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Most marketers understand that 
account-based marketing is well worth 
the investment. After all, according to 
SiriusDecisions, organizations with 
an account-based marketing (ABM) 
strategy in place experienced 200% 
pipeline growth and also saw a 20% 
increase in deal size. Understandably, 
the question has now moved from “Why 
ABM?” to “How ABM?”

There are a variety of platforms you can 
choose from when it comes to running 
account-based marketing, so this guide is 
all about teaching you how the RollWorks 
platform works and how it differs from 
the rest.
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Introduction
Definition: A targeted and personalized marketing strategy 
focused on building relationships with prospects you know will 
benefit from your products.

ABM outperforms a traditional marketing approach across a number of 
categories, including sales and marketing alignment, overall customer 
lifetime value, contract value, close rate, and ROI.

-TOPO
 

92% of companies recognize the 
value of ABM and see the strategy  
as a “must have” for B2B  
marketing.
  

-SiriusDecisions

Companies that nurture leads  
make 50% more sales at a cost  
33% less than non-nurtured  
leads.

-Forrester Research

97% of practice leaders, marketers, and 
business-development executives said that 
ABM offered a higher ROI than other marketing 
methods, with 38% calling it “much higher.”

   -Demand Gen Report

80% of marketers say 
that ABM outperforms  
other marketing 
initiatives. 
    
  -ITSMA
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The Unique Challenges B2B Marketers Face
Forced to use a tech stack made for e-commerce
Historically, one of the biggest pain points for B2B marketers has been the lack of dedicated 
technology to serve their needs. Despite the availability of dozens of marketing tech tools, 
nearly all were built with e-commerce in mind, leaving B2B marketers to constantly search for 
alternatives. 

Tech hasn’t addressed the long sales cycle
Previous tools were created to address short, transactional sales cycles that typically took 
between a day and a month to complete. Most tools failed to help B2B marketers because they 
didn’t address B2B sales cycles that can last 6, 12, or even up to 24 months. 

The need to track the progress of relationships
While most previous tools provided metrics and analytics, they were typically limited to high-
level metrics such as impressions served and click-throughs. These metrics provide campaign-
level insight but fail to shed light on key metrics, such as progress against target accounts and 
key contacts. 

Weak intent signals lead to poor performance

 

Just because someone has downloaded your whitepaper or listened to your webinar doesn’t 
mean they’re a good fit to become your customer. According to Gleanster Research, almost 
50% of leads are qualified but not yet ready to buy. And only 8% of salespeople said leads they 
received from marketing were of “very high quality.”

That means that most leads aren’t qualified to buy your product and, of those who are qualified, 
up to half aren’t ready to buy your product yet. To get around this problem, marketers have had 
to cast a super-wide net and bring in thousands of leads in the hopes of closing a few deals. 
While this approach may work, it’s clearly not very efficient and wastes a lot of time and money.

Benefits of ABM
Made for big deals
Account-based marketing is utilized to close the big accounts that can make or break a B2B 
business. If you’re going after a whale account, you want to show them that you know who 
they are, you value their business, and you’re ready to provide them with a great customer 
experience. ABM allows you to deliver personalized messaging in your ads that can provide 
much better click-through rates than non-personalized ads.

Made for long sales cycles
B2B deals can take months, if not years, to close. In order to close deals of that length, it’s 
crucial to track your progress with the deal over longer periods of time. But you can’t just track 
impressions in a campaign and hope you’re reaching the right people. With the RollWorks 
platform, you can track deals at both the account level and the contact level to make sure you’re 
reaching the correct people.

Takeaway:  

Takeaway:  

77% of business buyers want 
different content at each stage 
of the product-research process.

The number of people involved 
in B2B solutions purchases has 
climbed from an average of 5.4 
people in 2015 to 6.8 people in 2017.

2014 2015 2016 2017

“Marketing drove 
20k leads in Q1.”

“Marketing drove 10k 
marketing qualified  

leads in Q1.”

“Marketing drove 3k  
sales qualified leads 

in Q1.”

“Marketing influenced 
$500k in revenue from  
5k quality leads in Q1.”

https://www.pardot.com/content-marketing/13-must-know-content-marketing-stats/
https://hbr.org/2017/03/the-new-sales-imperative
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Made for high efficiency
ABM is a highly targeted marketing tactic built to improve your marketing efficiency. With an 
account-based marketing strategy, you’re no longer taking a “spray and pray” approach. Instead, 
you’re choosing your targets carefully and reaching them with precision. Because you’ve chosen 
whom to reach based on your defined ideal customer profile (ICP), your win rates should 
increase substantially.

Made for marketers
Too often, marketers aren’t given the credit they deserve for driving, nurturing, and eventually 
helping to close quality accounts alongside their sales team. Account-based marketing enables 
marketers to prove their value beyond inbound lead gen by surfacing data that demonstrates 
how marketing campaigns are influencing target accounts in each stage of the funnel. 

AdRoll–RollWorks Heritage
Given AdRoll’s strength in performance marketing, it’s not surprising that the RollWorks Growth 
Platform is built with efficiency in mind. As part of AdRoll Group, RollWorks draws on 10+ years 
of experience in performance advertising.

We’ve partnered with more than 10,000 B2B marketers to help them really get to know their 
audiences, start meaningful conversations with them, and inspire them to take action. Tapping 
into our powerful data sets of over 1.2 billion digital profiles and using advanced artificial 
intelligence, we give marketers some of the most accurate tools and support to reach people in 
new ways.  

Using our proprietary data set, our Growth Platform has access not only to firmographic data 
but also to incredibly accurate intent data. RollWorks can use a combination of your first-party 
data along with third-party data (and our own data) to help you figure out your target account 
list and add those high-intent prospects to your target account lists quickly and easily.

How ABM with RollWorks Functions
Find new leads 
RollWorks allows you to find new contacts at both the companies on your target account 
list and  companies you might not have considered. Even if you’re working from a minimal 
target account list, once you enter the names of the companies and roles you’re interested in, 
RollWorks can fill out your target account list with suggestions of other high-intent contacts. 

Takeaway:  

Takeaway:  

According to Demand Gen Report, 
97% of practice leaders, marketers, 
and business development executives 
said that ABM offered a higher ROI 
than other marketing methods—with 
38% calling it “much higher.”

59% say creating a culture of 
measurement and accuracy is 
the biggest attribution challenge 
(SOMA 2017, AdRoll)

https://www.demandmetric.com/content/abm-adoption-benchmark-report
https://www.demandmetric.com/content/abm-adoption-benchmark-report
https://www.adroll.com/resources/guides-and-reports/state-of-marketing-attribution-17-uk
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Accelerate your sales cycle
One of the biggest advantages of RollWorks ABM is that it can speed up your sales cycle. Instead 
of relying on sales to move a deal forward, RollWorks ABM allows marketers to accelerate lead 
nurturing by targeting your ads based on the sales stage of the prospect.

This means that closing deals is no longer solely thrust on the shoulders of sales. Instead, while 
sales is actively working an account, marketing can support them with relevant messaging that 
reinforces the sale at each stage of the B2B buying process. This is what sales and marketing 
alignment actually looks like in action.

Cross-sell your solutions
ABM doesn’t just help sales; it can also help account managers with upsells. Probably the most 
overlooked use of ABM is cross-selling to existing customers. According to PostFunnel, your 
current customers are 50% more likely to try a new product and spend 31% more on average 
than the typical new customer. Most B2B companies have a few big accounts that bring in a 
sizeable portion of their revenue, but what they don’t realize is that they’re only scratching the 
surface with these companies.

ABM with RollWorks lets you add your current customers to your target account list, allowing 
the RollWorks Growth Platform to find other departments within those companies that could 
benefit from your products.

Hunting Negotiation Pre-Launch Live

https://postfunnel.com/customer-retention-rate-care/
https://postfunnel.com/customer-retention-rate-care/
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Don’t have a 
target account 
list?

Have a target 
account list but 
need contacts?

Have a target 
account list AND 
have contacts?

Here are what some of those upsell ads might look like:
Showing the customer additional material on how to 
make the most of the platform is crucial to helping them 
understand the benefits they can get from upgrading. Since 
the RollWorks Growth Platform can record your ad visibility 
at the contact level in your CRM, the account manager will 
also know whether the customer has seen and clicked on 
these upsell ads. Using marketing to educate helps set up 
a successful conversion for the account manager once they 
feel that the customer is a good fit for an upgrade.

The Strength of ABM With RollWorks
Precise and personalized targeting
Unlike most other ABM providers, RollWorks is cookie based rather than IP based. This makes 
it far more accurate at targeting the right people within a target account. IP-based targeting 
uses the IP addresses of the work computers of a company’s employees as a signal that they 
work for that company. This means in most scenarios they can only reach an employee on work 
computers—not on personal computers and not on mobile.

ABM with RollWorks, which is cookie based, can reach a contact on multiple devices and in 
multiple locations. Cookie-based targeting also allows the marketer to do precise targeting on a 
variety of criteria, such as sales stage, vertical, location, and more. 

The other advantage of cookie-based ABM is the ability to do persona targeting. Cookie-based 
targeting allows you to serve personalized ads to different personas within a company. This 
means that you can personalize your messaging to the different roles, so that the CMO, VP of 
marketing, and events manager all get messaging that resonates with them.

Three ways to use your data: HubSpot, Marketo, and Salesforce systems

Building an ABM program from the ground up can be tricky (not to mention intimidating), 
which is why we’ve built three of the most powerful integrations on the market to do the 
groundwork. Regardless of which marketing automation platform (MAP) or CRM you use, it’s 
easy to upload your existing contacts, pipeline opportunities, or customer lists into RollWorks  
to allow you to further target the companies you’re already going after.

If you already have a list of companies you’d like to target but don’t have all the contact 
information you need, the RollWorks Growth Platform can help fill the gaps for you. Tapping 
into one of the largest data co-ops on the market (over 1.2 billion digital profiles) means that 
RollWorks can analyze your target account list and offer suggestions for contacts you might  
not have in your current database. 

If you already have a target account list and a list of contacts, you’re perfectly poised to take 
advantage of RollWorks’ cookie-based targeting. Rather than being limited to targeting only at 
the account-level, which most IP-based platforms are limited to, you can target each of your 
contacts at the individual contact level. This means that within each account you can serve 
different ads to the CMO, the content marketing manager, and the events marketing manager.
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Write back into your CRM at the contact level
One of the biggest reasons customers choose RollWorks is its bidirectional feature. Once you’ve 
hooked up one of the integrations above, RollWorks can write back any data it collects into your 
CRM at both the account level and contact level.

This means that you have full transparency into how your campaigns are performing. You can 
view which contacts have seen your ads, how many times they’ve seen them, and how they’ve 
interacted with them over time. This is an incredibly powerful feature that takes the guesswork 
out of managing your campaigns and lets you see what’s working and what’s not.

Takeaway:  

If your current ABM provider only 
allows you to see data at the account 
level, you’re missing a big piece of  
the picture. 
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Project Goal Line
(Note: This campaign was run under the AdRoll brand,  
now RollWorks)

In 2017, we took a deep dive into our customer acquisition 
paths and found that outbound opportunities that had a 
marketing touch were 2x more likely to close than outbound 
deals that did not have a marketing touch (7% close rate 
vs. 3%). In other words, when a deal that was already being 
worked by sales was intercepted by marketing (via content, an 
event, direct mail, etc.), it was far more likely to close, or cross 
the “goal line.” Armed with this information, we designed a 
multichannel ABM campaign, lovingly referred to as  
“Project Goal Line.” 

At the time, our sales team did not exclusively work a 
target account list, but that didn’t stop us from taking an 
account-based approach. Instead of leveraging a fixed list, 
we established a predictive score threshold that an account 
needed to meet in order to qualify for Project Goal Line. 
Our sales development reps (SDRs) were assigned to work 
accounts on behalf of senior sellers and also owned and 
worked their own accounts; as long as the account was 
deemed “worthy” by the predictive score, it was included in 
the program. 

RollWorks’s Case Study
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Objectives of the campaign
Project Goal Line addressed the four major pain points that we identified based on feedback 
from sales and historical data trends: 

Getting SDRs in the door  
(booking a meeting)

Getting prospects “over the line”  
by pushing stalled deals (pre-launch)

Nurturing accounts post-meeting  
(post-meeting)

Welcoming customers and assisting  
during onboarding (welcoming customers)

Here’s how we built out the campaign:

A foundational exercise before launching the program was to map the four major sales stages in 
Salesforce (Hunting, Negotiation, Pre-Launch, and Live/Closed-Won) to our marketing lifecycle 
stages in Marketo (Nurture, Selection, Activation, Live/Closed-Won). This allowed us to sync 
our marketing messaging with where the prospect was in the sales funnel using our platform’s 
bidirectional Marketo data connector (the same can be done using HubSpot).

The first step in our strategy was to get conversations started with the SDR team’s most sought-
after prospects. As marketers who receive several SDR-generated emails each day, we know how 
difficult it is to cut through the noise and get someone’s 
attention. Thus, we married SDR emails with display ads, 
individual landing pages, and a direct mail piece in an 
effort to make a big impression.

Display ads for “air cover”
As soon as an SDR began to work an account, we began 
serving ads as a way to introduce ourselves. We used the 
aforementioned Marketo connector to serve ads with 
introductory upper-funnel messaging only to the specific 
contacts within the target account.

Mapping the  
sales and  

marketing stages

Getting SDRs in  
the door

STEP 0

STEP 1

STEP 3 STEP 4

STEP 2

STEP 1
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Outreach emails, landing pages, and retargeting
To make that big first impression, we then added some personalized touches. We created a 
landing page and individual display ads for each SDR that included their photo. Each email the 
SDR sent included a link to their personalized page:

After clicking on the link and visiting the landing page, the prospect was retargeted across 
multiple networks and devices with matching display ads. We increased our bids and frequency 
for a 24-hour period to ensure that the prospect saw the SDR everywhere. If the prospect clicked 
the ad, they were taken to a personalized landing page where they could schedule a meeting.

Landing Page 1:   

Landing Page 2:  

Retargeting Ad: 
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Nurturing accounts  
post-meeting

Door Opener direct mail
Along with the landing pages and display ads, we also mailed a Door Opener Kit designed to get 
the conversation going. This kit included a note from the SDR and a book of customer-use cases 
to showcase how others have used AdRoll to “build better campaigns.”

Prospects who received the Door Opener 
Kit alongside the SDR outreach and custom 
display ads were three times more likely to 
book an appointment (10.22% booking rate  
vs. 2.6%). 

In a typical demand-gen model, this is where Marketing would stop and celebrate their lead-gen 
wins. But, because we’re using account-based marketing, we could stretch our marketing reach 
much farther down the sales funnel. 

Specifically, we wanted to help keep the momentum going after an initial appointment with a 
prospect. It’s very common to experience difficulties in this stage of the funnel where deals can 
stall because of a lack of urgency, and, historically, sellers haven’t had a scalable way to push 
the conversation forward.

Post-meeting direct mail
We combatted this by sending a Post-Meeting Kit 
within days of a high-quality appointment. The 
kit included a note from the seller along with a 
poster that showed how our platform can help 
them to “build better campaigns” with a full-
funnel approach. 

Personalized ads that impressed
We also leveraged our platform’s personalized 
ads to ensure we stayed top of mind. These ads 
pulled the company name into the ad unit itself, 
ensuring that we grabbed their attention. We saw 
immediate results here, as our CPA decreased by 
42% with these targeted ads (compared to a test 
group that saw non-company-specific ads). 

Overall, prospects who received our “Post-
Meeting Kit” alongside the personalized ads 
closed at a rate of 15% vs. our baseline post-
appointment close rate of 13%. 

STEP 2
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Sales had asked for our help pushing stalled prospects from Pre-Launch to Live/Closed-Won. 
There were numerous reasons why an opportunity would be “stuck,” so we needed to speak 
directly to how easy it was to get started and show how our current customers had seen success 
with our platform (creating a bit of FOMO, if you will).

The final push: direct mail
If a prospect had not progressed in over 35 days, we triggered  an Over-the-Line Kit. This kit 
included a notebook with a checklist that outlined the final steps they needed to take to get 
their first ad campaign up and running. Every few pages within the notebook also included a 
quote from a happy customer, showing how getting started with us would prove fruitful for them 
in the end. 

Lower-funnel display ads
During this stage, we continued to leverage targeted ads with the company’s name and changed 
the content/call to action to address Pre-Launch questions.

A common mistake most marketers make is stopping their marketing efforts once a customer  
is on board. While it might seem like a waste of time to market to your current customers,  
it’s actually one of the most worthwhile investments you can make. In fact, according to 
PostFunnel, your current customers are 50% more likely to 
try a new product and spend 31% more on average than 
the typical new customer.

Display ads for customers
Because many of our new customers do not take 
advantage of our full-funnel solution right off the bat 
(instead opting to start with Retargeting or Prospecting 
only), we used ads to further educate them on the benefits 
of adopting our full product suite. 

 Getting prospects “over  
the line”

Welcoming new  
customers and assisting 

during onboarding

STEP 3

STEP 4

https://postfunnel.com/customer-retention-rate-care/
https://postfunnel.com/customer-retention-rate-care/
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Direct mail for customers
Finally, once a customer signed a contract and began the onboarding process, we showed them 
our appreciation by sending a “Customer Welcome Kit.” This kit included a welcome note from 
the account manager, tips for successfully setting up their account, and a handy pocket tool kit 
that they could use as they pleased.

  

The complete picture on Project Goal Line
We learned a lot from our first pass at a full-funnel, multichannel ABM program, and we continue 
to improve the program year after year. Something we write about frequently is that account-
based marketing, like traditional demand-gen marketing, is always evolving. It’s important to 
start somewhere and keep building your ABM programs as you learn best practices.

Nurture

Hunting

Selection

Negotiation

Activation

Pre-Launch

Live

Live

Door Opener Post-Meeting Kit Over-the-Line Kit Welcome Kit

OVERVIEW

Sales Stages

Marketing Stages
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Sample Onboarding Timeline

Above we have a sample onboarding timeline of just how quickly you can be up and running 
with your own ABM campaigns with RollWorks. You’ll be given a team of ad-operations, ABM, 
and digital-marketing specialists who will be by your side every step of the way to answer any 
questions you have and ensure you’re comfortable with our platform. They’ll also actively 
monitor your campaigns and provide strategic suggestions to ensure your campaigns are pacing 
toward your goals.

Sign the papers
Sign the contract, discuss performance, pop some champagne!

Connect platforms
Connect CRM to RollWorks, place pixel

RollWorks strategy discussion
Come prepared to talk through goals, content maps. We encourage you 
to invite your teammates, lifecycle managers,  ABM managers, etc.

Review your new creative and campaigns
Review your new assets with your RollWorks Account executive.  
Make sure everything is in order. 

If necessary, a final review 
Last chance to check over things before they’re live!

Launch campaigns!
Congrats - now the fun really begins! Look forward to regular updates 
from your account executive on how your campaigns are performing. 

Personalized ads mapping
This meeting will help set up your personalized ads. Bring your content 
messaging map, brand images, hex codes, and brand guideline.

RollWorks creates, configures your 
ads. Play a game of sudoku with 
the free time you have from not 
filling out a creative brief

RollWorks revisions if necessary

Day 0

Day 2

Day 5

Day 6

Day 15

Day 21
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Summary
Precision targeting
The heart of any ABM strategy is accurate targeting. Go beyond IP-based targeting by connecting 
your CRM or MA system to RollWorks. You’ll be matching your data with one of the world’s 
largest opt-in intent data pool of over 1.2 billion digital profiles, boosting your ability to engage 
contacts in your target accounts. RollWorks delivers a median B2B match rate of 50%.(AdRoll 
Group internal data, February 2017 to February 2018)

Farther reach
RollWorks enables you to run both broad and narrow campaigns at scale. If you do not have 
a target account list, you can target based on firmographics or leverage our act-alike targeting 
to reach new prospects that behave similarly to your best customers. If you do have a target 
account list, you can find new contacts within those companies and also nurture the contacts 
that are already in your CRM using custom advertisements. Whether you know who your 
prospects are or not, you can reach them with the RollWorks Growth Platform.

Granular measurement
Prove you’ve made an impact. RollWorks reporting provides transparency at both the account 
and contact levels so you have better visibility into your full marketing impact. RollWorks also 
offers reporting in the systems where you spend most of your time. Using our CRM and MAP 
connectors, you can see your campaign data right inside your Salesforce, Marketo, or HubSpot 
dashboard and share it with the rest of your organization. 

Constantly improve performance
With over 10 years of proven performance-marketing heritage, we can give you results 
unmatched by anyone else. Our powerful machine-learning AI constantly improves your results 
over time as it learns from millions of campaigns. As a result, RollWorks has been shown to 
deliver over 5x the ROI than a leading ABM provider. (Head-to-head test from November 2017 to 
February 2018)

In-house creative services
Building out enough content for an ABM program can be time consuming, which is why we 
provide creative services to help you get started. Our designers can take your current assets and
 turn them into ads, so you can get your first ABM campaign off the ground quickly and efficiently.

To learn more about how RollWorks ABM can help grow your business, request a demo at  
www.rollworks.com.

http://www.rollworks.com

