
it comes down to the  

old-school messaging apex: 
Hitting all the right chords. 
How do you reach the right 

person, at the right time, with 
the right message?
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The importance of data in ABM 

But to truly succeed, you need the right data. 
 
A far cry from the analog era of telephones and three martini lunches, modern 
day marketing automation, lead nurturing and account-based marketing have 
altered the landscape to create a very definable process enabled by technology.

It starts with building a following - a band doesn’t just start out knowing who 
their biggest fans will be, and neither do you. You have to figure out who they 
are. Only then can you work backward to find more of them. You have to start 
with the early movers, the loyal fans stringing behind you from town to town. 
What makes them identify with your music? What makes them raving fans?

We’ve all heard the buzz of words in ‘Buyer Personas’ and ‘Ideal Customers’. 
Data is the key buyer definitions, without data we can not succeed with an 
account-based model. We’ll begin by defining some key terms.
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The Goal: Read the fine print
We know, you’re here to rock. But before we get this set started, there are a few acronyms that must be 
defined to avoid confusion. Acronyms are always a bummer, man but marketing loves them, so here’s a 
rundown of the most critical. Remember, these can actually make you money and they set the stage for the 
data needed to become a successful account-based marketing rock star. 

A term typically used to reference 
the revenue opportunity available 
for a product or service. This is the 
largest definition of your market, 
the widest possible net. These are 
the listeners of one single all the way 
down to the fans grinding it out with 
you city to city.

A subset of your TAM, the ideal 
subset. Descriptions of this 
customer (or set of customers) 
includes detailed data such as 
demographic, psychographic and 
behavioral characteristics. This is a 
view into the group you want to get 
in front of, night after night.

IBP is a detailed profile of your ideal 
buyers based on market research and 
data about your clientele. Think of 
these profiles not as individuals but 
as groups of individuals. Weather you 
call them buying committees, account 
profiles or IBP’s as we do - they are 
the primary account makeups you  
sell into.

Total  
Addressable 
Market (TAM)

Ideal 
Customer 
Profile (ICP)

Ideal 
Buyer 
Profile (IBP)
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This is an extremely important concept, because in ABM all 
accounts aren’t created equal, meaning that demographics 
alone don’t tell the story. Instead, we’re looking for certain types 
of accounts comprised of certain buyer traits and committees. 

That’s right, even the relationship of the buyer to other 
influencers at a company can be important. 

For example, LeadMD works with a lot of B2B organizations, big 
enterprises as well as hyper-growth, early adopters. Sometimes 
a hyper-growth organization will function like an enterprise 
division, sometimes a smaller account will look and behave 
more like a large enterprise. For these reasons, the relationships 
within the account, as well as the account itself, are important to 
identifying a persona. In ABM, the details matter. A lot.

When it comes to uncovering these complex nuances, 
organizations traditionally generated target account lists by 
guessing or using filters such as company size, revenue, or 
vertical. It was definitely low-fi. 

Now, with predictive analytics, marketers can create quantifiable 
target lists based on multiple variables. Predictive analytics, 
including predictive demand generation, can help identify new 
accounts that are likely to convert and become desirable, long-
term customers. More on that later.

Total 
Addressable 
Market (TAM)

Ideal 
Customer 
Profile (ICP)

Ideal 
Buyer 
Profile (IBP)

An ICP, also known as an ideal customer profile, is 
a subset of the TAM. Just like the heart of rock and 

roll is the beat, the ICP is the heart of account-based 
marketing. Make sure to include any possible bit of 

information you can and that the ICP is comprised of 
both account-level and individual buyer nuances. 

Ideal Customer 
Profile
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To continue stripping down the sound, the  
ideal buyer persona, or IBP, fits inside of ICP.  

The more detailed the data is, the more  
results it will yield. Why is this important? In ABM, 

customization is everything and IBPs are the key to 
customization at scale. 

A core concept within ABM is the notion that within your ICP, 
you’ll find patterns. We can use these patterns to develop the 
notion of playbooks, targeted campaigns and even automated 
outreach - but what we can’t allow is dry, uninspired and  
untargeted messaging reminiscent of auto-tune. That’s where 
uncovering the patterns that naturally occur in your ICP will 
allow you to conduct account-based everything, at scale.

The result? Ideal buying committees. 
With the full picture assembled, it’s easy to get the lowdown on 
who’s involved in the buying committee at each of your targeted 
accounts. Straightaway, you may work with four different buyer 
profiles within your ICP. Each buyer profile describes a unique 
buying committee situation within those ideal accounts. It’s 
essentially the account-based version of buyer personas, and 
who doesn’t love good ol’ buyer personas!

Even though Ringo is the forgotten Beatle, they wouldn’t have 
sealed the deal without drums. Likewise, even though your sales 
team hates procurement, they can’t get a deal done without 
them. Got it? Metal.

Total 
Addressable 
Market (TAM)

Ideal 
Customer 
Profile (ICP)

Ideal 
Buyer 
Profile (IBP)

Ideal Buyer Profile
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Back to Stack: Tactical Breakdowns
We know success doesn’t happen in a bubble, it takes hard work, strategy and tactics. This book is meant 
to give you the second two in spades. Just like starting out in a band, hype doesn’t just perpetuate itself, 
you have to hustle. We’re here to help. In each chapter you’ll see hard-driving  tactical breakdowns that 
give you the edge, as well as a ton on things you can do right now to start rocking in the free world. Don’t 
worry, unlike old-school demand generation we won’t just flyer the entire neighborhood – we’re getting 
strategic and highly actionable.

Finally, because this book is also a best in stack recommendation guide we’re calling out some of our 
favorite tools to do the job - you’ll find those in each chapter with the key outcomes.
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 ▶ Sales

 ▶ Customer success

 ▶ Account management

 ▶ Finance/billing

 ▶ Executives 

Get into the Data  
Create a list of your 10 best customers

You want to get a varied spectrum of opinion to eliminate bias. A sales pro will likely refer directly to their paycheck to 
define the best customer. Would the success team potentially have a different perspective here? You bet your Guns ‘n’ Roses 
reunion tickets they will!

Easier said than done, kind of like how being a rock star SEEMS like an awesome idea until you 
get turned down 1,500 times. To focus their sales efforts, savvy organizations should first define 
which accounts and buyers are the best fit by evaluating the highest propensity for closing and 
transforming into the best buyers for their product. This sample set will be the building blocks for 
our Ideal Customer Profile (ICP) and Ideal Buyer Personas (IBP).   

This is not done by pulling a report. It does, however, start off that way. Begin by building a list of all your current and 

past customers. Depending on your business, you may choose to exclude past customers. However, if you believe you 

have overcome product issues or you sell a product that has a shelf life, previous buyers can actually be some of your 

best future buyers as well.  Once you have the list, it’s time to start talking, to literally everyone. 

You’ll need to setup a feedback process from key individuals who have a unique window into customer knowledge. 

These tend to be (and not in this order): 

Tactical 
Breakdown 1 
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This is where you have to brainstorm and do your research. Dig deep and come up with lots of 
attributes for each of these 10 customers so that you later find commonalities. This step is critical 
because we will use these definitions to broaden this base of ideal customers. 

Apply a logic layer  
Look at this list of your ideal customers 
and ask yourself: what do they all have  
in common?

You get the idea. There are hundreds of questions you could be asking, and it’s impossible to provide an 
exhaustive list. But this will get your gears turning. You are a unique snowflake. You are your own front man.

Ask questions that lead you deeper into the customer makeup. What is their DNA? Examples:

What will their ROI be?What’s the size of the 
organization? (Measured in 
revenue, number of customers, 
number of employees, etc.)

What’s the number one reason 
that would prevent them from 
buying your solution?

What’s the main pain point you 
solve for them?

What’s the size of the relevant 
department?

What’s the number one reason 
that would make them decide to 
buy your solution?

Who’s involved in the  
decision-making process?

What are the needs of those on 
the ‘buying committee?’

Tactical 
Breakdown 2 
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The goal here is to come up with at least 100 customers – trends take data to reveal 
and the more data you have the more accurate the trends, the more predictive. We will 
use this larger data set to reveal trends.

Q: Q:
A: A:

What if we don’t have 100 customers? In what way were these 10 – 100 customers 
denoted in your system of record?

We know, we know – the Rolling Stones weren’t built 
in a day. But, they got their first gig sometime and 
built on that success. Point being, you have to start 
somewhere. In our experience, 99.9% of businesses 
are built based on an early strategic advantage and 
that most commonly involves at least a few customers. 
You can work with that – in many ways its more 
beneficial than starting with thousands of customers 
as you have a more intimate relationship with those 
buyers – you call, they answer. Talk to them. Your data 
will grow as your customer base grows, but nothing 
bad ever came from listening to your user base.

For many of us this means CRM, and the short 
answer is that they likely weren’t. You can’t get 
to great data if the simplest of relationships isn’t 
denoted. Make this process a battle cry for better 
data stewardship. When your fans are breaking 
down the doors to tell you what they want, make 
sure you write it down.

There are always two questions that are asked during this process.  

LeadMD CEO and front man Justin Gray calls this the 
“Christmas card problem” —  If you tasked your marketing ops 
folks to send a holiday card to the best contact at each of your 
customers, could they do it solely by using your CRM? If that 
answer is “no” you better step up your game.

Assemble Your ICP  
Extrapolate those findings to the rest 
of your customer base. 

Tactical 
Breakdown 3 
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Determine IBP &  
Account Personas
Before we thrash through this next section, it should be said that the latest trend in marketing is 
being termed “predictive marketing” and it’s a great tool to employ in this process. 

Above all, it removes much the guesswork out of ICP. No more week-long meetings trying to build 
a consensus around key points. Instead, you’re able to rock out with data, primarily the subset of best 
buyers, and work backwards. 

So, what is 
predictive 
marketing? 
We’ll talk more about this in the next chapter but, in short, 
it’s using data science to reveal patterns in your customers. 
Those patterns can then be used to predict future best 
customers by defining ICP & IBPs.

To start, we strongly believe that any predictive marketing 
process should first start with a sleeves up, guitars 
unplugged, all-out jam session with just you and your data. 
This stripped down version pre-software, (no Pro Tools 
allowed,) will allow you to get to the heart of your buyer. 

We’ve talked a lot about ICP, but luckily for you developing accurate 
IBPs and account personas is similar to the process you employed for 
the ICP.  
 
You just have to drill much further down to the committee and 
persona level. To do that, consider:

 ▶ What do they absolutely need 
to feel comfortable making a 
purchase?

 ▶ What pain points are they likely 
to have along the way?

 ▶ What style of approach are 
they most likely to respond to?

 ▶ What style of messaging? 
Which channels of delivery?

 ▶ What sales messaging (plays) 
are best-suited?

Tactical 
Breakdown 4 
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Determine Target  
Account List
This part is fairly simple. From the previous exercises, 
combined with predictive marketing solutions, you’ll be able 
to have a targeted list of qualifying accounts that meet all of 
your criteria and keep that list clean. 

How? Predictive marketing solutions 
can take the data points you’ve 
uncovered and use big data to look out 
into the world and find information on 
folks who also share these data points. 
Boom! Congratulations, you just built a 
database of likely hardcore fans!

Tactical 
Breakdown 5 
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The simplest element: 
Predictive marketing 
allows you to answer 
the question “who 
should be in the 
database?”

The Outcome The Tool 
Predictive marketing helps discern characteristics of 
your optimal accounts (Ideal Customer Profile) and is the 
critical first step in building a pipeline. You’ll be able to 
spend less time guessing and more time closing. 

The partnership between sales and marketing to identify 
the target account list is huge as it creates alignment 
and joint ownership on the program from step one. 
With marketing providing sales a top account group of 
accounts to pick from, you are more likely to get a good 
set of accounts to chase in our ABM programs. It is like the 
Zen proverb... “To give your sheep or cow a large spacious 
meadow is the way to control him.”

Account-based marketing ensures organic alignment 
between sales and marketing because it starts by making 
a guest list and then employing a really big door guy. This 
data-driven gatekeeper will ensure that there are no more 
gate-crashers wandering around, and sales doesn’t have to 
do the work of figuring out who belongs and who doesn’t. 

The finger pointing ends with ABM because data is doing 
the work, not an overzealous hype man or a Prima Donna 
front man who refuses to take interviews. No more arguing. 
Everything is agreed upon based on the understanding that 
the customer profile and the ideal buyers are the only crowd 
we’re letting in. And it’s gonna be a great show.
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Jim Walker

  jwwalker
  jaymce

 everstring.com

What area of the ABM funnel would you consider 
to be EverString’s stand out value focus? 

How does EverString support this area of the 
ABM Stack? 

Meet the

EverString has compiled and curated terabytes of data to extract both basic and 
predictive insights across 11 million B2B accounts. We then use your data to create 
a customer model and then compare it against these insights to identify your target 
account list. The resultant list can be the baseline of your ABM program. Further, the 
insights we compile and provide help you customize your message within your ABM 
track, creating a more relevant message that is more likely to consumed.

EverString provides a reliable and responsible “first step” 
for ABM.  Our predictive marketing solution uses data to 
objectively identify and prioritize your target account list. 
Typically, this has been a subjective process completed by 
sales, but with the addition of predictive, marketing can 
provide insight and guidance into this process. Getting the 
account list right up front will have a major effect across your 
entire ABM program.

17  CHAPTER 01  Market Planning monstersoffunnel.com 

http://monstersoffunnel.com


Building the  
ABM Database
tr ack t wo

To continue the metaphor, for your acoustic show you want to make sure  
that only your biggest fans are in attendance. 

In B2B marketing terms, that means you’ll be creating and maintaining  
a database of your targeted accounts and contacts.  

Conform or ... be“cast out.”
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The ISSUE: The Demand Gen Waterfall

We dove right in here, but maybe this is a good time to take a quick break and put an exclamation point on 
why ABM is so critical to marketing success right now. It’s important to contrast an account-based approach 
against the old-school demand generation model. Traditional demand gen lets any gate crasher in the show, 
which means that many people who shouldn’t be there, are, and they are creating a ruckus. 

Let’s take a stage dive 
into one of the monsters, 
Jim Williams from 
Influitive.  
When Jim dove into the 
results of his demand 
generation centric 
campaigns he wasn’t 
happy with what he saw.

In the B2B world,  this equates to less than 1% of leads that actually close. 

For every 400 inquires, 
only 1 becomes a 
closed opportunity.

Conversion Rates  
(from prior stage)

That’s a conversion 
rate of only .25%.

Inquiry

Closed 
Won

64%

3.5%

55%

21%

MQL
Fit & Interest

SAL
Meeting

SQO
Sales Qual
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The Goal: Establishing who belongs

Account-based marketing is much 
different. 

There are no gate crashers in the 
database. Instead, it’s a pre-determined 
list that sales and marketing agree 
should be in attendance. Unlike 
Demand Generation, ABM proposes 
that we focus our efforts and eliminate 
the noise that scale normally requires. 
Rather than allowing quality to be 
trumped by quantity we assemble our 
VIP list and stick to it stringently.
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Preload that data baby! Tactical 
Breakdown 1 

Remember all of that work we did to get here? All of that painstaking work we did to identify the key 
indicators of your target account list via the TAM and ICP? Yep, it’s back, but this time from a governance 
perspective. We need to continue to collect this information, standardize it and keep it clean moving forward. 
Too many organizations miss the opportunity to establish best practices that will avoid big data problems 
down the road - don’t make that mistake. Some key areas to pay attention to are:

 ▶ Picklist Values

 ▶ Data ranges such as: Number of Employees or Revenue fields

 ▶ Job Roles vs Job Titles

Key Data Fields:

This part is fairly simple. From the previous exercises, combined with predictive marketing solutions 
(or even traditional data if you must), you’ll be able to assemble a targeted list of qualifying accounts 
that meet all of your criteria. We’re talking every company and individual involved in the ideal buying 
process. This is a big asset. You guessed it, it’s time to preload that sucker and keep that list clean. 
Take a look down at your iPhone contacts list, is it clean and neat, or is it a nightmare? This is meant 
to be a list people you know and trust, just like this highly valuable CRM list. We can’t let this data get 
messy. In fact, maybe it’s time to clean up your phone.
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Cleanse & Hygiene 
(no wheat grass needed)

Tactical 
Breakdown 2 

Data degrades quickly over time. In fact, data begins to decompose faster than Keith Richards after a bender – therefore, you must 
have a plan to keep it clean. What happens when employees leave? What happens if something changes in the account that would 
cause it to fall out of the ideal group? What methods do we have in place to ensure that our database keeps up with the tantric 
speed metal that is change? We better have a plan.

Data hygiene is that tried and true practice every marketer talks about but doesn’t execute on. I mean seriously, have you ever 
talked to a company devoid of data issues? We’re not aiming for utopia here, but we do need to ensure some critical processes 
are put in place to ensure the cleanliness of data. Data is considered clean if it is relatively error-free. Dirty data can be caused by 
a number of factors including duplicate records, incomplete or outdated data, and the improper parsing of record fields from 
disparate systems. Errors can be introduced at any stage as data is entered, stored and managed.

To combat this we suggest focusing on these core tactics:
 ▶ Set up duplicate detection rules. Figure out how duplicate records are being created (manually or through 

integrations or list uploads) and put processes in place to prevent this from happening in the future.

 ▶ Make sure you always set a default value when using merge/variable tags. Invest in testing and data 
analysis – make sure that you look at your data before sending.

 ▶ Establish a routine data cleanse tool, something always on and plugged into a relevant and clean source. 
LeadMD suggests Datanyze.
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Data Append Tactical 
Breakdown 3 

Data cleansing’s Irish twin, data appending is a critical element of ABM. Beyond changes, data simply 
needs to become more complete and there are two ways that can happen.
First, we can gather information from the massive digital trail that is the online footprint. We can use unconventional sites like 
Twitter, Facebook, Crunchbase and LinkedIn to learn even more about our buyers and their companies. We can fill in the holes. If 
you’re in B2B, LinkedIn data is often the most accurate CRM there is. 

By progressively expanding the prospect data record and those of the relevant buying committee we achieve a deeper 
understanding of consumers’ characteristics by overlaying demographic information and Mosaic USA household lifestyle 
segmentations on to your file any time day or night.

 ▶ Define unique attributes of your best and most profitable customers

 ▶ Anticipate likely future behaviors and buying trends

 ▶ Identify prospects most like your best customers for new growth opportunities
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Repeat
Who doesn’t love a good song on ‘repeat’

Tactical 
Breakdown 4 

Shampoo, rinse and repeat (in Phoebe’s voice from Friends). Then, evaluate your ICP and determine if certain accounts should be 

removed or added.

The second way we can ensure our data is complete is to capture the front line data that is actually more valuable. The best 

information often resides in the heads of our sales and MarCom teams – they are the ones out there talking to potential buyers 

every day. 

Think of them like the concert promoter that seems to know everyone. Their mental Rolodex is massive and we need that data if 

we’re going to pack the house. By ensuring that all of this information is added to CRM, and in a way that is standardized and easy 

to manage, we gather true intelligence. It’s also one of the most difficult things to do. 

For just this reason we added our good friends over at Datanyze.
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The Outcome
You should have a majority, let’s shoot for 90%, of accounts and contacts (ICP/IBPs) locked, loaded 
and ready to rock in your database. Here’s where marketing locks arms and acts like concert security. 
Not quite on the scale of the infamous Rolling Stones concert at Altamont in 1968 that featured Hells 
Angels as the muscle, but you get the idea. It’s marketing’s job to protect and ensure the integrity of the 
database and to act as a steward of data going forward.

With your target list defined and your database filled with relevant 
contacts at companies fitting the ICP, you’re one step closer to flipping 
the switch on your inbound and outbound sales and marketing 
processes. But first, the need for updated, fresh contact data is critical. 

Fact is, even with the best process, CRM data degrades at an extremely 
rapid rate. In fact, in today’s culture of immediacy, data is out of data or 
incomplete the moment you record it in a static format like CRM. 

The fix?
 Don’t think of CRM as a static repository. Instead, think of CRM like 
a place to standardize, but more importantly a place to standardize 
constant inflows and outflows. This is drastically different than the 
database strategies of old. Concepts such as data warehouses help to 
solve data storage issues in terms of size and performance but restrict 
the health of the database to the point where the data suffocates and 
dies. With ABM this simply can’t happen, we have to keep data clean in 
both an automated and human touch based process. 
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The Tool

You want to fill the database with good data and be sure that it’s always up to date. The changing landscape of industries, companies, 
and individuals make real-time data responsiveness a critical element of account-based marketing. Datanyze gets you there. 

If your ICP and IBP spend their time on LinkedIn, you’re in luck. If your ideal customers aren’t heavy LinkedIn users it’s not that you’re 
SOL, for the purposes of demonstrating this process we’ve selected Datanyze as the tool to highlight – and it makes sense because we 
use it at LeadMD. There are, however, many other tools you can utilize to accomplish this critical aspect of account-based marketing. 
The important element here is that you understand the key tactics and apply them to your process. 

Simplest element

Using Datanyze’s “Technology Tracker” for example, you can get 
a glimpse into a company’s existing tech stack, then build your 
sales plays and scripts based on that stack. This is what we talk 
about when we talk about personalization. Most people think 
personalization is just inserting someone’s name into some 
content, then call it done. Wrong. Personalization is tailoring 
your messaging based on a current prospect’s pains, needs, and 
existing technology. 

Datanyze is sales intelligence and lead generation 
software that uncovers the best leads inside 
and outside your CRM. Score leads and find new 
prospects based on industry-leading business, 
tech and social data signals.  
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ACCOUNT 
PLANNING
tr ack thr ee

The goal here is fairly simple. Once you have your 
targeted account list ready, the next step is to create 
a framework for intelligence and gather account 
insights that will inform your marketing campaigns. 

The problem? For most marketers this is decidedly a 
“sales” function, but no longer.

“The party’s just begun, 
we’ll let you in...
You drive us wild, we’ll 
drive you crazy!”
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The Goal: Gathering Intelligence on  
       Key Accounts

With an account-based approach, campaigns are much 
more narrow and tailored. Therefore, they require a level 
of intelligence that is not only more granular but also 
shared across the entire company to execute. 

Remember, in ABM, campaigns are an intimate 
show for your biggest fans. Gone are the over-the-
top stadium show theatrics of traditional demand 
generation. 

With shared insight into what makes your accounts tick, 
you can develop targeted messaging and serve up specific 
ads that will really speak to each one of your accounts.
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Account Planning Roles and Insights 
Here’s a sample framework for use in Account Planning:

The Market

Marketing

Account Executive Team Lead Leads Meeting; includes time management and assigned actions

Campaigns Lead Advises on campaign type, offers, and  
execution plan

Sponsor Approves campaign planExecutive Sponsor

Marketing Campaigns  
& Sales Development

The Company The Business Unit The People

TEAM MEMBER ROLE RESPONSIBILITY

INSIGHTS COLLECTED

Sales

 ▶ Industry dynamics

 ▶ Key Trends

 ▶ Competitors

 ▶ Growth drivers & inhibitors

 ▶ Financial health

 ▶ Growth Areas vs ‘Cash Cows’ 

 ▶ Renewal Risk

 ▶ SWOT

 ▶ Initiatives and organization 
priorities

 ▶ Triggers

 ▶  Funding, acquisitions,    
 personnel moves

 ▶ Org Chart

 ▶ Key buying centers

 ▶ Whitespace within buying 
centers

 ▶ Key contact profiles

 ▶ Decision 

 ▶ Influencers

 ▶ Mobilizers

 ▶ Blockers

 ▶ Relationship to each other

 ▶ Relationship to company

 ▶ Attitudes, preferences, biases

29  CHAPTER 03  Account Planning monstersoffunnel.com 

http://monstersoffunnel.com


Tactical 
Breakdown 1 Setup “Account teams” 

Account Executive led groups who will 
manage the account.

Each team should include roles like the dedicated sales development rep, an account manager, a marketing manager, and an 
executive sponsor. These teams are accountable for driving business for a specific account and are assigned various activities 
against specific prospects within the account. Scrum-style iteration and management is a perfect match to ensure that everyone 
is working within a defined timeframe, toward the same goals.

Unlike more traditional practices, we won’t pass the baton from one team member to another. Instead, we will all work in tandem 
throughout the process to ensure account-based selling success.

Account Executive Team Lead Leads meeting; includes time management and assigned actions

Campaigns Lead Advises on campaign type, offers, and  
execution plan

Sponsor Approves campaign planExecutive Sponsor

Marketing Campaigns  
& Sales Development

TEAM MEMBER ROLE RESPONSIBILITY
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Establish Quarterly 
Account Reviews

Tactical 
Breakdown 2 

Account planning sessions are to be lightweight and agile, allowing the team to quickly prepare for, and respond thoughtfully, to 
unique needs of a target account. These sessions should be insight and data driven, while allowing the entire team to focus on the 
needs of target accounts. 

Overview Gather account/insights that will inform campaigns

2-3 Insights for 100% of accounts

Elements  ▶ Automated Intelligence

 ▶ Human Intelligence

 ▶ Recurring insight reviews

 ▶ Account Teams

 ▶ Quarterly account reviews

 ▶ Bi-Weekly Planning SCRUM

Key Activities

Objective

ACCOUNT PLANNING
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1 What’s SCRUM? SCRUM is an agile project management model based on multiple small teams working in an intensive and 
interdependent manner. The term is named for the scrum (or scrummage) formation in rugby, which is used to restart the game after 
an event that causes play to stop, such as an infringement.

Establish a  
Bi-weekly SCRUM

Tactical 
Breakdown 3 

The goal of each bi-weekly SCRUM is to track against progress toward the goals we established at our quarterly sessions. What is 
the progress? What are the blockers? The SCRUM format allows for hyper-value in a very short amount of time. With a controlled 
and mechanical touch base, we can quickly ensure that we are still tracking toward our overall targets and remove anything 
standing in the way. Gone is the old major account list build that happens once, maybe twice per year. 

The Market

Marketing

The Company The Business Unit The People

INSIGHTS COLLECTED

Sales

 ▶ Industry dynamics

 ▶ Key Trends

 ▶ Competitors

 ▶ Growth drivers & inhibitors

 ▶ Financial health

 ▶ Growth Areas vs ‘Cash Cows’ 

 ▶ Renewal Risk

 ▶ SWOT

 ▶ Initiatives and organization 
priorities

 ▶ Triggers

 ▶  Funding, acquisitions, 
personnel moves

 ▶ Org Chart

 ▶ Key buying centers

 ▶ Whitespace within buying 
centers

 ▶ Key contact profiles

 ▶ Decision 

 ▶ Influencers

 ▶ Mobilizers

 ▶ Blockers

 ▶ Relationship to each other

 ▶ Relationship to company

 ▶ Attitudes, preferences, biases
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 Some popular examples can be:

 ▶ LinkedIn Sales Navigator

 ▶ Google Alerts

 ▶ Newswires

 ▶ CrunchBase

The Outcome The Tool 
Gather thy data. Manage, track, and measure the 
effectiveness of target account efforts across leads and 
accounts/opportunities. Your insights need a home, 
and although you will use many tools and sources to 
acquire this data, you’ll also need one singular place to 
create visibility. This is where CRM becomes absolutely 
critical. In addition to CRM (we’ve highlighted SFDC 
here as we think it kicks a$$), you’ll determine within 
the account planning process which data sources will 
become your ultimate window into the world.

You should have at least 2-3 insights for 100% of 
targeted accounts and a process to keep these goals 
visible in bi-weekly SCRUMs. 

Insights can take the form of:

 ▶ Big initiatives in the Account or Account BU

 ▶ Pain points

 ▶ Opportunities for improvement

 ▶ Measurements against competitors 

 ▶ Favorite Van Halen singer (just kidding)
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Campaign 
Planning
tr ack four

Now, it’s time to plan the set list to get the crowd groovin’. 

One of the key differences between account-based 
marketing and demand generation is that marketing, and 
really the entire company, is signed up to deliver “always-on” 
campaigns to multiple stakeholders in the account. 

Think “Intensities in Ten Cities” around the clock. 

“Here I am …  
rock you like a hurricane!”
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The Goal: Get Your Campaign Together

For years, sales has always held the trump 
card: They’ve owned the customer relationship 
and therefore the really fun face-to-face 
relationship driven activities. Whoa, we 
marketers like sporting events. We like 
expensive dinners. In ABM, Marketing also runs 
offline campaigns, such as VIP events (dinners, 
sporting events, executive events), sends 
high-end direct mail, and calls upon digital 
marketing mainstays like re-targeting and web 
personalization. 

Marketing metrics around these include  
tracking the number of additional contacts, 
meetings, and opportunities it generated for 
these specific accounts. Not to mention closed 
hard revenue. 

More on this later. 
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Tactical 
Breakdown 1 Campaign Development 

You still have to feed the beast, but with 
tastier morsels this time.

Remember, account-based marketing is all about delivering the right message at the right time to each account — across all of 
the channels that your target audience is using, from social media to mobile and video. So, develop and align your campaigns to 
differing buying roles and personas. 

Campaign Type

Offers
 ▶ Education and Thought Leadership

 ▶ Solutions and Product Suitability

 ▶ Decision Support and Credentials

 ▶ Pipeline Build

 ▶ Land & Expand

 ▶ Ad-hoc

 ▶ Nurture

 ▶ Promotional

 ▶ Destination

 ▶ Content Offer

 ▶  Personalization

 ▶ Enablement

 ▶ Offer Packaging

 ▶ Channel Distribution
Packaging and Channels

Asset Development

ACCOUNT PLANNINGCAMPAIGN COMPONENTS
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Tactical 
Breakdown 2 Offer Development 

Offers are the equivalent of setting the 
hook in fishing. I have no idea what a rock 
analogy would be.
Campaign offers are high-value, repeatable and aligned with campaign goals. Offers fall into three categories that are aligned to 
the buying cycle. Below is a list of offers both marketing and sales can consider when designing a new campaign. 

 ▶ Trends, benchmarks, and statistics

 ▶ What’s new and why it matters analysis

 ▶ Best-in-class examples

 ▶  Problem guides

 ▶ Opportunities guides

 ▶ Needs assessments

 ▶ 101 Education

 ▶ “How-to” and Practical Content

 ▶ Solution Guides

 ▶ Solution Comparisons

 ▶ Pitfall analysis

 ▶ Readiness and suitability assessments

 ▶ Strategy and planning templates

 ▶ How-to find and select the right vendor

 ▶ How-to build the budget

 ▶ Pricing

 ▶ Trials or product demonstrations

 ▶ Access to internal subject matter experts

 ▶ Implementation plans and requirements

 ▶ Delivery examples

 ▶ Vendor comparisons

 ▶ Data sheets

OFFERS

EDUCATION AND THOUGHT 
LEADERSHIP

SOLUTIONS AND PRODUCT 
SUITABILITY

DECISION SUPPORT AND 
CREDENTIALS
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Tactical 
Breakdown 3 Campaign Execution

Framework

A well performing ABM playbook boils down to execution. Campaign execution is a coordinated and integrated approach across 
sales and marketing efforts. The objective is to create a one-to-one engagement that is highly personalized, yet moderately 
scalable. Account plans must be completed and signed off by the Account Team stakeholders. Marketing will then create a 
campaign plan that outlines goals, deliverables and timing. Once approved, the planned campaign is added to the calendar and 
managed to, and through, deployment.

 ▶ WHO: The ICP Tier and Personas

 ▶ WHAT:  A description of the campaign  
type and offer

 ▶ WHEN: The timing of the campaign 
(production to launch)

 ▶ WHERE: The online/offline location where 
accounts will engage with the offer

 ▶ HOW: The packaging and channels to  
be leveraged

 ▶ OFFER: Includes timeline for creating the 
content offer.  Accommodate for draft 
versioning and editing

 ▶ PACKAGING: Includes timeline for packaging 
the offer to various components (webinar, 
report, infographic, etc.)

 ▶ PROMOTIONS: Includes preparing emails, 
landing pages, display/text ads, and 
coordination with third-parties

 ▶ CHANNELS: Includes setting up delivery of 
the offer across chosen channels

 ▶ Coordination of Sales and Marketing to the  
launch date

 ▶ Plan for reviewing performance daily during 
early phase of launch (1-2 weeks) and refine to 
optimize performance

 ▶ Check-In with Account teams during bi-weekly 
planning to share results

PLANNING PRODUCTION LAUNCH
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The Outcome The Tool
In account-based marketing, the focus shifts from 
mass marketing stadium shows to varying forms 
of 1:1 engagement. And that engagement must be 
tracked. Marketo is the only platform unifying all digital 
channels.

Marketo RTP (Real Time Personalization) allows you 
to engage targeted prospects with relevant content 
and personalized messaging to create meaningful 
interactions in real-time and drive more conversions. 
Party on. 

For example, a marketer can use Marketo to run a 
hyper-targeted campaign that involves direct mail, web 
personalization, email, a webinar and re-targeting ads. 
It’s possible to look at early stage engagement, sales 
meetings, opportunities, and won revenue. A marketer 
can easily see which tactic and offer was the most 
effective. This is essential so marketers know what 
to invest in or what not to. Additionally, an essential 
piece of ABM requires an aligned marketing and sales 
process. Marketo supports this critical aspect through 
scoring and other lead management tools that enable 
a marketer to go beyond email and take target account 
campaigns to the other channels.

After this exercise, you’ll have a good idea of the 
campaign types that should be mapped out for each 
account and the stakeholders within. In account-based 
marketing, sales and marketing work together to 
create an always-on series of touches and relationship-
building aimed at these accounts. Like the first time you 
hear a song that just speaks to you, one meeting with 
an account is just the beginning of an account-based 
marketing program.
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Heidi Bullock

  hbullock
  HeidiBullock
 marketo.com

What area of the ABM funnel would you consider 
to be your value focus? 

Meet the

Once the revenue team has identified and mapped accounts, the challenge becomes 
how to drive awareness, engagement (with insights), and ultimately revenue into target 
accounts. This needs to happen in close conjunction with sales and because the focus can 
be very specific, campaigns need to be highly personal and timely.

Marketo’s Engagement Marketing Platform, and its ABM capabilities offer marketers a 
single source of truth to track target accounts and respective engagement across channels. 
Most importantly, these activities can be done in conjunction with sales and measured at 
different time points.

How does your solution support this area of the ABM 
Stack? 
Effective engagement is driven by having a personal and relevant message, delivered at 
the right time. This becomes even more critical in target accounts because by definition 
it is less of a high volume marketing strategy, so programs need to be highly optimized to 
deliver conversions. Marketo’s Engagement Marketing Platform tracks account insights and 
engagement, and enables companies to create personalized relationships with their  
buyers – at the right time, with an optimized message or offer, and at scale. 
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Engagement  
& Offers
tr ack fiv e

For this track, you want to develop high-value 
offers to support all the groundwork you’ve 
laid out. Remember, account-based marketing 
is like a small acoustic show. 

Think Nirvana’s “MTV Unplugged” rather than 
Def Leppard-esque stadium sets. Reward 
your fans with a special meet and greet, an 
autographed guitar or a private after party 
and it’ll be impossible for them to turn down 
the main show.

“Oh yeah, you really got me now
 You got me, so, I can’t sleep
 at night” 
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Remember that offer framework we assembled 
back in campaign planning? Time to put the 
petal to the metal! 

There are likely a small number of target 
accounts in a typical ABM program so 
campaigns and offers need to deliver high 
conversion rates and have high value. The 
best way to bring your personalized content 
on stage is to create offers that are built 
specifically for a particular target account. 

This is where all those insights you gathered 
will allow you to really rock the mic. 

The Goal: Create high value offers
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Create hyper-value, 
interactive assets
Show the value to your customer 
before the sale

Tactical 
Breakdown 1 

What is hyper-value, exactly? Anything that potential buyers will feel compelled to open because it’s so 
personalized and valuable. Here are some examples:

Let your prospects see how they stack up against the competition.

Let them see how much they could save, or how much they are wasting.

Always a great value-add, audits give clarity and allow your team to strut its stuff.

Something-for-nothing is still the best trust builder out there.

Benchmarks:

Calculators:

Audits:

Playbooks:
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Use in-person events  
to maximize exposure
Face to face is where trust is 
established

Tactical 
Breakdown 2 

Tradeshows are becoming the B2B equivalent of hair metal in 1991--far too mainstream and cheesy. But you can 

exploit this reality by scheduling exclusive VIP dinners and other events at shows you know key account 

stakeholders will be attending.  In a solid ABM driven process, events or tradeshows become in essence, 

side gigs within the show. Dinners, focus groups, VIP executive forums - let your imagination run wild. 

The only qualifier? Provide hyper-value. 

With ABM your marketing and sales teams should be working hand in hand to 

orchestrate a high value sales offer at the show. You’ll use this offer to gather the 

cream of the crop and wow them. These offerings tend to yield extremely 

high returns. We’re talking 200, 300 even 400x ROI? You’ve heard that the 

real business gets done in the bar? Take it to heart here.
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The Outcome The Tool
Eventbrite provides a professional, simple way to 
manage and promote events to help you reach your 
business goals. The key idea here is limited seating. For 
these events, you aren’t inviting 1,000 people. 

You’re inviting  20, so that 15 accept. Everyone loves an 
exclusive offer. 

A platform like Eventbrite goes hand-in-hand with 
personalized outreach. It’s a simple, free tool that 
allows you to easily create events that have an elite feel.  

You’ll hear the word ‘plays’ throughout this eBook - this 
concept is central to ensuring we have repeatable sets 
of tasks that happen every time. Much like Slash has an 
entire collection of guitars at his disposal whenever he 
steps into the studio, you’ll have a solid, repeatable set 
of offers available that you know will play just right. But 
instead of vintage Les Pauls and flying Vs, you’ll have 
effective messaging, value propositions, and use cases 
that buyers can relate to and that sales reps can deliver 
quickly and consistently.

“At a recent industry event LeadMD generated a 
300%+ ROI from an executive dinner. A select 
group of customers and prospects were 
gathered at a popular industry event (hint, it 
was C2C). Your customers will be your best 
sales representatives. Triple digit returns 
are not only possible, but standard 
when we deliver hyper-value.
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Campaign 
Execution
tr ack si x

OK, here comes the fun part. 

You get to take to the stage and see all of the 
sweat you put into the last few steps come 
alive in front of the crowd. 

“Out there in the spotlight 
you’re a million miles away
Every ounce of energy, you 
try to give away
As the sweat pours out your 
body like the music that you 
play” 
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The Goal: Always Be On

As we touched on earlier, one of the key 
differences between account-based 
marketing and traditional demand 
generation is that marketing’s role is 
chiefly to deliver “always-on” campaigns 
to multiple stakeholders in the account. 

We like to call this marketing air cover. 

Why? Because it’s marketing’s job 
to deliver a payload of personalized 
messages across multiple, well 
coordinated channels. Or, to be a little bit 
more rock and roll, marketing’s job is to 
Rock the Casbah. 
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Campaign 
Execution Plays
The devil is in the details

Tactical 
Breakdown 1 

Long since left for dead it turns out the mailer was just touring in Europe. Direct mail and tangible 
mailers are a vital tool resurrected in ABM. FedEx envelopes are a great pattern interrupt in this 
world of digital noise. Why? Executives don’t register for webinars or white papers, nor do they respond 
to unsolicited email. Use this to your advantage. 

Direct Mail: 

Assign employees the responsibility for cultivating relationships with specific buyer personas at their 
target accounts. C-level to C-level outreach is an effective tactic for this. Assign the CEO to the CEO or another 
C-level executive to his/her peer at the target account, and have the SDR follow up with the executive’s assistant 
to set the meeting up. Then assign VPs, inside sales reps, and marketing to prospects. The goal is to try to match 
relevant employees with the prospect’s relevant employees.

It’s critical that ABM programs deliver high conversion rates. Personalizing landing pages is one effective 
tactic for doing this. Marketo RTP allows you to serve up custom experiences that can make or break a 
deal.  You can also leverage tools like Terminus to take that personalization off-site to serve up custom display 
advertising and re-targeting. Not only are you able to track individual engagement and score it but you’re able to 
take a hyper-personalized approach. 

Targeted outreach:

Personalized online content:
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The Outcome The Tool

Terminus allows you to create engagement via micro-
campaigns meant to amplify the sales offer.

Terminus allows you to target your best-fit accounts 
by seamlessly integrating with Salesforce CRM to build 
segments of best-fit accounts. From there, choose your 
target personas from a database of more than 200 
million B2B professionals to expand your reach to all 
relevant decision makers and influencers.

Then, Terminus gives you the power to engage your 
target audience across all digital channels including 
mobile, social, display, and video. To serve up custom 
ads and stay top-of-mind, Terminus integrates with 
more than 50 ad exchanges and enables you to 
engage decision makers on their terms. It’s also the 
first platform to provide account level attribution 
across digital channels with bi-directional Salesforce 
integration, allowing you to increase pipeline metrics 
from across all stages of the customer journey.

If you want to do something rare in this world of 
digitized noise: create 1:1 engagement. To your 
prospects, you want to be Bruce Springsteen pulling a 
young Courtney Cox on stage in the Dancing in the Dark 
video. While the tactics and tools are endless, one thing 
reigns supreme in B2B: the relationship. You want all 
efforts, online and off, to work toward this goal. 

49  CHAPTER 06 Campaign Execution monstersoffunnel.com 

http://monstersoffunnel.com


Sangram Vajre

  sangramvajre
  sangramvajre
 terminus.com

What area of the ABM funnel would you consider 
to be your stand out value focus? 

Meet the

Today, I see marketers asking what else they can do besides a run-of-the-mill 
email campaign. B2B marketers are starting to take ownership of interactions, 
with a more personalized customer experience. Advertising is a big aspect of 
personalized interactions. I believe in a combination of high-tech and high-touch 
interactions. 

Any vendor who is able to help B2B companies do personalized communication 
at scale will win the war when it comes to ABM interaction technology. 
Personalized, scalable, account-based advertising is something Terminus can 
help marketers with right where their customers are.

How does your solution support this area of the ABM Stack?

Every 5 years something changes in marketing. It’s a series of causes and effects; 
we’re big solving problems, but new problems are popping up in their wake.  
Ultimately, we need to accomplish two big initiatives, personalization and scale. 
The solutions marketers are using are great at gathering data, but now, what do 
we do with that intel? This problem gave life to ABM. ABM is the promise that you 
can do targeted engagement with your highest value prospects to really get their 
attention. We empower that. 
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lead & sales 
Qualification
tr ack sev en

In account-based marketing a fast, 
standardized lead follow-up process is the key 
to conversion.

Lead qualification is the Led Zeppelin II of 
account-based marketing. The blueprint that 
will underpin the entire sales process and lead 
to several follow-up hits. 

“I see your face every 
time I dream 
On every page, every 
magazine”

51  CHAPTER 07 Lead & Sales Qualification monstersoffunnel.com 

http://monstersoffunnel.com


The Goal: Qualify Select Clients

In the qualification stage, the sales team is focused on establishing if NOW is the right time to work together. Have we 
established enough value? Is the pain great enough? Rather than “qualifying” the account, in ABM we already know this 
company is someone we want to work with and can benefit greatly from the solutions we provide. But do they know it at 
this point? 

This is a huge departure from the old style demand gen model, where sales would have rather listened to Winger than talk 
before qualification. 

Don’t miss this: 

Have your SDR team follow-up with 
leads, using personalized touches to 
set appointments for the sales team.

When setting meetings, the 
emphasis should be placed on the 
value a lead will receive. Always be 
thinking about what’s in it for them, 
not you. 

At this point in the process, leads 
should be set up to receive a high-
value “gift” that requires nothing of 
them. These are the benchmarks, 
audits, and calculators we 
referenced earlier. 

Here’s what the process should look like:
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Sales Development  
Representative

Remember: you are no longer qualifying a person, you’re qualifying an account. So, the touch-pattern 
will be established based on the nuances of a given buying committee, based on the size and roles 
involved. Smaller buying committees have less layers, while larger ones will need precise messaging for 
differing roles. But the key to success is to think of outreach as a campaign with a set number of touches over 
a set period of time. Most importantly, this campaign should be optimized over time. 

Sales development doesn’t get to use PowerPoint to explain products and solutions. They have 2-5 
minutes (or less) to generate interest and turn the prospect into a qualified lead. They need compelling, 
concise sound bytes for the value proposition (they should be able to describe your company and why you are 
different in under 30 seconds) and for your solutions and products. A few bad notes at the beginning could cause a 
riot – and not a Quiet Riot (a little heavy for the analogy, but you get the idea).

There’s so much information and data to manage, every sales development rep needs to have 100% 
adoption of the CRM application. Ensure your ABM rollout is paired with consistent delivery of training 
and “Office Hour” sessions where reps can get questions answered or voice what’s not working well or 
feels cumbersome. What’s a great concert without a sound check and dress rehearsal? 

Tactical 
Breakdown 

Touch-pattern: 

Live call script: 

CRM updates: 

1 
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Sales

Discovery calls are crucial for sales professionals to understand the details of a prospect’s situation. 
On the other side, prospects want to leave a discovery call knowing who you are and what your 
company’s all about. They might have specific questions about a product feature or a term. 

Most importantly, prospects need to be assured that you understand their problem and that you will make 
a professional assessment to determine if you can help them or not. Content plays a big role here. We can give 
them a great deliverable but we need to back it up with rock ‘n’ roll credibility – we can use content to do so.

Discovery call:  

Show and tell:

Tactical 
Breakdown 2 
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Qualification

Physical mailers? 

The qualification section is the crescendo of ABM – everyone is working together in a harmonious manner to win. We have 
to take all of the great information we have created and package it in a way that creates action. 

This is where a high value offer often comes together - think our benchmarking deck. You’ve spent all of this time gathering 
insights, talking face to face, NOW is the time to show this account that we haven’t been wasting their time – we have to 
blow their socks off with a roadmap to success. At the end of this stage, they have to be pushing YOU to move forward. 

The Account teams we assembled in Chapter 3, they were born to run. This team will begin a touch pattern designed to 
engage the account and develop a sales meeting or gather important account intelligence to be logged and delivered back 
to the entire account team. 

It’s a well oiled machine.

Roadmap:

 Big payoff here as well. 

Tactical 
Breakdown 3 
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The Tool
For sales qualification, LeanData ensures that the 
contact has the correct institutional penetration and 
hasn’t already been targeted for other efforts. It also 
allows for intelligent lead routing (a must for account-
based marketing) as well as account-level visibility, so 
the bigger picture is always 100% in focus. 

LeanData simplifies the B2B sales process by 
automating the manual work of matching leads against 
existing accounts or other leads in Salesforce. 

Perhaps a conversation yields a new contact being 
added to the database – LeanData ensures they are 
routed to the AE who owns the account relationship. 
In demand gen, this doesn’t always happen, causing 
a lot of misalignment and confusion on the part of the 
prospect. Why is this random dude calling them? 

We want to see the entire buying committee and run 
plays to engage each of them – in ABM, qualification 
doesn’t just happen at one touch point. It literally can’t. 
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Adam New-Waterson 

  adamtheninja
  RevTechCMO

 leandatainc.com

What area of the ABM funnel would you consider 
to be your stand out value focus? 

Meet the

Definitely middle-of-the-funnel. We believe that LeanData brings value to the 
entire sales and marketing process. That’s often where leaks and problems 
emerge in the pipeline. This is where deals can die. They go from red-hot to ice 
cold. 

LeanData solves this problem by being the ABM platform that coordinates your 
sales and marketing efforts to create a seamless, automated process. We provide 
complete visibility into accounts and eliminate what previously was manual work 
done by sales reps. 

How does your solution support this area of the  
ABM Stack?
Near the top of every company’s wish list is this noble goal: Align sales and 
marketing. Well, alignment isn’t the reason why a business should do ABM, but it 
is the result of implementing an ABM strategy.

LeanData’s solutions ensure that leads always get to the correct sales reps and 
marketers can accurately measure their campaign success. This way, LeanData 
makes sure that the teams are working together to convert key prospects into 
happy customers.
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Sales Cycle
tr ack eight

Modern sales professionals are rooted in the same core 
traits as ABM, spending time where it makes the most 
sense. The late stages of the ABM funnel contain a lot 
of tried and true methodologies, all through the lens of 
hyper-personalized and relevant plays. Welcome to the 
sales cycle, this is where all of the classic “sales stuff” 
happens. The sales team gets busy jamming out on 
opportunities while marketing provides rhythm guitar: 
continual campaign support.

“Round and round, love will 
find a way, just give it time”
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1 Tactical 
Breakdown Sales Process 

Some of the most effective plays 
to Jam out with

A mainstay of the sales process, this is where you assess the probability that the customer will buy something, 
determine whether the opportunity is of value, and ascertain the likelihood of the customer buying. Think of this 
play not only in relation to basics like opportunity stages, but also specific messaging at each stage.

Ensure that executives are aligned to vision, purpose and goals throughout the sales process. Queue up strategic 
touches like LinkedIn engagement and exec to exec meetings.

Track the reach and penetration of your sales and marketing efforts. With an account-based model you want to 
track not only the buyer level engagements like traditional lead scoring, but also coverage within the account.

Take a systematic approach to reaching out to high-value prospects over time to re-engage them. The goal is to 
educate prospects by being a source of high-value content. The CTA should center around discussing the content, 
not the sales offer. Frequency should be every 2-4 weeks based on your buying cycle. 

Opportunity management:  

Executive alignment:  

Account based Engagement*:

Sales Nurture:
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Example: Here’s  a sample of Engagio’s engagement 
reporting allowing your team to see not only engagement at 
the lead/contact level but also across the account.

Interaction Tracking 
and Engagement Scoring  
So nice we’re highlighting it twice. Software provider Engagio, an early mover into the account engagement space, recommends 
measuring engagement minutes by tracking all meaningful activities for each of the people at your target accounts. These 
activities should include social interactions, responses to marketing campaign/programs, engagement with marketing content 
(guides, eBooks, etc.), and interactions with the sales team. When you track the number of minutes for these interactions for each 
individual, you’re able to analyze which parts of the target account are engaging with your company and which may need more 
attention.

Once you’ve been measuring engagement minutes for a sufficient amount of time (which varies depending on the average length of 
your sales cycle), you’re able to record any increase or decrease in engagement over time. When you can report to your company’s 
sales leaders that engagement minutes have increased by a certain percent from one month or quarter to the next, you’re 
successfully quantifying marketing’s contribution to the middle of the funnel (an area that marketing visibility often struggles).

When you’ve analyzed which accounts are the most engaged or disengaged, it’s important to notify sales so reps can either 
increase engagement or optimize potential purchase activities.

2 Tactical 
Breakdown *[Critical Play]
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Executive alignment
Because the only way to succeed 
with ABM is top down

Account-Based Marketing is not transactional. It takes time before it starts 
influencing leads, pipeline and revenue. One critical shortcut in this process is 
to leverage your executive team and other contacts in your network who may 
be better aligned to your ICP account.  Start with coverage analysis during the 
planning phase,  determine how you are connected or wish to be connected to 
your prospective account and begin to map out an alignment strategy. Later, 
gauge how the collective effort is driving pipeline, opportunity velocity, deal size 
and closed business when you compare when the executive touchpoint took 
place and how those touches influenced the deal engagement and velocity.

As an example, LinkedIn Account Targeting enables you to engage the accounts 
that matter most by tailoring LinkedIn views and Sponsored InMail campaigns 
to a list of top priority accounts. You can then layer profile-based targeting, such 
as job function or seniority, to put your executives and their messaging in front 
of the right people in a particular organization.

From here, it’s simply the task of providing your executive or reference level 
contacts a play or task to reach out to the desired prospects. Pre-tailored 
messaging is also a big win - after all who can predict the behavior of your lead 
singer (CEO)? So it’s best to make things as easy as possible for them.

3 Tactical 
Breakdown 
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The Tools
Utilize the power of relationships to keep the sales pipeline moving. By leveraging connections and executive alignment, 
teams are able to better provide content and messaging to evaluate the true status of opportunities. To do these critical ABM 
activities at scale you need tools. Engagio and LinkedIn are two of our favorites.

&
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Jon Miller

  jonmiller2
  jonmiller

 engagio.com

What area of the ABM funnel would you consider 
to be your stand out value focus? 

How does your solution support this area of the 
ABM Stack? 

Meet the

With an account-based approach, it’s very important to not risk your relationship with the key 
people at important accounts by sending them generic, automated emails. With Engagio, 
each email is personalized, reviewed, and sent by a human to drive more meaningful 
connections. 

Engagio Insights delivers account communication history and other insights in a convenient 
browser plug-in so users understand what will be relevant and resonate at target accounts.

Engagio is an “all-in-one” platform for account-based marketing. We help B2B companies 
to engage target accounts, expand customer relationships, and deepen sales and 
marketing alignment. How? Our account-based platform complements existing marketing 
automation platforms like Marketo with account-centric analytics and the ability to 
orchestrate outbound interactions across departments and channels.

Unlike tools focused only on the sales development team, with Engagio you can 
orchestrate multi-step plays that span channels (email, phone, social, demand gen) and 
departments (marketing, sales development, sales, and customer success).
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Sit back and unwind with us as 
we lay down few slick beats for 
customer advocacy. 

with Jim Williams

Customer Advocacy   •   Influitive   •   Jim W
ill

ia
m

s  
  •

Customer Advocacy   •   Influitive   •   Jim W
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m
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  •

Custom

•JimWill
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m
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•

  jimcwilliams
  jimcwilliams
 influitive.com

Thought you were done? No way Jose. Introducing the... 

Hidden Track
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Advocacy strengthens the effectiveness of each stage in the  
account-based marketing funnel. In the identification stage, advocates 
help identify who your ideal customer is. You want successful customers, 
and advocates are successful customers who are now willing to refer new 
business to you. 

So, evaluating and understanding the characteristics of your advocates 
will help you determine your ideal customer profile. Second, armed with 
that customer profile, you can now seek referrals from advocates, and 
they can identify great prospects in your network who match the profile.

Next, advocates can help discover contacts and map them to accounts. 
They can also develop insights about accounts. You can go through your 
advocate network, identify which advocates are connected to target 
accounts, whether through direct connection or if they are at a similar 
industry or company level. Direct/secondary connections can provide 
 first person insights, and industry/company specific information can 
assist with targeting.

For effective ABM, you will need way more content and you want that 
content to be as specific as possible. Fortunately, advocate marketing 
programs generate customer proof points rapidly. The more customer 
stories you have, the better you can match them to potential accounts 
and create great content. You help potential customers view their own 
situation within your existing customer stories. Featuring advocates 
directly in your marketing can make your messaging more authentic and 
relevant. You could increase conversions by up to 150%.  

Finally, Sangram Vajre, CMO and co-Founder of Terminus, says, 
“Advocacy is a big part of ABM, if not one of the most important aspects 
of it. If you can turn your customers into advocates, they will bring the 
next generation of customers who feel the same pain. ABM is particularly 
interesting for advocacy because you already know your target audience 
and now you need to tailor your message to their needs and on  
their terms.”

Hidden Track:  
A customer advocacy 
interview with Influitive’s 
Jim Williams

Why is customer advocacy so important 
in Account-Based Marketing? 
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How does your solution support customer advocacy?
Influitive helps companies engage and mobilize advocates at scale. Having the ability to engage only a few advocates at a time via email is 
often not enough to amplify a comprehensive ABM strategy. The network effects of an advocate community provide a much greater likelihood 
to connect with prospects through a significantly larger group of advocates.

What is the most predominant challenge you see in this area?
How do you get them to take a sales call?  Your advocates are your ticket in the door. Advocates help you establish credibility and trust so you 
can get the sales conversation started earlier, and get to the close faster. 

Your advocates can help you:

 ▶ Create your target account list

 ▶ Provide referrals and warm intros to decision makers

 ▶  Create volumes of relevant content  

 ▶ Champion your cross-sell and upsell goals internally

Account-based marketing and advocacy are customer-centric strategies that work better together.

Hidden Track:  
A customer advocacy 
interview with Influitive’s 
Jim Williams
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How is ABM solving for these traditional challenges? 
Most of the people you are marketing to are not a fit for your product. It’s no surprise 58% of B2B marketers are naming account-based 
marketing a priority this year, and focusing their efforts on their most valuable target accounts. But capturing the attention of your ideal 
prospects is hard. They may have never visited your website. Never read a piece of content. Never even heard of your company.

What is one ABM tactic you see as the most effective to succeed with customer 
advocacy?
Account-based marketing can be drastically improved through warm, targeted introductions from customer advocates. You can pick accounts 
based on your advocates, get the right introductions, and map your advocates to your accounts. Further, you can potentially even map 
multiple contacts within an organization through your advocates.

Through referrals, advocacy truly enables you to embrace account-based marketing. As a marketer, it allows you to focus on the accounts 
that you really want, and to go after them. It is a great way to get the prospects that are most desirable to you. Many of these prospects are 
constantly being courted –– but advocacy is the way to do it authentically, and win the deal.

Hidden Track:  
A customer advocacy 
interview with Influitive’s 
Jim Williams
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THAT’S A WR AP!
...OR IS IT ?

Encore! Ok kids, it’s late, we’ve been rocking for 
three hours and our voice is about to go. So in 
closing, we’d like to leave you with this…

PS: Wow, what a lame last rocking reference – the 8th studio album by Journey? Who is responsible for putting me on the Outro? Anyway… Good night Phoenix!

It also does not work without a great manager, actually getting shit DONE.  
Account-based marketing requires a forward thinking thought leader, one 
who can inspire the organization to march to the beat of the ABM drummer. 
It isn’t for everyone, and you just may not be badass enough to handle it. 
That’s OK, at least become a groupie.  

But, for those of you who want to take a walk on the Dark Side of the Moon, 
just follow the path set out in this eBook. In each track there are explicit 
action items outlined to implement ABM in your organization. 

Don’t let this fantastic eBook sit on your desk or on your desktop or your 
shelf – LISTEN to it. Listen to it on repeat. Listen to it on repeat until you know 
all the words and can sing it at the top of your lungs when you see Justin at a 
conference.  

For those brave souls willing to forego outdated thoughts about how 
marketing “should be,” we look forward to marching beside you into the New 
Frontiers. 

Thx,

Andrea
Chief Strategy Officer, LeadMD

Account-based marketing isn’t just a fancy new word to add to the lexicon, 
it’s a way of being – like being a Phish fan. It requires a tremendous amount 
of buy-in from the organization at every level. Marketing cannot just decide 
to “rollout ABM” – it would fail – like Crosby without Stills and Nash. The 
old adages of marketing and sales not communicating or working in silos is 
literally brought to its knees, because marketing and sales are CONSTANTLY 
working together.  The process does not work without cooperation.
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