
The New Way to Score Accounts
Based on the B2B Sales Cycle



Traditional lead scoring often takes the form of a two-dimensional grid. One side measures fit while
the other measures scored engagement. 

The fit is usually a combination of demographic and firmographic traits that are more common on
customer accounts than lost and cold prospect accounts.

The behavior is based on a point system that weighs certain activities more heavily than others.

So, what’s wrong with this strategy? 

Your scores will only be as strong as your analysis. If you know best practices and follow them - like
Scott Wright in this podcast episode - you have a great start on your scoring model.

That isn't the big problem with lead scoring though.

Unless your product has a very low price, B2B sales aren't linear and your company will need to get
buy-in from six to ten people. Simply put, it doesn't make sense to focus on a single point of contact
when you're selling to a buyer comittee.

Traditional lead
scoring is half
the battle.
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https://www.calibermind.com/rmr/lead-scoring-best-practices
https://www.gartner.com/en/sales/insights/b2b-buying-journey


Up until this point, we've been settling for systems that ignore a fundamental fact of B2B sales. We sell
to multiple people at an account. To do this, we have to create campaigns, content strategies, and sales
training that will engage and convince all of them.

Marketing automation systems were structured to function around person records. In fact, the market
leader doesn't have an account object by default (yikes). This means records are more likely to flow into
your CRM as mismatched leads than matched contacts.

Without account scoring - and lead to account matching - your inside sales rep qualifies John while your
marketing team emails Jennifer, and your account executive shows demos to Kevin -  without knowing
that they all belong to the same company.

This disjointed view creates frustration for your prospects and gives a bad impression of your
organization. It's also a waste of resources.

According to Gartner, 70 percent of leads are lost from poor follow-up. Organizations need an intelligent
system that automatically adjusts the account score based on real-time data and results.
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We need the 
full picture.



At CaliberMind, we’ve tackled this problem by connecting to all of
the systems recording activity, attaching that activity to the right
people and companies, and then calculating scores at three key
levels: interaction, person, and company. 

To do this without CaliberMind, you'll need integrated intent data,
a data hygiene tool, and a lot of elbow grease. It's not rocket
science. But it's not easy.

Once you combine fit, intent, and engagement data from your
marketing tools, CRM, chatbot, website, and product; you'll need
a way to roll that up to the account. And it needs to dynamically
change based on product engagement, firmographic,
demographic, behavioral criteria, and the time that has passed
since the last interaction.

So, let’s get to it.
What’s better?
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That’s It.

A new account scoring

model built on the

customer journey.
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Refers to leads and accounts that fit the Ideal Customer Profile that your
company is trying to market and sell to. Think of ICP as the firmographic,
technographic, and geographic filters you apply to narrow your accounts to
your target market. At CaliberMind, we layer on an incredibly powerful
machine that considers thousands of variables to see if those accounts are
similar to your healthy customers, open opportunities, or whatever you decide
is best to build your model from.
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Fit.



Intent data shows what people at companies
are searching for and consuming on the
internet (beyond your website). This is a
signal of possible interest. Intent data can be
purchased from third-party vendors that sell
data about keywords searches and
publication consumption (aggregated by
vendors such as Bombora), online review
sites (G2 Crowd, Capterra), niche
publications, or public forums. 

At CaliberMind, we analyze which activities
are tied to pipeline and bookings, then only
incorporate the intent signals that correlate
to sales.
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Intent.



Engagement aggregates activity from all the
people who are interacting with your brand
(including your website via a web tracker) at
the account level so you can contact the
company before another vendor gets to
them. Keep in mind that 50% of buyers go
with the vendor that contacted them first! 

In order to contact accounts at just the right
moment, your analysis needs to be on point.
Take the time to review which activities are
the best signal that someone is ready or
gearing up to engage with sales. 

Having the ability to track people who are
not in your database (or anonymous at the
human level and known at the company
level) is a game changer.

Engagement.
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https://www.dooly.ai/blog/sales-follow-up-statistics/


CALIBERMIND.COM

Let’s build revenue
growth, together.


