B2B DATA MANAGEMENT
GUIDE FOR TARGETED
SALES & MARKETING CAMPAIGNS
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Introduction
Data is at the heart of the global economy and the increasingly digitized societies. It is a staple
of enterprises across sectors to advance their business goals in a globalized economy. The Covid19 pandemic has further forced businesses to re-engineer their modus operandi and use data as a
catalyst for improving processes, creating new revenue streams, and building trust with their
customers.
Data-first organizations have adapted skillfully to the evolving market dynamics and made better
decisions in a much shorter time frame.
They are leveraging data to understand their prospects, reach them at the right time, offer them
tailored products & services, build lasting relations, and drive business growth. However, the
ongoing challenge is to make this corporate data fully accessible and intelligible so that it is easy
for concerned stakeholders to deploy it.
It is already 2022, yet many businesses often overlook the significance of their most valuable asset
-- customer and corporate data. The woes of low database productivity among B2B businesses are
reflected in the McKinsey report, which reveals around 86% of B2B businesses believe that they
can use their data in a much better way.
Modern companies must coalesce around a strategy to reimagine their B2B database processes
for amplified sales and marketing campaigns. Right from implementing a robust data
maintenance program to complying with GDPR and other privacy guidelines, businesses need an
airtight approach to reignite their database productivity.
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Understanding
B2B Data
From the Prism of B2B Sales
B2B customer data is a crucial component of an enterprise’s overall sales strategy. B2B database
comprises of individual contacts with an array of data points, including contact information,
technographic, firmographic, and more. It can be used to support a firm’s varied sales and
marketing activities, including the creation of an ideal customer profile, demand generation, lead
generation, outbound sales, analytics, and more.
The more a firm understands its potential clients, the more effectively it can sell to them, design
products/ services that meet their demands, and increase sales.

Choosing the
right B2B data
© DENAVE
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Choosing the right
B2B data
Having an accurate, updated, and contactable database is a mandate for every efficient marketing
and sales plan. Irrespective of the size and nature of the business, it is important to have the
correct knowledge of the prospects or leads.
Choosing the right B2B data will directly impact the efficacy of an enterprise’s marketing and sales
approach. The B2B data categories listed below must be included in a firm’s corporate database to
guarantee a more concentrated approach in their marketing efforts as well as tailored sales
communication for the prospects.

FIRMOGRAPHIC
DATA

CONTACT
DATA

TECHNOGRAPHIC
DATA

INTENT
DATA

An enterprise’s marketing campaign is only as good as the database behind it. As B2B revenue
generation teams face mounting pressure to identify high-value accounts and deliver personalized
communication across each stage of the buyer’s journey, the quality of their database is becoming
increasingly critical. According to a recent market survey, most marketers believe that their
database strategies can no longer be pushed behind the back burner and are doubling down on
improving their database quality and quantity in 2022.
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Importance of B2B
database vis-à-vis sales
& marketing activities
An accurate and relevant B2B database offers multiple benefits for an enterprise’s revenue
generation teams. Right from identifying the ideal target audience to high-quality lead generation
and personalizing sales communication, B2B database is critical to modern enterprise’s sales
enablement strategies:

Identifying total addressable market
High-quality, updated database obtained from multiple sources, including a B2B
database provider, helps determine the total addressable market- the target
audience size.

Creating ideal customer profile
An accurate database can help streamline the process of creating a perfect
customer profile- a representation of the perfect buyer which companies can
then use as a springboard to find others that match its characteristics.

B2B lead generation
Companies can buy a database, source contact details, and collect data from
various customer touchpoints to fuel their sales pipeline with interested and
relevant leads.

Outbound sales
B2B database can effectively be used by enterprises to make outbound calls,
emails, or social selling.

Demand generation
Marketers need a B2B database to customize and build data-driven demand
generation campaigns, including content marketing, email marketing, and PPC.
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6 Key Data Points
Required for B2B Marketing
Modern-day marketing tech stack and digital demand generation strategies require the support
of diverse, detailed, and high-quality account data to produce results. There have been tectonic
shifts in customer demand across industries. Intermittent lockdowns, low revenue against rising
overheads, dwindling customer loyalty, and rising digitalization have all forced B2B enterprises to
view data as the staple business function to drive consistent customer engagement and sales
momentum. Furthermore, increased emphasis on orchestrating digital communication channels
has opened new touchpoints to extract customer data.
Marketers need a laser-focused marketing strategy amidst growing customer-centricity in the
present business climate. This in turn requires them to capture and leverage a wide range of data
points that will provide them with comprehensive insights about their target customers and
increase the efficiency of their marketing campaigns. There are six primary data types that
businesses must collect in 2022 and beyond:
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data

Firmographic
data

Technographic
data

Chronographic
data

Quantitative
data

Qualitative
data
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Demographic data
This is the data related to personal and geographical characteristics, including
name, age, location, job profile, employment history, skills, and more. These are
the fundamental information that every marketer needs. While it may not offer
insights into the buying behaviour or preferences, it can provide insight into
whether they fit the ideal customer persona.

Firmographic data
This data provides marketers with categorical information about an individual’s
company details, including company name, location, industry, number of
employees, revenue, and more. A combination of firmographic and
demographic data will provide adequate information to execute a relatively
targeted, growth marketing plan.

Technographic data
It provides information about technology stacks that the target audience of their
company is using. There are two reasons why marketers should collect this data:

•

Capturing this data can give marketers some insights into contact workflows, how
they can be improved, and the pain points they face day-to-day.

•

Understanding the technology stack of other companies will help marketers define
their own workflow.

Chronographic data
These data points change over time, and much like the technographic data, these data
points can provide insights about the company or the employee. It contains
information like location change, job joining and leaving date, company funding,
company’s IPO, hiring, acquisition and mergers, event appearance, and more. Without
continuous updates, chronographic data tends to stagnate very quickly.
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Quantitative data
It is the ‘how much’- nothing less than cold, hard stats for B2B marketers to
analyse. Quantitative data points are captured during the marketing process
through the use of marketing tools. These data points contain information
about website clicks, form completions, event appearances, email opening rates,
click-through rates, current customer information, and more. One of the major
benefits of using quantitative data is that it gives marketers a clear view of their
campaigns and strategies.

Qualitative data
This data point offers insight into a contact’s personal attributes, behaviour, and
engagement with the brand. It is hard to collect qualitative data at scale. It can
be extracted using conversational analytics when the contact engages with a
brand using chatbots, social media comments, and reviews, or through tele
medium. Marketers should collect this data throughout the customer journey.
Some examples of qualitative data include social media activity, product
feedback, and reviews, notes from tele conversation with the sales reps, etc.
The importance of qualitative data is overlooked by B2B marketers while
designing their campaigns and customer outreach strategies. It is the additional
user information that doesn’t fit into the traditional data categories of B2B
enterprises. However, when used correctly, it can give businesses a distinct edge
over their competitors.
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Key B2B database
challenges tanking
sales and marketing ROI
As discussed earlier, B2B enterprises invest in various marketing strategies to expand their revenue
pipeline. Database marketing is one such tactic deployed to bolster sales growth and build brand
value. Most enterprises maintain a combination of in-house databases obtained through their
inbound and outbound campaigns and external database obtained from a B2B database provider.
However, it is not as simple as it sounds. In their bid to source and maintain accurate databases,
companies encounter a range of challenges as they make sense of the huge amounts of data they
are gathering. Various data architectures, data management concerns, new BI analytics
capabilities, and varying levels of data maintenance literacy in the workplace are all adding to the
challenges. Companies are also restricted by insufficient data governance and technology
integrations while storing and using their database. Let’s take a look at some of the pressing
database challenges hindering the demand generation and revenue generation exercises of B2B
companies:
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Integrating data from varied
sources

With an increase in the number of customer touchpoints, there has been a significant rise
in data sources. Businesses are now required to collect data from a range of databases, big
data platforms, a database provider, and business applications- both on-premises and on
the web. They also have to handle unstructured data that cannot be easily integrated and
standardized in a regular CRM.
Unstructured sales intelligence requires AI/ML and NLP-powered database management
and BI analytics tools to make them easily accessible and usable by sales enablement
teams. The Lack of data integration and data orchestration systems limits the scalability
and increases the time it takes to examine the data. This further causes data stagnation
and decay over time, reducing the productivity and ROI of the marketing campaigns.

02

Use of conventional subscriptionbased database models

Enterprises that are still using the traditional subscription-based will more likely fall behind
in the race. These models don’t provide a wide range of options to strengthen the AIpowered customer engagement strategies. Moreover, these models don’t support AI/ML
or NLP technologies that restrict a company’s ability to processing large-scale B2B
databases. It is one of the primary barriers to creating an impactful result with their
demand generation campaigns.
Most subscription-based database models are not built for targeted demand generation or
ABM strategies. These models don’t provide critical information like buying intent or
firmographic and technographic information. Furthermore, storing and processing huge
volumes of data while maintaining data accuracy, cleanliness, and contact-ability turns
cumbersome and time taking through these models. This creates gaps in the existing sales
and marketing initiatives and undercuts the revenue goals of the concerned companies.
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03

Data silos with inconsistent
information

Another prevalent issue that troubles modern-day enterprises is siloed systems. It is
challenging for BI analytics tools to analyze siloed data with variable permission levels and
security settings since database completeness is necessary for actionable business
intelligence. To get the desired marketing and sales output, enterprises must disintegrate
silos and unify the data inside them.
However, many companies struggle with data unification and standardization due to a lack
of internal data standards across departments and business divisions. Inconsistent data in
silos can lead to different versions of the truth, which can hamper coordination between
different revenue generation teams.

04

Lack of options to moderate data
consumption & standard
attribute tags

Many database models don’t allow users to moderate their data consumption volumes
and costs. Companies that need a smaller dataset end up paying for a standard, much
bigger database that not only shoots up their overheads but also brings down the percontact ROI. Apart from this, the lack of standard attribute tags limits a user’s access to
meaningful and transparent storage. Fewer enterprises have the expertise to create
algorithms, protocols, and languages to orchestrate meaningful and relevant data. This
limits their ability to get the right data at the right time.
Advanced data attributes enable companies to process and store contextual information
from unstructured data. On the contrary, standard attribute tags create the opposite effect
inhibiting sales intelligence. Furthermore, with a lack of correct attribute tags, data errors
become rampant within the CRM. This is one of the primary reasons why sales
representatives fail to get a detailed picture of their target audience. It is essential for
modern enterprises to build a structured database with right attribute tags to support
personalized sales and marketing campaigns.
© DENAVE
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Absence of tech-powered
database management processes

As companies grow the amount of raw data they generate and store, they require tools
and processes that can continuously cleanse, update, and enrich those data. Many
enterprises still have low technology integration and obsolete database practices that
cause their customer data to go stagnant and/or decay over time. A poorly designed data
management system also creates compliance issues with local and national data privacy
laws.
The lack of AI-powered standardization and deduplication engine fills a company’s CRM
with duplicate, old, and redundant data. Even with traditional database service providers,
companies don’t get the ability to validate and refresh databases using AI/ML tools, which
reduces productivity and increases marketing costs for low output. In addition, continuous
data refresh a modern-day mandate to keep track of key decision-makers and influencers
within existing marketing lists.
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How to address
B2B corporate
database challenges?
Data is the first link in the chain that connects an enterprise with its target customers. Highquality contactable data is paramount to the success of any marketing and sales efforts.
Unfortunately, data ages quickly, and the data that was sufficient for one demand generation
campaign might not be equally effective or suitable in another campaign. The average database
degrades at a rate of 30% every year. Hence, it is an existential need for B2B enterprises to keep
their database updated, cleaned, and refreshed through a host of tech-enabled data management
practices.
A bespoke database contains not only more accurate information but also key customer
intelligence that can help deliver greater message relevancy and engagement. Furthermore,
enterprises need to maintain compliance with the evolving GDPR, data privacy, and cookie-cutter
guidelines rolled out from time to time.
A robust data management is not easy since data is obtained from multiple sources in multiple
formats. From the business website, ads, and events to external B2B database providers, data is
accumulated from a varied number of sources. This data helps B2B marketers understand
customer behaviour, select the right engagement methods for existing and potential customers,
and measure the results of demand generation programs. But it must be processed and
maintained at the highest standards before it can be used effectively. Let’s identify some best
B2B data management practices to ensure data accuracy, relevancy, and contact-ability in a
rapidly evolving economic environment.
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Standardize and integrate
data from different sources
The first and foremost step to building an accurate and usable database is to normalize it. It is the
system to standardize values within the existing contact database. Normalization creates relativity
and context by grouping similar values into one common value.
In any demand generation team, information on customers, their firms, and other areas is
obtained from several sources and in different ways. But managing these varied sets of data
manually is complex and time-consuming. Hence, it is crucial for marketers to centralize all the
data in one common outlet. They can leverage AI/ML tools to sift through heaps of data, segment,
and standardize them. By doing so, they can make their data uniform and accessible across the
organization.

Associate data from different sources that
pertain to the same customer: This means
matching data points on a shared identifier, such
as customer ID or email address captured
separately on different systems. Advanced tools
may stitch the identities together by linking a
prospect to a device and attributing every
behaviour on that device to the prospect. Other
approaches include linkages across devices,
cookies, addresses, or names by correlating
usage and location. Association is more
important with anonymous leads who have more
reasons to identify themselves than the existing
customers.
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Append the database to
fill gaps
Database append is a process of matching the existing customer data against that of a vendor’s
database to fill any gaps or missing information. Enterprises must design and deploy dynamic
database append workflows to add new information in their current as well as prospect database.
It is crucial that companies enlist the services of advanced database services providers to augment
their append processes using AI/ML technologies. Database append is useful for multiple reasons,
including:
• Increased sales connect rate
• Better customer service
• Improved email deliverability
• Wider marketing reach
• Increased revenue
• Maximized ROI
• Improved client retention

Enterprises must follow a 5-step data appending process:

Erase
Outdated Data

Data
Segmentation
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Data Validation
& Verification

Update Missing
Fields

Authenticate
Databases
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Clean the database
This is the process of identifying incorrect and inaccurate data and formatting it with a
standardized process. B2B firms need a robust and ongoing data cleansing process to scrub,
check, test, and ensure legal compliance with their database. Data evolves and becomes outdated
over time, making itself unusable and redundant. To make the database usable and transform it
into an asset, marketers need to update the old and inaccurate information, eliminate duplicates,
and fill in any gaps. This can be achieved by appending the database, verifying it via telephone,
and utilizing DNS email verification. One of the most important and often overlooked aspects of
B2B database cleansing is to verify the GDPR, CCPA, and other legal compliance of the available
data.

The benefits of data cleaning:

Increases response
rates to various
demand generation
campaigns

Reduces cost
of mailing

© DENAVE

Ensures legal
compliance of the
database

Eliminates
duplication and
enhances
accuracy

Helps build hypertargeted customer
outreach campaigns
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Fill the DND and spam gaps created by inaccurate data
Data cleansing should not be a surface phenomenon. It should dive deep into the database to
eliminate inaccuracies and replace unstructured data with a continuous refresh. Without accurate
customer data, marketers will end up building shallow, irrelevant digital demand generation
campaigns that go unnoticed and fail to deliver desired results. Having a 360-degree view of data
allows marketers to identify undermined factors such as customer intent, product preferences,
preferred channels of communication, etc.
Modern-day database service providers use tech-enabled data cleansing techniques to analyse and
clean the data with higher efficiency and speed. Powered by machine learning and artificial
intelligence, these data cleaning tools eliminate conflicting and out-of-date information in no time.
To fill the DND gaps, database marketers must bring all their data to one place to build a custom
centralized repository for easily identifying MQLs and qualifying SQLs. Post centralizing the data,
next is to group them. Grouping helps create pockets of data for different leads or customer profiles.
Every group relates to a distinguished data source and is segmented for improved lead distribution.
Marketers must then form a unified group to extract the best contacts for easy access.
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Purge the outdated data
Purging of B2B data involves the removal of garbage data, redundant data, outdated data, and
low-quality data that only serves to clutter up a firm’s corporate database and negatively impact
their brand reputation and email open rates. There are various types of issues that could
potentially make a set of databases bad enough for purging:

Undeliverable emails

Fake data

Outdated records

Unqualified leads

Bad data caused by
platform transfer
and/or tech
integrations

Incomplete contact
data

Free and role-based
email addresses

Duplicate
contacts

Purging these data is mission-critical for businesses to improve the effectiveness and productivity
of their CRM. Without having to continuously sift through data and eliminate garbage data for
every campaign, the productivity of sales enablement teams will improve. By removing the clutter,
marketers can keep costs down on storage and contact-based CRM fees. Additionally, it would
also save the time of sales development reps spent on dealing with wrong contacts. Without lowquality data knocking down the email delivery and open rates, B2B marketers can avoid getting
penalized and enjoy an improved brand reputation.
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Prioritize data security
Protecting the customer data and enabling customers to trust a brand is one of the important
aspects of B2B database management. It is even more pertinent for marketers to ensure data
privacy and security as data laws like GDPR and CCPA become more stringent and Google brings
cookie-cutter policies. Even if data such as prospect names, email addresses, demographics, etc.,
are not always considered sensitive information, they are still subject to data laws such as GDPR
CCPA. This means that companies must take every necessary step to prevent their mailing lists
from being exposed to spammers and fishy third-party users. They must use the data only in ways
that customers have explicitly provided consent for.

Enterprises
must
implement
an
opt-in
functionality that allows subscribers to provide
explicit permission for companies to send
different marketing, informative, and sales
communications. Major database service
providers like Denave offer full compliance to
the data protection guidelines. Not only will
this keep companies on the right side of the law,
but it will also enable them to build a highquality mailing and direct-dial list of prospects
who
are
actually
interested
in
their
products/services. Security, trust, and privacy
should be integral to the B2B database
management strategy from the outset.
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Enrich the database with
fresh customer details
Let’s assume that the existing database of a B2B organization is not bad. It has produced results in
the past and is relatively fresh. However, now their sales team asks them to add a few extra
specific details for the sake of touchpoints, and their marketing team needs additional details to
identify trends. The solution here is to supplement their existing data with fields that would
enhance their knowledge of the prospects/clients. But the database should not be limited to
standard details like turnover, SIC code, number of employees, or company locations. The best
database providers provide almost any information that a company might require to augment its
demand generation and sales efforts.
Data enrichment helps add new details and update the database to maintain its contact-ability
amidst recurring changes in other details. Enterprises must validate and verify their data against
that of third-party database service providers to continuously add new pieces of information
within their existing customer accounts.

How to get better results from enhanced data?
B2B marketing has evolved drastically in the last few
years. Today’s self-servicing B2B buyers have less time
and patience for irrelevant messages. They are easily
miffed and annoyed by recurring ads and
communications that don’t interest them. To be
successful in such scenarios, both marketing and sales
teams must ensure that their messages are highly
relevant. This means two things: better data and
systematic integration of internal teams.
CEOs have since long felt a need to align different
revenue enablement teams for greater efficiency.
Aligning sales and marketing, for example, is an
operational strategy that generates higher ROI by
getting both the teams to work in tandem as one datadriven, sales-focused machine. It ensures that both
teams unite to create a more accurate and complete
picture of their prospects and customers. And it only
works when they have high-quality data.
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Leverage first-party and zeroparty data to circumvent
cookie-cutter and stringent
data privacy policies
The recent decision to move away from third-party cookies has largely been driven by growing
public concern over internet privacy. In the European Union, one of the objectives of the GDPR
guidelines was to enhance users’ control and rights over their personal data. Similarly, in APAC
markets, new stringent laws are being formed to protect the data privacy of individuals. While this
is worrying news for B2B database marketers, the loss can be mitigated through the use of firstparty, zero-party data, and other data obtained through customer consent.

Direct request data: Marketers have to earn the trust of their
audience before requesting data from them. They must make
sure that their compliance messaging is prominent and
transparently states how volunteered data will be used.

First-party data: B2B marketers must deep dive into their
internal analytics engine to get a picture of their audience’s
behaviour. Furthermore, marketers can extract insightful
customer information and develop an audience profile
using subscription-based data. One of the effective tactics
being deployed by B2B marketers in competitive markets
is lead magnets to obtain customer data.

Zero-party data: Database marketers must periodically use
polls, questionnaires, and contents to glean more voluntarilyacquired customer data. Sometimes customers might provide
companies with their data in the form of feedback. This can come
in the form of customer enquiries, comments, or even complaints
on social media.
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Conclusion
B2B Brands with a data-driven approach can reach overarching business benefits. However, they
need to reimagine data from the modern business standpoint. Enterprises spurring investments in
database collection and orchestration should prioritize effective data management practices to
boost the productivity and ROI of their sales and marketing functions. Customer data is the most
important component of any B2B enterprise’s overall sales strategy. Therefore, gathering accurate
data and keeping it uniform, updated, and refreshed is extremely important to drive demand
generation and revenue generation campaigns.
However, the path to successful database management is riddled with challenges. Today,
companies are gathering huge amounts of data but lack of technology integration and manual
processes prevent them from using it successfully. These issues cascade failures in the sales and
marketing campaigns. Errors and gaps in data can nuke the marketing communication before it
takes the big flight. Successful leverage of data requires the right approach. Therefore, enterprises
should prepare a strategy beforehand to acquire relevant data, course correct it against errors,
consistently maintain or update it. Enterprises must use a cohesive mix of digital automated tech
and human validation methods to acquire, validate, profile, maintain, and correct data. Doing this
can help them segment audiences better, start more personalized campaigns and increase ROI.

Get in touch with our database service providers to leverage high-quality, contactable B2B

database from across 10mn+ enterprises and get advice on the best-fit solutions to meet
your business requirements
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DENAVE OFFERS TECH-ENABLED
SALES ENABLEMENT SOLUTIONS
FOR NEXGEN SALES:
Intelligent Data Services: Powerful database engine that enables deeper market
and sales intelligence & access to identify B2B prospects.
Telesales: As a part of the telesales service, Denave offers industry-proven and
battle-tested methodologies to improve telesales conversations and improve
closure ratio.
Field Sales & Marketing: Our digital demand generation engine is also backed by
seamless offline customer engagement and GTM strategies which are covered
under the Field Sales & Marketing service.
BTL Solutions: With our tech-powered BTL solutions, we help brands maximize
new customer acquisition and retail customer experience enhancement. We deliver
solutions like market activation, RWA activation, partner engagement, retail audits,
and visual merchandising.
Digital Marketing: We conduct enterprise-level campaigns for all business sizes,
we understand how a prospect's journey unfolds on various channels.
Customer Outreach: We help enterprises set up a strategic and defined process of
customer outreach that supports end-to-end sales journey and builds meaningful
prospect engagement.
Sales Training: Multi-model sales training modules are designed leveraging 100+
man-year experience to deliver enhanced salesforce engagement and driving
revenue impact across varied industries.
Technology: We offer 360-degree sales automation solutions that translates into
systematic data capture, timely feedback, smoother dissemination of information,
and KPI tracking. Our bouquet of AI/ML-led solutions support various business
processes, including tele engines, database systems, and retail frameworks.
We're here to make sure you never have a sales problem again! Request a quote @
https://www.denave.com/contact-us/ to unlock fast & efficient pathways to boost the ROI.
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For more sales insights, visit

www.denave.com/resource
Follow us
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