
6 Smart Steps to Kickstart Your 
B2B Account Based Marketing Campaign

A lot of content has been written around starting an Account Based Marketing (ABM) campaign – it’s 
trendy – the shiny new thing in marketing. Once you’ve determined if it’s the right approach for your 
organization, how do you even get started? We’ve outlined 6 ways to kick-off your ABM campaign. 

According to a SellingPower study (SellingPower.com), the highest performing selling organizations share 
three compelling traits:

1. A customer-centric culture.
2. A sales process dynamically aligned to the customer path.
3. A sales team that meets or exceeds expectations in providing insight and perspective.

A B2B company that adopts this approach can have a significant impact on delivering results for 
customers, in addition to aligning to prospects in a meaningful way.  This approach helps drive growth 
and sales.  When a company is unified in their approach across all functional departments, they will 
achieve the highest results.

Account Based Marketing does this; it unifies and ties together sales and marketing efforts, along with 
account management and other departments. It helps align to your prospects in a meaningful way while 
giving insight and perspective to help create relevancy. Relevancy in any form of engagement, sales or 
marketing, drive engagement in the process.  Where there is engagement, there are more results.   

Relevancy = Increased Engagement = Increased Results

https://www.sellingpower.com/2019/03/13/15932/the-3-traits-shared-by-successful-sales-organizations


Spend some time with the sales team to learn how they are doing 
outbound, who they are targeting – and, align. Most B2B companies 
are executing a sales outbound strategy.  This strategy usually includes 
cold calling or using automated outbound email tools.  Companies take 
a number of different approaches within these strategies, and often 
differentiate between sales levels. BDRs often take a more mechanical 
approach given the fact that they may be newer to sales, while account 
executives often “freestyle” the approach with custom outbound 
processes including networking and other tactics to gain traction. When 
one or two of these approaches are being utilized, the challenge is to align 
messaging or positioning between a sales team and inbound marketing 
messaging.  

The ABM goal is to create a unified strategy from the CEO down through 
the sales team to help target a very specific group of customers. This 
should be based on the organization’s very defined insight on how they 
can help that given customer or group of customers.  When there is 
buy-in from the CEO and the sales team, ABM programs are much more 
potent, and as a result are more relevant for target customers.  When 
both departments operate disparately it may seem easier but efforts are 
not efficient. It seems easier because it takes time and effort to  align your 
team.  Here are some talking points that can help align departments: 

• If you are running outbound campaigns in sales, wouldn’t you like a little 
air cover in paid to support your proposition to the target customers?   

• How would you like us to support your messaging with content 
specifically for your target customers that relate to your positioning?  
What if I could get a case study in front of the CEO and other target 
personas?

• Simple but effective:  How about some marketing air cover for your 
campaigns, maybe we can help get more responses?

Things that can derail this:
• The CMO/VP of Marketing is only bonused on Leads.  We recommend 

aligning sales and marketing bonuses to the same revenue goals. 
• The general attitude that the sales job it to sell and marketing’s job is 

to generate leads.  If you have this perspective try to think about the 
customer acquisition as a complete process.  The prospects do not care 
where they get the information, they need to make a decision; align to 
them as a team and you will see much higher output.

• That it is just a sales and marketing initiative.  This is best aligned as 
companywide strategy.  Getting buy-in from the other members of the 
executive team will help deliver the best overall results.  Implementation 
and customer success team’s alignment will help increase expansion 
opportunities and decrease churn.  It is not just about getting a 
customer but keeping and expanding customers.

01. So how do you start? Step One: Sales and Marketing Alignment

2 |   6 Smart Steps to Kickstart Your B2B Account Based Marketing Campaign

Execution Plan:

Goal: To get departments aligned in ABM - Marketing & Sales 
Alignment meeting 

Suggested Attendees:  CEO, CMO, CRO, VP Sales, CFO, COO.  
(Bringing in more than just sales and marketing helps expand 
the conversation and creates perspective that helps break down 
barriers that may exist between the two.)



Notice how we did not say choose your favorite prospects, rathe define 
who your best customers are today, the ones you want to clone.  Everyone 
has them.  What makes them different?  Is it a certain perspective or 
understanding?   Wish you could have more of them?  I am sure you do. 

A great first step is pulling all customers from your CRM, and start building 
pivot tables.  Start pulling out and identifying what customer segments 
purchase specific products or solutions you provide.  Also take all of the 
numbers, MRR, ARR, and total contract value and start figuring out what 
segments are producing the most outcomes.  Have your customer success 
teams weigh in on who really gets it and is most unlikely to churn.  This 
process should be organic and align to what your specific drivers are in 
your business.  

One thing to keep in mind, if you just start listing out companies and 
having salespeople send them to you, you are most likely not going to 
build the best list. Here are some things to keep in mind when building a 
target list:

• The target list should include companies with a high probability of 
closing.  

• Think with your data first, then discuss as an executive team what 
companies make sense.

• You may find that companies with X number of employees in a specific 
department is your key to success.  It may be that your sweet spot is 
specific revenue in a specific market that may not align to your general 
rule of thumb. 

• Let the data lead you.  It will help drive much more informed selections.

After you start understanding the segments where you perform the best, 
you should pull data on the customer contacts or decision makers in these 
groups.  Who are your personas? Your real personas. Not the cliché VP of 
Marketing, but what is common among the customer that purchased from 
you?  This is another data exercise.  Dig into the CRM and start profiling 
your best customers.  You may find the CEOs that buy from you all have a 
technical background and really understand what you are doing.  

Things that can derail this:
• Not having enough customer data in the CRM. We suggest selecting 

a data partner to help append the data you have on firmographic and 
technographic data. This could require some budget. 

• Not having customer contact records that are in the CRM. This will force 
a manual process. It may make sense to start updating the CRM with all 
the information in employee’s heads or in other disparate systems. We 
suggest using the CRM as the main system of truth. 

• If you use the excuse of not having the data as a reason to stop 
executing. 

02. Analyze your best customers
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Execution Plan:

Step One: Assign the task of pulling customer data and 
appending and pivoting the data to start finding some insights 
on your customers.  Review with the entire team for further 
insight.  
 
Step Two:  Assign the task of pulling customer contact data 
within the customer to start building your real Personas based 
on your customer data. 



What is an Ideal Customer Profile (ICP)?  The purpose of the customer 
profile(s) is/are to build a very specific criteria for selecting companies.   ICPs 
are used to segment messaging, content and overall playbooks that are built 
to coordinate around a customer’s unique needs. The ICPs are crucial to 
creating relevancy for the audience for their entire engagement with the 
company, from a prospect, sales, and through customer success.

An ideal customer profile is a description of the company – not the individual 
buyer or end user – that’s a perfect fit for your solution.  You can have more 
than one ICP.   

When you first set out to building ICPs, it is best to only focus on a few initial 
segments.  Remember ABM’s ultimate goal is treating each prospect as a 
market of one.  That is not often achieved initially without building up the 
cadence within your execution team to align approaches.  There is a maturity 
curve to this approach and our experience suggests that you start with 1-2 
key segments to start creating highly relevant experiences for.  

Things that can derail this:
• Creating an ICP that is too general.  This basically erodes your effectiveness 

and creates experiences that are less personalized and aligned.
• Getting caught up in too many details.  If you make it too dialed-in to start 

you are going to overwhelm your team in process, remember start off easy 
before you ramp it up.

03. Create your ICP: 2-3 initial high value segments
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Execution Plan:

Document your ICPs based on your internal research and senior 
team consensus.  This could but does not have to include a 
meeting or two to really identify where you see your best fit in 
the market. 



Selecting target accounts is one of the most important steps in the ABM 
process.  One of the main goals of an account-based approach is to increase 
the probability of increasing your average MRR or ARR.  ABM is a more 
personalized approach to addressing accounts, so we need to make sure we 
are selecting accounts using our ICP guidelines and not just adding accounts 
to a list because you like the idea of the logo.  We do not suggest just asking 
the sales team to submit accounts; this often does not accomplish the goal of 
selecting accounts based on a specific profile but a list of disparate companies 
in their territory. 

If you are aligning your valued resources (all or part of your marketing 
budget, and a dedicated sales resource) to driving results in this process, then 
selecting the accounts that are in this program is very important.   

“Selecting the right accounts to target is one of the most 
important steps in the process.”
- Peter Dean, CEO, RenderTribe

A great first step is pulling a list of companies that could fit your ICP using 
tools like DataFox, DiscoveryOrg, etc.  We suggest using a data approach 
first This often creates a list that is larger than the team can handle at once.  
Using aspects of your ICP and other information can help narrow down what 
accounts make the A-list.  Use an A-list that is a size that your outbound team 
can run full outbound cycles against in a reasonable time frame.  Longer 
enterprise sales often have fewer targets with longer timeframes where 
shorter sales cycles with less complicated sales process tend to have larger 
lists with smaller targeted cycles.  

Target lists that are agreed upon by members of the senior team including 
marketing, sales, client success, and the CEO often garner better results.  
More input in this case is often better.  We suggest as a first step building a 
list of A accounts.  The accounts that are not selected can act as your current 
B accounts that you can build as a strategy for in the future.

Things that can derail this:
• Simply asking sales representatives for target accounts.  Often, they are 

not aligned on the ICPs, and will give a list based on subjective input.  Their 
input is important but should be structured around proven data.

• Not including the senior executive team for buy-in on the process.  When 
the senior team is in agreement with what accounts to target, it helps 
align the organization to supporting the efforts and increase outcomes.  If 
this is just a marketing or sales initiative it often is under supported and 
underfunded.

04. Identify Target Companies: who do you want to go after? 

5 |   6 Smart Steps to Kickstart Your B2B Account Based Marketing Campaign

Execution Plan:

Marketing or Sales Analyst can pull data based on the ICP.  This 
is shared with the decision-making team including CMO, VP 
Sales, CEO, VP Customer Success/Accounts and finalize the A 
accounts.   The rest of the accounts can be considered the B 
accounts. 



Brand positioning, content, creative and landing pages are key assets 
in running any ABM playbook.  The goal of the process is to create an 
experience that makes the target prospect feel as if they have found a 
company that “gets” them.  In order to do that all your assets need to feel as 
if it they were made just for them.  

The first step is to really nail down the positioning for this segment of the 
market.  Being relevant, with a perspective, is key to success.  The second 
step is aligning content for each ICP.

So how do you do this? The goal is to use as much existing content as you 
have.  The trick is to adjust It to fit their specific need/market/or perspective.  
If you were to build all new content, this would take significant resources and 
time.  Sometimes you may just need to fill the gaps initially with some new 
content while adjusting others.  The other trick is to just sell some existing 
content but with the creative, lead in, and landing page customized for the 
target ICP.  

Often, to save time, we may just create a customized ad, email, landing 
page creative and copy to sell something that is very relevant to them in the 
beginning.  We may still be using the same old whitepaper that has always 
performed for us on the inbound channel.  You may need a new case study or 
other content that relates to the ICP unique value proposition.  

Things that can derail this:
• You have poor/bad content. Putting lipstick on a pig  does not always work 

out.
• You do not have any content at all.   A good starting point if this is the 

case is to start with a cornerstone piece of content that can be easiliy 
repositioned to fit different ICPs. 

05. Sort or plan your content that aligns to your ICP segments
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Execution Plan:

Set up a content audit based on the new relevant positioning for 
each ICP.  Select the content you can modify to be more relevant 
and fill in the gaps with any new content needed.



The playbook is one of the most important things to build.  Now that target 
accounts have been selected, a plan needs to be mapped out to the desired 
outcomes. There are three main plays we suggest considering when starting 
out:

• Activate or engage:  The goal of the playbook is to get on the radar of 
the target accounts and have them engage in some way.   These are often 
accounts that you have no history with.  You need to get them to the sit 
up and take notice of us.  You need to become part of their future success. 
Here we are trying to move them from some form of engagement - a click 
through to your website, a LinkedIn profile view, a call back or an email 
repsonse to an SQL or opportunity. 

• Accelerate:  The goal of this playbook is to help move them across the 
finish line.  You want to get them out of opportunity and to customer.  The 
goal is to surround the buying committee and all the influencers with the 
right information, so they feel the love and see no other alternative.   

• Expand: This playbook is targeting the current customers.  The goal of this 
playbook is expansion.  Outrun churn by expansions. Become a part of their 
team while creating advocates for your company. Sending welcome gifts or 
buying lunch for the team on a Friday are simple ways to increase exposure 
to everyone at the company.

Each segmented ICP you create can run a playbook for any of the above plays.  
For example, you can have A accounts that Engage and Accelerate campaigns 
can be running on as they progress through the funnel.   All playbooks can 
include a number of different customized channel tactics.  It just depends on 

what works best given the target personas and market.  Here are some of the 
piece of the puzzle that can be included in a playbook:

• Content-based marketing emails 
• LinkedIn Paid Campaigns – using similar content
• Nurture drips
• Branded targeted campaigns in tandem with the targeted campaign to the 

same targeted list
• Even direct mail
• Account targeted display ads using ListenLoop, Terminus, DemandBase or  

another ABM targeting display network
• Customized Drift conversational marketing flows
• Even direct mail
• Must have:  Personalized sales outbound campaign

The trick to a playbook is coordinating messaging, content and channels to 
build a hyper relevant experience for the target customer.  If our positioning is 
correct than we have built an experience that surrounds our target accounts 
with the right information at the right time that helps increase relevancy and 
effectiveness of both sales and marketing efforts.  The end game is alignment 
to our target audience to drive more sales and expansions.  

Let us know if you would like a sample playbook. Or Reach out to our sales 
team for an example playbook. 

Once you’ve aligned your teams, set targets and ICPs, gathered content and 
come up with a plan to implement, the last step is to set your KPIs to measure 
the campaigns in the CRM. Set and repeat for each industry and persona. 

06. Build your playbook: select the channels and the coordinated activities for Activate, 
Accelerate, or Expand. 
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We help customers build an ABM strategy 
that will help drive more sales with the right 
customers to accelerate growth. 
•  Align marketing and sales efforts to increase output
•  Drive higher average deal sizes
•  Create a personalized experience for your target audiences
•  Target your ad spend more effectively
•  Create a predicable revenue generation model

Tap into our experience and expertise to help you build your ABM strategy today. 

Start a conversation. Talk to us today. 

Saratoga Springs
518-290-7900, 888-323-7970
New York
212-381-2166, 888-323-7970

www.rendertribe.com
sales@rendertribe.com
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