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Summary: This article delves into the crucial role of account-based marketing reporting in driving B2B
success. It explores the key metrics, reporting techniques, and the transformative impact of data-
driven insights on ABM strategy optimization. We'll examine how effective account based marketing
reporting is reshaping the industry landscape and enabling businesses to achieve significant ROI from
their ABM initiatives.

Introduction:

The B2B landscape is evolving. Gone are the days of generic marketing blasts hoping to reach a broad
audience. Account-based marketing (ABM) is now a cornerstone strategy for many organizations,
focusing targeted efforts on specific high-value accounts. But the success of any ABM program hinges
on one critical factor: robust and insightful account based marketing reporting. This article explores
the significance of effective account based marketing reporting, highlighting its implications for the
industry and providing practical guidance for maximizing its value.

H1: The Importance of Data-Driven Insights in Account Based Marketing Reporting

ABM, at its core, is about personalization and building strong relationships with key accounts.
However, without a clear understanding of what's working and what's not, your efforts risk being
scattered and inefficient. Account based marketing reporting provides the crucial data-driven insights
needed to optimize your strategy, measure ROI, and demonstrate the value of your ABM program to
stakeholders.

H2: Key Metrics for Effective Account Based Marketing Reporting

Effective account based marketing reporting doesn't just track vanity metrics. It focuses on key
indicators that directly reflect the success of your ABM strategy. These metrics include:



Engagement metrics: Website visits, content downloads, email open and click-through rates, and
webinar attendance from target accounts.
Sales pipeline metrics: Number of qualified opportunities generated from ABM activities, deal size,
and conversion rates.
Customer lifecycle metrics: Customer lifetime value (CLTV), customer churn rate, and net promoter
score (NPS) for targeted accounts.
Return on investment (ROI): Measuring the revenue generated from ABM activities against the
investment made.
Account health score: A composite score reflecting the overall health and engagement of each target
account.

H3: Building a Robust Account Based Marketing Reporting Framework

A strong account based marketing reporting framework involves several key components:

Data Integration: Consolidating data from various sources, including CRM, marketing automation, and
sales intelligence platforms.
Data Visualization: Presenting data in clear, concise, and easily understandable dashboards and
reports.
Automated Reporting: Automating the generation and distribution of reports to save time and ensure
consistency.
Customizable Reports: Creating reports tailored to the specific needs and priorities of different
stakeholders.
Regular Reporting Cadence: Establishing a regular reporting schedule to monitor progress and
identify areas for improvement.

H4: The Transformative Impact of Account Based Marketing Reporting on the Industry

Account based marketing reporting is fundamentally changing how B2B companies approach
marketing and sales. It's enabling them to:

Improve Targeting and Personalization: Data-driven insights identify the most promising accounts and
inform personalized messaging and engagement strategies.
Optimize Marketing Spend: By understanding which activities are driving the most significant results,
businesses can allocate their budgets more effectively.
Increase Sales Efficiency: Sales teams can focus their efforts on high-potential accounts identified
through account based marketing reporting.
Enhance Collaboration: Account based marketing reporting fosters greater collaboration between
marketing and sales teams, aligning their efforts towards shared goals.
Demonstrate ROI: Data-driven evidence of ABM success enables businesses to justify their investment
and secure further funding.

H5: Future Trends in Account Based Marketing Reporting

The future of account based marketing reporting is likely to involve even more sophisticated
analytics, including:

Predictive analytics: Using AI and machine learning to predict which accounts are most likely to



convert.
Real-time reporting: Gaining instant insights into ABM performance to make quick adjustments.
Integration with other technologies: Combining ABM data with other sources, such as social media
and website analytics, for a more holistic view.

Conclusion:

Effective account based marketing reporting is no longer a luxury but a necessity for B2B
organizations looking to maximize their ROI. By leveraging data-driven insights, businesses can
optimize their ABM strategies, improve targeting and personalization, and drive significant revenue
growth. The future of account based marketing reporting is bright, with exciting developments in
predictive analytics and real-time dashboards promising to further empower B2B companies to
succeed in the increasingly competitive marketplace.

FAQs:

What software is best for account based marketing reporting? The best software depends on1.
your specific needs and existing tech stack. Popular options include Salesforce, HubSpot,
Marketo, and dedicated ABM platforms.

How often should I generate account based marketing reports? Aim for at least monthly reports1.
to track progress and identify trends. More frequent reporting (weekly or even daily) may be
necessary for critical campaigns.

What are some common mistakes in account based marketing reporting? Focusing solely on1.
vanity metrics, neglecting data integration, and failing to tailor reports to different audiences
are common pitfalls.

How can I improve the accuracy of my account based marketing reports? Ensure data1.
cleanliness, implement robust data validation procedures, and regularly audit your data
sources.

How can I demonstrate the ROI of my account based marketing program? Clearly link ABM1.
activities to revenue generation, track key metrics, and present your findings in a compelling
way to stakeholders.



What are the key challenges of account based marketing reporting? Data silos, lack of1.
consistent data quality, and the complexity of integrating multiple data sources can pose
significant challenges.

How can I align my account based marketing reporting with sales goals? Collaborate closely1.
with the sales team to define shared goals, track relevant metrics, and ensure that reports
provide actionable insights for sales teams.

What are the best practices for visualizing account based marketing data? Use clear and1.
concise visualizations like charts, graphs, and dashboards that are easy to understand and
interpret. Avoid clutter and focus on key metrics.

How can I get buy-in from stakeholders for account based marketing reporting? Demonstrate1.
the value of data-driven insights, showcase past successes, and clearly articulate how reporting
will help achieve business goals.

Related Articles:

"5 Must-Have Metrics for Your Account-Based Marketing Dashboard": This article focuses on the1.
crucial metrics to include in your ABM dashboard for effective monitoring and decision-making.

"Building a Scalable Account-Based Marketing Program": This piece explores how to build an1.
ABM program that can scale with your business growth while maintaining efficient reporting.

"Account-Based Marketing: A Comprehensive Guide": A foundational article providing a broad1.
overview of ABM, including its principles, strategies, and reporting considerations.

"The Ultimate Guide to Account-Based Marketing Software": A review and comparison of various1.
ABM software platforms, helping you choose the right tools for your reporting needs.



"Improving Sales & Marketing Alignment with ABM Reporting": This article examines how1.
effective reporting bridges the gap between sales and marketing in ABM strategies.

"Predictive Analytics in Account-Based Marketing": An exploration of how predictive modeling1.
can enhance ABM targeting and reporting accuracy.

"Case Studies: Successful ABM Reporting Implementations": Real-world examples of successful1.
ABM reporting strategies implemented by various companies.

"Overcoming Common Challenges in Account-Based Marketing Reporting": Practical tips and1.
strategies for tackling common obstacles in ABM reporting.

"The Future of Account-Based Marketing Reporting: Trends and Technologies": This article1.
delves into emerging trends and technologies shaping the future of ABM reporting.

  account based marketing reporting: Account-Based Marketing For Dummies Sangram
Vajre, 2016-04-25 Grow your account list with an effective account-based marketing strategy Buyers
have changed the B2B marketing game. Account-Based Marketing For Dummies is here to give you
the tools to transform your current approach to find, reach, and engage with your potential
customers on their terms to meet their ever-changing demands. Packed with expert tips and
step-by-step instructions, this book shows you how to analyze current data to identify the accounts
with the biggest ROI opportunities and execute effective, account-specific techniques that get
results. This practical guide takes the intimidation out of account-based marketing in today's highly
digitized world. You'll be armed with the knowledge you need to increase your reach in real time,
giving you greater exposure to other decision-makers and influencers within an account. You'll
discover how, through a combination of marketing technology and online advertising, your messages
can be displayed where and when your customers already engage online. Align your sales and
marketing teams for greater success in your ABM efforts Analyze data to identify key accounts
Target your messages for real-time interaction Integrate your campaign with marketing automation
software If you're a member of a sales or marketing team already using a CRM tool who's looking to
increase your reach, Account-Based Marketing For Dummies has you covered! Account-Based
Marketing For Dummies clears away the confusion surrounding this much-hyped topic. It offers
simple, direct explanations of what account-based marketing is, why it's important, and how to do it.
Any business marketing professional will benefit from a look at this book. —David Raab, Founder at
Raab Associates If you're reading this book and just getting started with ABM, welcome to the future
of what b-to-b marketing can be: insight-led, technology-enabled and, above all, customer focused.
Our clients are delighted with the business impact they deliver using account-based marketing, and



you will be, too. —Megan Heuer, Vice President and Group Director, SiriusDecisions Like a
Hollywood agent, marketing's job is to get sales the 'audition,' not the part. Account-based
marketing is the key to maximizing the number of the 'right' auditions for your sales team, and
Account-Based Marketing For Dummies explains how. —Joe Chernov, VP of Marketing at
InsightSquared Ever-advancing marketing technology is enabling a new generation of sales and
marketing strategies to thrive, changing the playing field for companies of all sizes. This modern
wave of account-based marketing has tremendous potential to improve your business, and Sangram
Vajre is an insightful and enthusiastic guide to show you how. —Scott Brinker, Author of Hacking
Marketing Account-based marketing is shifting how businesses use customer insights to capture
more upmarket revenue. This book teaches a new wave of data-driven marketers how to embrace an
enlightened quality-vs-quantity approach and execute a scalable ABM strategy that delivers real
results. —Sean Zinsmeister, Senior Director of Product Marketing, Infer The book may be titled
'...for dummies', but ABM is proving to be a smart approach for B2B marketers charged with
generating sales pipeline and acquiring and delighting customers. Use this book to help you get
started and advance your account-based marketing strategies and tactics that will thrill your sales
colleagues, executive team and customers alike. —Scott Vaughan, CMO, Integrate
  account based marketing reporting: ABM Is B2B Sangram Vajre, Eric Spett, 2019-09-03
Instant Bestseller on Amazon in Marketing and Sales! FACT: Less than ONE percent of all leads
become customers. As a business, how can you break that trend and achieve client fidelity? In this
book we reveal the secrets behind the framework that will sell and retain your customers. Did you
know that less than one percent of all leads become customers? It is a true and shocking stat, but
there is a way to stop the waste and flip this around. In this highly anticipated book, we reveal the
secrets behind our signature TEAM - Target, Engage, Activate, and Measure - framework to
transform your approach to market, increase sales, and retain your ideal customers. Account-Based
Marketing (ABM) is the new B2B. It's time to challenge the status quo of B2B Marketing and Sales,
and transition to what the business arena already expects as the updated B2B model. A
transformation like this can only happen through an account-based approach that unites marketing,
sales, and customer success teams (go-to-market teams) as #OneTeam. In summary, the TEAM
framework coupled with the account-based approach enables your company to focus on the target
accounts, engage them in a meaningful way, activate the sales team with top tier accounts
proactively, and finally measure success based on business outcomes over vanity metrics. It's time to
take the lead and transition your business to ABM. The process is simple when you have the right
book - ABM is B2B. What are you waiting for?
  account based marketing reporting: A Practitioner's Guide to Account-based Marketing
Bev Burgess, Dave Munn, 2021-06-29 Improve relationships, drive growth and win new business by
developing and implementing highly-customized B2B marketing programmes for key accounts.
  account based marketing reporting: Account-Based Marketing Chris Golec, Peter
Isaacson, Jessica Fewless, 2019-03-19 Account-Based Marketing is changing the discipline of
marketing—Why? Business-to-business (B2B) companies spend $40 Billion on marketing each year,
and they embrace tech-driven innovations, yet the traditional model for lead generation has not
changed for decades. Why? In addition to the techniques being outdated, they create friction and
distrust between marketing and sales teams. ABM has quickly gained traction with leading B2B
companies because it aligns sales and marketing teams around the accounts that will have the most
business impact. Instead of chasing a large volume of lower-quality, generic leads, ABM helps sales
and marketing professionals coordinate their efforts against a specific set of target accounts.
Despite the clear advantages of ABM, there continues to be much confusion around just how to
implement it. Written by the leaders behind the successful marketing firm Demandbase,
Account-Based Marketing explains how to execute a world-class ABM strategy from start to finish.
Find out exactly how highly successful B2B companies are using Account-Based Marketing to grow
their customer base Develop an effective strategy to adapt ABM principles for your own organization
with its own unique needs Integrate your sales and marketing processes into an efficient, cohesive



workflow Locate and attract the ideal clients for your business to increase revenue and open up new
opportunities From building the right target account list and understanding the impact of ABM on
marketing programs, to selling ABM within an organization and finding budget for the strategy,
you’ll find it all in this authoritative guide.
  account based marketing reporting: B2B Marketing Uwe G. Seebacher, 2021-05-03 This
unique book comprehensively presents the current state of knowledge, theoretical and practical
alike, in the field of business-to-business (B2B) marketing. More than 30 of the best and most
recognized B2B marketers address the most relevant theoretical foundations, concepts, tried and
tested approaches and models from entrepreneurial practice. Many of those concepts are published
for the first time ever in this book. The book not only builds on the existing classic literature for
industrial goods marketing but also – and much more importantly – finally closes the gap towards
the rapidly growing ecosystem of modern B2B marketing terms, instruments, products, and topics.
Technical terms such as Account-Based Marketing, Buyer Journey, ChatBots, Content AI, Marketing
Automation, Marketing Canvas, Social Selling, Touchpoint Sensitivity Analysis, and Predictive
Intelligence are explained and examined in detail, especially in terms of their applicability and
implementation. The book as a whole reflects the B2B marketing journey so that the readers can
directly connect the content to their own experience and use the book as a guide in their day-to-day
work for years to come.
  account based marketing reporting: Account-Based Marketing Chris Golec, Peter Isaacson,
Jessica Fewless, 2019-03-12 Account-Based Marketing is changing the discipline of
marketing—Why? Business-to-business (B2B) companies spend $40 Billion on marketing each year,
and they embrace tech-driven innovations, yet the traditional model for lead generation has not
changed for decades. Why? In addition to the techniques being outdated, they create friction and
distrust between marketing and sales teams. ABM has quickly gained traction with leading B2B
companies because it aligns sales and marketing teams around the accounts that will have the most
business impact. Instead of chasing a large volume of lower-quality, generic leads, ABM helps sales
and marketing professionals coordinate their efforts against a specific set of target accounts.
Despite the clear advantages of ABM, there continues to be much confusion around just how to
implement it. Written by the leaders behind the successful marketing firm Demandbase,
Account-Based Marketing explains how to execute a world-class ABM strategy from start to finish.
Find out exactly how highly successful B2B companies are using Account-Based Marketing to grow
their customer base Develop an effective strategy to adapt ABM principles for your own organization
with its own unique needs Integrate your sales and marketing processes into an efficient, cohesive
workflow Locate and attract the ideal clients for your business to increase revenue and open up new
opportunities From building the right target account list and understanding the impact of ABM on
marketing programs, to selling ABM within an organization and finding budget for the strategy,
you’ll find it all in this authoritative guide.
  account based marketing reporting: Inbound Organization Dan Tyre, Todd Hockenberry,
2018-04-24 Use inbound principles to build and strengthen your company’s future We’re in a major
shift in a fundamental aspect of how businesses grow, how buyers purchase, and how businesses
build meaningful conversations and customer relationships. Companies who align their mission,
strategies, action plans, and tools with the way buyers think, learn, discover, and purchase will have
a huge competitive advantage. Organizations need to adjust their mindset and build a strategic
foundation to deal with these facts and not just update a business plan. Inbound Organization shows
leaders how to build their company's future around Inbound principles and strengthen the structural
foundations necessary to deal with the changes in buyer behavior. It explains how and why Inbound
ideas and how to create a remarkable customer experience belong in the boardrooms and on the
desks of founders, entrepreneurs, business leaders, and anyone who has a responsibility to lead their
organizations into the future. • Discover the foundation of inbound principles • Learn how to put
ideas into practice today • Read about organizations that successfully apply the principles of
Inbound • Keep your business on course to succeed amidst buyer changes Stay ahead of the curve



and learn how to use Inbound principles to ensure you’re always ahead of the curve.
  account based marketing reporting: No Forms. No Spam. No Cold Calls Latané Conant,
2020-07-15 No Forms. No Spam. No Cold Calls. is a rallying cry for a new generation of sales and
marketing leaders who are ready to ditch the traditional strategies, tactics, and technologies that
are no longer working to deliver breakthrough results.Every organization wants to predictably grow
revenue. The challenge facing sellers and marketers today is that B2B buyers have taken control of
the buying journey, making it nearly impossible for business leaders to accurately predict anything,
especially revenue growth.Prospects are being bombarded from all sides with forms, emails, and
annoying phone calls as they try to research our solutions. So what do they do? They protect
themselves by researching anonymously and not revealing themselves to us until their decision is
made. That means that as sellers and marketers, we've lost our opportunity to influence the buying
journey-that is, if we're still clinging to the traditional lead-based tools and strategies that we're
used to. It's time for a new paradigm.Pioneering CMO Latané Conant delivers a step-by-step guide
that will transform the way you think about marketing and selling in the modern age. Often
challenging but never dull, No Forms. No Spam. No Cold Calls. delivers uncomfortable truths about
the status quo-starting with Latané's first breakthrough that our old-school tactics not only treat our
future customers like dirt, they also encourage the anonymous buying we're trying to combat. This
book challenges sales and marketing leaders to engage customers the right way if you want to
achieve predictable revenue growth.Latané lays out exactly how to enable your sales and marketing
teams to take pride in the customer experience and finally align on how to put your prospects at the
center of everything you do. In doing that, you'll learn to uncover customer demand, prioritize which
accounts to work, engage the entire customer buying team, and measure real success. With this
customer-first approach, you'll be able to confidently take down the forms, stop sending bulk emails,
and quit making cold calls-and achieve breakthrough results.
  account based marketing reporting: Predictive Marketing Omer Artun, Dominique Levin,
2015-08-24 Make personalized marketing a reality with this practical guide to predictive analytics
Predictive Marketing is a predictive analytics primer for organizations large and small, offering
practical tips and actionable strategies for implementing more personalized marketing immediately.
The marketing paradigm is changing, and this book provides a blueprint for navigating the transition
from creative- to data-driven marketing, from one-size-fits-all to one-on-one, and from marketing
campaigns to real-time customer experiences. You'll learn how to use machine-learning technologies
to improve customer acquisition and customer growth, and how to identify and re-engage at-risk or
lapsed customers by implementing an easy, automated approach to predictive analytics. Much more
than just theory and testament to the power of personalized marketing, this book focuses on action,
helping you understand and actually begin using this revolutionary approach to the customer
experience. Predictive analytics can finally make personalized marketing a reality. For the first time,
predictive marketing is accessible to all marketers, not just those at large corporations — in fact,
many smaller organizations are leapfrogging their larger counterparts with innovative programs.
This book shows you how to bring predictive analytics to your organization, with actionable guidance
that get you started today. Implement predictive marketing at any size organization Deliver a more
personalized marketing experience Automate predictive analytics with machine learning technology
Base marketing decisions on concrete data rather than unproven ideas Marketers have long been
talking about delivering personalized experiences across channels. All marketers want to deliver
happiness, but most still employ a one-size-fits-all approach. Predictive Marketing provides the
information and insight you need to lift your organization out of the campaign rut and into the
rarefied atmosphere of a truly personalized customer experience.
  account based marketing reporting: Digital and Social Media Marketing Nripendra P. Rana,
Emma L. Slade, Ganesh P. Sahu, Hatice Kizgin, Nitish Singh, Bidit Dey, Anabel Gutierrez, Yogesh K.
Dwivedi, 2019-11-11 This book examines issues and implications of digital and social media
marketing for emerging markets. These markets necessitate substantial adaptations of developed
theories and approaches employed in the Western world. The book investigates problems specific to



emerging markets, while identifying new theoretical constructs and practical applications of digital
marketing. It addresses topics such as electronic word of mouth (eWOM), demographic differences
in digital marketing, mobile marketing, search engine advertising, among others. A radical increase
in both temporal and geographical reach is empowering consumers to exert influence on brands,
products, and services. Information and Communication Technologies (ICTs) and digital media are
having a significant impact on the way people communicate and fulfil their socio-economic,
emotional and material needs. These technologies are also being harnessed by businesses for
various purposes including distribution and selling of goods, retailing of consumer services,
customer relationship management, and influencing consumer behaviour by employing digital
marketing practices. This book considers this, as it examines the practice and research related to
digital and social media marketing.
  account based marketing reporting: The Book on Account Based Marketing Bassem Hamdy,
2018-03-05 The most important thing for you to realize - from the outset - is that this is not a book
about marketing. The world of business-to-business revenue generation has evolved to the point
that, no matter what your functional role, account based marketing will play a pivotal part in your
individual and company's success or failure. Are you in sales? Account based marketing will be the
single largest component of the quality of revenue that you generate. Are you in customer success?
Account based marketing will be the foundation of your customer's overall satisfaction. Are you in
marketing? Account Based Marketing (ABM) will be the most highly leveraged tool in your arsenal of
tools.
  account based marketing reporting: Value-based Marketing Peter Doyle, 2009-08-27 This
book provides a clear practical introduction to shareholder value analysis for the marketing
professional. It gives them the tools to develop the marketing strategies that will create the most
value for business. For top management and CFOs the book explains how marketing generates
shareholder value. It shows how top management should evaluate strategies and stimulate more
effective and relevant marketing in their companies. The original essence of the first edition has
been maintained but obvious areas have been updated and revised, as well as, new areas such as
technology have been addressed. The second edition of this book has been written by a ghost writer
who has fully updated, enhanced and replaced statistics, case studies and other outdated content
with the help of a select advisory panel, each of whom has acted as a subject expert, a guide and as
part of a steering committee. The highly prestigious panels of contributors include: Jean-Claude
Larréché – INSEAD Veronica Wong – Aston Business School John Quelch – Harvard Business School
Susan Hart – Strathclyde Graduate Business School (SGBS) Michael Baker – Emeritus Professor
SGBS Tim Ambler – London Business School Tony Cram – Ashridge Table of Contents: PART I
Principles of Value Creation 1 Marketing and Shareholder Value 2 The Shareholder Value Approach
3 The Marketing Value Driver 4 The Growth Imperative PART II Developing High-Value Strategies 5
Strategic Position Assessment 6 Value-Based Marketing Strategy PART III Implementing High-Value
Strategies 7 Building Brands 8 Pricing for Value 9 Value-Based Communications 10 Value-Based
Marketing in the Digital Age
  account based marketing reporting: The One to One Future Don Peppers, Martha Rogers,
1993 Using the 1 to 1 techniques, readers will discover what their customers want today and what
they will want tomorrow. Already being tested in companies such as Procter & Gamble, Nissan, and
American Express, the 1 to 1 system represents a major evolution in business.
  account based marketing reporting: The Global Findex Database 2017 Asli
Demirguc-Kunt, Leora Klapper, Dorothe Singer, Saniya Ansar, 2018-04-19 In 2011 the World
Bank—with funding from the Bill and Melinda Gates Foundation—launched the Global Findex
database, the world's most comprehensive data set on how adults save, borrow, make payments, and
manage risk. Drawing on survey data collected in collaboration with Gallup, Inc., the Global Findex
database covers more than 140 economies around the world. The initial survey round was followed
by a second one in 2014 and by a third in 2017. Compiled using nationally representative surveys of
more than 150,000 adults age 15 and above in over 140 economies, The Global Findex Database



2017: Measuring Financial Inclusion and the Fintech Revolution includes updated indicators on
access to and use of formal and informal financial services. It has additional data on the use of
financial technology (or fintech), including the use of mobile phones and the Internet to conduct
financial transactions. The data reveal opportunities to expand access to financial services among
people who do not have an account—the unbanked—as well as to promote greater use of digital
financial services among those who do have an account. The Global Findex database has become a
mainstay of global efforts to promote financial inclusion. In addition to being widely cited by
scholars and development practitioners, Global Findex data are used to track progress toward the
World Bank goal of Universal Financial Access by 2020 and the United Nations Sustainable
Development Goals. The database, the full text of the report, and the underlying country-level data
for all figures—along with the questionnaire, the survey methodology, and other relevant
materials—are available at www.worldbank.org/globalfindex.
  account based marketing reporting: Sales Engagement Manny Medina, Max Altschuler,
Mark Kosoglow, 2019-03-12 Engage in sales—the modern way Sales Engagement is how you engage
and interact with your potential buyer to create connection, grab attention, and generate enough
interest to create a buying opportunity. Sales Engagement details the modern way to build the top of
the funnel and generate qualified leads for B2B companies. This book explores why a Sales
Engagement strategy is so important, and walks you through the modern sales process to ensure
you’re effectively connecting with customers every step of the way. • Find common factors holding
your sales back—and reverse them through channel optimization • Humanize sales with personas
and relevant information at every turn • Understand why A/B testing is so incredibly critical to
success, and how to do it right • Take your sales process to the next level with a rock solid, modern
Sales Engagement strategy This book is essential reading for anyone interested in up-leveling their
game and doing more than they ever thought possible.
  account based marketing reporting: The Greenhouse Gas Protocol , 2004 The GHG
Protocol Corporate Accounting and Reporting Standard helps companies and other organizations to
identify, calculate, and report GHG emissions. It is designed to set the standard for accurate,
complete, consistent, relevant and transparent accounting and reporting of GHG emissions.
  account based marketing reporting: Account-Based Growth Bev Burgess, Tim Shercliff,
2022-11-03 Develop long-term relationships, deliver market-beating growth, and create sustainable
value with this pragmatic guide to aligning marketing, sales, customer success and your executives
around your most important customers. Many B2B companies make half their profitable revenue
from just three percent of their customers, yet don't recognize the significance of these accounts,
nor invest appropriately in them. Account-Based Growth introduces a comprehensive framework for
improving internal alignment and external engagement with these vital few. It contains
bullet-pointed takeaways at the end of each chapter plus a comprehensive checklist to help you
improve your own company's approach to its most important customers. Each element of the
framework is brought to life through viewpoints from industry experts and case studies from leading
organizations including Accenture, Fujitsu, Infosys, SAP, Salesforce, ServiceNow and Telstra.
  account based marketing reporting: Mastering Salesforce Reports and Dashboards
David Carnes, 2023-06-14 Effective, repeatable, and insightful analytics are key to ROI in customer
relationship management systems. Many organizations, however, lack the automated reporting tools
they need to run their businesses and instead choose to massage the data in Excel. But there's a
better way. Salesforce's standard reporting tools provide a rich set of features that, when combined,
support a wide variety of analytics needs. This practical introduction covers all the aspects and
features you need to be successful with Salesforce reports and dashboards. Author David Carnes,
chairman and chief evangelist for OpFocus, shows executives, end users, and report and dashboard
superusers what analytics are possible, which features report writers should ask to be enabled, and
which settings and permissions system administrators need to activate. You'll learn: How to create
reports using the four main report formats in Salesforce How to create and use dashboards Methods
for storing and finding reports and dashboards How to leverage formulas and trending in Salesforce



reporting Special reporting features only available in Salesforce Mobile and on the Analytics tab
Ways to embed report charts and dashboards in Lightning page layouts Powerful combinations of
reporting features to drive decisions
  account based marketing reporting: Stop Random Acts of Marketing Karen Hayward,
2019-11-04 Many mid-market companies in today's digital era lack a comprehensive growth plan.
They launch sales initiatives that are reactive and ineffective, not supported by solid marketing
plans, lack KPIs, and are frustrated by the lack of ROI on monies spent. Without a systematic
roadmap, you can't take your business where it needs to go. Karen Hayward worked in the trenches
with Fortune 1000 companies for twenty years. As a consultant, she's used the knowledge gained
through experience to help mid-market CEOs see the bigger picture and develop in-house marketing
and sales strategies based on the voice of the customer and real market insight. In Stop Random
Acts of Marketing, she provides you with the necessary tools for prioritizing, optimizing, and
initiating a clear plan for sustainable growth. It's time to stop undervaluing your marketing,
delegating your growth strategy to outside agencies or your most junior marketing resource, and
relying on sales to understand your customers. It's time to re-architect your company with a new
methodology for success.
  account based marketing reporting: Megadeals Johan Aberg, Christopher Engman,
2020-02-24 In this hands-on book, Aberg and Engman reveal the five cornerstones of a successful
megadeal and explore the many complexities surrounding them. They also provide a unique
cutting-edge approach to complex selling that blends account-based marketing and sales with
enterprise social selling in a way that will transform your sales and marketing team.
  account based marketing reporting: Digital Marketing All-in-One For Dummies Stephanie
Diamond, 2019-05-07 Unlock the value in online marketing A well-executed digital marketing plan is
a proven component of success in business, and Digital Marketing All-In-One For Dummies covers
everything you need to build and implement a winning plan. Whether you’re a novice in the online
space or an expert marketer looking to improve your digital ROI, this book has easy-to-absorb tips
and insights that will turn online prospects into loyal customers. This book compresses the essential
information on 8 topics, so you have all the information you need and none of what you don’t. You’ll
learn social media marketing, marketing to millennials, account-based marketing, influencer
marketing, content marketing strategies, and more! Use targeted, measurable marketing strategies
to promote brands and products Increase brand awareness, customer acquisitions, and audience
engagement Measure what your online traffic is worth and improve ROI on digital marketing
Develop a solid digital marketing plan and put it to work for your brand From SEO and SEM to
brand awareness and why you need it, Digital Marketing All-In-One For Dummies will help you level
up your digital marketing game and avoid the common mistakes that might be holding your business
back.
  account based marketing reporting: Marketing and Sales Automation Uwe Hannig, Uwe
Seebacher, 2023-05-02 This book clarifies based on latest findings and research what one needs to
know about marketing and sales automation, how to manage projects to implement them, select and
implement tools, and what results can be achieved. It also outlines what can be expected in the
future such as the automation of corporate communication and Human Resources. The range of
topics spans from the creation of a valid data base in the context of applied AI for realizing
predictive intelligence and the effects of data regulations such as the European General Data
Protection Regulation (GDPR) when addressing customers and prospects to recommendations for
selecting and implementing the necessary IT systems. Experts also report on their experiences in
regard to Conversion-rate-optimization (CRO) and provide tips and assistance on how to optimize
and ensure the highest RoI for marketing and sales automation. A special focus will be placed on the
dovetailing of marketing and sales and the management of the customer journey as well as the
improvement of the customer experience.
  account based marketing reporting: No Forms. No Spam. No Cold Calls. Latané Conant,
2022-09-22 Unlock the full potential of modern marketing and sales In the newly revised and



updated edition of No Forms. No Spam. No Cold Calls: The Next Generation of Account-Based Sales
and Marketing, celebrated speaker, writer, and Chief Market Officer of 6sense, Latané Conant,
delivers an eye-opening and engaging guide for salespeople and marketers to use technology to
identify prospects and put them at the center of everything they do. You’ll learn how to prioritize
which accounts to work, engage the entire buying team, uncover hidden intent signals, and measure
real success. You’ll also discover: Strategies for building a tech-stack that prioritizes your customers
Ways for chief marketing officers to stop playing defense and go on offense Insights for the modern
sales leader, including how to sellers up to win, design successful territories, and hire and retain top
sellers How the modern era of marketing and sales is different from what it used to be and how to
capitalize on your new capabilities A can’t-miss handbook for marketers, salespeople, and team
leads, No Forms. No Spam. No Cold Calls. is an original and thought-provoking journey through the
techniques and strategies made possible by modern revenue technologies.
  account based marketing reporting: How Brands Grow Byron Sharp, 2010-03-11 This book
provides evidence-based answers to the key questions asked by marketers every day. Tackling issues
such as how brands grow, how advertising really works, what price promotions really do and how
loyalty programs really affect loyalty, How Brands Grow presents decades of research in a style that
is written for marketing professionals to grow their brands.
  account based marketing reporting: How to Get a Meeting with Anyone Stu Heinecke,
2016-02-16 [The author] found that getting meetings with previously unreachable people was easier
than ever. Now he shares his tactics and tips in this essential guide for anyone who needs to make
contact. In [this book], Heinecke explains how you can use your own creative Contact Campaigns to
get those critical conversations. He divulges methods he's developed after years of experience and
from studying the secrets of others who've had similar breakthrough results-- results that other
marketers considered impossible, with response rates as high as 100 percent. Through real-life
success stories, Heinecke lays out 20 categories of Contact Campaigns that anyone can research and
execute. Tactics range from running a contact letter as a full-page ad in The Wall Street Journal to
unorthodox uses of the phone, social media, email, and snail mail to using personalized cartoons to
make connections. He also packs in plenty of tips on how to determine your targets, develop pitches,
and gain allies in your contact's circle of influence.--Amazon.com.
  account based marketing reporting: A Practitioner's Guide to Account-Based Marketing
Bev Burgess, Dave Munn, 2017-03-03 Account-based marketing, also known as client-centric
marketing, is in the process of transforming modern marketing practice. It involves taking a
strategic approach to business to business marketing, whereby important individual accounts are
treated as markets in their own right. After all, many of the world's leading companies have annual
revenues the size of some countries' GDP, so for the businesses that provide services and solutions
to these companies, such key accounts truly do represent a global market. A Practitioner's Guide to
Account-Based Marketing explores the development of account-based marketing (ABM) as a
business practice, and outlines a clear, step-by-step process for readers who wish to set up an ABM
programme to accelerate growth. Rich with fascinating case studies and personal stories, A
Practitioner's Guide to Account-Based Marketing offers readers privileged access to lessons learned
by pioneering companies in the field, including BT, Fujitsu, IBM, Juniper Networks, Microsoft, SAP,
and many more. The text is fully endorsed by the Information Technology Services Marketing
Association (ITSMA), who run the only formally recognized qualification in the sector: the
Account-Based Marketing Certification Programme. Meticulously researched and highly practical, A
Practitioner's Guide to Account-Based Marketing will help all marketers strengthen relationships,
build reputation, and increase revenues in their most important accounts.
  account based marketing reporting: Marketing Strategy Robert W. Palmatier, Shrihari
Sridhar, 2021-02-05 Marketing Strategy offers a unique and dynamic approach based on four
underlying principles that underpin marketing today: All customers differ; All customers change; All
competitors react; and All resources are limited. The structured framework of this acclaimed
textbook allows marketers to develop effective and flexible strategies to deal with diverse marketing



problems under varying circumstances. Uniquely integrating marketing analytics and data driven
techniques with fundamental strategic pillars the book exemplifies a contemporary, evidence-based
approach. This base toolkit will support students' decision-making processes and equip them for a
world driven by big data. The second edition builds on the first's successful core foundation, with
additional pedagogy and key updates. Research-based, action-oriented, and authored by
world-leading experts, Marketing Strategy is the ideal resource for advanced undergraduate, MBA,
and EMBA students of marketing, and executives looking to bring a more systematic approach to
corporate marketing strategies. New to this Edition: - Revised and updated throughout to reflect
new research and industry developments, including expanded coverage of digital marketing,
influencer marketing and social media strategies - Enhanced pedagogy including new Worked
Examples of Data Analytics Techniques and unsolved Analytics Driven Case Exercises, to offer
students hands-on practice of data manipulation as well as classroom activities to stimulate
peer-to-peer discussion - Expanded range of examples to cover over 250 diverse companies from 25
countries and most industry segments - Vibrant visual presentation with a new full colour design
  account based marketing reporting: Pain Management and the Opioid Epidemic National
Academies of Sciences, Engineering, and Medicine, Health and Medicine Division, Board on Health
Sciences Policy, Committee on Pain Management and Regulatory Strategies to Address Prescription
Opioid Abuse, 2017-10-28 Drug overdose, driven largely by overdose related to the use of opioids, is
now the leading cause of unintentional injury death in the United States. The ongoing opioid crisis
lies at the intersection of two public health challenges: reducing the burden of suffering from pain
and containing the rising toll of the harms that can arise from the use of opioid medications. Chronic
pain and opioid use disorder both represent complex human conditions affecting millions of
Americans and causing untold disability and loss of function. In the context of the growing opioid
problem, the U.S. Food and Drug Administration (FDA) launched an Opioids Action Plan in early
2016. As part of this plan, the FDA asked the National Academies of Sciences, Engineering, and
Medicine to convene a committee to update the state of the science on pain research, care, and
education and to identify actions the FDA and others can take to respond to the opioid epidemic,
with a particular focus on informing FDA's development of a formal method for incorporating
individual and societal considerations into its risk-benefit framework for opioid approval and
monitoring.
  account based marketing reporting: The Content Formula Liz Bedor, Michael Brenner,
2015-11-26 The Content Formula answers the biggest question currently on marketer's minds: what
is the ROI of content marketing?This book provides a step by step guide for marketers, and is
divided into three parts: how to build the business case for content marketing, how to find the
budget to establish a new content marketing program, and how to measure content marketing
success in business terms.
  account based marketing reporting: They Ask, You Answer Marcus Sheridan, 2019-08-06
The revolutionary guide that challenged businesses around the world to stop selling to their buyers
and start answering their questions to get results; revised and updated to address new technology,
trends, the continuous evolution of the digital consumer, and much more In today’s digital age, the
traditional sales funnel—marketing at the top, sales in the middle, customer service at the
bottom—is no longer effective. To be successful, businesses must obsess over the questions,
concerns, and problems their buyers have, and address them as honestly and as thoroughly as
possible. Every day, buyers turn to search engines to ask billions of questions. Having the answers
they need can attract thousands of potential buyers to your company—but only if your content
strategy puts your answers at the top of those search results. It’s a simple and powerful equation
that produces growth and success: They Ask, You Answer. Using these principles, author Marcus
Sheridan led his struggling pool company from the bleak depths of the housing crash of 2008 to
become one of the largest pool installers in the United States. Discover how his proven strategy can
work for your business and master the principles of inbound and content marketing that have
empowered thousands of companies to achieve exceptional growth. They Ask, You Answer is a



straightforward guide filled with practical tactics and insights for transforming your marketing
strategy. This new edition has been fully revised and updated to reflect the evolution of content
marketing and the increasing demands of today’s internet-savvy buyers. New chapters explore the
impact of technology, conversational marketing, the essential elements every business website
should possess, the rise of video, and new stories from companies that have achieved remarkable
results with They Ask, You Answer. Upon reading this book, you will know: How to build trust with
buyers through content and video. How to turn your web presence into a magnet for qualified
buyers. What works and what doesn’t through new case studies, featuring real-world results from
companies that have embraced these principles. Why you need to think of your business as a media
company, instead of relying on more traditional (and ineffective) ways of advertising and marketing.
How to achieve buy-in at your company and truly embrace a culture of content and video. How to
transform your current customer base into loyal brand advocates for your company. They Ask, You
Answer is a must-have resource for companies that want a fresh approach to marketing and sales
that is proven to generate more traffic, leads, and sales.
  account based marketing reporting: Key Account Management Excellence in Pharma &
Medtech Mike Moorman, 2022-02-27 Key Account Management Excellence in Pharma & Medtech is
designed to help life sciences practitioners develop and execute innovative and effective key account
management (KAM) strategies and capabilities. Pharmaceutical and medtech companies are
increasingly pursuing KAM in response to the rapid rise of large, sophisticated and complex
healthcare provider and payer systems and groups. Those that invest the time to get KAM right will
protect their business and grow with these rising customers. This book is groundbreaking in both its
scope and its tailoring of leading KAM practices specifically for life sciences. The central theme is
that key account management is an organization-wide business strategy, not just a role or a
sales-specific initiative. KAM is a strategy focused on providing unique offerings and value through
an orchestrated, cross-functional, go-to-market model designed specifically to address the needs and
engagement preferences of a unique segment of customers. The insights and practices shared in this
book are designed to be a valuable reference at every stage of the KAM journey. The book has been
designed to facilitate a common language and deep understanding of KAM issues and leading
practices organization-wide—particularly for life sciences leaders, account managers and
cross-functional team members responsible for building, transforming and supporting their
organization’s KAM strategies and capabilities.
  account based marketing reporting: Lead Generation for the Complex Sale: Boost the Quality
and Quantity of Leads to Increase Your ROI Brian Carroll, 2010-06-08 Lead Generation for the
Complex Sale arms you with a sophisticated multimodal approach to generating highly profitable
leads. Brian Carroll, CEO of InTouch Incorporated and expert in lead generation solutions, reveals
key strategies that you can implement immediately to win new customers, accelerate growth, and
improve your sales performance. You'll start by defining your ideal leads and targeting your ideal
customer. Then, you'll construct your lead generation plan, a crucial step to staying ahead of your
competition long-term. To help you put your plan into action, Carroll guides you step by step to:
Align sales and marketing efforts to optimize the number of leads Use multiple lead generation
vehicles, including e-mail, referrals, public relations, speaking events, webinars, and more Create
value for the prospective customer throughout the buying process Manage a large group of leads
without feeling overwhelmed Identify and prioritize your best prospects Increase the percentage of
leads who become profitable customers Avoid lulls in the sales cycle With Lead Generation for the
Complex Sale you'll learn how to target prospects early in the buying process and make the most
efficient use of sales productivity and marketing resources.
  account based marketing reporting: Digital Body Language Steven Woods, 2009 Woods
helps B2B marketing professionals understand the new dynamics of marketing complex products
and services. He walks through the new tools available to buyers, and explains how to read digital
body language and respond most effectively.
  account based marketing reporting: Total Customer Growth Adam Turinas, Ben Person,



2023-05-18 “Rock Solid ABM Bible,” - Charles Cantu, founder of Rest Digital “TCG Will be the Next
Acronym on Every Marketers Lips,” - Bob Abrahamson, chief marketing officer, pCare “This book is
very well written and full of actionable insight. I especially appreciate the many free tools offered for
download as part of the book purchase,” - Kelly McDermott, chief marketing officer, of Caregility “A
fresh take on ABM. It’s the sort of book you can come back to frequently for how-to’s and ideas,” -
Drew Neisser, Founder of CMO Huddles and award-winning author If you have read or considered
great books like ABM is B2B by Sangram Vajre or A Practitioner’s Guide to Account-based
Marketing by Bev Burgess, you will enjoy this fresh and up-to-date take on ABM. Adam and Ben
speak with hundreds of sales and marketing leaders every year. Several recurring issues come up:
How to get started with ABM, how to win and grow a more profitable customer base and how to turn
marketing into a competitive advantage. This book will answer these questions about ABM and
propose a new, more holistic model for making your sales and marketing more effective. ABM is part
of the answer and is emerging as the way to acquire new and more profitable customers. In addition,
a relatively new concept has emerged called “account-based experience” (ABX) that addresses how
to cross-sell, upsell, and convert customers into evangelists. This book proposes a new more efficient
model that combines ABM, ABX, and other account-based strategies. We call it… Total Customer
Growth Total Customer Growth is a system involving sales, marketing, and customer success to find,
engage, convert, and grow profitable customers for life. It is a holistic approach to building a
sustainable, long-term business model. We wrote this book as a comprehensive practical guide to
ABM, ABX, and Total Customer Growth. The book includes how-to guides, strategic rationales,
examples, and references to online resources to help in your journey. The book is divided into four
parts: Part 1 - Strategic Foundations of Total Customer Growth Chapter 1 Why ABM Is Transforming
B2B Sales and Marketing Chapter 2 The Total Customer Growth Framework Chapter 3 Starting with
Intent Chapter 4 Targeting Chapter 5 The Buyer Journey Chapter 6 ABM Campaign Strategies and
Personalization Chapter 7 Engagement and Content Planning Part 2 - Putting ABM into Action
Chapter 8 The ABM Technology Platform Chapter 9 SDRs: ABM’s Secret Weapon Chapter 10
Measurement Matters Part 3 - ABM to ABX Chapter 11 Envisioning ABX and Total Customer Growth
Chapter 12 Account Insight-Driven Growth Chapter 13 Turning Customers into Positive Influencers
Part 4 - Get Moving. Get Scaling. Chapter 14 Think/Crawl/Walk/Run Chapter 15 Scaling and
Evolving Chapter 16 Being Agile Chapter 17 The Total Customer Growth Organization
  account based marketing reporting: How to Start a Cloud based Accounting Software
Business AS, How to Start a Business About the Book: Unlock the essential steps to launching and
managing a successful business with How to Start a Business books. Part of the acclaimed How to
Start a Business series, this volume provides tailored insights and expert advice specific to the
industry, helping you navigate the unique challenges and seize the opportunities within this field.
What You'll Learn Industry Insights: Understand the market, including key trends, consumer
demands, and competitive dynamics. Learn how to conduct market research, analyze data, and
identify emerging opportunities for growth that can set your business apart from the competition.
Startup Essentials: Develop a comprehensive business plan that outlines your vision, mission, and
strategic goals. Learn how to secure the necessary financing through loans, investors, or
crowdfunding, and discover best practices for effectively setting up your operation, including
choosing the right location, procuring equipment, and hiring a skilled team. Operational Strategies:
Master the day-to-day management of your business by implementing efficient processes and
systems. Learn techniques for inventory management, staff training, and customer service
excellence. Discover effective marketing strategies to attract and retain customers, including digital
marketing, social media engagement, and local advertising. Gain insights into financial
management, including budgeting, cost control, and pricing strategies to optimize profitability and
ensure long-term sustainability. Legal and Compliance: Navigate regulatory requirements and
ensure compliance with industry laws through the ideas presented. Why Choose How to Start a
Business books? Whether you're wondering how to start a business in the industry or looking to
enhance your current operations, How to Start a Business books is your ultimate resource. This book



equips you with the knowledge and tools to overcome challenges and achieve long-term success,
making it an invaluable part of the How to Start a Business collection. Who Should Read This Book?
Aspiring Entrepreneurs: Individuals looking to start their own business. This book offers step-by-step
guidance from idea conception to the grand opening, providing the confidence and know-how to get
started. Current Business Owners: Entrepreneurs seeking to refine their strategies and expand their
presence in the sector. Gain new insights and innovative approaches to enhance your current
operations and drive growth. Industry Professionals: Professionals wanting to deepen their
understanding of trends and best practices in the business field. Stay ahead in your career by
mastering the latest industry developments and operational techniques. Side Income Seekers:
Individuals looking for the knowledge to make extra income through a business venture. Learn how
to efficiently manage a part-time business that complements your primary source of income and
leverages your skills and interests. Start Your Journey Today! Empower yourself with the insights
and strategies needed to build and sustain a thriving business. Whether driven by passion or
opportunity, How to Start a Business offers the roadmap to turning your entrepreneurial dreams into
reality. Download your copy now and take the first step towards becoming a successful
entrepreneur! Discover more titles in the How to Start a Business series: Explore our other volumes,
each focusing on different fields, to gain comprehensive knowledge and succeed in your chosen
industry.
  account based marketing reporting: Renegade Marketing Drew Neisser, 2021-10-05
Marketing has become ridiculously complicated, but yours doesn't have to be. With decades of
hands-on experience, expert strategist and writer Drew Neisser has witnessed the dramatic
evolution of business-to-business marketing. Working alongside giant brands like IBM, as well as
startups and mid-size companies, and interviewing over four hundred top practitioners, Neisser
uncovered the top four characteristics that all successful marketers have in common: they are
Courageous, Artful, Thoughtful, and Scientific (CATS). These four characteristics form the basis for
the framework in Renegade Marketing. Over the years, Neisser created a twelve-step formula to
radically simplify B2B marketing and build an unbeatable brand. In his book, he shares the stories of
marketing CATS as he gives you the tools to: Walk through a highly refined discovery process that
culminates in finding your brand's purpose Define your company's purpose in eight words or fewer
Build team support for new marketing initiatives while establishing your unique brand story, voice,
and design Assemble effective marketing plans that engage employees, inspire customers, and
attract new business Drive perpetual growth by creating a culture with metrics, marketing
technology, and experimentation
  account based marketing reporting: Conversational Marketing David Cancel, Dave Gerhardt,
2019-01-30 Real-time conversations turn leads into customers Conversational Marketing is the
definitive guide to generating better leads and closing more sales. Traditional sales and marketing
methods have failed to keep pace with the way modern, internet-savvy consumers purchase goods
and services. Modern messaging apps, which allow for real-time conversations and instant feedback,
have transformed the way we interact in our personal and professional lives, yet most businesses
still rely on 20th century technology to communicate with 21st century customers. Online forms,
email inquiries, and follow-up sales calls don’t provide the immediacy that modern consumers
expect. Conversational marketing and sales are part of a new methodology centered around
real-time, one-on-one conversations with customers via chatbots and messaging. By allowing your
business to communicate with customers in real time—when it’s most convenient for
them—conversational marketing improves the customer experience, generates more leads, and
helps you convert more leads into customers. Conversational Marketing pioneers David Cancel and
Dave Gerhardt explain how to: Merge inbound and outbound tactics into a more productive dialog
with customers Integrate conversational marketing techniques into your existing sales and
marketing workflow Face-to-face meetings, phone calls, and email exchanges remain important to
customer relations, but adding a layer of immediate, individual conversation drives the customer
experience—and sales—sky-high.



  account based marketing reporting: Marketing Technology as a Service Laurie Young, Bev
Burgess, 2010-05-24 Despite the fact that vast engineering networks are the foundations of modern
society, the services that technology companies provide over them have been a relatively neglected
area of study. As a result, marketing in some technology businesses has been depressingly tactical
and inconsistent. Marketers with little experience, and even less professional training, run around
presenting PowerPoint decks to each other, chasing after the latest fad and throwing erratic,
changing activities at the market each quarter. Many work on the unchallenged assumption that
markets are fast changing and that customers only want the lowest prices. Yet this industry has
liberated human imagination in the internet and convinced the world that they must have a PC and a
mobile phone. Now, as a result of profound, relentless, global forces, some of the leading firms and
greatest minds in it are at last turning their attention to service. With the advent of ‘cloud
computing’ and radical changes in the engineering of some utilities, the marketing of services that
are based on a technical infrastructure is about to become as important and sophisticated as in, say,
consumer products. This book explores their story and experience. “I really enjoyed the book From
Products to Services by Mr Laurie Young. Encouraged by it, Haier accelerated its changeover from a
traditional product-driven to a more customer-centric company. This new book Marketing
Technology as a Service is another major contribution to technology companies for the cultivation of
service needs worldwide.” – Mr Zhang Ruimin, CEO and Chairman, Haier Group, Beijing “Young and
Burgess describe a shift in mindset and pragmatic techniques that are quite doable – Rae Sedel, MD,
Global Technology Practice, Russell Reynolds Associates. “This book provides practical and
insightful advice on how to use services to turn technology into value add solutions for real people –
Rudy Provoost, CEO, Philips Lighting “Business leaders in India have been remarkably successful at
offering technology based services like outsourcing across the world. Currently worth $60 billion,
they intend to reach $300 billion by 2020. To succeed, the Indian business community must offer
new value propositions and adapt to emerging trends, like cloud computing. Burgess and Young
have put together the first comprehensive and practical guide for business leaders to meet their
challenges of exponential growth.” – Dr Mukesh Aghi, Chairman and CEO, Steria (India)
  account based marketing reporting: Data-First Marketing Janet Driscoll Miller, Julia Lim,
2020-09-16 Supercharge your marketing strategy with data analytics In Data-First Marketing: How
to Compete & Win in the Age of Analytics, distinguished authors Miller and Lim demystify the
application of data analytics to marketing in any size business. Digital transformation has created a
widening gap between what the CEO and business expect marketing to do and what the CMO and
the marketing organization actually deliver. The key to unlocking the true value of marketing is data
– from actual buyer behavior to targeting info on social media platforms to marketing’s own
campaign metrics. Data is the next big battlefield for not just marketers, but also for the business
because the judicious application of data analytics will create competitive advantage in the Age of
Analytics. Miller and Lim show marketers where to start by leveraging their decades of experience
to lay out a step-by-step process to help businesses transform into data-first marketing
organizations. The book includes a self-assessment which will help to place your organization on the
Data-First Marketing Maturity Model and serve as a guide for which steps you might need to focus
on to complete your own transformation. Data-First Marketing: How to Compete & Win in the Age of
Analytics should be used by CMOs and heads of marketing to institute a data-first approach
throughout the marketing organization. Marketing staffers can pick up practical tips for
incorporating data in their daily tasks using the Data-First Marketing Campaign Framework. And
CEOs or anyone in the C-suite can use this book to see what is possible and then help their
marketing teams to use data analytics to increase pipeline, revenue, customer loyalty – anything that
drives business growth.
  account based marketing reporting: 250+ Best Practices for B2B Marketing Success
Alexander Kesler, 2024-03-26 Triumph in the B2B Marketing World with a How-To Guide Containing
250+ Useful Tips and Tricks 250+ Best Practices for B2B Marketing Success is a step-by-step guide
to becoming a leading B2B marketing professional. Written by Alexander Kesler, a seasoned



marketing practitioner and thought leader, this book serves as a resource for every level of B2B
professional, from those taking their first steps into the B2B marketing world to the most
experienced pundits. 250+ Best Practices for B2B Marketing Success synthesizes best practices that
can take years to learn into an easy-to-understand (and easy-to-implement) guide. The information in
this book is proven, ready-to-use, and contains steps that most marketers can apply right away—on
everything from crafting content to measuring its effectiveness at the campaign’s end. Above all, this
book presents engaging strategies and practices suitable for any business. Short and to the point,
marketers can apply the advice presented here at any point in their career, from college to the
boardroom. If you are a digital marketing or business leader who grapples with the problems and
challenges of today’s multi-faceted and ever-evolving industry, 250+ Best Practices for B2B
Marketing Success will help you implement proven strategies into your own B2B marketing
initiatives with accomplished ease.
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