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INTRODUCTION

To say that B2B marketing’s changed a lot in the past few years would be a gross understatement. We’ve been through digital transformation, the 

content marketing revolution, marketing automation and the social media obsession. Recently, we realized that all of those trends were ineffective 

without sales and marketing alignment and Account-Based Marketing (ABM). Now, most of us are focused on implementing ABM, and it’s hard to 

imagine adding anything else to our plate.

So if you’ve heard that the next big thing is Artificial Intelligence (AI) and you’re a little skeptical, we don’t blame you. Maybe it sounds a little bit sci-fi, 

vague or just plain too cool for B2B marketing. But the reality is, we’ve accepted that AI is already a part of our lives as consumers – think Siri, Alexa 

and self-driving cars – and it has the potential to be just as integral to our lives as B2B marketers.

That’s because while we’ve made some big changes with sales and marketing alignment and ABM, there are still some gaps, especially when it comes 

to connecting on a 1:1 level with our customers. We simply don’t have enough accurate data and insight or the ability to make it actionable.  

As it turns out, AI can help us with this. 

In this eBook, we’ll talk about some of the big trends in marketing, where they still fall short, how AI can help and some of the ways B2B marketers  

are already leveraging AI for better results.
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THE CURRENT STATE OF B2B

We’ve all recognized the importance of Sales and Marketing alignment and ABM, but in fact, they’re relatively new ideas, and we haven’t exactly 

perfected them. In case you need a reminder, it wasn’t so long ago that access to fancy new digital technology like Marketing Automation Systems 

and Real-Time Bidding made us all obsessed with leads and clicks. That was going great until a few small indicators (like angry glares from the sales 

team and total lack of ROI) made us realize our strategy was a bit broken.

To remedy that, we all committed to achieving “sales and marketing alignment” only to realize that the path to success required more than  

a catchy phrase. To really get on the same page as Sales, we needed to break a fair number of old habits. 

Enter: Account-Based Marketing. ABM isn’t actually a new idea, but today it’s being implemented in new ways. In the past, marketers have executed 

on “named account marketing,” focusing on a small list of 5-50 accounts and putting all their effort into comprehensive accounts plans. The 

difference is that now we want to do ABM at scale. 

We’ve made great strides with ABM, but the leap from 5-5,000 accounts still presents challenges. 
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Traditional Demand 
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Strategic Accounts

5-50 accounts

Target Account List 

50-5,000 accounts

Total Addressable Market

10,000+ accounts
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THE CHALLENGE OF ABM AT SCALE

The best way to summarize our challenges is that we need to be able to scale our ABM efforts. There are three key areas of ABM where this is most 

apparent. Essentially, we need to figure out who to talk to, what to talk about and when and how to say it.

While ABM gives us a better framework to solve these challenges, without an ability to scale it, we can’t really achieve our goals. We need to come 

up with scalable solutions for the following: 

As it turns out, these challenges have something in common. They all stem from needing greater depth and breadth of insight. Given its ability to 

capture data and translate it into insight, AI can help address these challenges.

FINDING THE RIGHT ACCOUNTS

We finally agree with Sales that we should all be focusing on the same accounts. Unfortunately, there’s a million-dollar question 

(literally) that still remains ambiguous for many organizations: Which accounts should we be focusing on? If Sales and Marketing 

can’t agree on a source of truth, or a standard operating procedure, for account selection, it’s hard to execute effectively.

FINDING THE RIGHT INSIGHT

Being a good marketer is not about the right story and message, it’s about the right story and message for the right audience. 

And now, we have many new ways to build those audiences: by segment, account or person. Furthermore, it’s not just 

Marketing who needs those insights. Sales needs them to do effective outreach and connect messages across the funnel.

FINDING THE RIGHT ACTIONS

Once we’ve identified the right accounts and determined how we want to bring the message to them, we need to be able to  

execute across all of our channels, by delivering that one-to-one connection our prospects and customers need.

https://www.demandbase.com/
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WHAT EXACTLY IS AI?

BASIC AUTOMATION

Believe it or not, there was a time when cars were assembled manually, one at time. Then in the early 1900s, Ford starting 

innovating to build the Model T, and by 1914 they used machines to reduce assembly time to 93 minutes and sold more cars than 

any other manufacturer. There was a discreet set of required tasks, they just needed technology to speed up the process. 

 

MACHINE LEARNING

In the digital revolution, we got even more sophisticated. We started using computers to make simple decisions and take actions. 

This is the basis of what we consider to be very basic machine learning. For example, you now have a car that can beep at you 

when you’re parallel parking and getting too close to another object. Behind the scenes, your car is using simple decisions to 

make a yes or no decision. Are you driving in reverse? If yes, then use sensors to determine if you’re less than a foot away from 

that tree. If yes, beep.

As machine learning gets more and more advanced, it adds more decision trees to take more complex actions. As you might guess, 

the more trees you have, the more technical complexity you have, and the more data you require. All of this is done with the goal of 

reaching the next frontier in technical innovation: AI.

At its most basic, Artificial Intelligence is really about taking human tasks and automating them. But before we dig into how AI can impact B2B 

marketing, let’s take a pause to understand exactly what AI is using a simple example: cars.

Could we do a rough timeline of the car? Please make this change last! 
http://static4.businessinsider.com/image/57f2ca6c11c8e7ac008b50a2-1200/bi-graphics_autonomous-cars.png
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WHAT EXACTLY IS AI?

Ultimately, AI doesn’t just make decisions based on the trees we’ve created. It is actually able to “learn” from the decision trees and make very 

complex, human decisions on its own. Now, instead of a car that gives us a warning if we’re doing a terrible parking job, we have self-driving cars  

that can make all of our driving decisions for us, such as “should I stop at this traffic light?” 

But remember that before the car can make that decision, it needs to go through many layers of decisions trees. Is this traffic light red? Is this traffic 

light for cars in my lane? Is this pole in the street a traffic light or a lamp post? To do that, the self-driving car needs to interpret massive amounts of 

data, all starting with the pixels it reads through the dashcam.

The simplified version is that pixels go into the model, decisions are made and actions come out.

But the reason why AI is so challenging is because one decision is actually reliant on an infinite number of smaller decisions. In fact, we need layers 

and layers of decision trees in order to get to the point where a car can make human-like decisions. We need a model for intuiting lines out of pixels, 

shapes out of lines and meaningful objects out of shapes. To build those models, we need a massive amount of data. But once we succeed, we have 

AI in the form of self-driving cars.
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As exciting as self-driving cars are, you might be thinking: how does this apply to our three challenges with ABM? Well, just as AI can change the way we 

drive (or let the car drive, as the case may be), it can change the way we execute ABM strategies.

Recall the three challenges we still have when it comes to achieving Sales and Marketing alignment and executing on ABM: finding the right accounts, 

finding the right insight and taking action—all at scale. To actually do those things at scale, we need automation. But because they’re complex tasks – 

basic automation won’t work. We need AI.

That’s because much like driving, executing effective ABM requires layers and layers of knowledge, research and decision making.

Just like with a self-driving car, each of those decisions is made up of smaller decisions and requires a massive data set to build a model. A human 

can make all those decisions for one or two buyers, but they simply don’t have the time or brainpower to do it at scale. And they don’t have the 

bandwidth to take specific actions for all customers.

THINK OF EVERYTHING THAT NEEDS TO BE CONSIDERED:

AI not only has the potential to fill in these gaps – it’s already solving them. Over the next few pages, we’ll talk about how B2B marketers are using 

AI-driven data and insights to better understand and engage their prospects today.

AI + ABM

• Social Media

• Websites  

• Blogs

• Press and News

• Word of Mouth

• Who to target

• What your prospects care about 

• What they are talking, reading  

and writing about

• Who their competitors are 

• Who they know at their companies 

• Advertising Campaign 

• Nurture Campaign 

• SDR Email 

• Homepage Banner 

• Product Messaging 

DATA INSIGHT ACTION

https://www.demandbase.com/
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FINDING THE RIGHT ACCOUNTS

As we’ve discussed, it’s critical for Sales and Marketing to agree on a list of the accounts to target. However, the greater number of accounts on your 

list, the harder that selection becomes. We’ve tried to crack the account selection code in a number of different ways, whether by building manual 

segments or leveraging predictive technology, but none of them are truly able to replicate the intelligence of one highly invested, human account rep.

But with AI, we can finally identify accounts at scale. Unlike traditional lead ranking solutions, which rely on simple machine learning to look at the 

data that’s only in your CRM, AI looks at a wider set of unstructured data. That can include things like news articles, blog posts, social media channels, 

job descriptions, website traffic and data on ad exchanges. It then learns how to extract meaningful insights, such as, if that account has budget for 

your category or if they’ve expressed interest in your products, from that data in order to make the decision of whether an account is worth targeting 

or not.  

Once we’ve used AI to build this list, Sales and Marketing can align their priorities around targeting accounts that are right for both teams.

Business 
Relationships

Buzz About Your  
Product Category Do you match  

supplier profile?
Company 

Firmographics
Buyer Identification

Budget

Model Good Account?Product  
Categories

Website Engagement

In-Market

Skills  
Hiring For

Mutual Business 
Connections Decision Maker 

Authority
Organizational  

Structure

Investments in Your  
Product Category

Blogs

News Articles

Social Media

Job Descriptions

SEC Filings

Website Traffic

Ad Exchange Data

Contact Info
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FINDING THE RIGHT INSIGHT

Knowing which accounts to target is only the beginning. If we don’t know what topics are important to our buyers, we can’t communicate or connect 

with them in meaningful ways. To do that, we need extensive account insight that includes not only the topics that are important to them, but 

information about company culture, operations and their business network. 

AI can help by not only telling us which accounts to reach out to, but also by surfacing insights on which contacts at those companies are actually 

worth targeting. From there, it can give you details on what those contacts are reading, writing and talking about. 

Both marketing and sales teams can use this information to build relevant, engaging messaging that’s tailored to each account, segment and person. 

Relevant 
business topics 

Prioritized  
contacts

Personalized  
messaging

Prioritized  
accounts

FOR EFFECTIVE OUTREACH, WE NEED THE FOLLOWING:
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FINDING THE RIGHT ACTIONS

The right insights can help sales reps send personalized emails or influence how marketers build their campaigns, but they don’t make a huge dent  

in our effort to scale. The vision for AI is that at some point, it can leverage that insight and use it to “communicate” with the right customer at the right 

time on the right channel. This is the true self-driving car for marketers, and it’s already happening on one channel: The B2B Website. 

As marketers, the website is really at the core of everything we do. But while it plays an indispensable role in educating and converting our 

audiences, a lot of prospects report that they find the process overwhelming, and an average of 60% bounce after just one page. While marketers 

want to deliver the right content at the right time on their websites, they haven’t been able to tap into the data and insight needed to make that a 

reality, until recently.

AI gives marketers that ability by recommending content based off of their website visitor’s individual needs and interests. In this way, every account 

gets the relevant messages they need as they move across the funnel. 

• Account

• Industry and Firmographic Data

• Behavioral Data

• Real-Time Onsite Behavior

• Interests

• Stage in Buyer’s Journey 

• Ideal Conversion Path

• Recommend industry relevant 

content

• Direct to a conversion page

• Promote high-value product pages

DATA INSIGHT ACTION

With AI, B2B marketers can finally start to reach the holy grail of ABM: connecting with each customer on a 1:1 level across all of their digital channels. 

And this is only the beginning. AI is already starting to extend into other channels, such as advertising, reporting and email. 

https://www.demandbase.com/


BECOME AN ABM EXPERT
AT YOUR COMPANY

Demandbase o�ers two ABM Certification courses online that you and your 
team can take in the convenience of your home or o�ce. An Expert-level 

course is also o�ered in select cities throughout the year.

FOUNDATIONS ABM CERTIFICATION
Learn the importance of Account-Based
Marketing and gain how-to tips that’ll get

you started on the path to success.

ADVANCED ABM CERTIFICATION
Get best practices on topics including sales
& marketing alignment, target account list

development, metrics and budgeting.

Register now: www.demandbase.com/cert



CONCLUSION 
While it seems like AI is just another trend to deal with, it’s actually very 
complementary to a lot of the work we’re already doing with ABM—and it has 
the ability to really transform both our personal and professional lives.  
If you’d like to learn more about how AI can help fill in gaps in your ABM 
strategy, we recommend this helpful webinar with one of our customers.  
Or you can always contact us directly.

Demandbase is a leader in Account-Based Marketing (ABM). The company o�ers the only Artificial Intelligence-enabled, comprehensive ABM platform that spans Advertising, Marketing, 
Sales and Analytics. Enterprise leaders and high-growth companies such as Accenture, Adobe, DocuSign, GE, Salesforce and others use Demandbase to drive their ABM strategy and 
maximize their marketing performance. The company was named a Gartner Cool Vendor for Tech Go-To Market in 2016. For more information, please visit www.demandbase.com or follow 
the company on Twitter @Demandbase.

https://twitter.com/Demandbase
https://www.demandbase.com/company/contact-us/
https://www.demandbase.com/webinar/artificial-intelligence-account-based-marketing-world/



