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Who we are…
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Agenda

09.00 

Velkomst og introduktion

09.10 – 09.20

Hvad er Account Based Marketing, hvorfor vokser ABM så 

voldsomt, og hvad er faldgruberne?

09.20 – 09.35

Hvordan implementeres ABM, sammenhængen mellem ABM, 

marketing automation og CRM?

09.35 – 09.55

5 effektive B2B ABM strategier

09.55 – 10:00

Spørgsmål og afrunding

OBS!

▪ Kaffen er virtuel ☺
▪ Præsentation sendes
▪ Webinaret vil være

tilgængelig on-demand 
▪ Brug chatten
▪ Q & A til sidst
▪ HUSK AT MUTE



T H E  B 2 B  L E A D  A G E N C Y

Blue Business
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Selected ABM client references
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Relevant content marketing across the customer journey
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Shifting buyer concerns throughout the customer journey

Stage I:
Determine Needs

Stage II:
Evaluate Alternatives

Stage III:
Evaluate risk

Risk

Cost

Solution

Need

Buying Phases

Time

Fo
cu

s

• Strategy

• Projects

• Challenges

• Priorities

• Budgets
Risk

Cost

Solution

Need

Stage 0:
Pain Discovery
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The four most important factors for buyer's willingness to 
engage with vendors

Source: LinkedIn 2021



T H E  B 2 B  L E A D  A G E N C Y

Account Based Marketing:
why and what
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Do not count the

companies you reach

but reach the companies

that count
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Account Based Marketing defined

Account Based Marketing 

is a strategic approach that 

coordinates personalized

marketing and sales efforts 

to open doors and deepen 

engagement at 

specific accounts

Strategic: 
not a simple

campaign or tactic;
it’s a business strategy;

not ‘one and done’;
it’s “always on” for

an account.

Marketing 
and sales:

a close collaboration
between sales
and marketing.

Open doors 
and deepen

engagement:
focus on landing 

new accounts and 
expanding within 
existing accounts.

Personalized: 
built on

account-specific 
insight, content, and 

messages for 
maximum relevance 

and resonance.
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Two types of lead generation
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What drives ABM?

Too many people

involved 

in the buying process.

Non – linear sales

OrganizationalLaw of 80/20

Insufficient 

pipeline

Poor quality

leads
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ABM by the numbers
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Most sales teams reach only a fraction of the B2B decision 
makers

USERS

GATE KEEPER EXPERTS

USERS

FINANCE

CEO

PROCUREMENT

CIO

How many people have you met?

How many people know of you?

How many people believe you are the best?

TECH DECISION 

MAKER
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Departments impacting the buying decision vary by industry

If vendors are not known company wide – they are not known!
Source: LinkedIn 2021
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The buying decision is a team sport!

Social media and information sharing are the top channels for content distribution
Source: LinkedIn 2021
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Most companies see higher ROI with ABM than with other types 
of marketing

ITSMA and the ABM Leadership Alliance 2020
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Marketing can provide air cover to sales

Accounts are warmed up before sales works on them

Provide marketing coverage during sales process to 

get in front of unknown contacts that can ‘roadblock’ deals or 

speed up the sales process

Provide sales with engagement data to prioritize outreach

Marketing must deliver MQLs
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The REACT model and why it 
matters
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The REACT model is a strong foundation for reaching your 
goals

REACHED
Impressions

Clicks

ENABLED
Exposed to

banners

ATTRACTED
Time on page

CONVERTED
Downloads
Form fill out

TRANSACTED
One-to-one nurture

LinkedIn 

Advertising

Social Selling

LI Communities

1: 2: 3:

Account Based Advertising

Intent Based Advertising

Account Based

Marketing 
Automation

80%
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REACH X RELEVANCE = ENGAGEMENT
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REACH X RELEVANCE X BRAND = ENGAGEMENT
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A strong brand with a relevant purpose helps your lead 
generation

48% B2B brands have lost sales the last two years because they 
didn’t demonstrate a clear sense of purpose

68% of B2B buyers factor brand purpose 
into the buying decision

Source: Marketo Brand Affinity Report 2019
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Spending above your market share (higher SOV) will secure 
growth

In B2B, brands that set 
their share of voice (SOV)
above their share of 
market (SOM) tend to 
grow.

Source: Linkedin/Institute of Practitioners in Advertising
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Account 
Based 

Marketing
✓ From ABM strategy to successful implementation

✓ How to create a winning ABM team

✓ Kickstarting your ABM program
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REACHED
Impressions

Clicks

ENABLED
Exposed to

banners

ATTRACTED
Time on page

CONVERTED
Downloads
Form fill out

TRANSACTED
One-to-one nurture

LinkedIn

Advertising

Social Selling

LI Communities

Account Based 

Advertising 
Account Based

Marketing 
Automation

1 2 3

Taking your key accounts all the way on the customer journey
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Account 
Based 

Marketing
5 must do’s to get started and keep your

ABM program focused, practical 

and profitable.
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05

04

03

02

01

This is a sample text.

This is a sample text.

This is a sample text.

This is a sample text.

Identify your key accounts

5

4

3

2

1

Go for quick ABM wins

Deploy marketing 
automation

Use tools/data you already 
have

Sales + Marketing are equal

Identify your key accounts

5 ABM must-do’s to get started
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05

04

03

02

01

This is a sample text.

This is a sample text.

This is a sample text.

This is a sample text.

Identify your key accounts

5

4

3

2

1

Go for quick ABM wins

Deploy marketing 
automation

Use tools/data you already 
have

Sales + Marketing are equal

Identify your key accounts

5 ABM must-do’s to get started
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Go for quick ABM wins

Deploy marketing 
automation

Use tools/data you already 
have

Sales + Marketing are equal

Identify your key accounts

5

4

3

2

1

5 ABM must-do’s to get started
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How to profit from account based marketing

eBook
Guidance and inspiration

Download on 
www.bluebusiness.com
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Account 
Based 

Marketing
How to create a 

winning ABM team. 
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If the premise is that…

“marketing is a business driving function” 

…then finding common grounds between 
sales and marketing is essential.
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Are your sales and marketing teams optimized?
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Are your sales and marketing teams optimized?

BIGGEST POINT OF  OPPORTUNITY
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The sales and marketing divide
What will it take to bridge the gap?

focus

Engage and convert

Motivation:

✓ Leads

✓ Great brand

✓ Attribution

Problems with sales:

✓ Un-touched leads

✓ No follow up

Marketing

Always be closing

Motivation:

✓ Meetings

✓ Pipeline

✓ Deals

Problems with marketing:

✓ Unqualified leads

✓ Seniority of leads

Sales 

focus
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Marketing

Sales

The sales and marketing divide
Key ABM questions to bridge the gap

Ask… how can we…

✓ Win as a team?

✓ Identify key accounts?

✓ Make joint account plans?

✓ Keep our accounts?

✓ Expand our accounts?

focus

Engage and convert

Motivation:

✓ Leads

✓ Great brand

✓ Attribution

Problems with sales:

✓ Un-touched leads

✓ No follow up

Marketing

Always be closing

Motivation:

✓ Meetings

✓ Pipeline

✓ Deals

Problems with marketing:

✓ Unqualified leads

✓ Seniority of leads

Sales 

focus
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Best practice:

• Meet weekly or fortnightly

• Align tightly on processes

• Discuss lead scoring

• Agree on priorities

• Senior leadership drives 
relationships culture

• Understand account plans

Communicate like 

a leader

Research on leaders

“The Leaders among both sales and 
marketing executives also reported better 
relationships with their counterparts”

“Additionally, while the research shows 
that sales and marketing teams are simply 
not meeting often enough, a higher 
percentage of sales leaders conduct 
weekly meetings with the marketing team”

Aberdeen Group
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Align around account plans
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C-LEVEL TEAM

= SUPPORTER

CORE TEAM

= DRIVER

TARGET 

ACCOUNTS

CEOMarketing Manager

CFOKey Acct. Manager/

Sales Management

ABM Marketer

Product Manager

ABM Team Stakeholders
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TARGET 

ACCOUNT

Goals

Challenges

Content preferences

CFO
Goals

Challenges

Content preferences

Supply Chain Mgr.

Goals

Challenges

Content preferences.

IT Mgr.
Goals

Challenges

Content preferences

Customer Svcs Mgr.

Goals

Challenges

Content preferences

CEO

Goals

Challenges

Content preferences

Key Acct. Mgr.

Account level persona analysis
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Sample: Define leadsAlign on terms
Agree on account level lead definitions and lead score
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Leads (cold)

Account Leads

Qualified Pipeline

Funnel velocity

Account activity

Pipeline

Align on performance metrics
Agree on joint ABM KPIs

Close rates

Account Score
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Leads (cold)

Account Leads

Funnel velocity

Pipeline

Align on performance metrics
Agree on joint ABM KPIs

Close rates

Account Score

Qualified Pipeline

Account activity

Marketing Automation + CRM

Common KPI?
Key account pipeline
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Account 
Based 

Marketing
Kickstarting your ABM 

program using marketing 

automation and CRM 

in concert
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Focus areas for long term success with ABM
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Account 

Brand 

awareness

Question:

Are you top of mind at each of 

your accounts?

Monitor account-based 

activity across your 

web pages

Distinguish key 

influencers within 

an organization
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Account Scoring Account Influencers and Decision Makers

Account Awareness
Marketing automation and CRM
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Account insight 
and account 
dashboard
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Account insight and account dashboard
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Account 

Demand 

Generation

Question:

Can we activate engagement 

across account?

Deliver personalised

buyer and 

account experiences

Create micro-campaigns 

for strategic accounts
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Most active accounts: Drill into most active targeted 

accounts to view the most engaged contacts

Micro campaigns: Quickly create micro-campaign 

segments based on account attributes

Account Demand Generation
Marketing automation and CRM
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Expand

Account  

Relationships

Question:

Are you driving loyalty across 

your accounts?

Account retention 

and loyalty campaigns

Personalize customer 

communications based on 

account profiles 

e.g. industry, geography, 

segments

Account expansion 

campaigns

Quickly create micro-

campaigns based on 

account attributes

e.g. x-sell/up-sell by 

department
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MONTH 1 MONTH 2 MONTH 3

Organisation

Go-to-market❑ ABM team

❑ Sales

❑Marketing

Audience

❑ Target accounts

❑ Target meetings

❑ Target pipeline

❑ Other KPIs

❑ Account Tracking

Account Based Marketing Roll-out
Fast track to results

1

Messaging/content

❑ Aligned messaging

❑ Account content

❑ Content re-development

❑ Social media/ABSA

❑ Online media/ABA

❑ Account campaigns/emails

❑ Dedicated landing pages

❑ Account teams

❑ Events

2

3

4

5Platforms

❑MA installation

❑ Data check/import

* CRM integration post phase 1

Launch

Pre-launch check Review

❑ Key account dialog campaign

❑ ABA for key accounts

❑ ABSA for key accounts
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5
Good reasons to 

embark on Account 

Based Marketing 

supported by 

Marketing 

Automation.
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Five efficient account based 
advertising strategies
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Social 

Prospecting

Account Based Advertising: 5 brand activation strategies 

Account Based Social Advertising

• Based on 1st party data

• Combines LI, Facebook, Facebook 
Audience Network

Intent Based Advertising

• Enables you to discover which accounts are 
actively searching for your products

• Based on Grapeshot and AccountInsights

Account Based Advertising

• IP based

• Geo targeting

• Cookie based

Bid Support

LinkedIn Communities

• Based on research into the 
target audience business pains  

• Enables social selling

Social prospecting

• Involves LI Pulse, LI Content Sharing

• Based on LinkedIn
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You can only expect clients 

to spend money with 

you after they have spent 

time with you.

“

”
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The REACT model is a strong foundation for reaching your 
goals

REACHED
Impressions

Clicks

ENABLED
Exposed to

banners

ATTRACTED
Time on page

CONVERTED
Downloads
Form fill out

TRANSACTED
One-to-one nurture

LinkedIn 

Advertising

Social Selling

LI Communities

1: 2: 3:

Account Based Advertising

Intent Based Advertising

Account Based

Marketing 
Automation

80%
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New e-book on ABA 

available on 

www.bluebusiness.com
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Case: Lenovo Data Storage

Intent and Account Based Marketing in UK, 
Ireland, France, Germany, Switzerland
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The REACT model is a strong foundation for reaching your 
goals

REACHED
Impressions

Clicks

ENABLED
Exposed to

banners

ATTRACTED
Time on page

CONVERTED
Downloads
Form fill out

TRANSACTED
One-to-one nurture

LinkedIn 

Advertising

Social Selling

LI Communities

1: 2: 3:

Account Based Advertising

Intent Based Advertising

Account Based

Marketing 
Automation

80%
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Campaign execution

Account Selection 
by Lenovo

• UK: 139 accounts

• F: 100

• D: 54

• CH: 52

• TOTAL: 345 accounts

IP research • 282 accounts 
identified

Intent Based 
Advertising 
(Trawling)

• 282 accounts

• Launch 07.12 -
05.02.2019

• Paused during 
Holiday season

Account Based 
Advertising (Focus 

accounts)

• UK: 20 accounts

• F: 20 

• D: 62

• Launch 06.02 –
22.02.2019

LinkedIn Content 
Sharing

• 700 shares to  
estimated 120 
companies (5-7 
titles per account)
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Intent Based Advertising

Target
accounts

Intent
Trawling

www.newssite Engagement 
Data:
Website visits

Impressions

CTR

Customer 
Priority:
To be done 

by Lenovo
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Account Based Advertising

LinkedIn content

sharing

120 accounts
5 - 7 job titles

Personalized

engagement

data on

LinkedIn

Example

High engagement 

data
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Overall campaign summary – all countries
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Top Engaging Accounts UK/I
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ABSA: Account Based Social 
Advertising 
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GDPR compliant account based targeting strategies 

Facebook 
custom audience

Facebook retargeting 
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Social selling

Find the right prospects

Build trusted relationships

Achieve your sales goals.



Conversation Ads

“By turning ad engagements on LinkedIn 
from one-sided messages to two-sided 
conversations, Hired saw a big uptick in 
quality candidates entering the system, said 
Chase Gladden, Growth Marketing Manager 
at Hired. 

“The clickthrough rate was almost 5X higher
than what we’d seen previously, which goes 
to show the level of engagement is pretty 
wild when you’re able to provide multiple 
opportunities to click.”

Start quality conversations 
with professionals through a 
choose-your-own-path 
experience.

● Drive trials and demos

● Drive enrollment for programs

● Drive asset downloads

● Offer professional services

● Survey or poll your audience

https://business.linkedin.com/marketing-solutions/case-studies/hired-and-b2linked


Content sharing

We distribute your digital content through Paid Sponsorship and our Influencer

network. You receive both active and passive reach to the relevant functions,

industries and accounts.

We combine this with our targeted outreach to push your content directly to 

the specified accounts, titles, and individuals who need your solution.

CONSTRUCT

Database of your ideal, 
customer/target audience 

consisting of tier 1 prospects

CRAFT

The pitch perfect message to 
convey your value proposition 

to your target audience

COMPLETION

Estimated results:
20% click through rate to 

shared content

COMMIT

We send the message to 
your target audience and 
they receive it on three 

platforms



Linkedin Lead Forms

The 2-click conversion.

Allow your prospects to convert seamlessly and accurately, filling your 

form data with data from their LinkedIn profile.

● High conversion rates and frictionless form-fill experience

● Lower acquisition costs than offsite traffic

● Affirmative checkbox opt-in to privacy policy.

● Direct integration with marketing automation and CRM

● Up to 5 custom questions and up to 20 fields

http://www.youtube.com/watch?v=34Xe1E59N6A
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Case: TIA Technology 

Account Based Social Marketing
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Background and objectives for the TIA pilot

Background:

TIA has identified 58 target accounts in CEE and 20 target accounts in Sweden

TIA has also identified which persons are decision makers and influencers 

TIA has very limited email marketing access to these accounts and these persons

Objectives:

To identify which of the above accounts are interested in TIA’s content

To create a target list of ultra-relevant prospects

To increase the awareness of TIA towards these key accounts and make it easier for Sales to 

approach key customers

Learn whether ABM is the right strategy for TIA and learn what works and doesn’t work
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Awareness

Stage

Consideration

Stage

Decision

Stage

● We will use the Digitization, 7 Ways, 
and PAC Innovative Insurer Report 
eBooks here

● We will use persuasive language to 
strongly encourage interaction, and 
content that relates directly to the 
product, i.e. the Implementation 
eBook.

● We will offer the users longer form, in 
depth content to hold their interest 
for longer - specifically the Business 
Value eBook

Content / Messaging Flow

Ad Formats

● Facebook Website Click Ads -
single image and carousel ads

● Facebook Lead Generation Ads to generate leads -

Give users the opportunity to download the 

resources directly to their devices through 

Facebook, once they have submitted their details.

● Facebook Lead Generation Ads to 
generate leads

Sample flow
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Example of lead gen ads

Lead Gen Ad - A Proven Methodology - Informative
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LinkedIn Sharing provides names for the 
sales team

More than 9,000 Shares were done resulting in 350 clicks (3.8% CTR)

The Shares generated 58 Likes and 9 positive comments (engagement rate of 
0.7%)

9
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Campaign evaluation

The 38 leads delivered are high quality: from the right companies and with the right job titles

The 67 named Likes and the positive comments from the LinkedIn Sharing activity is a huge opportunity

Nine accounts have delivered more than 1 lead
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Account Based Communities
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Why communities?

Percentage of LI users that consider posting and/or participating in Group discussions helpful: 42%

Your target audience want to learn, grow, understand, be challenged and to be more successful

Groups are an owned, GDPR-compliant communication channel. Groups counter the decline in email 

marketing databases with a 6x higher opt-in rate, and 1.8x higher open rate.

Nurture year-round: adding value over time builds trust in a way that email cannot. We use that trust to 

make warm and personalized introductions to your sales team

Groups are the true answer to ABM and reflect the modern B2B sales process: Always on

When you build a tribe that we educate, nurture and help become more successful they 
become open to sales & marketing
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Positioning/ 
Theme

Member 
Growth

Content and
Engagement

Proactive 
Community

Management

ROIVisitor & 
Attendee 
Marketing

Lead generation 
& social selling

1

2
3

4

Four critical success factors to achieve ROI Goals from a LinkedIn 
Group 
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Results after 14 months: more than 11,000 members

US: 7,249 members

Canada: 3,520 members

UK: 732 members 

Engagement in terms of discussions, 

postings and use and relevance of 

content is being measured

Social selling via landing pages built 

in Act-On
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ABM in summary

Insufficient pipeline, deal size and buying complexity drives the interest in ABM

Engagement is a key parameter

ABM must be end-to-end: follow the REACT model

Content is still King

Marketing and sales alignment is key to success

Obtain a positive ROI after 3 months
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How Blue Business can help you with your first ABM pilot
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Spørgsmål
og svar
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Tak for idag!
Morten Kornerup: +45 2085 3377
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