
Click icon to add full background picture or drag & drop

Use this layout for dark and medium dark photos. Logo will appear in white.

1. If the logo disappears – Right click outside the slide area and choose “Reset slide”

2. If text boxes disappears – Right click the picture and choose “Send to Back”

Lauri Mähönen 20.10.2020

Lost opportunity?

Digital B2B Marketing



Bisnode at a glance
Brief company facts

Operations in

19
countries

Our headquarters

Stockholm
Sweden

Approx.

2,100
employees

Revenue 2019

3,776
MSEK

150,000
customers



What is the most important 
B2B marketing component 
you or your customer will 
focus in 2021 Questions:



• Content marketing
• Digital marketing
• Email
• Video
• Event marketing
• Paid Social post
• SEO

What is the most important B2B marketing component you or your 
customer will focus in 2021 

• PR
• ABM
• Webinars
• Direct mail
• Affiliates or partners
• Content syndications or 3rd 

party sources



What is the most important 
B2B marketing component 
you or your customer will 
focus in 2021 results:



Read more: https://www.marketingcharts.com/industries/business-to-business-113543

https://www.marketingcharts.com/industries/business-to-business-113543


Here’s a closer look at what top-performing marketers are doing differently than the mainstream:

• More than half of top performers say their company’s performance is excellent when it comes to customer 
experience (58%) and account-based content (55%);

• Top performers are far more likely than the mainstream to say their marketing is everywhere their customers are 
(74% vs. 40%);

• While both top-performing and other marketers express confidence in their ability to create relevant, personalized 
and timely content for their target audience, top performers are multiples more likely to say they were very 
confident (68%) compared to the rest of the sample (22%); and

• Top performers are somewhat more likely than other marketers to focus on long-term metrics (88% vs. 73%).

Read more: https://www.marketingcharts.com/industries/business-to-business-113543

B2B Marketer’s strategic plans

https://www.marketingcharts.com/industries/business-to-business-113543


Anyone focusing 2020 strategies?

How do I get help as a marketer
In Finland, In Finnish



Focusarea: 49% of effort is 
used in ABM

But why and how?



Only 1% of all 
leads turn into 

customers.

F O C U S  O N  W H A T  M A T T E R S



67% of the purchasing 
decision is made before 

contacting a vendor.

B U Y I N G  J O U R N E Y S  A R E  C H A N G I N G



Cost per B2B lead

>10€/ webshop
15€> /cold call per row
150€> / booked visit
1000€> / event lead



A C C O U N T  B A S E D  

A D V E R T I S I N G  ( A B A )

ABA focuses only on the proactive digital 
advertising efforts that are being used in 
an ABM workbook. 

• Online advertising towards employees 
from selected companies

• Advertising on well-known media sites

A C C O U N T  B A S E D  

M A R K E T I N G  ( A B M )

Strategy where key business accounts are 
marketed to directly, as units of one compared 

to the typical one-to-many approach.

The Bigger Picture



Attract people 

Nurture

Identify 
accounts

T R A D I T I O N A L  
A D V E R T I S I N G

Identify 
accounts or 

industries

Engage them with 
relevant messages

Build long-term 
relationships

A C C O U N T  B A S E D  
A D V E R T I S I N G

Target marketing
S A L E S  &  M A R K E T I N G  J O I N T L Y  P U R S U I N G  A C C O U N T S



H I G H L Y  T A R G E T E D  A D S

Only served to the selected accounts, with the 

message(s) you want them to see

I N C R E A S E  A W A R E N E S S  &  B E  T O P  

O F  M I N D

Proactively target the accounts you want to reach

A C C O U N T  I N S I G H T S

Learn what accounts are engaging with you, 

both with the ads and activity on your website

Account Based 
Advertising
How it works and how to use it



Target specific accounts or even 
entire predefined industries

A C C O U N T S

Target specific companies.

I N D U S T R Y

Defined industry segment from our 

BBC database (eg. bank, telecom…)



GOAL KPI CREATIVES
MEDIA SPEND*

Account Industry

Identification
Identify interest from 
accounts or industries

Exposure
We drive the campaigns so as 
many people at each 
account/industry shall see your 
ads.

Trust
Build your brand, be 
seen as the no.1 
vendor.

20-40€ 2000€

Get Engagment
Engage them with 
relevant messages

Visits at your site/Sign ups
Here you want the account to be 
active and interact with you, we 
drive for actions.

Action
Now its time for call 
to action in the ad 
creative and a tailor 
made landing page

60-100€ 2500€-
3000€

Drive Decision
Supportive advertising 
towards people at the 
accounts you are 
negotiating with.

Exposure
We drive the campaigns so as 
many people at each account 
shall engage with your ads. 
Building engagement through 
volume.

Trust
Build your brand, be 
seen as the no.1 
vendor. If you have 
video creatives this is 
the perfect place

150-200€ N/A

Retention / Loyalty
Build lasting relationships 
and upsales your exiting 
customers.

Exposure
We drive the campaigns so as 
many of your customers shall see 
your ads and be remined of your 
excellent services/products

Remind
Focus your content 
on awards, 
testimonials, articles 
about your 
company´s success.

20-40€ 2000€

Define your campaign goals

*recommended media spend per account or per industry

Identify 
target accounts

or industries

Engage them
with relevant 

messages

Build long-
term relationships



Data Traditional digital 
advertising

Bisnode 
ABA

Target all employees 
within selected 
companies

No Yes

3rd party behavior data Yes No

GDPR compliant ? Yes

Cookie-less No Yes

Data Traditional digital 
advertising

Bisnode 
ABA

Account Based 
Advertising
T A R G E T  Y O U R  A D S  B A S E D  O N  

F A C T S ,  N O T  G U E S S E S



Customer success stories



Nordic IT Consultant Aligned Sales and Marketing
Case Study

• 500 customers, low brand awareness.
• Target customers: Large companies, 

Nordic market.
• Sales goals: Grow current accounts; 

Get first foot in with a few selected accounts.

Situation before ABM activity

• Meeting booked with the ‘difficult’ account.
• Account Manager convinced that the targeted 

campaign contributed to this.
• High engagement with the ads by all three accounts, 

i.e. campaign increase their interest and built brand.

What was the result?

What was the problem?

• Sales did not appreciate the value of marketing.
• Limited marketing budget.
• Account Manager had difficulty to gain access 

to a key account.

Sales Marketing

What did we do?

3 months’ ABA: 2 current and 1 potential customer.
3 generic messages targeting all accounts.
1 dedicated message to account where Account Manager 
had expressed a difficulty.
Web visit tracking in parallel.



Nordic-Based Financial Services Company
Case Study

• Offering: Pension plans for employers and their 
employees, i.e. a B2B2C situation.

• The employer selects a few suppliers and the employees 
then choose which one to sign up for. 

• Goals: Very competitive market, where market share is of 
utmost important. Even a small increase in market share 
can equal millions in revenue increase.

Situation before ABM activity

3 months’ ABA: 2 current and 1 potential customer.
3 generic messages targeting all accounts.
1 dedicated message to account where Account Manager 
had expressed a difficulty.
Web visit tracking in parallel.

• With customer A, this financial services company grabbed 75% 
of the business from the employees. This is almost unheard of 
in the industry!

• With customer B, this financial services company grabbed 40% 
of the business from the employees. This would equal about 3 
MEUR under management.

What was the result?

What was the problem?

• An employer tends to signs framework agreements for pension plans with 
2-3 different suppliers.

• After the framework agreement is signed, the suppliers have limited access 
to the employees, who actually make the choice of supplier.

• Normally, the market share would be evenly split between the number of 
suppliers. Our client’s target was to gain a higher share.
• Customer A: 2 listed suppliers, i.e. an expected 50% market share.
• Customer B: 3 listed suppliers, i.e. an expected 33% market share.

What did we do?

• 6 months’ Account Based Advertising, as a 
prime marketing activity.

• Targeting the employees of both customers, i.e. 
the organisations that had signed a framework 
agreement with our client.

• Targeted messages to the employees, aiming at 
building trust in the brand to manage their 
pension plans.



Siemens PLM Case

“Bisnode Account Based Marketing has 
given us proven results. 

We started with three accounts adding 
one more after three months. 

All became MQLs and SQLs with a total 
marketing pipeline value of £2.9 

million”

Debbie Hage
UK Senior Marketing Manager, Siemens PLM Software UK 



Customer Endorsements

18% Average deal velocity 
increase

Deal size increase

Increase in number 
of closed opportunities

Increase in account size 
thanks to improved cross-
selling

14%

29%

48%

“Bisnode’s Account Based Marketing has 
given us proven results. 

We started with three accounts adding one 
more after three months. All became MQLs 
and SQLs with a total marketing pipeline 
value of £2.9 million”

Debbie Hage
UK Senior Marketing Manager, Siemens PLM Software UK 



New research
report out now!
https://finland.bisnode.fi/kampanjat/
campaigns-q3-2020/data-driven-
masterclass/

https://finland.bisnode.fi/kampanjat/campaigns-q3-2020/data-driven-masterclass/
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Digital B2B markering - Lost opportunity?

It. All. Starts. From. 
Target. Accounts.


