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Introduction
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Account-based marketing (ABM, also known as ABX) is a
highly effective marketing strategy that identifies and
targets individual, high-value accounts, rather than using
a broad approach.

ABM is incredibly popular, with 70% of companies reportedly
using it. By hyper-focusing on the leads that are the most beneficial
to your business, you can halve the amount of sales time wasted

on unproductive leads and see a revenue increase of over 200%!

To successfully implement ABM, businesses need to have a
comprehensive understanding of the key steps and strategies
involved in the process. This account-based marketing playbook
is designed to provide a guide to implementing an effective

ABM program, including how to identify target accounts, develop
customized content, and measure the success of the program.

Whether you're just getting started with ABM or looking to
refine your existing program, this playbook will provide
you with the strategies and tactics you need to succeed.

It also includes expert insights from contributors who have
incredible advice, born from their own extensive experience
implementing ABM programs.



https://www.hubspot.com/state-of-marketing?hubs_post=blog.hubspot.com%2Fmarketing%2Faccount-based-marketing-stats&hubs_post-cta=70%25%20of%20marketers
https://89510cb3019f5ed1fb74-ef823fe4b8b6e268d850836eac05f779.ssl.cf1.rackcdn.com/b2blead-marketing-sales-alignment-ebook.pdf
https://digitalradish.co.uk/inspiration/10-account-based-marketing-statistics-for-b2b-marketers/
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Playbook contributors

Kristina Jaramillo

Founder, Personal ABM

Kristina Jaramillo is the Founder of Personal ABM. She is a featured ABM author on top websites, blogs, and publications,
including CMO Alliance, CMO Council, MarketingProfs, Sales & Marketing Management Magazine, and many others.
Because of her firm'’s personal account-based approach, clients are reversing no positions with Fortune 100 enterprises
like UPS, winning accounts that were unresponsive for 5+ years, protecting accounts like P&G and increasing margin
growth, and expanding globally with accounts like Sephora.

Michael McGoldrick

Director Of Marketing, MRP

In his role as Director of Marketing, Michael leads the marketing initiatives in the EMEA & APJC territories, with an emphasis
on positioning MRP’s award-winning account-based technology, services, and expertise, with the broadest selection of
orchestration channels and formats on the market today. Amassing nearly a decade of experience as a B2B marketer

across a wide range of industries, Michael has previously held senior marketing positions at some of the world’s largest
Business Process Outsourcing (BPO) organizations.

James Mollard
Senior Director - Growth & Strategy, JPC

James Mollard is a revenue and growth strategist with expertise in ABM and CX. He believes that building partnerships
and fostering a “one team/one goal” culture is crucial for businesses to achieve profitable and sustainable growth.

James works with clients to engage audiences and turn engagement into measurable ROI. He is currently the
Senior Director of Growth and Strategy at JPC, a consultancy that helps organizations create and propagate an
ABM culture to transform the connection between marketing, sales, and customer success.
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Benefits of ABM

As many organizations face economic uncertainties and evolving customer demands,
ABM is an effective approach to drive revenue growth and customer engagement.

Here are just a few reasons why ABM should form part of your marketing strategy:

Aligns marketing Delivers improved Nurtures customer
and sales customer experience relationships

Pr e
e he" Q

Streamlines Higher Efficient use of
sales cycle ROI marketing resources
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Account selection
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To get started with ABM, you need to know which accounts
deserve your time and focus. It's all about building long-term
relationships with those high-value customers, so you need to
know how to connect with the right ones so you can start
hyper-personalized targeting.

Ideal customer profiles

“The more data sources used to develop account

profiles, the more significant the revenue impact.”
Michael McGoldrick, Director Of Marketing, MRP

An ideal customer profile (ICP) is the buyer profile that represents
your perfect customer and can be used as part of your ABM
strategy to identify target accounts. ICPs help you better
understand your target customers. It allows you to define your
customer’s problems, challenges, needs, etc., and choose the right
products and services you can offer to resolve their problems.

Create an ideal customer profile

With an ICP, you can focus on the accounts most likely to do
business with you, so both the marketing and sales teams can
have an idea of which accounts are worth pursuing.

Here are some examples of the kinds of metrics you can use
to define your ICP:

e Industry

e Company size

e Firmographic data
e Budget

¢ Location

e Annual revenue

e Buyer behavior

These kinds of data points can help you identify what your

ideal customer looks like and identify the qualities a lead needs
to have to be able to buy from you. If they don’t meet all your
predefined characteristics, then you can disqualify them from
your ABM strategy so you're only spending time and resources
on customers that are the best fit. This kind of information about
your accounts can be found in a number of sources, like annual
reports or Linkedin.

Once you have the ICP accounts identified, you need to review
the companies matching these qualities on a regular basis to see
who is worth making a target account. ICPs can provide you with a
great source of target accounts that leverage the inbound funnel
you've already built.
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“When you have a focused and narrowed ICP,

it focuses you on the accounts where you have
the greatest differentiator, the greatest impact,
and the accounts that can provide you with the

greatest revenue growth. The problem is most
ICPs for ABM are not narrow enough. We are
working with a facility management provider,
and their initial ICP was based on industries,

number of locations, and size of locations.

“But in doing discovery, we found that their
greatest wins were with sub-industries and
organizations that have different types of
locations and have regulatory risks that can
impact operations. It's with these companies,
like food manufacturers, where taking a blanket
approach to facility management can lead

to failed audits and operation shutdowns. Our
client has stories that show how other providers
took a blanket approach and how our client
saved operations from being shut down.

“We need to be able to narrow down our ICP,
where we can teach for differentiation and
come to each interaction with a target account
with a perspective or point of view about their
business. It has to be more than what you can
do for the company.”

Kristina Jaramillo, Founder, Personal ABM
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To pinpoint your ideal customer profile, it's important to understand
who your most successful long-term customers are, rather than
simply who has made the most purchases. While there are many
resources available for examples of ideal customer profiles, these
are only generalizations. To truly identify your ideal customers, you
should start by examining your own client base for examples. Look
beyond just purchase volume, and consider factors such as contract
value, renewal rates, and account growth. This can help you identify
trends and patterns, such as company size, age, and geographic

or demographic consistency. Keep in mind that traditional B2C
marketing strategies may not be effective for B2B marketers, as the
ideal customer profile is constantly evolving in nuanced ways.
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“The more data sources used to develop
account profiles, the more significant the
revenue impact. Once marketers have
successfully integrated their tech stack, they
can pull in data from additional sources, such
as third-party intent data, CRM and MAP data,
and predictive analytics. Using first-party intent
data to support third-party data is particularly
valuable. Gathering data from multiple sources
provides complete visibility into how accounts
engage across channels and whether they're
in active research cycles for specific products
and services. ”

Michael McGoldrick, Director Of Marketing, MRP
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Tiering accounts

When you have your list of target accounts, you then need to narrow
it down further so the list isn't too overwhelming for the sales team.
Targeting individual accounts requires time and resources as they'll
each need personalized messaging, so you need to pick just a few
accounts that are a good match for your ABM campaign.

By tiering your accounts, you can find the ones that are the best
match for your ICP.

Consider a three-tiered system for your accounts:

Accounts that are a perfect
match for your ICP

Accounts that are a
good match but have
alow lifetime value

Accounts that
don't match
your ICP

rn Revenue Marketing
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Tiers can help you determine if a target account is worth pursuing,

and a customer relationship management system can help to create
a workflow that identifies the accounts that match up to your ICP.

This is all about balance, you need to have fewer accounts in the more
time-consuming groups - but you can’t spend all your time on any one
group or you will miss out on valuable leads!

The top tier is typically comprised of the company’s largest customers
who will be given special attention and have their needs addressed
first. The middle tier includes more valuable customers who aren’t

as big of an account but should still receive regular contact from the
company. The bottom tier includes smaller accounts that aren’t as
important and may not receive any contact from the company unless
they show interest in moving up to a higher level by reaching out or
being referred by another customer.

Marketers can then create customized messages and offers

for each targeted account or tier of accounts, as opposed to
one-size-fits-all communication strategies. Tiering accounts in

this way allows marketers to determine where to focus more of their
efforts and resources.

When all your accounts have been segmented into their appropriate
tiers, you get a better idea of the number of accounts at each level,
and how they can be supported. The higher the tier, the higher

the number of touchpoints and customization marketers use for
their campaigns.

Tiers can be determined by a number of factors and priorities,
like the expected revenue to be generated, the size of the company,
the industry they're in, their expected growth, etc.
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Tier 1 (target accounts)

Accounts in the highest tier get the most attention as they've
been deemed the most valuable and are likely to provide the
highest ROI. So each account would get its very own customized
plan, personalized content, and bespoke campaigns directed
toward them.

You need to research the companies and identify the relationships
and connections within those accounts. Your marketing plays will be
designed for each specific account, and this one-to-one approach
means you can better identify the needs of each account, and
provide them with the right content/messaging at the right time,
increasing the likelihood of bringing them on board as a customer or
retaining them.

“1-to-1 personal ABM speaks to, and with the
human buyers within target accounts that
we want to win, protect and expand. When
you take this approach, you go directly to key

decision-makers and influencers with insights
that are specific to their gaps, their impacts,
and content that speaks to them specifically.
You focus on each and every single interaction
and touchpoint that GTM teams have with the
human buyers and how you are relevant at the
industry, company, rank, division, operational,
financial, personal, and customer levels.”

Kristina Jaramillo, Founder, Personal ABM

rn Revenue Marketing
Alliance

Tier 2 (engaged accounts)

Tier 2 requires you to focus your account-based marketing efforts on
a broader list. This list will have more accounts, and will still require
research, but it'll be more limited and less time-consuming than the
time spent on those in Tier 1.

Since the accounts are a bit less valuable, the research will be less
detailed. But you should still ensure you have quality data for each
account and identify the key people involved in those organizations.
You may not completely personalize marketing plays and content,
but you'll still want to provide them with highly relevant touchpoints
based on their industry or customer persona.

Rather than a one-on-one (1:1) campaign, it's likely to be one-to-few
(1-few). Instead of fully bespoke content, the content may focus on a
particular demographic/firmographic element with a personalized
first or last paragraph.

“I.few programs are for those accounts that have
a strategic priority and have a problem profile
but do not yet show intent. We want to see if we
can create the demand and buying vision before

moving further as ABM has the greatest impact
at the middle and bottom of the buyer’s journey
and after the deal is closed. Once we have the
demand, then it should be qualified/disqualified
for greater focus with a 1.1 program.”

Kristina Jaramillo, Founder, Personal ABM
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Tier 3 (prospective accounts)

Tier 3 is for the accounts with the lowest priority. They're accounts
you still want to target, but perhaps you don't have the resources
for personalization or customization, so these smaller accounts
will make up the largest tier and will require the least amount of
resources and effort (using one-to-many, or :many programs).

Your targeting for these accounts will be more broad and general,
perhaps segmenting based on industry or a particular service or
product you provide. Mostly, you'll use tactics seen in traditional
marketing but with account-level targeting. You'll use demand
generation strategies that, instead of scoring leads, will allow you
to track the engagement of these accounts until they've been
sufficiently warmed to be moved up to the next tier.

“l:many programs are the most scalable and it
has the least relevance. We like to use I: many
programs for high revenue accounts that show
intent but there is no clear strategic priority

that our clients can play a role in. The many
programs then test the intent to see if there's
true buying interest and see if there is a reason
to move toward a I:few and 1.l program.”

Kristina Jaramillo, Founder, Personal ABM

m

Revenue Marketing
Alliance




012 ABM Playbook

Tiering your accounts allows you to prioritize your
customers/potential customers to better fit your marketing
campaigns. You won't be able to engage all your accounts with the
same campaign, and nor should you try, as it'll not only overwhelm
your sales reps, but it'll funnel too many resources into the wrong
accounts when they could be better prioritized elsewhere.

It makes time for you to set up the correct account tiers, but once
you've collected enough data about your target accounts and
segmented them accordingly, you'll be able to narrow down the
accounts based on their willingness to buy and push more of your
marketing efforts towards those that'll provide you with the best ROI.

Tiered approach

In-depth account Industry sector profile | Profile based on
profile industry/geography,
etc.

Personalized content Modest personalized Relevant content
content

Dedicated campaign Detailed plan Detailed plan

One-to-one One-to-few One-to-many

rn Revenue Marketing
Alliance

“Unfortunately, too many ABM teams treat

all accounts the same, no matter if they are

a tier-one or a tier-three account. With a
tier-one account, we are going to provide

the most attention, focus, and resources.

It's those accounts that have the greatest
revenue potential, has a strategic priority that
you can play a role in, is showing intent, and if
you have relevant stories to tell so that you can
teach for differentiation.

“My tier two accounts have strong revenue
growth potential. They have a strategic priority
in place, and we have stories but they are not
yet showing intent. It's with these accounts that
we need to create demand, show them their
gaps, create a buying vision, and show them
how indecisiveness is a greater risk.

“My tier three accounts are ones that can
provide revenue growth, but they are not
showing intent and we are not seeing a
strategic priority that

we can play a strong role in. This is where
industry and persona campaigns come into
play until we see greater engagement and
until we see we can qualify them for a more
personal, focus program.”

Kristina Jaramillo, Founder, Personal ABM



013 ABM Playbook

Content personalization
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“Highly personalized content delivered at the

right time is more critical than ever.”
Michael McGoldrick, Director Of Marketing, MRP

Personalization is a powerful tool in marketing. No one likes to feel
like they're being hit with generic messaging; people respond better

to content that reads like it has been tailored specifically for them.

Content personalization plays a key role in ABM. It means
customizing web pages, emails, and other marketing materials to
an individual's or specific organization’s needs and preferences.
The process of creating the right kind of personalized content
involves analyzing data to determine the best approach to
providing content for each market segment, or individual account.

In ABM, personalization means treating every prospect like

an individual. So you'll understand every prospect’s needs,
their market, and their challenges, so you can provide the right
kind of content at the right time.

GENERIC

Content for a broad audience

MUTI SECTOR

Targeted messaging to related markets

INDUSTRY-FOCUSED

Content targeted to one specific industry

CUSTOMIZED

Content adjusted for one account

HIGHLY CUSTOMIZED

Content heavily adjusted and adapted for one account

100% PERSONALIZED

Content created just for one specific account


https://us.epsilon.com/pressroom/new-epsilon-research-indicates-80-of-consumers-are-more-likely-to-make-a-purchase-when-brands-offer-personalized-experiences
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“Successful ABM marketers can customize the buyer’s experience based on the specific product or solution under
consideration and factor in their stage within the buying journey. Almost half of leading ABM practitioners (46%) go beyond
personalizing messages by industry to adapt their messages to the recipient’s job role and stage of the customer lifecycle.

“Highly personalized content delivered at the right time is more critical than ever since customers often skip “steps” on the
buying journey and require digital experiences to adapt accordingly. Managing ABM messaging across multiple platforms
and channels is among marketers’ most significant challenges.

“Mature ABM programs use automation to adjust content to a target account’s changing needs. A solution that provides
a centralized view of account engagement in real-time combined with automated triggers helps ensure the next best
action is taken at every stage. Content aligned to target accounts’ needs and buying stages is the hallmark of a mature
ABM program. To deliver the right content at the right time, successful ABM programs develop and revise a wide range of
content tailored to each target account’s evolving needs along the buyer journey.

“Current, accurate engagement data is essential to creating this high-value content.”

Michael McGoldrick, Director Of Marketing, MRP
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Sales and marketing alignment

Sales and marketing alignment is crucial for any ABM strategy.
Ultimately, these teams have the same overarching goals of
increasing revenue and accelerating the sales pipeline. So any
silos between sales and marketing need to be eliminated so all
messaging is effective throughout the entire buyer’s journey.

Targeting

Targeting is the first and most critical step in any account-based
marketing (ABM) campaign. Marketing and sales teams must
work together to identify the key accounts they want to target and
prioritize.

Sales teams can provide valuable insights into their ideal customer
profile (ICP) and the key characteristics of their target accounts.

Marketing teams can use this information to build a comprehensive
account list and create messaging and content that resonate with
the target audience.

This alignment is essential for ABM's success as it ensures that both
teams are focused on the same set of target accounts and are
working towards the same objectives.

Personalized messaging

Personalized messaging is the backbone of ABM. Marketing and sales
teams must work together to craft messaging that is relevant and
resonates with the target audience.

Marketing teams can use their skills to create content that addresses
the pain points and needs of the target accounts.

Sales teams can provide insights into the individual stakeholders
within the account and their unique challenges.

By combining these insights, the teams can create messaging that
speaks directly to the individual stakeholders’ needs, making them
more likely to engage with the content and take the desired action.
This alignment is necessary for ABM as personalized messaging is key
to building meaningful relationships with the target accounts.
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Coordinated outreach

Coordinated outreach is critical to the success of any ABM
campaign. Marketing and sales teams must work together to ensure
that the outreach efforts are coordinated, consistent, and impactful.

Sales teams can use their relationships with the target accounts to
facilitate introductions and schedule meetings.

Marketing teams can provide the necessary collateral and follow up
with targeted messaging.

By working together, the teams can ensure that the outreach

efforts are aligned with the target accounts’ needs and that

they're receiving a consistent message across all touchpoints. This
alignment is necessary for ABM as coordinated outreach can lead to
increased engagement, conversion rates, and revenue.

rn Revenue Marketing
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Observe and measure

Measuring and optimizing performance may fall under the purview
of the marketing team, but it's crucial that this data is regularly
shared and reviewed with the sales team. Marketing metrics that
gauge engagement and sales metrics pertaining to pipeline are
both relevant to ABM initiatives. Additionally, any new leads that

are identified and engaged with, as well as new contacts that are
mapped to specific accounts, must also be carefully monitored and
measured as part of account-based strategies.

MARKETING AND
SALES ALIGNMENT

DOWNLOAD THE PLAYBOOK! BNV
'/R



https://www.revenuemarketingalliance.com/marketing-and-sales-alignment-playbook/
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“Aligning sales simply doesn't cut it. You need them to be inspired, you need them to be immersed. But more than
anything, you need them to be INVESTED; that is to be clear about what is required of them, be committed and held to
account for their contribution, but above all else, to understand (cmd believe) what return they can expect. A return that
has to be framed in terms that are relatable to them — will it close more deals? Will it help them make their quota?

Here’s my pointers to helping achieve that:

« Sell the dream: At the outset, make the upfront investment to really bring the ABM program to life for sales. You have to
pitch the idea and why it's great for them. Focus on outcomes that matter to them, and show them mock-ups of some
assets and tools they can expect to see.

« Formalise the investment: Once you have their attention, lay out, with complete clarity, what is expected and
needed from them to deliver the dream. Structure it into a simple contract so that everyone has, in writing, a formal
commitment to their roles and responsibilities.

« Support the tactical opportunities while you build towards the strategic outcomes: While it may take 12 weeks to get
to market with your ABM strategy, you should have your proposition and messaging locked within a month of kicking off.
Make it part of your planning process to search out quick tactical opportunities to bring these into play and show value
quickly. For example, using your Customer Value Proposition (CVP) work to deliver a disruptive discussion document for
an Exec meeting or an account manifesto for a bid that is already in flight.

« Workin sprints: The early tactical engagement also provides a reason to get together briefly but regularly with a sense
of purpose and a focus on momentum. A 30-minute meeting every week is perfect if you have a clear agenda and
reason to get together.

* Nurture and empower evangelists: On the whole salespeople tend to be fast followers rather than first movers. As your
program evolves and milestones are met, ensure you recruit and enable your “coal-face” sales partners to help take
the word to their colleagues.

James Mollard, Senior Director - Growth & Strategy, JPC
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Measuring ABM results

Part of any effective marketing strategy is having an effective way
of continually measuring the results. Research from Demandbase
and Demand Metric showed that more than half of the respondents,
whether new to ABM or not, consider finding the best metrics to

show ABM’s impact to be a major challenge.

Examples of metrics
Hard metrics: Quantitative and objective measurements

Revenue growth Increase in total revenue.

Accounts reached Number of accounts from target
account list reached with an ad, or
opened an email.

Number of accounts from target
account list that visited at least one
webpage.

Total page views The number of page views from
accounts.

Percentage of target accounts suc-
cessfully converted into customers.

So having clear KPIs is a must for determining how successful your
ABM campaign has been.

Your KPIs can take a numlber of forms, such as increased revenue,
brand awareness, customer loyalty, audience growth, win rate, sales
length cycle, and many more.

Soft metrics: Qualitative or subjective measurements

Sales and marketing alignment State of collaboration between the sales
and marketing teams.

Improved customer relationships Strengthened connections and
interactions with customers.

Brand perception How a brand is perceived by its audience
- their beliefs, attitudes, opinions, and
emotions towards the brand.

Optimization execution Incremental improvements to
strategies and tactics are carried out.

Customer loyalty A customer’s repeat business towards
a company, due to positive experiences
and perceptions of the brand.


https://www.demandmetric.com/content/state-abm-tech-stack
https://www.demandmetric.com/content/state-abm-tech-stack
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Return on investment

ROl is a vital metric to track, as you need to ensure that your ABM
campaign is not costing more than the return from your target
accounts. If you've got past data from your marketing and sales
efforts, that can really come in handy. It gives you an idea of what to
expect when launching a new campaign, like how much you’'ll need
to spend on average before you start closing deals. But if you start
spending more than the average without getting a good return on
investment, it might be time to rethink your approach or focus on
different target accounts.

Traditional marketing:

Attract
leads

Personalize
and engage

rn Revenue Marketing
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Sales cycle length

ABM has the knock-on effect of shortening your sales cycle.
This is because by focusing on the right kind of accounts,
you eliminate all those needless, unqualified leads from the
campaign before starting the outreach process.

It also ensures opportunities aren’t being lost by neglecting accounts
that would be a good fit. Compare your average sales length

cycle before and after implementing your ABM program to see if
marketing activities have decreased the time it takes for sales to
convert prospects to closed deals.

Account-based marketing:

Identify
accounts

Personalize
and engage

Land and expand
relationships
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“The metrics that we use to measure the
success of our client’s ABM programs depend
on where there are revenue gaps across the
buyer’s journey and customer lifecycle. ABM
should fix business revenue problems as it's
about changing the way that go-to-market
teams interact with the human buyers in

the target accounts we want to win, protect
and expand. We have clients that have built
pipelines with ABM, but they are challenged
with accounts going dark, so stage progression
is the KPI we want to impact first.

“We have clients that are continually
discounting their solutions to compete with
others in the market, so the KPIs we want to
impact then are deal size and Annual Recurring
Revenue (ARR). We've had clients that were at
risk of losing large accounts like P&G, so our KPI
then is account retention. We have clients that
lose the C-suite and VP attention after a deal
is signed, and they are challenged to expand
within business units and regions, so then

our KPI is Net Revenue Retention (NRR). This is
why it is important to first identify the revenue
gaps across the buyer’s journey and customer
lifecycle to see the KPIs and areas you should
impact first with ABM.”

Kristina Jaramillo, Founder, Personal ABM
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“There are often misconceptions, especially
when it comes to ABM, that executing a
segmented lead generation program is
equivalent to an ABM strategy. And when it
comes to tactics like display advertising, there
is a focus on legacy-based metrics, like clicks
or impressions. Looking only at the components
of advertising that drive click-through and
conversion rates at the lowest cost has always
been a flawed approach, right from the start

— when digital interactions became trackable,
and marketers and media agencies were
tasked by their clients to drive direct responses
because they were so easily measurable. B2B
marketers must rethink their account-based
sales & marketing strategies, shifting from a
flawed optimization model focused on quantity,
ratios, and costs to a maximization model
focused on efficacy, amplitude, and value.”

Michael McGoldrick, Director Of Marketing, MRP
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MarTech in ABM

As ABM adoption soars, the tech is more important than ever. To execute ABM successfully at scale, it is
essential to have a well-coordinated marketing tech stack that enables running ABM programs, including
account selection, planning, engagement, and reporting, and integrates seamlessly with your current
technology to provide critical information for reaching key decision-makers at your targeted accounts.
The right MarTech tools enable marketers to streamline their campaigns and automate crucial processes.

Technology Purpose Vendors

A system to manage interactions and relationships with

Salesforce, HubSpot, Oracle
customers.

Software that automates repetitive marketing tasks and

Marketing automation platform workflows.

HubSpot, Marketo, Customer.io

A software system that collects and integrates customer
Customer data platform data from various sources to create a unified and DemandBase, Tealium, Segment, Sense
persistent customer database.

A tool that uses data mining, machine learning, and
Predictive qnalytics statistical algorithms to analyze historical data and make DemandBase, Lattice, Zoominfo, Sense
predictions about future events or behaviors.

Software solutions or platforms that help sales teams to
Sales outreach tools identify and engage with potential customers or prospects | Hubspot, Salesloft, Pipedrive, Outreach
through various channels.

Tracks website visitors and provides personalized
experiences according to their intent and characteristics.

Website personalization

PathFactory, Optimize, Triblio
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“We have trialed two intent data platforms
within a strategic account environment, but we
found it difficult to prove consistent outcomes
and ultimately, we lacked confidence in the

data when it's focused on a single account.

“What we have found extremely useful is

the ability to coalesce unstructured customer
data into deeper strategic insights about
how an existing customer is both acting and
thinking about the product and the brand.
Sources such as product telemetry and social
listening allow us to understand actions and
underlying sentiments.

“Building Al and ML models that can then
identify patterns across the entire customer
base allow us to predict how strategic
customers will act and how we can apply
ABM best practice to shape or disrupt a
predicted course of action. This is absolutely
critical in preparation for big renewals.”

James Mollard, Senior Director -
Growth & Strategy, JPC




Expert insights

Before we conclude, we asked our expert contributors for their in-depth
insights into ABM specifics.

What are some common
challenges you’'ve encountered
when implementing ABM and
how have you overcome them?



24 ABM Playbook rn Revenue Marketing
Alliance

“A common challenge we've seen clients encounter when they do ABM is that they build a pipeline but they are challenged
to drive stage progression and win high-value accounts. The issue is that they are doing marketing as usual, just more
targeted with ABM tech and intent data platforms. They haven't changed sales and marketing interactions and the
experiences that are delivered. They haven't changed the content to align with the strategic priorities of target accounts.

“For example, one of our clients in the conversational Al space was targeting tier-one banks, like Bank of America, and they
were pushing out industry and persona-based content that were not moving the banks forward. Bank of America has there
own self-serve Al platform called Erica.

“They have a larger IT team. And, they have hundreds of Al patents. Industry and persona-based content would not

work with this account. Bank of America needed to see their gaps when it came to use-cases like complaints
management, compliance, and collections management and how our client could augment their current systems to fill
the bank’s gaps and achieve the business outcomes that Bank of America wants. By looking at where and why clients are
winning and losing, aligning with the accounts that can have maximum revenue impact, and changing the interactions
that go-to-market teams have, we have cut sales cycle time by a third, increased deal sizes by 2X-3X, and improve wins
rates by at least 25% with enterprise accounts.”

Kristina Jaramillo, Founder, Personal ABM
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“Intelligent buyer experiences and responsive engagement across channels have always been the top criteria for mature,
high-performing, omnichannel sales and marketing orchestrations. Synthesizing data across multiple sources, eliminating
tech and people silos, and taking a collaborative approach can give sales and marketing teams a deeper understanding

of what buyers need and where to deliver it. Offering consistent, relevant, and responsive connections to prospects and

customers wherever they interact with the brand is the real role of sales in today’s digital sales and marketing environment.

“While data-driven organizations get signals from their data, insight-driven organizations turn those signals into actionable
insights to drive tangible business outcomes, at scale. Yet, much of the technology on the market fails to support the
enterprise cases in two ways: it's not readily available across the enterprise, and it lacks the nuance and detail necessary
to satisfy more sophisticated use cases or even context to support personalization at scale. Today, enterprises have data
spread across lines of business, teams, geographies, and platforms.

“We live in a global, multilingual world where large-scale success means reaching markets outside our home country or
language community. As a result, enterprise sales and marketing solutions increasingly must leverage data in languages
other than (American) English. This includes capturing actionable insights in multiple languages with full geographic
context to indicate buying center locations, as well as marrying this intent data with predictive analytics to prioritize
accounts and identify the next-best action across all channels.”

Michael McGoldrick, Director Of Marketing, MRP

“If it's with a client that is new to ABM then research is always a challenge. We mostly work with global Enterprise Tech and
Telco so they often have their own insights teams and we can easily find ourselves swimming in research that has little

or no value for the process. Top that up with 3rd party intent data, the provenance of which is often pretty sketchy and
you can easily find yourself being led down blind alleys. We've developed a very prescriptive research brief/process for

ABM and we start with a clean sheet and work through that regardless of what the client already has. We also ensure that
customer success, product and propositions, and consulting/solutions teams are in the workshops from the outset as well
as marketing and sales.”

James Mollard, Senior Director - Growth & Strategy, JPC
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What are some best practices
for ongoing optimization and
refinement of an ABM program?
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“We find that many companies that are already
doing ABM want to accelerate their results by
scaling their efforts and putting more accounts
into the pipeline, even though the pipeline is
not the issue in many cases. Whether you are
getting ready to start an ABM program or you
have an existing ABM program that you want to
accelerate, you need to look for issues across
the buyer’s journey and customer lifecycle. You
need to see where there is drop-off and look

at the interactions and experiences that the
teams are having and delivering. This is where
the role of RevOps comes into play in an ABM
program. The most successful ABM programs
are where teams are using RevOps and using
their data to uncover how we need to optimize
and change the program.”

Kristina Jaramillo, Founder, Personal ABM
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“Integrating a tech stack, gathering data

from multiple sources, and sharing data
among teams pays off in more comprehensive,
more accurate target account profiles.

Look for ways to organize account-based

data from contact-based systems.

Cleansing, mapping, and appending data
delivers greater accuracy, more detailed
reporting, and deeper insights into the

impact of ABM programs on each account.

“Visibility into a wide range of data sources

is essential, but mature ABM also requires
transparency into what other teams are doing.
Organizations with complete visibility into
other teams’ ABM programs are more likely
to see significant revenue impact from ABM.
In contrast, low performers are more likely to
silo their ABM activities. Armed with a central
view of each target account, multiple teams
can execute a coordinated ABM program that
precisely targets accounts with personalized
messaging across channels.”

Michael McGoldrick, Director Of Marketing, MRP
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“1. Be clear, from the outset on the account
objectives. Be singular in the defining success
factor but work through a progressive set of
outcomes that build towards the ultimate goal.

“2. Measure and review at least once a month
don't be afraid to take a step backwards or
reset a progressive step if it's the right way to
hit your defining success factor.

“3. Keep re-assessing your stakeholders and
don't allow your Tier 1 (1-2-1 man-marked)

set to become too narrow and don’'t become
too obsessed with CXOs, be brutally honest
about who's really going to have a direct role in
buying your product.

“4. Ensure your ABM program integrates fully
with pursuit and bids and your deal-based
activity and that it pulls through, post-award,
and continues to feature in your customer
success strategies for key accounts.

“5. Don’t hold onto the balloon too long. With
the best preparation in the world, some of your
target accounts simply won't engage. Don't
keep burning budget to save face.”

James Mollard, Senior Director -
Growth & Strategy, JPC




How do you ensure that your
metrics align with your overall
business goals?
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“ABM should start and end with revenue,
including where you're putting ABM, how you
are

using ABM, and the accounts that are selected.

Leadership, sales, marketing and RevOps
need to look for the “RED” in the business and
proactively find ways to impact ARR (annual),
GRR (gross retention) and NRR (net retention
- expansion) and other business goals with
ABM. From there we can align sales/marketing
processes, KPI, etc. with revenue goals and the
executive strategy.

“We need to look at what the current pipeline
looks like, where challenges lie, and if the team
has the ICP right. We need to understand
what's keeping tier 1 accounts from entering
the pipeline and what's keeping them from
staying. We need to identify how much margin
growth teams are leaving on the table with tier
1 accounts and what's keeping the teams from
winning across the service portfolio, regions,
and business units.”

Kristina Jaramillo, Founder, Personal ABM
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“We use a framework in the account selection
process and as part of formalizing sales
investment that clearly defines the strategic
objectives for the account and singular
measure of success — in our case this is mostly
ICV (initial contract value) closed/won. Our
goal in this is to create a definitive “point of
victory” and timeline that the business can
grasp quickly and relate back to.

“The progressive gates we need to move
through to meet the objective and the specific
ABM strategies and tactics are obviously
critical, but to the wider business, everything
we are doing has to connect back to that one
decisive moment. It's a quite binary approach
and can feel uncomfortable but the questions
we're always asked by the C- suite is “what are
we getting?”, “what value does it add?”, and
“when will it be delivered?”. Overcomplicating
the metrics outside of the immediate team
can quickly burn enthusiasm and make ABM
appear unspecific and “flabby”.”

James Mollard, Senior Director -
Growth & Strategy, JPC



31 ABM Playbook rn Revenue Marketing
Alliance

“Even those who elegantly orchestrate ABM campaigns will be held back from achieving their revenue objectives if they
cannot measure their program effectively. If you can't measure it, you can’t optimize it, and you probably shouldn’t be
doing it. In fact, one-third of Enterprises report their ABM program is unable to produce an impact on marketing-generated
revenue, or they are unable to measure ABM's impact accurately.

“Most Enterprises have existing Bl and measurement systems that provide critical marketing performance management
insights, and high-performing Enterprises add their ABM program to the existing measurement framework rather than
replacing it. Compulsory platform features that enable Enterprises to overcome ABM measurement barriers include the
ability to:

+ Assess the impact of marketing and sales across multiple channels (including those outside the ABM platform).
* Enable the performance assessment of ABM on pipeline, revenue, customer growth, or other metrics.

* Manage the impact of multiple channels as they affect overall CX and KPIs instead of relying on traditional attribution
analytics.”

Michael McGoldrick, Director Of Marketing, MRP




How do you develop and execute
targeted messaging and content
for your target accounts?
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“We found that most content does not support
ABM as it does not reframe a prospect’s
specific thoughts or ideas, they do not show
gaps and impacts within target accounts, and

they do not have stories that personally relate
to target accounts. The Challenger Sales book
mentions, “It's not that the prospect doesn't
believe your story, it is that the prospect does
not see themselves inside the story that is
being told”. Most content is created based

on industry and persona insights, and it is not
driven by account intelligence.

“We also see that ABM content does not
support the selling conversations that need
to happen with specific accounts or the
internal conversations that are happening
behind closed doors. Once you start creating
content based on account intelligence then
you need content based on sales insights on
the engagements that are happening with the
target accounts, so marketing can help sales
create the a-ha moment that is needed to
drive wins.”

Kristina Jaramillo, Founder, Personal ABM
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“Where you conflate the target accounts strategic imperative and what you can deliver as a compelling solution sits your
Customer Value Proposition (CVP). A CVP is not a list of benefits. It describes the business outcomes and experience of the
service you will provide, expressed through the lens of customer need. The expression of a great value proposition always

starts with the customer, seeing their challenges and presenting the opportunities of partnership through their eyes. When
considering the components (or pillars) of your proposition ensure you can succinctly express why each matters to the

customer (in their terms) and how working with you will help them.”

“Once you have your CVP nailed the matrix of messages that you need to land with your target account becomes far more
structured and simpler to construct as long as it has followed these simple rules. Your messages must:

e Demonstrate your in-depth knowledge of their business, their challenges, and their strategic priorities.
¢ Focus on business outcomes, not products and features

¢ Look beyond your client to their end customer.

¢ Helps them understand how to work with you to co-create solutions

¢ Be clear, simple, and easy to understand, with no in-house jargon or complexity.

e Be human - because it's always a person doing the buying.”

Michael McGoldrick, Director Of Marketing, MRP




What tactics and channels do
you use to reach and engage your
target accounts?
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“We typically use LinkedIn, content (in different
formats), and email, but it depends on the
target account and the human buyers in those
accounts. Too often, ABM marketers focus

on tactics and cadences, but ABM is not a
list of tactics. ABM is a business strategy on
how you are going to get more high-value
accounts to revenue and how you are going to
increase the customer lifetime value with the
20% of accounts that can deliver 80% of your
revenue growth. When you focus on tactics
and cadence, then in many cases, you're
doing nothing more than targeted demand
generation, and you will not impact anything
more than the pipeline.”

Kristina Jaramillo, Founder, Personal ABM
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“Buyers don't engage on just one channel, so ABM programs need to plan for alternate routes. By the time B2B buyers

begin a conversation, they've likely already perused company websites, downloaded whitepapers, or even subscribed to
email updates. Conversational exchanges must start wherever buyers have already traveled — providing context-aware
information attuned to their industry, role, and stage in the buying journey. To enable this precision, interactions can’t occur

in a vacuum.

“Six in 10 ABM top performers have access to a full view of each target account across sales and marketing platforms,
leading to a more accurate context for conversational exchanges, according to the MRP/Demand Metric research. This
capability is still relatively rare: Forrester found that 58% of marketers can tailor chat conversations to individuals by name,
half can adapt conversational content by persona, and fewer than a third can precisely align conversations by account
(32%) or buying group (21%). Enterprise marketers who can precisely target their messaging — and back it up with bespoke
content — can achieve significant gains in campaign effectiveness.

“One MRP customer, a global enterprise software business, saw the response to conversational ad campaigns improve
more than 300% by tailoring messages and follow-up content to target three key customer sectors. Nearly four in 10 ABM
leaders (38%) have this type of differentiated content library crafted to serve specific target-account goals — more than
double the number of low performers who do so, MRP/Demand Metric’s research found. Deploying solutions incorporating
self-learning, connected recognition, and targeting to track an account’s digital breadcrumbs accurately and send a
consistent marketing message wherever prospects are.”

Michael McGoldrick, Director Of Marketing, MRP
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Conclusion

This playbook will help your team achieve success in your
account-based marketing efforts. By following the guidance
and expert insights, you'll be able to identify and prioritize
high-value accounts, develop personalized messaging, and
execute campaigns that resonate with your target accounts.

Remember that ABM is a long-term, business-wide strategy, and

success will not happen overnight. It requires a deep understanding

of your target accounts and a commitment to delivering relevant
and valuable content to them at every stage of the buying journey.

With the right mindset, tools, and tactics, your team can achieve its
ABM goals and drive meaningful business results. We hope this
playbook serves as a helpful resource for getting started, and the
Revenue Marketing Alliance wish you all the best in your ABM
endeavors.

If you'd like to learn more about all things revenue marketing,
or keep up to date with future ABM playbook releases or our
wealth of reports, join the Revenue Marketing Alliance today!

Connect with your peers in our community Slack channel and
discover all the ways you can get involved.

rn Revenue Marketing
Alliance
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https://www.revenuemarketingalliance.com/
https://www.revenuemarketingalliance.com/join-the-community/
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Meet the team

Hannah Wesson
Copywriter

Hannah has worked in content marketing since graduation and has a wealth of experience writing for a wide range of
B2B and B2C companies.

Millie McCaughrean

Community Manager

Millie is one of the Community Manager at The Alliance. She will do everything to provide your community with value and
is constantly seeking out new ways to grow the community too.

Ivana Pusceddu

Senior Artworker

Ivana is our artworker and looks at all our design requirements. She's responsible for the layout and visual elements in

this report and is always happy to hear your thoughts!
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https://twitter.com/RevMrktAlliance
https://www.facebook.com/RevenueMarketingAlliance/
https://www.revenuemarketingalliance.com/join-the-community/
https://www.linkedin.com/company/revenuemarketingalliance/

