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Abstract 

The digital transformation has brought innovative and customizable marketing strategies which 

have brought an increased complexity to the marketing industry. While the complexity of 

marketing has increased, marketing departments are experiencing an increasing accountability 

for financial performance of implemented marketing campaigns. Therefore, the challenge has 

emerged to validate and communicate the return on investment of marketing campaigns. As 

current marketing return on investment measurements are often deemed to be underdeveloped, 

the challenge is emphasised in current literature.  

To address the underlying problems, this research project aims to explore how Return-on-

Investment measurements can be conducted for Digital Account Based Marketing (DABM) 

within the Business-to-Business context. In order to fulfil the underlying purpose of the research 

project, the following two research questions have been developed:  

(1) How can a marketing Return-on-Investment measurement model be structured for 

Digital Account Based Marketing? 

(2) Which parameters can be considered central for marketing Return-on-Investment 

analysis of Digital Account Based Marketing?  

A case study has been performed at a leading DABM actor in order to answer the research 

questions and fulfil the research purpose. Qualitative data has been collected through 

observations and interviews in order to extensively map the case environment, and fulfil the 

research purpose.  

Results from the research project emphasize the need for interdepartmental collaboration when 

implementing DABM. The research project has resulted in qualitative insights regarding return 

on investment measurements of DABM and the development of a conceptual marketing 

measurement model. The developed model in combination with the qualitative insights aim to 

underpin the importance of interdepartmental collaboration further, as the developed model 

involves viewpoints from several different departments. 

Results from this study indicate that DABM campaigns both require, and benefit from 

interdepartmental alignment between the sales, marketing, and finance department. Thus, if 

interdepartmental collaboration and alignment can be endorsed through the development of 

current measurement methodologies, the performance of DABM campaigns could be increased, 

which can improve marketing performance as a whole. 
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Abstrakt 

Den digitala transformationen har gett upphov till innovativa och anpassningsbara 

marknadsföringsstrategier som har ökat komplexiteten inom marknadsföringsindustrin. Medan 

marknadsföringskomplexiteten har ökat, upplever marknadsföringsavdelningar en ökad 

finansiell ansvarighet för implementerade marknadsföringskampanjer. Därmed har utmaningen 

uppstått att validera och kommunicera den finansiella avkastningen (Return-on-Investment) av 

marknadsföringskampanjer. Eftersom nuvarande finansiella avkastningsmätningar för 

marknadsföring ofta anses vara underutvecklade, är utmaningen betonad i nuvarande litteratur.  

För att behandla de underliggande problemen syftar detta forskningsprojekt att undersöka hur 

mätningar av Return-on-Investment kan genomföras för Digital Account Based Marketing 

(DABM) inom omgivningen Business-to-Business. Två forskningsfrågor har tagits fram för att 

uppfylla forskningssyftet: 

(1) Hur kan en mätmodell för Return-on-Investment struktureras för Digital Account Based 

Marketing? 

(2) Vilka parametrar kan anses centrala för analys av Return-on-Investment inom 

marknadsföringsområdet Digital Account Based Marketing? 

En fallstudie har genomförts hos en ledande aktör inom DABM för att besvara 

forskningsfrågorna och därmed uppfylla forskningssyftet. Kvalitativ data har insamlats genom 

observationer och intervjuer för att utförligt kartlägga fallkontexten, och uppfylla 

forskningssyftet.  

Resultat från forskningsprojektet understryker behovet för samarbete mellan avdelningar vid 

implementering av DABM. Forskningsprojektet har resulterat i kvalitativa insikter gällande 

avkastningsmätningar av DABM och utvecklandet av en konceptuell mätmodell för 

marknadsföring. Den utvecklade mätmodellen i kombination med de kvalitativa insikterna 

syftar att betona vikten av samarbete mellan avdelningar ytterligare, eftersom den utvecklade 

modellen involverar aspekter från flera olika avdelningar. 

Resultat från denna studie indikerar att DABM-kampanjer både kräver, och främjas av 

samarbete och kommunikation mellan sälj-, marknadsförings-, och finansavdelningen. Således, 

om samarbete mellan avdelningar kan främjas genom utvecklingen av nutida mätmetoder, kan 

effekten av DABM-kampanjer ökas, vilket i sin tur kan utveckla effekten av marknadsföring 

som helhet.  
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Chapter 1 – Case Study 

In the following chapter, the Case Study is presented. To provide a holistic view of the reasons 

behind the research, the research itself, and what the research has led to, the Case Study chapter 

will be structured as visualized in the conceptual model in Figure 1, Report Structure 

Conceptual Model, below. 

 

 

 

Figure 1, Report Structure Conceptual Model 

 

 

As visualized in the conceptual model, the research project will progress towards the result, 

discussion and conclusion. During the project, many fundamental parts of the research will 

contribute to the Appendix through constructive input. Therefore, the Case Study chapter will 

be presented first, and the supporting material can be found in the subsequent Appendix chapter. 

All the final linkages will contribute to the final product, which is centred around the 

fundamental Case Study environment. 
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1. Introduction 

The introducing section will focus on the background, purpose and extent of the research 

project. Subsequently, the introduction will develop a fundamental set of research questions 

which the research project will aim to answer. 

1.1 Background 

The digital transformation has changed the way the world accesses information. As Grewal et 

al. (2015) explains, the digital transformation has facilitated access to an extensive amount of 

data and references, which has led to increasingly sophisticated customers who conduct 

extensive research prior to purchasing decisions.  

As purchasing decisions have become based on customer research to a further extent because 

of the digital transformation, Raney (2003) states that challenges have emerged in marketing as 

marketing campaigns need to be customized to a large extent in order to reach increasingly 

specific customer needs. According to Grewal et al. (2015), this is particularly relevant for the 

Business-to-Business (B2B) context, as B2B purchasing decisions are highly complex, which 

requires a high degree of marketing customization.  

The marketing challenges derived from the digital transformation can be managed through 

innovative marketing strategies and methods, which in turn have been developed with the 

support of the digital transformation, as explained by Arnett and Wittman (2013). A 

representative example of the methods which has been developed to face the challenges from, 

while supported by, the digital transformation is Digital Marketing, which is a form of online 

marketing which can be highly customized to suit the needs of the customers (Holliman & 

Rowley, 2014). 

Since the need for innovative marketing strategies such as digital marketing has expanded 

because of customer sophistication, the digital transformation has brought an increased sense 

of complexity for marketers who quickly need to adapt to new marketing methods and 

strategies, which is emphasized by Royle and Laing (2013); Tiago and Veríssimo (2014). An 

example of new digital marketing methods is the strategic marketing approach Account Based 

Marketing (ABM), which can also be used in a digital context (Digital Account Based 

Marketing). A description of ABM has been stated by Purcărea (2015, p.4) and is visualized 

below. 

 “Account Based Marketing is used by marketers as a strategic approach to 

support a defined universe of accounts by targeting highly desirable  

individual accounts (buyers) and engaging them during different  

stages of the buying process, while reflecting  

alignment of the sales and marketing.” 

 

While digital marketing campaigns such as digital ABM can be customized to better suit 

individual customers, developing customized marketing campaigns require a high degree of 

customer involvement and, most importantly, interdepartmental collaboration, as Rowley 
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(2015) explains. However, marketing practices are often viewed as complex and intangible, 

which disconnects the marketing department within an organisation and therefore undermines 

crucial collaboration (Leeflang, Verhoef, Dahström, & Freundt, 2014).  

Marketing departments are experiencing increasingly accountable roles within organisations 

(Leeflang et al., 2014) and marketers are pressured to evaluate how well their campaigns will 

perform in financial terms, which marketers are often ill-equipped to do (Smyth & Lecoeuvre, 

2015).  

The challenge which marketers face in marketing evaluation is emphasized by several authors 

(Farris et al.,2015; Leeflang et al., 2014; Luo & Kumar, 2013; Mitchell & Olsen, 2013; Smyth 

& Lecouvre, 2015), who explain that developing analytical marketing measurement tools in 

order to evaluate marketing performance is a crucial challenge for digital marketers which can 

be derived from the complexity of digital marketing  

Current research regarding marketing measurements are often concerned with the ambiguity of 

the common marketing measurement method Return-On-Marketing-Investment, which is often 

referred to as ROMI or MROI (Smyth & Lecoeuvre, 2015; Mitchell & Olsen, 2013). 

Furthermore, Smyth & Lecoeuvre (2015) highlight an incentive to conduct further research 

within marketing and ROMI application.   

1.2 Problem Discussion 

Innovative methods within digital marketing, such as Digital ABM, which have emerged 

through the digital transformation have provided new ways of customizing marketing 

campaigns (Holliman & Rowley, 2014). However, the new marketing methods have also added 

an increased sense of complexity to marketing, as marketers quickly need to adapt to 

contemporary marketing methods and strategies (Royle & Laing, 2013; Tiago & Veríssimo, 

2014). 

While marketing has been made increasingly complex, marketing departments are experiencing 

increasing accountability and pressure towards showing their progress in financial terms 

(Smyth & Lecoeuvre, 2015). Therefore, a paradox can be derived from the complexity of 

marketing, as current marketing has been made more complex (Tiago & Veríssimo (2014), 

while marketers are required to exhibit tangible metrics to a further extent (Smyth & 

Lecoeuvre, 2015).  

Because of this paradox, challenges have emerged to show the validity and pervasive impact of 

marketing campaigns (Leeflang et al., 2014; Farris et al., 2015). If left unsolved, the challenges 

within this area could hinder the implementation of innovative marketing strategies. This is 

strongly emphasised by Smyth and Lecoeuvre (2015), who reveal that marketers, to a large 

extent, have to validate marketing profitability in order to be granted investments for marketing 

campaigns.  

Therefore, an important area of research to gain further insights regarding the problem area is 

developing marketing measurement tools in order to evaluate marketing performance in the 

digital marketing context (Farris et al., 2015; Luo & Kumar, 2013).  
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The development of marketing measurement tools is further emphasized by the ambiguity of 

the current, commonly used marketing measurement method MROI (Smyth & Lecoeuvre, 

2015; Mitchell & Olsen, 2013). 

The purpose of this research project is therefore to explore how Return-on-Investment 

measurements can be conducted for Digital Account Based Marketing. Increased knowledge 

within this area could therefore support a development of MROI, which in turn could increase 

the likelihood of innovative marketing strategies being implemented. 

1.2.1 Research Objective & Questions 

In order to form a relevant and exhaustive research objective, the research objective must aim 

to decrease the intangibility of marketing campaigns through a translation of marketing effects, 

while acting in an innovative area which is relevant to the digital marketing society. Therefore, 

the research objective is stated as follows. 

The purpose of this research is to explore how Return-on-Investment 

measurements can be conducted for Digital Account Based Marketing, 

within the Business-to-Business context. 

 

Research Questions 

While the research objective explains the fundamental purpose of the research, subcriteria of 

this purpose must be developed to narrow the research. By doing this, the research would have 

greater chances in accomplishing to prove, or narrow the scope of, the research purpose. 

Research questions have subsequently been developed in subareas which will together form a 

coherent view of the research purpose. The research questions are presented below. 

 

Research Question 1 

How can a marketing Return-on-Investment measurement model be 

structured for Digital Account Based Marketing? 

 

Research Question 2 

Which parameters can be considered central for marketing Return-on-

Investment analysis of Digital Account Based Marketing?  
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The research questions have been stated with the aim of further developing the measurement of 

innovative digital marketing strategies through further exploration of marketing return on 

investment effects.  

Research question 1 aims to bring a practical clarity to the field of marketing return on 

investment through insights which support the development of a conceptual model which aims 

to visualise important aspects for marketing return on investment. The insights regarding a 

conceptual model in research question 1 will be supported by, and developed from the identified 

parameters in research question 2.  Subsequently, a conceptual marketing measurement model 

will be presented which aims to fulfil the research purpose. 



11 

 

2. Pilot Study 

The following pilot study has been conducted in order to gain further understanding of 

reoccurring and contemporary literary phenomena within return-on-investment measurements 

of DABM. Therefore, the pilot study has been conducted in in a case environment which can 

be considered relevant to the literary context of the study. The company Vendemore was 

selected as a suitable case environment because of Vendemore’s core product, which strictly 

consists of DABM. In order to achieve the underlying goal of further knowledge of the case 

environment, the pilot study has used a methodological mix of interviews and observations. 

2.1 Company Background 

Vendemore Nordic AB is a company founded in 2009 in Stockholm, Sweden. Currently, in 

2016, the company is active in the Account Based Marketing industry on an international level 

with 31 employees spread throughout the six departments Sales, Management, IT, Traffic, 

Delivery, and Finance. In 2016, the customer base consists of over 500 customers spread 

throughout 14 countries. In 2014, the annual revenue for Vendemore was MSEK 27.289 

(vendemore.com, 2016; allabolag.se, 2016). 

Bisnode AB purchased Vendemore in 2014, which makes Vendemore a subsidiary of the 

company Bisnode, which is active in the smart data industry. In turn, Bisnode is owned to 70 

percent by the private equity company Ratos, while the remaining 30 percent is owned by the 

Swedish media group Bonnier (vendemore.com, 2016).  

2.2 Account Based Marketing 

The following definition of Account Based Marketing (ABM) is considered fundamental for 

this research project, and will be explained further in the theoretical section (Purcărea, 2015, 

p.4). 

“Account Based Marketing is used by marketers as a strategic approach to 

support a defined universe of accounts by targeting highly desirable  

individual accounts (buyers) and engaging them during different  

stages of the buying process, while reflecting  

alignment of the sales and marketing.” 

   

Vendemore is an actor in the ABM industry, which implies offering clients a way of distributing 

their messages directly to a narrow, predetermined target audience. The core offering consists 

of digital advertisements, which are spread throughout a vast amount of web pages. The 

advertisements are of multiple formats, for example banners, videos, article links, and polls. 

Clients purchase impressions from Vendemore, which implies views of the clients’ content. 

Subsequently, the client decides the content of the advertisements, which Vendemore 

distributes through a mix of websites which fits the client’s target audience. 

The targeting of specific accounts and therefore ABM concept offering is executed through a 

IP-mapping of the predetermined target companies. This method implies finding the IP 
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addresses of the targeted companies and distributing digital advertisements to these companies 

alone, thus excluding all companies which are not in the desired target audience. Therefore, 

very specific messages can reach a very specific target audience, which often makes Vendemore 

an applicable solution in complex Business-to-Business environments, as a large number of 

people can be reached with specific messages within a very specific target group. Therefore, 

Vendemore is active with clients who are in the business-to-business context, which implies 

Vendemore’s clients are companies themselves, which in turn makes Vendemore a business-

to-business company. 

2.3 Products 

Vendemores product offering consists of the three products Vendemore Cockpit, Vendemore 

Rubberband, and Vendemore Landingzone. The cockpit allows clients to manage the 

distribution of digital brand views in their ABM campaigns and turn the campaign on and off. 

Meanwhile, rubberband allows clients to gain further information of visitors on their websites 

concerning who the visitor is, what they do on the website, and how long the visitor stays on 

the website. Landingzone allows a client to specify a custom message to visitors who have 

clicked on the digital marketing content which is distributed by Vendemore.  

However, most clients purchase a packaged deal of all three previously mentioned products. 

Thus, Vendemore’s clients let Vendemore manage the marketing campaign and monitor the 

marketing campaign progression. This solution is chosen by a majority of customers since a 

main concern for clients is lack of time. Additionally, a part of the Vendemore project team 

consists of researchers who actively search for patterns in the marketing campaigns and delivers 

marketing insights to Vendemore’s clients. A typical Vendemore ABM campaign therefore 

often represents a large amount of work and results in a large marketing campaign. Therefore, 

a typical ABM campaign often costs around $50.000.  

2.3.1 Clients 

A large majority of Vendemore’s customers are active within the IT context, mostly within B2B 

software, consulting, industrial solutions, or outsourcing in the geographical regions Europe 

and North America. Therefore, Vendemore’s clients most often sell business-to-business 

solutions which are large and complex.  

2.4 Case Challenge 

As Vendemore’s clients are often large and complex themselves, the decision to implement a 

marketing campaign often requires the consent of multiple stakeholders. As different 

stakeholders often represent different departments, the marketing campaign will be evaluated 

from multiple viewpoints. Furthermore, the implementation of an ABM campaign often 

requires and performs better from the collaboration and alignment of the marketing and sales 

department (Purcărea, 2015).  

Therefore, a translation of marketing results from marketing metrics to a common language is 

needed in order to communicate the impact of a marketing campaign throughout different 

departments. Thus, Vendemore has identified a key challenge in measuring the effects of their 
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marketing campaigns in other metrics than traditional marketing metrics, which would provide 

Vendemore with a competitive advantage. Additionally, the measurement and evaluation of 

marketing campaigns will provide opportunities to improve the ABM product and core offering.  

The challenge is not new to Vendemore, as it has been an interesting area for over one year. 

However, due to lack of time, the analysis project has not been prioritised. Therefore, the 

development of an analysis project has been attempted, but not thoroughly implemented.  

2.5 Pilot Study Data Collection 

Further insights regarding the case environment and problem area has been obtained through 

semi-structured qualitative interviews and observations. 

2.5.1 Pilot Study Observations 

Initial observations were conducted in the previously mentioned project manager monthly client 

meetings. In the monthly client meetings, clients are briefed of the campaign progress and 

proposed strategic decisions from project managers. Observations were gathered in these 

briefing meetings since it brings an opportunity to observe reoccurring questions and feedback 

from the clients.  

In the project briefing meetings where the observations were gathered, the clients expressed a 

large amount of interest in the marketing metrics shown in the briefing reports. Frequently 

asked questions from the clients in the project manager meetings were mainly concerning the 

progress and performance of the campaigns. The clients continuously wanted to know what 

defines a performing campaign and what measures and benchmarks to look for.  

2.5.2 Pilot Study Problem Exploration Interviews 

Project managers have been interviewed as they have the highest degree of continuous client 

communication. The project manager role at Vendemore consists of monitoring ABM 

campaigns and delivering insights through the previously mentioned monthly client meetings. 

Therefore, the project managers can be considered to have the most relevant insights regarding 

the progress of campaigns.  

As stated by a project manager, the main challenge lies in convincing the adjacent departments 

of the value of the campaign, even if the real benefits of an ABM campaign will reveal 

themselves in the long run, after the campaign itself has ended. 

“The shared information concerning an innovative campaign goes through 

multiple stakeholders before the implementation of the campaign. When 

stakeholders receive the information without a foundation of the extent  

and benefit of the campaign, the stakeholders are often reluctant to 

implement new and untested campaigns, even if the marketing  

department believe strongly in the methodology.” 

This phenomenon was expressed in all project manager interviews. Another project manager 

expresses a very similar viewpoint, but from the client marketing department perspective.  
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“The marketing department always believe in the value of the product.  

It is when marketing has to prove to other stakeholders that  

problems arise. Suddenly the foundation becomes unclear,  

which undermines the value of the campaign.” 

Another project manager explains that the clients often have comments and questions about the 

figures. Measurements shown in the briefing meetings include KPI:s such as brand views, 

clicks, impressions, engagement and click rate benchmarks. These figures often require an 

explanation, which often leads to client engagement in the effect of the reported performance.  

“We measure impression to click conversion rate, but when the client is 

apprehensive about the effect of the conversion, we have  

no unquestionable way of proving the effect.” 

When the head of the delivery and project manager department, the head of delivery expressed 

a problem related to the analysis project which can be related to the internal improvement of 

the marketing campaigns. 

“As Head of Delivery, I spent countless hours, and take a high degree of 

responsibility for, the value delivered to the customer. As these  

projects become the products of a long, quality-centred  

process, I would highly value a confirmation of the  

progress of the development. Both for internal  

processing, and for the opportunity to  

show the customer how great 

 the campaign is.”  

2.6 Pilot Study Knowledge Exploration Interviews 

In order to explore the research area and case environment, two hour-long unstructured expert 

interviews were conducted, with the same interviewee in both interviews. The interviewed 

expert is a highly esteemed marketer with vast knowledge within marketing measurements.  

Throughout the interviews, the expert highlighted the three dimensions of sales productivity 

and their importance in ABM. These three dimensions are Deal Generation, Deal Expansion 

and Deal Velocity, with addition of the parameter Time Shift, which must also be considered. 

The first dimension of sales productivity is Deal Generation, which can be described as the 

extent of generated deals over a period of time. This parameter therefore implies achieving 

larger amount of generated deals. 

The Deal Expansion parameter can be described as the extent of a generated deal. Selling a 

large quantity of products or products which represent a larger value therefore implies 

increasing deal expansion.   

A third factor in B2B selling is Deal Velocity. This parameter can be described as the time 

length of the sales cycle. If the sales cycle is shortened through increased deal velocity, the 

amount of deals generated will be higher, while simultaneously increasing the amount of 

parallel deals. 
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As sales cycles in Business-to-Business environments are long, looking for immediate effects 

of a marketing campaign is difficult. As stated by the expert, the real effects of marketing might 

reveal themselves in the subsequent sales cycle, and the most paramount goal of marketing is 

to produce pervasive, long-term effects. Thus, an important parameter when measuring 

marketing effects is Time Shift.  

The time slip phenomenon can be described as the time between the initiation of a marketing 

campaign, and the appearance of pervasive effects which can be derived from the marketing 

campaign. The time shift parameter further emphasises that a traditional effects measurement 

approach, where immediate revenue can be expected from marketing, is false. 

According to the expert, while each of the three dimensions deal generation, deal expansion, 

and deal velocity can be looked at independently, from a marketing impact point-of-view, they 

are all of one piece, which according to the expert leads to a fundamental insight. This 

fundamental insight implies that if a pervasive effect of ABM can be found in any of the three 

dimensions, ABM can be considered to have a pervasive impact on the sales cycle as a whole.  

From the expert interviews, it can be concluded that measuring digital ABM is a relevant and 

complex topic. Insights which emerged from the expert interview were focused around which 

areas marketing campaigns can be hypothesised to effect. According to the interviewed expert, 

the sales cycle is an area where the effects of marketing campaigns should be examined. 

2.7 Pilot Study Insights 

Initially, the information of the case environment was limited to the information which was 

provided by Vendemore. However, through a pilot study, the initial problem expressed by 

Vendemore has complex aspects for Vendemore both internally and externally which 

emphasises the important for the research project.  

Internally, the ABM campaign analysis can be used to compare campaigns which have been 

successful, with campaigns that have been underperforming. Therefore, an analysis could help 

improve the core offering itself, which would benefit internal processes. 

Externally, as shown in the pilot study, clients being unsure of the effects of ABM campaigns 

is a reoccurring phenomenon. Convincing multiple stakeholders can be a difficult process, as 

the marketing department which uses the marketing campaign seldom represents the decision 

makers who makes the ultimate decision to implement or not implement a new marketing 

campaign. In order to convince these other stakeholders, the process and impact of a marketing 

campaign needs to be translated to metrics which other departments and stakeholders can 

understand. 

Therefore, the research project could have an impact both internally and externally. The 

findings of the pilot study highly correlate with the initial information which was provided by 

Vendemore. Additionally, the pilot study has provided further insight in the case environment 

and problem situation and the aspects which the research project can influence. 
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3. Literature Review 

In this section, the underlying literature review will be presented. As the research is of an 

Abductive nature, the theoretical framework has supported, while derived from, the events in 

real-world scenarios (Saunders, Lewis & Thornhill, 2009).  

The literature review consists of four areas, the Digital Marketing Transformation, Digital 

Marketing Complexity, Measuring Marketing, and Marketing Return-on-Investment (MROI). 

The Digital Marketing Transformation aims to provide a view of the underlying phenomenon 

which has increased Marketing Complexity. In turn, the Digital Marketing Complexity aims to 

provide a foundation for the very core of the research, Measuring Marketing and MROI. This 

disposition is based on the purpose of the study, and aims to provide a framework which 

supports the research questions, as well as the research objective. This is visualized in Figure 

2, Theoretical Disposition, below. 

 

 

Figure 2, Theoretical Disposition 

 

The theoretical disposition visualizes the four areas, which in turn consist of subareas. To limit 

the extent of the theoretical areas, the marketing department differentiation which can be 

directly related to the digital marketing complexity is presented, but the implications of 

organizational and interdepartmental collaboration is not presented in this study. 

  

Digital Marketing Transformation

Digital Marketing Complexity

Measuring Marketing

MROI
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3.1 Digital Marketing Transformation 

The contemporary society is continuously changing, with a sizeable implication on business 

practices. Marketing departments have been especially affected by the digital transformation, 

with both growing recognition and expectations from top management (Wiersema, 2013).  

In order to characterize how the digital transformation has changed marketing, the digital 

transformation can be explained through a change in customer sophistication, which leads to a 

change in marketing practices (Grewal et al., 2015). 

3.1.1 Buyer Sophistication 

The digital transformation has facilitated information access to such an extent, that buying 

processes as a whole have been fundamentally changed (Tiago & Veríssimo, 2014; Wiersema, 

2013). This is especially prominent in the B2B context, since buying behaviour have four 

distinct characteristics: buying decisions are driven by derived demand, multiple stakeholders 

are involved in buying decisions, buying cycles are long, and product needs are complex. 

Therefore, added complexity of these four characteristics implies significant change in buying 

behaviour when information access is facilitated. (Grewal et al., 2015) 

As previously mentioned, facilitated information gathering has transformed B2B buying 

behaviour through a significantly more sophisticated customer. The first step in the buying 

process for over 70% of contemporary B2B buyers is to conduct research through google. As 

references, comments and evaluations are accessible online, there is less need for contact 

through salespeople. Industry surveys reveal that over 60% of a complex buying process is 

already complete when a live salesperson is engaged (Grewal et al., 2015; Järvinen & 

Karjaluoto, 2015). Furthermore, 77% of buyers in the B2B context would conduct their own 

research before engaging with a sales representative (Grewal et al., 2015). 

This significant shift in buying behaviour has put significant pressure on marketing 

departments, as buying patterns and behaviours can reshape rapidly. Therefore, organisations 

consider themselves to have unsatisfactory customer insights, in newer markets in particular 

(Wiersema, 2013). 

3.1.2 Marketing Paradigm Shift 

As the interaction between buyer and seller has progressed, marketing practices have changed 

to a large extent (Järvinen & Karjaluoto, 2015). Tiago and Veríssimo, (2014) explains, 

contemporary selling organisations need to establish an online marketing strategy in order to 

establish long-term customer relationships. Establishing long-term relationships with customers 

is highly dependant on customisability, as customers have become increasingly sophisticated 

with unique needs. Therefore, B2B companies often use a Digital Content Marketing strategy 

(Holiman & Rowley, 2014; Järvinen & Taiminen, 2015).  

  



18 

 

For this research project, the following definition of digital content marketing originally 

presented by Holliman and Rowley (2014, p. 285) is used: 

“B2B digital content marketing involves creating, distributing and sharing 

relevant, compelling and timely content to engage customers at the  

appropriate point in their buying consideration processes,  

such as it encourages them to convert to a  

business building outcome.” 
 

As explained by Järvinen and Karjaluoto (2015), digital content marketing allows companies 

to customise and optimise marketing for segmented customers, digital content marketing 

practices have gained a large amount of focus amongst B2B companies, as 86% of American 

B2B marketers use digital content marketing.  

Account Based Marketing 

According to Purcărea (2015), in large organizations in the B2B context, a small minority of 

the customers often represent a large majority of the sales profit. This relationship is often 

referred to as the Pareto Principle, which is a common principle when within market and 

economic contexts. The principle states, that a small minority, often 20 percent of a population, 

represent 80 percent of the measured effects Den källa som angetts är ogiltig..  

As explained by Purcărea, (2015), Account Based Marketing (ABM) can be considered to be 

derived from a foundation built upon the Pareto principle and digital content marketing. 

Account Based Marketing can be explained as a strategic digital content marketing approach 

which is used to aim marketing at a specific range of highly valuable accounts (customers), in 

order to gain maximum retention from long-term, complex relationships. In this research 

project, the following explanation of ABM from Purcărea, (2015, p.4) is considered 

fundamental. 

 

“Account Based Marketing is used by marketers as a strategic approach to 

support a defined universe of accounts by targeting highly desirable  

individual accounts (buyers) and engaging them during different  

stages of the buying process, while reflecting  

alignment of the sales and marketing.” 

 

Account Based Marketing is therefore an approach which focuses heavily on coordination 

between technology, processes and the tacit knowledge of people. To implement ABM as a 

marketing strategy often requires a transformation within an organization, where sales and 

marketing departments need to increase their alignment, and share the responsibility for 

customer experience Den källa som angetts är ogiltig.. This is similar to the requirements of 

digital content marketing, as a failure in collaboration when implementing digital content 

marketing may render the marketing campaign fruitless (Järvinen & Karjaluoto, 2015). 
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3.2 Digital Marketing Complexity 

The Digital transformation has changed the marketing landscape, since it has both enabled 

innovative methods, while bringing an increased sense of complexity (Holloman & Rowley, 

2014). Thus, according to Tiago and Veríssimo (2014), the digital revolution has brought a shift 

from traditional marketing to digital marketing, as complex marketing strategies and methods 

have emerged.  

Leeflang et al. (2015) explain, the digital transformation has changed the marketing landscape 

through adding an increased sense of complexity to both the markets and the marketing 

practices. As organisations try to handle these challenges, the rapidly changing marketing 

practices  

According to Leeflang et al. (2015), complexity of marketing and difficulty of innovative 

marketing practices has made marketing increasingly intangible, as the innovative strategies 

themselves might be haphazard and therefore difficult to grasp. However, there is an expressed 

need for the adaptation of innovative digital marketing strategies to fully harness the power of 

the digital society (Holloman & Rowley, 2014). Therefore, a conflict arises from the gap formed 

between the need for innovative digital practices, and the complexity of introducing and 

translating these digital practices and methods.  

This conflict is emphasised by Royle and Laing (2014), who describes an emerging skill gap 

due to the complexity of marketing, as marketing departments experience difficulties with 

communicating the effects of innovative marketing strategies. The gap which appears between 

the need- and complexity of digital content marketing puts an increasing emphasis on 

interdepartmental collaboration, as digital marketing campaigns require a high degree of 

customer involvement and insights (Rowley, 2015; Järvinen & Karjaluoto, 2015).  

3.2.1 Marketing Department Differentiation 

However, when digital marketing campaigns are implemented, political differences between 

departments often result in malfunctioning integration and collaboration, which in turn can lead 

to competitive disadvantages Den källa som angetts är ogiltig.. This phenomenon is greatly 

emphasized between sales and marketing departments, in the Business-to-Business context in 

particular, as the sales cycles are often complex and interdependent of both sales and marketing 

resources (Le Meunier-FitzHugh et al., 2011). 

According to Massey (2012), the previously highlighted differentiation between departments 

becomes a problem, as the interests of the sales and marketing department is often highly 

interdependent. Marketing departments are dependent on the Sales departments in order to gain 

key information about the customers. Sales departments, by contrast, are dependent on the 

Marketing departments to customize their sales strategies, and therefore improve sales 

effectivity (Le-Meunier-FitzHugh & Massey, 2011). Therefore, a marketing strategy that 

requires a transformation regarding both sales- and marketing departments can become difficult 

to implement because of an increased complexity (Järvinen & Taiminen, 2015; Purcărea, 2015; 

Möller & Parvinen, 2015). 
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3.3 Marketing Measurements 

As stated by Leeflang et al. (2014), digital measurements are often difficult to analyse and 

translate to tangible measurements. Therefore, the impact of digital campaigns is often 

overlooked, as the translation of the measurements is ineffective (Leeflang et al., 2014; Ryoo, 

Jeon & Lee, 2015). In a study by Leeflang et al. (2014), several surveys were conducted in 

order to trace where the problems with digital metrics arise. Findings of a conducted survey are 

visualized in Table 1 below. 

 

Table 1, Digital Measurement Problems 

Source: Leeflang et al. (2014), p. 8 

Problems with online metrics (N = 777) Percentage of respondents 

Not able to quantify the financial impact on the business. 31% 

Difficult to understand what these metrics measure. 24% 

Not directly comparable with the traditional metrics. 23% 

Don’t help to identify the relevant non-financial, behavioural 

predictors in my business (e.g. repurchase rate). 
23% 

Not actionable. 20% 

Too many metrics, difficult to tell which ones matter most. 18% 

Too ‘fluffy’ and not grounded in tangible data. 18% 

Not detailed enough. 11% 

Too different from traditional metrics. 9% 

 

 

In Table 1, the most commonly expressed problem is visualized as ”Not able to quantify the 

financial impact on the business”, which is expressed by 31% of the respondents. An additional 

highlighted problem in Table 1 is ”Difficult to understand what these metrics measure”, which 

24% of the respondents express. The two problems ”Not directly comparable with the 

traditional metrics” and ”Don’t help to identify the relevant non-financial, behavioural 

predictors in my business (e.g. repurchase rate)” are both highlighted by 23% of the 

respondents.  

The four most commonly expressed problems from study by Leeflang et al. (2014) reveal 

several problems within measurements of digital marketing. Additionally, Streukens, van 

Hoesel and de Ruyter (2011) also express a problem with measuring and translating marketing 

investments to financial metrics, which in turn limits decision making. This problem is 
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emphasized further, as internal stakeholders often require a prognosis of the value of marketing 

campaigns even before the marketing campaign is launched (Smyth & Lecoeuvre, 2015; Luo 

& Kumar, 2013).  

In the study by Leeflang et al. (2014), 53% of the respondents of a conducted survey expressed 

that a solution to many problems regarding digital campaign measurement is to ”train managers 

on how to use and interpret online metrics and key performance indicators”. Additionally, in 

the study, one of the four major challenges which digital marketers are faced with is determined 

to be “The omnipresence of new digital metrics and the subsequent assessment of the 

effectiveness of (digital) marketing activities”. 

3.3.1 Marketing Measurement Practices 

Investors and stakeholders are highly aware of risks, and are reluctant to invest in projects which 

have a limited in guaranteeing a profitable return on their investment. Therefore, possible 

investments are evaluated according to the extent of the retention the investment will produce, 

which has led to marketers becoming challenged to visualize the return on investment effects 

of their marketing campaigns to an increasing extent (Smyth & Lecoeuvre, 2015).  

To visualize the return on investment effects of marketing campaigns, the metric Return on 

Marketing Investment (MROI or ROMI) is commonly used (Farris et al., 2015; Lenskold, 2003; 

Mitchell & Olsen, 2013; Luo & Kumar, 2013).  

Lenskold (2003, p.19) presents a general marketing measurement model which focuses on the 

net financial return of marketing investments which is presented below.   

 

𝑀𝑅𝑂𝐼 =
𝐺𝑟𝑜𝑠𝑠 𝑀𝑎𝑟𝑔𝑖𝑛 − 𝑀𝑎𝑟𝑘𝑒𝑡𝑖𝑛𝑔 𝐼𝑛𝑣𝑒𝑠𝑡𝑚𝑒𝑛𝑡

𝑀𝑎𝑟𝑘𝑒𝑡𝑖𝑛𝑔 𝐼𝑛𝑣𝑒𝑠𝑡𝑚𝑒𝑛𝑡
 

Figure 3, MROI Generalistic Model 

 

The model which Lenskold (2003) visualizes is focused on the net financial return on a 

marketing investment. According to Lenskold (2003), the presented formula forms the very 

foundation of marketing ROI.   

Farris et al. (2015) present a widespread application of MROI, which is presented below 

(adapted from Farris et al., 2015, p. 6). 

 

𝑀𝑅𝑂𝐼 =
𝐼𝑛𝑐𝑟𝑒𝑚𝑒𝑛𝑡𝑎𝑙 𝐹𝑖𝑛𝑎𝑛𝑐𝑖𝑎𝑙 𝑉𝑎𝑙𝑢𝑒 𝐺𝑒𝑛𝑒𝑟𝑎𝑡𝑒𝑑 𝑏𝑦 𝑀𝑎𝑟𝑘𝑒𝑡𝑖𝑛𝑔 − 𝐶𝑜𝑠𝑡 𝑜𝑓 𝑀𝑎𝑟𝑘𝑒𝑡𝑖𝑛𝑔

𝐶𝑜𝑠𝑡 𝑜𝑓 𝑀𝑎𝑟𝑘𝑒𝑡𝑖𝑛𝑔
 

Figure 4, MROI Quotient Model 

 

 

As visualized in Figure 4, the formula presented by Farris et al. (2015) is fundamentally similar 

to the formula presented by Lenskold (2003) in Figure 3. As Farris et al. explains, the transition 
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from marketing investment to financial return is of high importance, which reflects the 

viewpoints of Lenskold et al. (2003).  

However, Farris et al. (2015) also propose a different approach when applying MROI 

measurements, which is focused on the weighted net return on marketing efforts. An adapted 

version of the proposed calculation is presented below (adapted from Farris et al., 2015, p. 18). 

 

𝑀𝑎𝑟𝑘𝑒𝑡𝑖𝑛𝑔 𝐸𝑐𝑜𝑛𝑜𝑚𝑖𝑐 𝑃𝑟𝑜𝑓𝑖𝑡 = 𝑁𝑀𝐸𝐶 − (𝑀𝑎𝑟𝑘𝑒𝑡𝑖𝑛𝑔 𝐵𝑢𝑑𝑔𝑒𝑡 ×  𝑊𝐴𝑀𝐶) 

Figure 5, Marketing Economic Profit Model 

 

NMEC: Net Marketing Effort Contribution 

WAMC: Weighted Average Marketing Cost 

In order to analyse the profit from marketing efforts, the calculation takes the net contribution 

of marketing efforts into account (Farris et al., 2015).  

As visualised in Figure 3 , Figure 4, and Figure 5, current MROI practices concern the transition 

from marketing investment to financial metrics. Thus, the involved parameters are strictly 

regarding the financial cost and return of marketing campaigns. (Mitchell and Olsen, 2013) 

3.3.2 MROI Complexity 

In the article by Farris et al. (2015), the authors argue that MROI as a metric is often ambiguous, 

and needs clarification and further development in order to be transparent to other departments 

within an organisation, which is also expressed by Järvinen and Karjaluoto (2015). 

Additionally, as explained by Smyth & Lecoeuvre (2015), further research should be conducted 

regarding the application of MROI and generating dialogue between marketing and finance 

departments. 

The intangibility of MROI is highlighted by Mitchell and Olsen (2013) who explain that MROI 

is often viewed as a metric which measures marketing effectiveness and productivity, but as the 

effects of marketing are not always connected to profit, which renders traditional views of 

MROI outdated. The authors also state, that current practices which involve MROI are often 

misleading, as MROI should be viewed as a measurement of how the sensitivity of profit 

changes, rather than the profit itself, which is also emphasised by Leeflang et al. (2014) and 

Ryoo et al. (2015). Furthermore, Farris et al. (2015) explain that the development of MROI 

requires a qualitative shift, implying a larger focus on qualitative data in marketing 

measurements, because of the ambiguity of the metric.   

However, according to Smyth and Lecoeuvre (2015), even though MROI is complex, it can be 

used as a suitable marketing measurement tool, as it offers a dialogue between sales and finance 

departments. This is also emphasised by Leeflang et al. (2014), who determine one of the three 

most important actions in order to face challenges within digital marketing metrics to be “To 

create actionable digital metrics”. 
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As stated by Smyth and Lecoeuvre (2015), marketing departments will have to continue 

answering to the financial demands of other departments, until a dialogue is developed through 

improved metrics and criteria. A better understanding of practices of MROI can be used in these 

situations, as a dialogue facilitator between the departments.  

Current theory regarding the return of marketing investments can be considered to be coherent 

to a large extent. The authors Farris et al. (2015); Leeflang et al. (2014); Luo and Kumar (2013); 

Mitchell and Olsen (2013); Smyth and Lecoeuvre (2015); Järvinen & Karjaluoto (2015) all 

emphasise the importance of marketing effectiveness measurements, but are ambiguous 

regarding how these measurements should be conducted and underpin the importance of 

developing marketing return on investment measurement tools.  
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3.4 Theoretical Framework 

The theoretical framework aims to provide a coherent view of how literature has supported the 

development of answers for the research questions. In the theoretical framework, a summary of 

the traditional, widespread MROI practices will be presented. Subsequently, identified 

challenges which stem from the current MROI practices are presented.   

 

Research Question 1 

How can a marketing Return-on-Investment measurement model be 

structured for Digital Account Based Marketing? 

 

Research Question 2 

Which parameters can be considered central for marketing Return-on-

Investment analysis of Digital Account Based Marketing?  

 

The current, highlighted MROI practices which have been previously highlighted are visualized 

in Table 2 below. Selected MROI practices have been gathered from Lenskold (2003) and Farris 

et al. (2015). 

 

Table 2, Current MROI Practices 

 
Current MROI Practices 

MROI Practice 1: 

(Lenskold, 2003) 
𝑀𝑅𝑂𝐼 =

𝐺𝑟𝑜𝑠𝑠 𝑀𝑎𝑟𝑔𝑖𝑛 − 𝑀𝑎𝑟𝑘𝑒𝑡𝑖𝑛𝑔 𝐼𝑛𝑣𝑒𝑠𝑡𝑚𝑒𝑛𝑡

𝑀𝑎𝑟𝑘𝑒𝑡𝑖𝑛𝑔 𝐼𝑛𝑣𝑒𝑠𝑡𝑚𝑒𝑛𝑡
 

MROI Practice 2: 

(Farris et al., 

2015) 

𝑀𝑅𝑂𝐼 =
𝐼𝑛𝑐𝑟𝑒𝑚𝑒𝑛𝑡𝑎𝑙 𝐹𝑖𝑛𝑎𝑛𝑐𝑖𝑎𝑙 𝑉𝑎𝑙𝑢𝑒 𝐺𝑒𝑛𝑒𝑟𝑎𝑡𝑒𝑑 𝑏𝑦 𝑀𝑎𝑟𝑘𝑒𝑡𝑖𝑛𝑔 −  𝐶𝑜𝑠𝑡 𝑜𝑓 𝑀𝑎𝑟𝑘𝑒𝑡𝑖𝑛𝑔

𝐶𝑜𝑠𝑡 𝑜𝑓 𝑀𝑎𝑟𝑘𝑒𝑡𝑖𝑛𝑔
 

MROI Practice 3: 

(Farris et al., 

2015) 

𝑀𝑎𝑟𝑘𝑒𝑡𝑖𝑛𝑔 𝐸𝑐𝑜𝑛𝑜𝑚𝑖𝑐 𝑃𝑟𝑜𝑓𝑖𝑡 = 𝑁𝑀𝐸𝐶 − (𝑀𝑎𝑟𝑘𝑒𝑡𝑖𝑛𝑔 𝐵𝑢𝑑𝑔𝑒𝑡 ×  𝑊𝐴𝑀𝐶) 

 

As visualized in Table 2, current marketing measurement practices are similar to a large extent. 

The foremost objective of the visualized marketing measurement practices is to translate a 

marketing investment to a financial result, which is widely emphasized by the authors Farris et 

al. (2015) and Lenskold (2003).  
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To bring additional light to incorporated metrics in current MROI practices, the metrics 

incorporated in current MROI practices from Table 2 have been summarized and categorized 

in Table 3 below. The incorporated metrics have been categorized according to the 

organizational department from which the metrics can be derived from. 

 

 
Table 3, MROI Metric Categorization 

Metric MROI Practice Metric Category 

Gross margin MROI Practice 1 Financial 

Marketing investment MROI Practice 1 Financial, Marketing 

Incremental financial value generated by marketing MROI Practice 2 Financial, Marketing 

Cost of marketing MROI Practice 2 Financial, Marketing 

Marketing economic profit MROI Practice 2 Financial, Marketing 

NMEC (Net marketing effort contribution) MROI Practice 3 Financial, Marketing 

Marketing budget MROI Practice 3 Financial, Marketing 

WAMC (Weighted average marketing cost) MROI Practice 3 Financial, Marketing 

 

 

As visualized in Table, the vast majority of incorporated metrics in current marketing 

measurement practices can be categorized as financial and marketing metrics, with a strong 

emphasis on financial results. Additionally, the highlighted MROI practices in Table 2 can be 

considered simple, as a maximum of three metrics have been incorporated.  

The overview, summary and categorization of current marketing measurement practices have 

been examined and compared to challenges related to current marketing measurement practices. 

Thus, challenges which have a high relevance to the overview, summary and categorization 

provided in Table 2 and Table 3 are considered highly relevant to the data collection and 

analysis of this research project. 
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Relevant theoretical challenges which are directly linked to the current MROI practices have 

been summarized in Table 4 below. The following challenges are considered fundamental for 

the development of data collection and analysis in this research project. 

 

Table 4, Challenges Derived From Current Marketing Measurement Practies 

Author Year Marketing Measurement Challenge 

Purcărea 2015 
Marketing measurement models need to be enhanced and customized to a further extent in order to better suit 

the customers. 

Farris et al. 2015 Measuring marketing ROI is important, but current metrics are ambiguous. 

Smyth & Lecoeuvre 2015 Marketing investments have to be justified financially, which is difficult and often misleading. 

Järvinen 2014 Measuring marketing is important and measurement tools are underdeveloped. 

Leeflang et al. 2014 Analysing marketing measurement metrics is very important, but difficult because of the diversity of metrics. 

Luo & Kumar 2013 Marketers are often unable to measure the tangible financial effects which marketing campaigns generate. 

Mitchell & Olsen 2013 
Traditional marketing measurements are ambiguous and require additional viewpoints other than financial 

metrics. 

Massey 2012 
The traditional bureaucratic measures often used to measure sales and marketing collaborations, can be 

considered ineffective. 

Le Meunier-

Fitzhugh & Massey 
2011 Traditional “hard” measurements may not be optimal for marketing effectiveness measurements. 

 

 

In the theoretical framework, it becomes clear that relevant articles, to a large extent, are 

coherent in their views of marketing effectiveness measurement. The traditional, hard and 

bureaucratic measures used for marketing measurements can be considered ineffective 

(Massey, 2012; Le Meunier-Fitzhugh & Massey, 2011). Marketing measurements in current 

MROI practices are mainly financial, which is misleading (Smyth & Lecoeuvre, 2015).  

The identified challenges highlight an increased customization of current MROI practices 

(Purcărea, 2015). Additional customization, according to the identified challenges, are mainly 

regarding incorporating additional viewpoints, other than marketing and financial viewpoints 

(Mitchell & Olsen, 2013).  

As the metrics summarized in Table 3 can be considered to show strict financial viewpoints of 

marketing investments (Farris et al., 2015; Lenskold, 2003), the challenges in Table 4 are 

considered relevant to this research project.  
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4. Method & Research Approach 

The following chapter aims to explain what method and research approach has been used 

throughout the research project. Additionally, the research method and approach are compared 

to alternative strategies to justify the application of method and research approach. 

Subsequently, the data gathering methods are explained, which can be derived from the research 

method and approach. 

4.1 Research Approach 

When the nature of the underlying problem is explored, the two general approaches Deductive 

and/or Inductive reasoning can be used (Saunders, Lewis & Thornhill, 2009; Taylor, Bogdan 

& DeVault , 2015). This research project has used a mix of Deductive and Inductive reasoning, 

which is known as an Abductive research approach (Timmermans & Tavory, 2012). In order 

to explain and justify the research approach, deductive and inductive reasoning will be 

explained further. 

Using a Deductive Approach implies highlighting a theoretical problem through a literature 

research. Following the problem definition, the theoretical problem is tested through real-world 

applications (Saunders et al., 2009; Timmermans & Tavory, 2012; Runeson, Höst, Rainer & 

Regnell, 2012). A deductive approach is visualized in Figure 6 below. 

 

 

 

Figure 6, Deductive Approach 

Source: Runeson et al., (2012) 

 

 

An Inductive Approach is fundamentally different. Inductive studies start through real-world 

observations, and explores the observed problem through theoretical applications. Patterns and 

understanding emerge through the analysis of data, by contrast of using data to verify theoretical 

models (Taylor et al., 2015; Timmermans & Tavory, 2012). An inductive approach is visualised 

in Figure 7 below. 

 

 

Theory Hypothesis Observations Confirmation
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Figure 7, Inductive Approach 

Source: Runeson et al. (2012) 

 

As the origins of the underlying problem can be found in real-world observations, the Research 

Approach uses an Inductive reasoning. Therefore, the real-world observations are of critical 

importance to the problem description. Thus, the study has a high degree of connection to a 

practical problem, which increases the relevance of the study (Taylor et al., 2015; Timmermans 

& Tavory, 2012). 

However, as the research project is strongly supported by relevant literature, and examines 

theoretical models through data, the research project is also of a Deductive nature (Saunders et 

al., 2009). Therefore, the project can be considered to use an Abductive approach, which is 

highly relevant in contemporary research as highlighted by Timmermans and Tavory (2012). A 

visualization of the abductive approach is visualized in Figure 8, Abductive Approach 

Adapted from: Runeson et al. (2012) below. 

 

 

 

Figure 8, Abductive Approach 
Adapted from: Runeson et al. (2012) 

 

As shown in Figure 8 above, research questions has emerged through both literature and 

observations. The hypothesis is then explored in the case environment and results in a 

confirmation.  

  

Observations Pattern
Tentative 

Hypothesis
Theory

Observations Pattern

Theory

Hypothesis Observations Confirmation
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4.2 Research Purpose Classification 

When the purpose of a research is decided, it can be described through the three classifications 

Exploratory, Descriptive and Explanatory. A study can be divided into one of the 

classifications, or use a mix of multiple classifications (Harrison, 2013; Creswell, 2013).  

When the purpose of a study is to find deeper insight of a problem, or when the nature of the 

problem is uncertain, the research purpose can be described as Exploratory (Creswell, 2013). 

Exploratory research begins with the collection of qualitative data, often through interviews, 

with the aim of providing a sound basis for future quantitative research (Harrison, 2013). 

Because of the nature of the research area, this study can be described as Exploratory. Experts 

have been interviewed to gain further insight regarding a research problem, with a subsequent 

qualitative analysis. Furthermore, the aim of the research is to obtain a deeper understanding 

within a subject, which correlates well with descriptions of exploratory research purposes 

(Saunders et al., 2009). 

When the purpose of a study is to provide a thorough situation analysis through a description 

of a situation or series of events, it can be characterized as Descriptive (Saunders et al., 2009). 

Therefore, descriptive research is often used to complete, or form the basis for, Exploratory 

research. The underlying reason behind using both a descriptive and exploratory research is that 

descriptive research alone will seldom reach conclusions. By contrast, Exploratory research can 

reach conclusions, but needs the basis of a high quality situation analysis (Harrison, 2013; 

Saunders et al., 2009). As the aim of the research project is not to describe a situation or series 

of events, the research cannot be classified as Descriptive. 

Research projects which aim to examine and explain relationships between variables can be 

classified as Explanatory (Creswell, 2013). Therefore, explanatory research often concerns 

collecting quantitative data, to find correlations from large, statistically accurate sample sizes. 

Subsequently, the quantitative data is evaluated through qualitative data in order to obtain 

further knowledge to support the results (Harrison, 2013). As this research project mainly 

focuses on exploring and analysing qualitative data, the research project cannot be classified as 

Explanatory. 

The research purpose of this research project uses an Exploratory approach as a contemporary 

phenomenon is studied with the aim of obtaining further insight.  

4.3 Research Strategy 

When the purpose of the research has been outlined, a defined research strategy is required. 

This research project has used a Case Study strategy, which will be justified through further 

explanation of a Case Study strategy. 

A Case Study can be described as a strategy for investigating and examining a contemporary 

phenomenon. This is done through a thorough exploration of a limited environment which is 

considered highly relevant to the investigated phenomenon. The environment of the case study 

is often complex and not strictly predetermined. Case studies are mostly conducted in real-
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world environments, with less focus on controlling events and more focus on exploring realistic 

effects (Runeson et al., 2012; Yin, 2003).  

Different research strategies which are often used are Surveys and Experiments. Surveys focus 

on examining a broad phenomenon through large sample sizes, while experiments investigate 

the effects of manipulating limited variables in a controlled environment (Runeson et al., 2012).  

As the research project has explored a both the effects and boundaries of a complex 

phenomenon in an environment which was not strictly predetermined, the research strategy has 

been defined to a Case Study strategy. Furthermore, the research project has examined a 

problem which is highly relevant both in a real-world scenario and contemporary literature. 

Therefore, through an exploration of the case environment, found conclusions can be applied 

in an environment not limited to the case environment, which can be considered vital to case 

studies (Yin, 2003; Runeson et al., 2012). 

Case studies can be defined as holistic case studies or embedded case studies. A holistic case 

study is used when a case is studied as a whole, rather than looking at separate subunits. 

Embedded cases examine multiple separate units within a case, and analysis findings from the 

identified separate units. For this research project, a holistic approach has been used, since the 

case environment has been examined as a singular unit, and relevant literature is of a holistic 

nature. (Runeson el al., 2012)  

Since case studies often explore complex events within limited environments, findings can be 

validated through triangulation. This research project has used a Methodological triangulation, 

which implies using and combining different types of data collection. (Runeson et al., 2012; 

Ritchie, Lewis, Nicholls & Ormston 2013) 
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4.4 Data Collection 

As previously mentioned, when conducting a case study, Data Collection is often done through 

several different sources of data, through several different channels, dependant on the nature 

and context of the research. Subsequently, the gathered data is analysed and triangulated to 

form a holistic, coherent result (Runeson et al., 2012).  

The gathered data has been classified as First, Second or Third Degree data. First degree data 

has been gathered through direct interaction in the research project, secondary data has been 

gathered without direct contact during the research project, and third degree data is already 

existing data which has been used but not gathered in the research project (Runeson et al., 

2012).  

Data collection methods used in this research have been summarized and are visualised below 

in Table 5. 

 

Table 5, Data Collection Methods 

Data Collection Method Data Collection Extent Data Type Classification 

Observations Continuous data collection Qualitative 
First & Second 

degree 

Project Manager 

Interviews 

Situation analysis through 4 

interviews 
Qualitative First degree 

Expert Interviews 
Data exploration through 5 

interviews 
Qualitative First degree 

Archival Data Continuous data exploration Quantitative Third degree 
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4.4.1 Observations 

Using observations as a source of qualitative data implies observing and actively analysing an 

environment (Runeson et al., 2012). In this research project, observations have played a key 

role in obtaining a holistic view of the case study environment. The extent of the observations 

has stretched from being present in meetings with relevant Vice Presidents and Marketing 

Managers, to daily observations regarding casual methodology in the case environment. 

Initially, observations were focused on client meetings and internal methodology, but as the 

research project progressed, observations were focused on relevant external experts. 

4.4.2 Interviews 

Interviews are one of the most paramount sources of data for qualitative research (Ritchie et al., 

2013) and has been a very important source of data for this research project. Interviews as a 

data source have been used throughout the research project to explore the underlying problem, 

and as verification for methodology and findings.  

Problem exploration interviews have been conducted in order to explore the problem area and 

form a coherent and extensive situation analysis. Expert interviews have been conducted to gain 

a deeper understanding of marketing measurements, and consequently develop a conceptual 

methodology which represents the core findings of this research project. An overview of the 

conducted interviews is shown in Table 6. 

Table 6, Conducted Interviews 

Interviewee Title Interview Purpose Length 
Interview 

Location 

A Marketing Manager Problem Exploration 46 minutes Stockholm 

B Project Manager Problem Exploration 52 minutes Stockholm 

C Project Manager Problem Exploration 48 minutes Stockholm 

D Head of Delivery Problem Exploration 56 minutes Stockholm 

E 
 Marketing Measurement 

Expert 
Knowledge Exploration 62 minutes 

Stockholm – 

Phoenix, AZ 

F ABM Expert Knowledge Exploration 80 minutes Stockholm 

E 
Marketing Measurement 

Expert 

Methodology 

Development 
90 minutes 

Stockholm – 

Phoenix, AZ 

E 
Marketing Measurement 

Expert 
Results Exploration 90 minutes 

Stockholm – 

Phoenix, AZ 

F ABM Expert Results Exploration 90 minutes Stockholm 
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Interviewees for the research project have been selected because of their extensive knowledge 

of the case environment and underlying problems. For the problem exploration interviews, 

interviewee A, B, C, and D have been selected. The interviewed experts E and F have been 

selected for knowledge exploration, methodology development, and results exploration. 

The conducted problem exploration interviews have been semi-structured, as the aim of these 

interviews was to obtain deeper insights of problems within specific areas. As the interviewees 

must be allowed to express their view of their respective fields of expertise, these interviews 

could not be fully structured. 

Interviewee A is a marketing manager with extensive knowledge of ABM implementation. 

Therefore, interviewee A has extensive knowledge regarding the ABM market environment, 

and what parameters are considered crucial to gain maximum performance of an ABM 

campaign. Interviewee B and C are project managers with degrees of customer involvement. 

Thus, interviewee B and C have extensive knowledge of what expectations customers have of 

ABM campaigns.  The head of delivery, interviewee D, has extensive knowledge regarding the 

delivery of ABM, and how ABM campaigns can be translated across departments.  

As interviewee A, B, C, and D all have extensive knowledge within several different fields of 

ABM delivery, the problem exploration sample is considered to form a representative view of 

the case environment in this research project. 

Expert interviews have been unstructured, as the aim of the expert interviews has been to gain 

further knowledge regarding digital marketing campaign measurements. As these interviews 

have been conducted with highly esteemed experts, the interviewees must be allowed to “think 

aloud” (Runeson et al., 2012). Therefore, these interviews have been kept unstructured and have 

proven to be a vital source of qualitative data.  

The interviewed experts have been selected because of their extensive knowledge of ABM, 

marketing measurements and organisational collaboration. Interviewee E is a very highly 

esteemed marketer who has a background as Chief Marketing Officer within several large 

corporations, and is currently CEO and founder of a marketing analysis company. Expert F is 

the founder of Vendemore, and can be considered an expert in ABM and marketing. 

  



34 

 

4.4.1 Archival Data 

Archival data is usually categorized as historical data which can be found in archives in the case 

study environment. This data is often diverse and can often concern managerial documents, 

organisational guidelines, meeting documents, financial records, and technical documents 

(Runeson et al., 2012). 

In this research project, a focus point was to investigate relevant secondary data in order to 

explore the effects of marketing campaigns through identifying important parameters for a 

conceptual model. Archival data which was needed for the research project was therefore 

determined to be related to financial data, marketing campaign data, sales data, and 

organisational data. Subsequently, archival data from different department fields has been 

discussed in depth during expert interviews, which has led to the development of data 

parameters. 

4.5 Sample Selection 

Sampling methods are commonly divided into probability sampling and non-probability 

sampling. Research projects which utilize probability sampling gather data from random 

samples of a known population. Therefore, the probability of each sample being selected is 

predetermined. Non-probability sampling implies deliberately choosing a suitable sample for 

data collection and analysis. Thus, a non-probability sample is not chosen in order to be 

statistically justified, but is deliberately chosen to visualize a representative sample. (Ritche et 

al., 2003) 

In qualitative research, a non-probability sample is commonly used since it allows the 

researchers to highlight specific characteristics of the selected sample. Using a purposive 

sample is common within non-probability sample selection. A purpose sample implies 

deliberately choosing samples which are deemed representative of key criteria. (Ritche el al., 

2003) 

Because of the qualitative nature of this research project, a non-probability sample has been 

used. Vendemore has been the purposive chosen case environment because of the relevance of 

the contemporary marketing strategic approach ABM, which forms the core of Vendemore’s 

business practices. 

For the conducted interviews, the purposive chosen interview sample has been experts which 

have been deemed representative of the key criteria extensive knowledge within the fields ABM 

and marketing measurements.  
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4.6 Data Analysis 

When conducting a case study, several different approaches can be used. Commonly, a 

differentiation is made between case studies which have analyzed results from multiple cases 

and case studies which have analyzed results from a single case. When multiple cases are 

analyzed, a Cross-case synthesis is commonly used, which is a method of comparing findings 

between cases to generalize findings. (Runeson et al., 2012) 

When a single case is analyzed, the data analysis methodology Explanation building is 

commonly used. An explanation building data analysis seeks to identify patterns and seek 

explanations from which the identified patterns can be derived. (Runeson el al., 2012) 

Because of the qualitative nature and single-case approach of this research project, an 

explanation building data analysis methodology has been used.  As the purpose of this research 

project has been to explore marketing measurement practices for contemporary marketing 

strategic approaches, an explanation building data analysis has been deemed appropriate. Thus, 

the identified patterns in this case study has been within the previously highlighted commonly 

used marketing measurement practices. Subsequently, an explanation has been sought to these 

emerging patterns through conducted expert interviews, to gain further insight regarding the 

development of current marketing measurement practices. 

4.7 Reliability & Validity 

Reliability and Validity are concepts which are used to described quality and sustainability of a 

research project. Reliability concerns the replicability of a research project, which widely 

concerns how trustworthy and consistent a conducted study can be considered to be. While 

more reliability actions are widely used within quantitative studies, reliability actions are less 

common in qualitative studies, as a study of a qualitative nature has a certain degree of 

uniqueness. (Ritchie et al., 2003) 

The reliability perspectives considered in this research project are sample selection, fieldwork, 

analysis, and research design. (Ritchie et al., 2003) 

In this research project, a non-probability sample has been selected for the core expert 

interviews, as the interviewed experts have been selected because of their extensive knowledge 

of relevant areas (marketing measurements and DABM). Thus, the interviewed experts have 

been selected because of their knowledge, and not their potential connection to the research 

itself. 

When conducting fieldwork, the interviewees have been allowed to express themselves with 

little constraints from the interviewer. Thus, personal bias has been minimized through the 

structure of the interviews, where the predetermined questions have been constructed to 

minimize the influence on answers from the interviewees.  

The analysis in this research has been conducted through an examination of interview answers 

and a comparison with current relevant literature. As answers have been analyzed and compared 

to literature, rather than correlate, the transforming effect of analysis on gathered data can be 

considered minimal. 
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The research design has been constructed to allow viewpoints other than predetermined 

viewpoints from literature to emerge. Thus, the research design has been conducted to minimize 

predetermined construction of the collected data. 

Validity perspectives considered in this research project are sample coverage, capture of the 

phenomena, identification, and display.  

As previously mentioned, the sample coverage has been selected due to the knowledge of the 

interviewees. The core criteria for the selected sample has therefore been determined to be 

knowledge. 

The data collection has been conducted to maximize the capture of phenomena within 

marketing measurements. Therefore, allowing the interviewed experts to explain their views of 

the research area has been a fundamental part of the research. 

Identification of parameters has been conducted to categorize research findings, through a 

categorization and identification of current marketing measurement practices. Thus, the 

findings in current literature have been translated and communicated to participants in the 

research project. 

The display of research findings has been constructed to communicate the full extent of insights 

which stem from this research project. Therefore, as much as possible of the collected data has 

been presented in this report.   
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5. Data Presentation & Analysis 

In the Results & Analysis chapter, the findings of the research project will be presented in order 

to answer the research questions. Thus, qualitative interview findings relevant to question 1 and 

research question 2 will be presented. 

5.1 Research Question 1 

Qualitative data from expert interviews will be supported by relevant theoretical insights, with 

the aim of answering research question 1, which is stated below. 

How can a marketing Return-on-Investment measurement model be 

structured for Digital Account Based Marketing? 

When the interviewed experts were asked the question “Why are marketing measurements 

important?”, the provided answers were mainly focused on the importance of improving 

marketing practices. According to the interviewed experts, if the impact of marketing cannot 

be proven, the development of marketing practices is hindered, as incentives to implement 

innovative marketing practices are halted. 

Another key aspect highlighted by the experts is the disconnection of marketing departments 

from other departments within an organisation. According to the experts, marketing 

departments are often disconnected, which is due to the experienced intangibleness of 

marketing practices and metrics. This phenomenon is explained further through the quote from 

interviewee E below. 

“In many corporations, the marketing department is considered 

disconnected from deal generation and revenue. This can be derived from 

the marketing department ‘handing off’ the campaign to the sales team. 

This dilutes the involvement of marketing in deal generation, which has 

substantial effects on the overall view of the importance of marketing 

generated awareness.” 

5.1.1 Importance of Marketing Measurements 

According to relevant literature, marketers face substantial challenges regarding marketing 

measurements (Leeflang et al., 2014), which becomes increasingly important as marketers are 

pressured by other departments to develop financial marketing measurement metrics (Smyth & 

Lecoeuvre, 2015).   

This phenomenon is emphasized by the interviewed experts, who claim marketing 

measurements are of paramount importance for contemporary marketing practices. This is due 

to the increasing incentives of proving the value of marketing to other departments within an 

organisation. As explained by the experts, the marketing department often gets disassociated 

from other departments because of the lack of graspable metrics from the marketing department. 

In turn, this leads to a lack of alignment of the marketing department and other departments 

because of a hindered communication. The lack of alignment then transforms into a decreased 



38 

 

marketing efficiency, as marketing campaigns are heavily reliant on input from other 

departments. Therefore, according to the experts, there often exists a growing problematic 

phenomenon, where a lack of communication leads to a decreasing efficiency, which leads to 

poor results, which leads to an increasing disassociation, which leads to worse communication, 

thus closing a self-worsening circle. 

During the interviews, the experts underpinned the importance of marketing measurements 

because of the existence of the previously mentioned problematic phenomenon. According to 

the experts, a marketing measurement campaign can act as a supporting feature between the 

marketing department and other departments within an organisation, as marketing 

measurements have the ability to reveal and explain how marketing campaigns perform to other 

departments. If the effect of marketing campaigns can be translated to other departments, the 

communication between departments could be improved, as other departments understand the 

importance of the communication. Therefore, the implementation of marketing measurements 

could improve organisational alignment and interdepartmental collaboration, which in turn can 

increase marketing efficiency. 

5.1.2 Marketing Measurement Goals 

In the interviews, the experts have explained that current marketing measurements are too 

heavily focused on revenue as their core return on investment metric. When asked about the 

most important goal of marketing measurements, the interviewed experts highlight 

organizational alignment as the very core of marketing measurement results.  

According to the experts, the most anticipated long-term result of a development within 

marketing measurements is a larger number of innovative marketing campaigns being 

implemented. If the implementation of innovative marketing strategies and tools was facilitated, 

this would, according to the interviewed experts, lead to an increased focus on marketing 

development as a whole. Organizational alignment has been identified by the interviewed 

experts as the core from which an increase of innovative marketing strategies can be derived. 

Therefore, the experts highlight organizational alignment as the most important goal of 

marketing measurements, which is fundamentally different from traditional marketing 

measurements, which are focused around revenue. The proposed qualitative shift by the experts 

is also, as previously mentioned, observable in relevant literature (Farris et al., 2015). 

5.1.3 Problems in Current Marketing Measurement Practices 

According to Farris et al. (2015), a larger focus should be put on qualitative data in marketing 

measurements, as opposed to the quantitative viewpoints highlighted in current metrics. 

Additionally, according to Mitchell and Olsen (2013), current MROI practices aim to measure 

the financial effectiveness of marketing campaigns, but as the effects of marketing campaigns 

are not always directly connected to financial metrics, this viewpoint can be considered ill-

adapted. 

In the expert interviews, the interviewed experts explained the main problem in current 

marketing measurement practices as a lack of adaptability. As explained by the experts, 

marketing campaigns are unique, as they are developed to deliver a custom message to a custom 
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audience. Therefore, marketing measurement models need to be adaptable in order to suit each 

company.  

The experts explain, that current marketing measurements are often built on the foundation of 

comparing the cost of the marketing campaign, and looking for an increase in revenue which 

can be attributed to the marketing campaign. Subsequently, a cost-benefit analysis is made, and 

a return on investment is calculated. However, according to the experts, if a measurement 

process goes directly from the introduction of a marketing campaign to introduction of 

additional revenue, important factors in-between are overlooked. According to the experts, the 

increase in revenue on which traditional marketing measurement models is based is ambiguous, 

since it can be the result of a combination of several different effects. Therefore, this dilutes the 

validity of the marketing measurements.  

Additionally, when a measurement model goes directly from the parameter marketing cost to 

the parameter revenue, the only department involved is the marketing department, as all 

parameters incorporated in the measurement model are marketing-related. Therefore, according 

to the experts, even if the marketing measurement would show positive results, alignment 

would be hard to achieve, as no other departments than the marketing department are involved 

in the measurement process. Thus, the experts underpin the importance of bringing metrics 

from other departments into a marketing measurement process, as this facilitates the translation 

of marketing effects to effects within other departments.  

5.1.4 Benefits of Marketing Measurement Development 

Current literature explains the impact of the digital transformation on marketing tools and 

strategies. As Järvinen and Karjaluoto (2015), and Tiago and Veríssimo (2014) explains, 

current companies have experienced the need to adopt contemporary marketing strategies 

focused around online marketing in order to establish long-term customer relationships.  

The interviewed experts share the impression that marketing practices have been enhanced to a 

large extent during the last ten years. However, according to the experts, the innovative 

marketing strategies which have been developed are seldom reaching their full potential due to 

failing implementation of marketing strategies.  

Therefore, according to the experts, if the impact of innovative marketing strategies could be 

validated, the full potential of the digital transformation could be unlocked for marketing 

departments. If marketing departments would be given more incentives to try innovative 

marketing strategies which the marketing departments deem positive for their respective 

environments, the efficiency of marketing could be affected on a global scale. 

Thus, the most substantial impact of well-developed marketing measurements has been 

described by the experts to be “unlocking the full potential of innovative digital marketing 

campaigns”. 
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5.1.5 Important Marketing Measurement Viewpoints 

As previously mentioned, the experts have highlighted the importance of incorporating metrics 

from several departments within an organization in marketing measurements. When asked in 

depth about the viewpoints which are considered most important, the experts explained that 

financial metrics, such as revenue, are affected by sales results. In turn, sales results are affected 

by buying and selling behaviour, which can in turn be affected by marketing campaigns.  

Additionally, the experts highlight the importance of goal formulation ahead of marketing 

measurements. The underpin the importance of goals which stretch across multiple 

departments, in order to reach alignment.  

Therefore, according to the experts, the most important viewpoints to incorporate in marketing 

measurements can be concluded to be the viewpoints of other departments, the sales department 

and financial department in particular. 

5.2 Research Question 2 

In this subsection, qualitative data from expert interviews will be presented to answer research 

question 2, which is stated below. 

 

Which parameters can be considered central for marketing Return-on-

Investment analysis of Account Based Marketing?  

 

As research question 2 concerns parameters for a measurement model, qualitative findings from 

the interviews are both insights from the conducted interviews, as well as specified parameters 

which will be presented in summarizing tables. 

5.2.1 Department-Specific Marketing Measurement Data 

As explained by Smyth and Lecoeuvre (2015), MROI could potentially facilitate dialogue 

between departments. However, as previously mentioned, current widespread marketing 

measurement practices mainly involve bureaucratic metrics from the marketing and finance 

departments (Le Meunier-Fitzhugh & Massey, 2011; Massey, 2012).  

Additionally, Leeflang et al. (2014), has determined one of the three most important actions to 

face challenges within digital marketing metrics to be “To create actionable digital metrics”.  

Metrics from current MROI practices have been summarized and categorized by departments 

in the following Table 7. 
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Table 7, Marketing Metrics Summary 

Metric Metric Category 

Gross margin Financial 

Marketing investment Financial, Marketing 

Incremental financial value generated by marketing Financial, Marketing 

Cost of marketing Financial, Marketing 

Marketing economic profit Financial, Marketing 

NMEC (Net marketing effort contribution) Financial, Marketing 

Marketing budget Financial, Marketing 

WAMC (Weighted average marketing cost) Financial, Marketing 

 

According to the interviewed experts, department-specific data should concern the departments 

marketing, sales, and finance departments to incorporate additional viewpoints. Specific data 

from each of the three departments and data concerning multiple departments will be 

summarized in the following sections Marketing Data, Sales Data, and Financial Data. 

Marketing Data 

A marketing specific data has been has referred to by the experts as a Key Performance 

Indicator (KPI) which is delivered through digital marketing campaigns. Key performance 

indicators are in digital content marketing are often Impressions, Clicks, Click Rate, and 

Engagement. Impressions is a metrics which explains how many brand views have been 

delivered by a marketing campaign, implying how many times an advertisement has been seen.  

Since the content generated by digital marketing campaigns is digital and interactive, clicking 

on-line advertisements leads to another page, which further explains the clicked advertisements. 

When an ad is clicked, this implies an interest from the viewed in the advertisement. Therefore, 

a Click is also a common key performance indicator.  

To bring further light to the KPI clicks, Click Rate explains how many of the impressions 

delivered have been clicked. Click rate is shown as a quotient, and therefore often shows a 

percentage which explains how many of the shown advertisements were clicked. Engagement 

is a metric which explains the amount of clicks to a further extent. As a key performance 

indicator, engagement explains how many of the targeted companies have clicked the generated 

content. Therefore, through the explained key performance indicators, digital marketing 

campaigns can compare which content has performed the best on a company-specific level. 
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The marketing specific data (key performance indicators) are summarized in  Table 8 below. 

 

Table 8, Marketing Specific Data 

Metric Description 

Impressions Amount of campaign generated brand views. 

Clicks Amount of campaign generated brand content clicks. 

Click Rate Quotient measuring clicks per delivered Impression 

Engagement Quotient measuring how many companies have responded to the marketing campaign. 

 

 

As visualised in Table 8, the experts have highlighted four marketing specific parameters that 

a marketing measurement program should take into consideration. As the parameters have been 

highlighted, the shown marketing specific data will be incorporated in the measurement model. 

Sales Data 

As previously mentioned, marketing data should be connected to sales-, and financial data in a 

marketing measurement model. Therefore, parameters for sales specific data have been 

developed in collaboration with the interviewed experts. 

As explained by the interviewed experts, a sale in a complex B2B environment is conducted 

through multiple interaction points between customer and selling organisation. Therefore, the 

customers themselves do not conduct their buying journey without the involvement of a 

salesperson. Thus, marketing activities cannot sell a product or service by themselves in a 

complex B2B setting. Sales and marketing activities are therefore highly related, which is why 

sales metrics should be incorporated in a marketing measurement program. Sales metrics 

highlighted by the experts are therefore highly related to a change in selling behaviour.  

Sales specific metrics which were highlighted by the interviewed experts have been determined 

to Number of conducted deals, Revenue per conducted deal, Number of products sold per deal, 

Number of different products sold per deal, Sales pipeline value, and Phase transition in sales 

pipeline.  
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The sales metrics which have been developed with the interviewed experts are presented and 

explained further in Table 8 

Table 9 

Table 9, Sales Specific Data 

Metric Description 

Sales pipeline value Revenue value of sales pipeline over time. 

Deal Velocity Required sales time resources per conducted deal. 

Number of conducted deals How many deals were conducted during a specified time. 

Deal Size Revenue of each conducted deal. 

Number of units sold per deal How many unique products sold per conducted deal. 

Variety of products sold per deal Number of products or product groups sold per conducted deal. 

 

Six metrics have been highlighted by the interviewed experts as key sales metrics. The purpose 

of these six metrics is to together form a coherent view of how changes emerge in sales 

behaviour.  

According to the experts, an initial change in sales behaviour can be visualised in the sales 

pipeline. If the number of opportunities in the sales pipeline increases, the value of the sales 

pipeline increases. Therefore, if marketing efforts have an effect on the sales opportunities, the 

value of the sales pipeline would be affected.  

Deal velocity implies the required time resources for each conducted deal by the salesforce. 

Therefore, if deals can be conducted faster through the implementation of a marketing 

campaign, the deal velocity would be increased. Number of conducted deals implies how many 

total deals were conducted over a specified period of time. Thus, if there is an increase in 

number of deals, there is often an increase in financial metrics, such as revenue. 

Deal Size implies the monetary value of each deal. If the deal size grows over a specified period 

of time, this means larger deals have been conducted over the time period. An increase in deal 

size therefore often has positive effects on financial metrics. Number of units sold per deal is 

another metric which can be used to find changes in sales behaviour. If a salesperson is able to 

sell more of the same products, this often implies an increase in revenue. The last highlighted 

sales metric is the variety of products sold per deal, implying how many different products or 

product groups were sold in a deal, which is similar to number of units sold per deal, but regards 

products and product groups. 

The interviewed experts have highlighted the six specific sales metrics as the metrics have a 

high connection to marketing- and financial metrics. Therefore, sales metrics, according to the 

experts, can act as a stepping stone between marketing metrics and financial metrics in a 

marketing measurement model. 
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Financial Data 

The interviewed experts have all underpinned the importance of including financial metrics in 

marketing measurements. As financial metrics such as revenue are graspable throughout 

organisations, including financial metrics in a marketing measurement program is important. 

However, as previously mentioned, the direct translation of marketing metrics to financial 

metrics is often undermining the marketing measurements, as other important aspects, such as 

sales metrics, are overlooked. Therefore, the financial metrics which the experts have 

highlighted have a high relevance both to marketing- and sales metrics.  

The interviewed experts have highlighted the three financial metrics Revenue, Cost, and Gross 

margin. As explained by the experts, while financial metrics from a marketing measurement 

program are very important, financial parameters should be kept very simple. The financial 

specific metrics are specified in Table 10 below. 

 
Table 10, Finance Specific Data 

Metric Description 

Revenue Revenue attributed to the specified marketing campaign. 

Cost Costs attributed to the specified marketing campaign. 

Gross Margin Revenue minus costs attributed to the specified marketing campaign. 

 

 

According to the experts, highlighted financial metrics which should be incorporated in 

marketing measurements are revenue, cost, and gross margin, which are fundamental financial 

metrics. Including revenue and costs from the marketing campaigns have a high relevance to 

the marketing measurements. The metric gross margin aims to explain which profit the 

marketing campaign has generated through subtracting costs from revenue. 

Situational Marketing Measurement Factors 

As highlighted in the literature review, qualitative parameters should receive a larger focus in 

marketing measurements (Farris et al., 2012). According to the interviewed experts, including 

variables which allows a marketing measurement program to be adapted to several different 

situations would bring an increased value to the marketing measurements. Therefore, an 

interview question for the experts was formulated with the aim of finding situational factors 

which marketing measurements should be adaptable to. 

When answering the question regarding situational factors, the experts underpinned the 

importance of including a parameter which specifies the time between cause and effect of 

marketing campaigns. According to the experts, differences between organizations in variables 

such as product complexity, value, and culture affect the sales cycle lengths. If there are big 
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differences in sales cycle lengths between companies which use the same marketing 

measurement programs, the results will become ambiguous.  

Therefore, the experts have endorsed the introduction of the variable Time Shift, which specifies 

the time duration between the introduction of a marketing campaign and the introduction of 

effects. 

Other parameters which have been highlighted by the interviewed experts are Number of 

accounts and Business area data, which are variables that both help categorize marketing 

measurement data. The number of accounts variable is needed in order to analyse marketing 

effects on a customer level, and business area data is needed in order to analyse marketing 

effects on an organizational level. 

 

Table 11, Situational Factors 

Metric Description 

Number of Accounts Number of customers. 

Business Area Data Which internal business area the different data sets can be attributed to. 

Time Shift Time difference between cause and effect of a marketing campaign. 

 

The data metrics highlighted in Table 11 above aim to bring allow further customization and 

adaptability to the marketing measurement program. According to the interviewed experts, the 

visualized metrics are highly situational, with the aim of making marketing measurements 

unique to every organization, in order to reflect the unique situation each organization faces. 
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6. Discussion & Conclusions 

The concluding chapter will discuss findings from this research project and present which 

theoretical and practical implications can be derived from the discussed findings. Finally, the 

chapter will conclude through presenting the limitations of this research project, along with 

recommendations for future research. 

This research project has aimed to provide further insight in return on investment effects of 

innovative marketing campaigns through exploring the return on investment of digital account 

based marketing. Previous literature has highlighted a need for development of current MROI 

metrics because of the complexity of the subject (Farris et al., 2015; Järvinen & Karjaluoto, 

2015; Luo & Kumar, 2013; Leeflang et al., 2014; Mitchell & Olsen, 2013; Smyth & Lecoeuvre, 

2015).  

6.1 Research Question 1 Conclusions 

The first research question examines how a measurement model for should be structured for 

Digital ABM. An example of the need for further development of marketing measurements 

found in relevant literature is stated by Smyth and Lecoeuvre (2015), who explain that 

marketing departments will have to continue to answer to the demands of financial departments 

until a dialogue is developed through improved metrics and criteria.  

In order to explore a further development of marketing measurements for ABM, experts within 

both marketing measurements and ABM have been interviewed. According to the interviewed 

experts, contemporary strategic marketing approaches such as ABM are dependant on 

interdepartmental collaboration. Therefore, marketing measurements need to involve additional 

departments, by contrast to directly attempting to convert a marketing campaign effect to 

revenue and other financial metrics.  

According to the interviewed experts, a marketing measurement model should incorporate 

several different viewpoints from the different departments marketing, sales, and finance, with 

the addition of situational factors. The proposed marketing measurement model is visualized 

below in Figure 9.  

 

Figure 9, Marketing Measurement Conceptual Model 
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The marketing measurement conceptual model from Figure 9 has been developed in 

collaboration with the interviewed experts. Initially, the experts have expressed which metric 

areas (marketing, sales, finance, and situational) should be incorporated in the conceptual 

model. Subsequently, the conceptual framework has been developed and visualized to the 

experts, and developed further through feedback and discussions with the experts. 

As the marketing measurement conceptual model has been developed in collaboration with 

expert E and F, the conceptual model can be considered to be the result of input from a 

marketing measurement expert and an ABM expert. Therefore, the conceptual model can be 

considered highly relevant in an ABM context.  

 

6.1.1 Theoretical Implications 

The theoretical implications of this research project regarding research question 1 mainly 

consist of qualitative insights regarding how a marketing measurement model should be 

structured for ABM. For this research project, a marketing measurement conceptual model has 

been developed which can be derived from these insights. 

According to the experts, ABM marketing measurements should include metrics from the 

marketing, sales, and financial department. Additionally, situational factors should be 

considered when conducting marketing measurements, as contemporary marketing campaigns 

are highly customized, and therefore individual to each context in which the marketing 

campaign was used.  

6.1.1 Practical Implications 

The developed marketing measurement model aims to bring an additional degree of alignment 

and interdepartmental collaboration when implemented. Through incorporating several 

departments in a marketing measurement analysis, the effects of a marketing campaign can be 

translated to metrics which are understandable by the involved departments. Therefore, if 

positive effects are found by the marketing measurement, the positive marketing effects will 

become increasingly tangible, which in turn would increase the likelihood of contemporary 

marketing campaigns being implemented. 

Additionally, a measurement incentive which stretches across several departments could bring 

an incentive of mapping how the different departments fit together in an organization. 

Therefore, only through implementing a marketing measurement incentive, different 

departments would be encouraged to collaborate. 

6.2 Research Question 2 Conclusions 

The second research question aims to investigate which parameters should be incorporated in a 

marketing measurement model for ABM. Expert interviews have resulted in the specification 

of examples of data requirements. Based on results from this study it can be concluded that the 

following parameters are central for marketing Return-on-Investment analysis of Digital 

Account Based Marketing The data requirements are summarized in the following Table 12.  



48 

 

 

Table 12, Data Requirement Summary 

Metric Description Department 

Impressions Amount of campaign generated brand views. Marketing 

Clicks Amount of campaign generated brand content clicks. Marketing 

Click Rate Quotient measuring clicks per delivered Impression Marketing 

Engagement 
Quotient measuring how many companies have responded to the 

marketing campaign. 

Marketing 

Sales pipeline value Revenue value of sales pipeline over time. Sales 

Deal Velocity Required sales time resources per conducted deal. Sales 

Number of 

conducted deals 
How many deals were conducted during a specified time. 

Sales 

Deal Size Revenue of each conducted deal. Sales 

Number of units 

sold per deal 
How many unique products sold per conducted deal. 

Sales 

Variety of products 

sold per deal 
Number of products or product groups sold per conducted deal. 

Sales 

Revenue Revenue attributed to the specified marketing campaign. Finance 

Cost Costs attributed to the specified marketing campaign. Finance 

Gross Margin 
Revenue minus costs attributed to the specified marketing 

campaign. 

Finance 

Number of 

Accounts 
Number of customers. 

Situational 

Business Area Data 
Which internal business area the different data sets can be 

attributed to. 

Situational 

Time Shift Time difference between cause and effect of a marketing campaign. Situational 

 

The metrics in Table 12 have been developed with the aim of providing examples of metrics 

which fit in the developed conceptual marketing model visualized in Figure 9. As the metrics 

have been developed through qualitative interviews, the metrics should be considered as metrics 

which are considered important by experts within both marketing measurements and ABM. 
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6.2.1 Theoretical Implications 

The findings from RQ2 aims to provide additional depth and insight into the previous findings 

from RQ1. As the findings in RQ2 can be derived from qualitative expert interviews, the main 

theoretical finding from RQ2 is adapt the qualitative viewpoint highlighted by Farris et al. 

(2015). 

A qualitative marketing measurement viewpoint, in this research project, is to incorporate 

several departments in marketing measurements, and consider the uniqueness of each marketing 

campaign. According to the interviewed experts, each contemporary marketing campaigns is 

unique, which requires adaptability when conducting marketing measurements. 

6.2.2 Practical Implications 

Practical implications from RQ2 are centred around conducting marketing measurements 

through incorporating the metrics highlighted in Table 12. Thus, the practical implications of 

RQ2 can be considered supportive of the practical implications of RQ1, instead of the 

practical implications of RQ2 being applicable by themselves. 

6.3 Research Purpose Conclusions 

The underlying purpose of this research project is to explore how Return-on-Investment 

measurements can be conducted for contemporary marketing strategic approaches such as 

Account Based Marketing. Therefore, the purpose can be fulfilled through the qualitative 

insights gathered in this research project which has supported the development of a conceptual 

marketing measurement model. Thus, the core of the purpose fulfilment consists of the findings 

from the research questions, as the key research project insights can be derived from the 

research question findings.  

The following key insights from this research project are considered fundamental to the 

fulfilment of the research purpose: 

 If positive effects from marketing campaigns can be translated to a high degree 

throughout an organization, the implementation of future marketing campaigns could 

gain an increased support. 

 Through involving multiple departments in marketing measurements, the translation of 

results and effects of marketing campaigns throughout an organization can be 

facilitated. 

 Marketing measurement models for ABM should incorporate data from several 

different organizational departments. 

 Situational factors should be incorporated in a marketing measurement model for ABM 

to allow flexibility for unique situational circumstances. 
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6.4 Research Limitations 

In order to put the research findings into perspective, the following research limitations should 

be noted.  

 As the research project is of a qualitative nature, results from this research cannot be 

generalized. The main findings are therefore focused on exploratory insights, rather than 

generalization. 

 The findings of this research project are based on qualitative data. Therefore, the 

findings should be interpreted as perceived best practices by the interviewed experts. 

 Qualitative data from additional experts within the research area could increase the 

validity of the research findings. 

 Multiple cases could be examined to correlate findings between cases. If the findings 

from this research project would be coherent with findings from other similar cases, the 

research findings could be generalised to a further extent. 

6.5 Further Research 

This research project has focused on exploring the return of investment effects of ABM. Due 

to time constraints in this research project, the research purpose has been limited to qualitative 

exploratory insights. Thus, the main findings of this study consists of qualitative insights 

regarding how return of investment effects from ABM campaigns can be considered to emerge.  

As this research project has been conducted through case study methodology, conclusions 

drawn in this research project aim to provide a representative view of a real world scenario, 

which would therefore benefit from further research within the same field.  

Future research within the same research area, with additional time resources, can therefore be 

focused on verifying the results of this research project through additional sources of data. The 

additional sources of data could imply a larger interview sample, quantitative data, an extended 

literature study, or several case studies. 

 A future, qualitative or quantitative exploratory study could aim to interview a large 

sample of respondents, to find which departments should be incorporated in marketing 

measurements and which data should be incorporated from the involved departments. 

This could bring further weight to the qualitative findings of this study. 

 A future, quantitative descriptive study could aim to analyse archival data according to 

the proposed framework presented in this study, to find correlations between metrics 

and therefore bring a statistical viewpoint to the research area, and statistically 

investigate the viability of the proposed marketing measurement framework.  

 Future research not limited to marketing measurements, could be within marketing 

implementation as a whole. A quantitative exploratory study can be conducted could 

aim to investigate which parameters are considered central when implementing 

contemporary marketing strategies. Through this proposed research, a better view could 

be provided of the importance of marketing measurements for marketing strategy 

implementation, if compared to other variables.  
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Chapter 2 – Appendix 

In the following chapter the Appendix will be presented, in order to support the research 

presented in Chapter 1. The following chapter will present relevant information regarding data 

collection, structure, and significant events which has shaped the research to the current format. 
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Appendix I. Client Meeting Observations 

Client meeting observations have been conducted in order to gain insights regarding the case 

study environment through observing interactions between project managers and ABM 

clients. As the conducted observations have not affected the nature of the interactions, the 

structure of the observations have been according to the specified agendas by the project 

managers, which is explained below. 

I.A. Client Meeting Agenda 

The meetings between project managers and ABM clients have the purpose of explaining the 

progress of implemented ABM campaigns. The client meetings therefore consist of an 

executive summary, ABM campaign performance, and recommended actions. 

I.A.1. Executive Summary 

In the executive summary, ABM clients are briefed regarding the overall performance of the 

implemented ABM campaign. The core of the executive summary consists of a status update 

regarding what has happened since the previous meeting. Topics in the executive summary are: 

 Campaign performance since the previous meeting. 

 Which steps/actions have been taken to improve the quality of the campaign. 

 Which campaign areas are performing or underperforming. 

 Which banners/content has performed the best. 

 Spent and remaining budget. 

 Estimated campaign end. 

I.A.2. Campaign Performance 

The ABM campaign performance is presented through strategic graphs and data which shows 

the progression of the campaign. Visualized data is shown regarding several different aspects, 

which are explained further below. 

 Client website traffic change since the previous meeting. 

 Amount of campaign generated impressions. 

o How the generated impressions have been distributed between banners. 

o How the generated impressions have been distributed between target companies. 

 Amount of campaign generated clicks. 

o How the generated clicks have been distributed between banners. 

o How the generated clicks have been distributed between target companies. 

 Click rates. 

o Banner click rate performance. 

o Target company click rate performance. 
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 Best resonating content, implying which content the targeted companies have responded 

best to. 

o How target companies have responded to problem-focused content. 

o How target companies have responded to solution-focused content. 

o How target companies have responded to situation-focused content. 

o How target companies have responded to reference case-focused content. 

I.A.3. Recommended Client Actions 

After the explanation of the campaign performance, the project manager suggests strategic 

actions which the clients could implement based on the insights from the marketing campaign. 

The recommendations are focused on the marketing campaign itself, and recommendations for 

the client’s salesforce. 

 Which actions could be taken to improve the marketing campaign performance. 

o If new content needs to be developed. 

o If a larger budget is needed in order to achieve the campaign goals. 

o If the campaign deadline needs to be changed. 

 Which actions should be made by the client’s organization. 

o Which companies the client’s salespersons should target. 

o Which messages should be spread to certain companies. 

I.A.1. Client questions 

The meeting concludes with client questions, where the client is encouraged to ask questions 

about the marketing campaign or related areas. 
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Appendix II. Project Manager Interviews 

The project manager interviews have been conducted in order to gain a more holistic view 

of the problem area, which allows further specification of the problem description. Project 

manager interviews have been conducted with project managers who have a high degree of 

customer involvement. Focus areas of the project manager interviews have been: 

 A situation analysis to better understand the research context. 

 Exploration of the purpose of the research project.  

 A further exploration of the problem formulations for the study. 

II.A. Interview Guide 

The interview subjects have been allowed talk freely about their background and the problems 

they face. This is important to get a holistic view of the problem area. Therefore, the interview 

subjects have been allowed to freely describe the following areas. 

 The interview subject’s own background. 

 The interview subject’s view of the ABM context. 

 The interview subject’s view of customer-related problems. 

II.A.1. Situation Related Questions 

 How would you describe ABM? 

 What are the key benefits of ABM? 

 What is important to further ABM development?  

II.A.2. Customer Related Questions 

After the interview subject has freely described their view of the situation, interview questions 

became more specified. To fill in the gaps from the previous free discussion, the following 

questions were raised: 

 What do the customers want, what problems do they want to solve? 

 What is promised to the customers in order to solve their problems? 

 How does the customer relate to key performance indicators? 

II.A.3. Measurement Related Questions 

To progress in the interviews, further questions were directed towards the measurement area. 

Questions were often regarding what can be measured, how measurements should be 

conducted, and the effects of measurements. 

 What is measured today? 

o How is it measured? 

 What, in your view, should be measured? 

 What do you think the effect of measurements and analysis would be? 

 What problems do you identify with measuring the stated areas? 
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Appendix III. Expert Interviews 

Expert interviews have been conducted to gain increased within the following three areas: 

 Knowledge exploration regarding the research project context. 

 Methodology development which focuses on methodology for developing a marketing 

measurement model. 

 Results exploration regarding specific answers to the previously specified research 

questions. 

A further explanation of the three interview areas is presented below. 

III.A. Expert Knowledge Exploration Interviews 

As the interviewees have been experts within their respective fields, the experts have been 

allowed to think aloud to a large extent. This is considered especially important in the 

knowledge exploration interviews, as the expert information needs to be kept without bias from 

the interviewer to the furthest extent possible. 

III.A.1. Interview Guide 

The interviewed experts have been asked open-answered questions within the following areas: 

Background 

 The interview subject’s own background. 

 The interview subject’s background as a marketing professional. 

Marketing 

 The interview subject’s view of problems within marketing. 

o Internal organizational problems within marketing. 

o External marketing problems towards customers. 

 The interview subject’s view of ABM. 

o Strengths of ABM 

o Weaknesses of ABM  

Marketing Measurements 

 Why marketing measurements are important. 

 The most important goals of marketing measurements. 

 Which problems can be identified in current marketing measurement practices. 

 The benefits of a well-developed marketing measurement model. 

 Which challenges can be identified in developing a marketing measurement model. 

 Which challenges can be identified in implementing a marketing measurement model. 

 

  



58 

 

III.B. Expert Methodology Development Interview 

The expert methodology development interview has been conducted in order to gain further 

insight in the development of a marketing measurement model. A framework has been 

developed during the methodology development interview which has been discussed further in 

the results exploration interviews. Subsequently, the framework developed in the methodology 

development interview has resulted in the conceptual marketing measurement model presented 

previously in Figure 9.  

III.B.1. Interview Guide 

 Which aspects should be incorporated in a marketing measurement model for ABM? 

o Why were the specific aspects chosen? 

 How could the different aspects fit together to form a coherent model? 

III.A. Expert Results Exploration Interviews 

The results exploration interviews have been conducted to gain insights regarding the 

application of a marketing measurement model for ABM. The result exploration interviews 

have been the finalizing interviews for the research project. Therefore, emphasis has been put 

on asking narrower questions than in the previous interviews, in order to obtain more specific 

insights. 

The interviewed experts have been provided the questions before the interviews were 

conducted, and have been given the opportunity after the interviews to revise answers from the 

other interviewed experts. Subsequently, the interviewed experts have arrived at common 

conclusions, from which the insights in the research project have been drawn. 

III.A.1. Interview Guide 

Questions have been asked regarding the two general areas: department specific data and 

situational factors. 

Department Specific Data 

o Which data should be incorporated from the marketing department? 

 How does the specified marketing data fit into data from other 

departments? 

 Which data should be incorporated from the sales department? 

o How does the specified sales data fit into data from other departments? 

 Which data should be incorporated from the finance department? 

o How does the specified finance data fit into data from other departments? 

Situational Factors 

 Which situational factors are important when developing a marketing measurement 

model? 

 Which unique circumstances need to be accounted for in a marketing measurement 

model? 

o Which unique circumstances are important to ABM campaign measurements? 

 


