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Getting your data ducks in a row is the first step to Account-based Marketing

THERE ARE MANY NEW ABM TECHNOLOGY SOLUTIONS,
BUT YOU’VE GOT TO GET THE BASICS RIGHT FIRST
Account-based marketing (ABM) can be a powerful positive force for B2B
business growth, but your level of success can only ever be as good as the
quality, completeness and hierarchy of your data. There are so many new
MarTech apps available, it is virtually impossible to fully comprehend and
digest which ones are right for your business. Mastering your Salesforce
data delivers control back to you and makes the challenge more
manageable. It is the rock solid foundation on which great ABM is built.
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REMIND ME AGAIN, WHY IS
ACCOUNT-BASED MARKETING IMPORTANT?
It’s a basic question, but worth revisiting. How do you nd the ‘right’ new clients faster while
taking better care of the ones you’ve already got?
Account-based marketing—an account-centric marketing approach that proactively selects
and targets desirable accounts (existing and future) and engages them through
hyper-focused outbound marketing e ort that delivers a personalized and relevant buying
experience—enables your business to grow faster and in the right places. It solidi es
long-term growth by enabling you to better serve existing clients on an individualized
account basis, helping them fully
harness your product and service
o erings over time, and in the
process extend the client life cycle.
But not all growth is the same:
there’s pro table and unpro table
growth, strategic and nonstrategic.
CMOs need to consciously target
those market segments that o er
the best growth opportunities
consistent with corporate goals, risk
appetite and available resources.
Pursuing growth is a resourceintensive, often ine cient and loss-making process. E cient growth is the holy grail.
By better supporting the sales organization and ensuring its repower is aimed at the right
opportunities, it is possible to achieve more growth with less resources—and to consciously
choose which growth to pursue (and which not). Many businesses struggle to attain this
level of awareness and control over growth. Account-based marketing makes it possible.
Account-based marketing is a digital form of mass customization allowing B2B businesses
to simultaneously target thousands of prospective accounts and provide each potential
decision making persona with a tailored buying experience based on their needs, function,
preferences and readiness to buy.
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Why is CRM Data Important?
A system is only as good as the data it uses. To
be e ective, an account-based marketing
solution needs total command over data. It’s
foundational: Data quality and accuracy are a
fundamental constraint on ABM success.
Good data enables a better view of your
opportunity landscape, which enables better
awareness, analysis and decision-making,
which in turn drives smarter allocation of
resources to growing your business. To get the
most out of account-based marketing, you
must rst be getting the most out of your data.

(MarTech) stack, it ensures you will extract the
most utility and bene t from each and every
one of those MarTech tools.
Importantly, it will also help you tightly control
how and when you need to add to your MarTech
stack. There are so many new MarTech apps
available, it is virtually impossible to fully
comprehend and digest which ones are right for
your business. Mastering your Salesforce data
delivers control back to you and makes the
challenge more manageable.

But acquiring and maintaining good data is
hard work.

Who Should Care?
B2B rms have long understood that serving
customers well is good for business, and that
providing clients with individualized attention,
where possible, is even better. Perhaps not so
well appreciated are the challenges in
successfully providing a tailored relevant
experience in a controlled, well-informed and
well-monitored way. Account-based
marketing is the means by which this can be
achieved.
Your Salesforce data is the key.
For any company seeking to leverage their
investment in Salesforce (or any other CRM) to
maximum e ect, this means getting the data
right. Down deep. A robust primary book of
record for marketing and sales means using
your core platform to the fullest.
This has major bene ts. Apart from creating the
most solid possible data foundation for all
other apps in your marketing technology

Data foundation is a key part of your MarTech Stack

Data in the Digital Age
The practical implications of the digital age on
using data in business are still only just starting
to be fully appreciated by many B2Bs. While
there is much talk about big data, the impact on
smaller data sets, like your Salesforce database,
is just as great. No more so than in marketing
technology.
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In only the last few years, B2B CMOs and
marketers have gained a quantum increase in
data visibility, data collection, data
processing,data analytics and data control.
The marketing challenge has become how to
digest this and leverage it into stronger growth
and maximum bene t to your business.
Digital is enabling unprecedented
improvement on several key fronts:
●

Accuracy and Completeness
Ability to gain hyper-accurate and
complete information about your target
accounts, their businesses and your
organization’s pursuit and handling of
revenue opportunities with those
targets.

●

Trackability
Ability to track, like never before, the
actions and intentions of your target
accounts and their decision-making
personnel, especially how they interact
with your organization in both the digital
and real worlds.

●

Unchained Flexibility
Freedom for MarTech rms to innovate
virtually unlimited new niches and
specialist functionalities to help
marketers harness newly accessible
data.

These improvements, in turn, enable better
analysis, improved decision-making and more
informed allocation of resources to executing
growth strategies.
There are other key second-order e ects, such
as greater transparency into present and past
activities, visibility into future possible
outcomes (predictive analytics) and, perhaps
most impactfully, accountability—for everyone:
CMOs, marketers, sales execs, and CEOs.

In the digital age there’s no longer any excuse
for not knowing what all your target accounts
are doing, what they’re worth to your business,
how they’re interacting with your organization
and how well you’re executing on your plan to
turn them into customers.

Data and the MarTech Explosion
The result is a Cambrian-like MarTech
explosion—a staggering burst of marketing
technology innovation and start-up activity
heralded by rapid expansion and diversi cation
in marketing software o erings. And it’s all
dependent on data—much of which resides, or
should reside, in your Salesforce platform. From
less than 200 rms in 2011, it is estimated the
number of rms in the marketing technology
space has risen to 2,000 in 2015 and a
staggering 3,500 in 2016*.
This rapid innovation brings with it new
challenges and di culties for CMOs:
●
●
●
●
●
●
●
●

Overwhelming choice,
Increasingly complex business cases
justifying MarTech spend,
Ampli ed dependence on data quality
and standardization,
Encroaching IT responsibilities,
Technology skills gaps,
Budgeting/planning uncertainties,
Cultural resistance to newfound
transparency and accountability,
MarTech buyer’s remorse.

But perhaps the greatest challenge is the
increasing complexity in how all these
newly-innovated MarTech pieces inter-connect
and inter-depend—and ensuring that cleansed
and standardized data is available to drive their
value promise.
*Scott Brinker of ChiefMartec
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Shiny Baubles...Make Me Happy?
If the many new MarTech products are shiny
baubles, then Salesforce is the tree they hang
on: the backbone that ties it all together. The
higher the data quality
residing in the tree, the more powerful the
performance of everything hanging o it will
be.
However many MarTech innovators are
choosing to recreate data outside of Salesforce
that could readily sit natively within Salesforce.
This data approach is contributing to the
fragmented user experience many businesses
are having as they deploy more MarTech
products.
ROI of new MarTech apps is being stymied by
limitations in underlying data and poor
interconnectivity.

●

A strong sense of your ideal target
accounts and how to identify them.

●

A comprehensive view of all potential
accounts for your business.

●

A map of all relevant decision-making
personas within those target accounts.

●

Reliable measures of momentum and
penetration within target accounts and
personas, the target market overall, and
your existing client base (for upsell
opportunities).

●

An accurate and objective view of your
pipeline and an unforgiving stance on
pipeline metrics.

●

Objective assessment of each target
account and its probability of closing,

●

Visibility into future bookings and
growth based on solid predictive
analytics,

●

Objective measures of your market
penetration and unsold white space.

●

Robust systematic feedback loops to
continuously test, add and remove
target accounts.

●

Objective assessment of what your
market position ought reasonably to be
versus where you actually are.

Harnessing Data For Better ABM
To harness data better, it can help to work
backwards from what your perfect
account-based marketing solution should look
like. It would probably include:

www.spearmaven.com
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Mastering Salesforce Data for ABM: The Nitty Gritty

So here are some of the things that you simply must be doing in Salesforce if you want it
to fully support your Account-Based Marketing programs:
●

Account Names
A fundamental building block for Account-Based Marketing—should have
standardized format and nomenclature on an enterprise-wide basis—absolutely no
exceptions. This is as fundamental and foundational as it gets, yet many
organizations do not practice this grass-roots level of control. Inconsistencies at
this deep level will permeate your entire organization and dilute your ABM
capabilities. Geolocation can also be included in your nomenclature to
accommodate company hierarchies and sales territories, making your account
data event more powerful and useful.

●

Account Type
A critical data eld for performing Account-Based Marketing—should be
automated to change dynamically from one type status to another upon trigger
events occurring; for example, to auto-change from Prospect to Customer when a
deal is closed. Seems obvious right? Used properly, the Account Type eld with
auto change can help you better track Targets, Prospects, Customers, Partners,
Consultants, Competitors and more. For strong ABM, You need a holistic Account
Type framework that updates itself dynamically and harnesses Salesforce fully.

●

Lead Status
The most fundamental concept for lead lifecycle management, and critical in
exercising account control in Account-Based Marketing—must be managed tightly
and aligned properly with the correct stage in the lifecycle, and change
dynamically when relevant events occur. When a Marketing Quali ed Lead (MQL)
is contacted by sales and determined not to meet Sales Quali ed Lead (SQL)
criteria, its status should automatically change back to either ‘Nurture’ or
‘Unquali ed’ depending on the assessment made. Simple concept, trickier to
execute. Another example: often a competitor can download a white paper and be
assigned ‘Nurture’ status rather than ‘Unquali ed’, meaning your organization will
continue to loyally send them information! This actually happens—frequently.

www.spearmaven.com
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●

Lead Source
A powerful ally for slicing and dicing lead generation by channel and powering
better Account-Based Marketing—must be used uniformly and consistently
applied throughout Salesforce. Often this is not the case, creating di culty
attributing marketing results to marketing e ort, and diluting the ability to perform
hyper-focused ABM techniques.

●

Key Personas
The lynchpin for successful Account-Based Marketing—should be created for both
the Lead object and the Accounts/Contacts object in Salesforce to identify and
track important decision-makers within Target Accounts and Target Customers.
Successful ABM is Persona-driven. Having a complete and accurate record of all
Key Personas you are targeting, and details of people in those roles, arms your
business with the core information needed to prime your entire Account-Based
Marketing program.

●

’Left Company’
For any organization seeking to track engaged and interested people who leave
one Account to join another, it is essential that you update records and monitor
when they have ‘Left Company’. It enables your business to track engaged
individuals independently of Target Accounts, and to fully capitalize when those
individuals arrive at a new potential Target Account that you want to do business
with.

●

Data Control
Last but by no means least—maintaining comprehensive control over who can
change Salesforce data, when they can do it, under what circumstances and what
type of data they can change, is absolutely critical for harnessing Salesforce to
fully support Account-Based Marketing. Data control and access authorization are
too often not given enough thought and attention, however the bene ts of doing
so are substantial.

Some of these may seem simple—even obvious—yet in practice they require a serious
and disciplined approach to Salesforce that can be challenging to actualize for most
organizations.
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Enhancing Salesforce for ABM
While for many B2Bs Salesforce is the major
investment in sales and marketing technology, it
needs some enhancements to properly support
account-based marketing capabilities.
Salesforce was originally designed to convert
inbound leads into opportunities and closed
deals. However, account-based marketing
requires proactive outbound pursuit of target
accounts, rather than passively waiting for
inbound leads.
The Salesforce lead lifecycle process was never
built to support an end-to-end account-based
marketing work ow. Speci cally, it was not
designed to monitor inbound lead activity and

These issues can be addressed in di erent
ways.
Some specialized apps work closely with
Salesforce at the data level to match leads with
accounts and connect them properly prior to
any interaction at all..
Other apps build solutions outside of Salesforce
to monitor account penetration and persona
coverage—in the process reducing dependence
on Salesforce and utilization of its data and
capabilities.
Yet many account-based marketing data and
capabilities can be handled within Salesforce
itself by extending the core platform within it’s
own framework.

then match it against target accounts.
Salesforce only starts to monitor accounts

Deciding which Salesforce enhancements are

holistically, that is monitoring all interactions

best for your business requires careful

with account personnel, once inbound leads

consideration of many factors including your

become contacts of a pipeline prospect, not

target marketing operations model, business

before.

size, expected growth opportunities and
budget.

This leaves a big gap in account visibility during
targeting and selling, especially for B2B
businesses with lengthy sales cycles. Leads

Usually the solution is a balanced mix of these
approaches.

from the same account remain loose
unconnected fragments until a pipeline
opportunity is identi ed and those are
converted into account-level contacts.
Other gaps include no scoring of marketing
engagement and persona matching at the
account-level. This helps measure relevance of
activity, tness for purpose of content, and
e ectiveness of marketing campaigns.
Maintaining Target Accounts is key for ABM
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What Does Good Data Mean in Practice?
So what does it mean to master data and in the process maximize your account-based marketing?
Here are a few nal thoughts:
●

Make sure you are fully utilizing your
Salesforce database to support all
account-based capabilities.

●

This starts with ensuring all your
accounts are properly categorized: i.e.
into Customers, Prospects, Targets, etc.

●

●

Have your account lifecycle well
de ned, documented, and automated
as much as possible.
Ensure your inbound lead-routing
process is con gured to accurately
parse between actual leads and
contacts relevant to existing accounts.
This is a major pain point for many
Salesforce B2B users.

●

Enrich lead info to improve your lead
matching and scoring results.

●

Match leads to accounts to create a
total picture of your prospective market
and future clients.
De ne, track and measure your entire
universe of target accounts.

●
●

Enrich account information to better
support sales and help them move
deals forward.

●

And nally, track momentum and
measure relevant penetration of your
target accounts.

By achieving this you will be well on your way to mastering data in Salesforce and maximizing the
power and e ectiveness of your Account-Based Marketing.

spearMaven is the vision of two 20-year+ Silicon Valley-based tech marketers who, in
solving the Account-Based Marketing execution conundrum, began an ardent journey to
make enabling methodologies and technology available to all B2B marketers.
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