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My credentials

More than 40 ABM projects:
global, regional, national

Head of ABM at LAW B2B, UK.

https://lawb2b.com/
Independent ABM advisor

ABM industry references: IT
hardware, software, biotech,
medtech, industrial, travel
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Account Based Marketing

Why and what




The vision (1)

Imagine that all your dream
customers know what you
stand for, want your company
to be their partner, and are
ready to signh contracts



The vision (2)

Imagine that you have direct
and 1:1 engagement with all
your dream customers
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That is ABM
well executed
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Account Based Marketing defined

Personalized
built on
account-specific

Strategic
not a simple
campaign or tactic;
insight, content, and
messages for maximum

it's a business strategy;
not ‘one and done’;

it's “always on” for Account Based Marketing relevance and

an account. resonance.

is a strategic approach that
coordinates personalized

efforts

to open doors and deepen
engagement at G G
specific named accounts and deepen

engagement:

focus on landing
new accounts and
expanding within
existing accounts.




An alternative definition of ABM

Treat each potential
customer as a market and
an audience in itself



Which ABM strategy fits your objectives

1 -15 accounts (“One-to-One”)
Mission critical: must win or must defend

Rich account plans
Every touch personalized

15 - 200 accounts (“One-to-Few")

High-touch. Accounts in key verticals with
significant growth potential.
Personalized touches to key personas

200 - 500 accounts (“One-to-Many”)

Automated touches OK
Industry and persona customization




Setting the objectives
defines the strategy

ABM supports two growth strategies:

« LAND: new large accounts
This strategy will initially drive pipeline.
l.e. seeking to convert new customers

« Expand: Sell more to existing key accounts
This strategy is more likely to drive revenue as it is
comparatively easier to-sell more to existing accounts.

« Many companies choose a combination of Land and
Expand strategies.




Poll

In terms of pipeline, what is
your biggest challenge?




What drives ABM




What drives ABM?
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Poor quality Insufficient
leads pipeline
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Too many people involved Law of 80/20
in the buying process.

Non - linear sales

Organizational



Most sales teams reach only a fraction

of the B2B decision makers

«» How many people have you met?

«« How many people know of you?

«« How many people believe you are the best?
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Benefits of ABM




GENCY

ABM is a growth enabler

Some of the commercial benefits:
oo INncreased deal sizes

«s Higher share of wallet from business-critical
accounts

«s Stronger relations on all levels of the client
organization

Internal benefits:
«s Sales & Marketing alignment

«s Account specific engagement data

.« High MRO

The three Rs of ABM:
REPUTATION

REVENUE
RELATIONSHIPS




EEEEEEEEEEEEEEEE

What does ABM
look like in real life?




Overall GTM STRATEGY and execution

INNOVATION
Account selection Campaign execution e
S—— Banners are shown when
= target individuals are online on news
Target accounts based on ICP i@! Contextual Targeting sites.
VvV W
' @ 2 \} @ Y ‘g;gﬂ =
s Account-Based Advertising =0ouno — =
Booklet / eBook** Infographic** Blog content™*
l P> m LinkedIn Outreach l
| == Ya
— I: — _] @ ® ® L d 4
IP verification of target accounts — = M q P
(5 Google Ret ti E ; I:E-l_a] IIT'-'-]
J oogle Retargeting
Individual Triggered Virtual 11
landing pages* emails Round Table  meetings
Accounts and personas identified on LinkedIn ’—

**Examples of content which may be created



Pitfalls




ABM does and don't’s

Alignment between Sales and Marketing is a MUST

Get C-level commitment

Always design your ABM programme to reflect the
length of the buying journey

Start small, learn, fail fast, grow and expand D05 D O N ITS



ABM Framework




THE B2B LEAD AGENCY

1:Few ABM Process

Scoping your ABM
Programme

Account & Industry
Research

Strategy & Planning

Account Messaging
& GTM Plan

Campaign Execution

ROI & measurement

Week 1

Week 2-4

Week 5

Week 6

Week 7+

Week 12

Define current
footprint and accounts
in sector

Agree sales &
marketing objectives
for sector

Define research &
insight required

Define success criteria

Industry sector profile

* Major players

* Industry drivers

*  Pain points

* Competitive
Landscape

* Regulatory

Mini - account profiles

Identify key stakeholders

Relationship mapping

Replay industry
sector insights and
findings

Map opportunities
and focus areas

Prioritise
opportunities into a
sector-based plan

Agree strategy by
account or segment

Develop a specific
value proposition for
key accounts and
supporting messages

Identify key content
assets

Develop detailed go to
market account plan

Curate/develop
personalized content
assets

Deliver & execute
against the plans

Review each activity
and its success

Quarterly account
review of overall
plan

Engagement data
shared with Sales

ABM sales & marketing
alignment session

1:1 calls with segment
and account specific
sales leaders

Desk research

Group workshop:
account or segment
strategy

Group workshop:
segment/cluster
messaging

ABM Marketing
campaign starts

Quarterly review
cycles
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