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AABM roadmap
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Determine Automated ABM scope

● Duration of campaign; mostly only viable as of 6 months. 
You want to ‘drip nurture’ as much as possible instead of an 
‘in your face’ push, so some time is needed.

● Determine the scale. With ‘Automated’ you want to reach 
some scale or you better do it manually.

● How many industries you want to target?
● What type of companies you want to target? How small or 

big?
● How many decision makers (DMU, or buyer group) you want 

to target within each company?
● Through how many journey phases do you want to nurture 

your audience?
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Proposition, Audience, Product/Market

● Decide which audience you want to reach with which proposition.
● You have to consider our ‘4 dimensional grid’, the product/market 

combinations you want to target are represented in that grid, for 
instance:

● Your Key proposition divided into sub-propositions or key USP’s 
(per:)

● The roles within the buyer group of your audiences
● The companies within a vertical/industry that fit your desired 

profile
● They phases you want audiences to go through that require 

different content, highlights, call to actions, details, following the 
previous phase.
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Campaign content

Campaign content is needed to 

address different audiences and roles 

in your buyer group. The scope of your 

campaign determines the amount of 

content you need and the way it is 

sliced.

1. Amount of propositions and sub-

propositions.

2. Amount of verticals.

3. Amount of different roles in your buyer 

group.

4. Amount of journey phases to guide 

your audience through. content calculator

Definition of a ‘4 dimensional’ grid
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Lead qualifying

Determine the way you want leads to be 
qualified. In most cases it’s a 
combination of:

- Buyer intent / propensity data
- Scoring on content ‘consumed’, resulting 

in a minimum amount of points.
- Other behaviour, like times visited, 

content shared or liked. 
- A ‘multi-touch’ requirement.
- A certain journey phase reached.

Determine how this scoring is reflected in an 
MQL and SQL model and dashboards, 
possibly with subtypes within each category 
(e.g. A1, A2, A3 MQL).

Determine scoring points for different actions and content.
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Design dynamic landing & content pages

Content is added dynamically, via 
programmatic logic, dependant on 
visitors profile and journey phase. 

During the campaign, content will 
constantly change, for everyone 
differently.

The senders brand is infused in all content 
and layouts.
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Audience detail data

When product/market is 
selected, we need detailed data 
for the companies and buyer 
group we want to target. 

This data might be found 
internally, but most likely details 
and buyer intent data is bought.

buy audience data
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Onboarding

All participants are onboarded in the 
campaign so they understand how to 
operate the programmatic engine, how 
dashboards and action lists work. 

Much of the engine is automated, but 
ultimately, sales reps need to follow up 
on solid leads.

Also at onboarding, we connect the 
engine to the Linkedin Sales Navigator 
accounts of the sales reps that will be 
participating.
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Examples

Landing pages that dynamically change content according to journey phase and behaviour, with lots of content pages and the 
ability to share with colleagues or other relations.
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