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Quick poll...

What level of experience do you have with ABM ?

a) Completely new to ABM.
o) Researched a fair amount but not run any campaigns yet.
C) We have tried a campaign or two but we want to supercharge our capabillity.

d) We have run several campaigns and simply want to know the latest thinking.
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ABM 101

Research & Strategy

Form a message that resonates
Structure your team for success
Build feedback loops

Key takeaways

Q&A
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ABM 101
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ABM types

One to many:

Targeting 100+ companies
geting X sector focus

One to few:

Targeting 5-15 companies company focused

Targeting 1-2 companies One to one:

person focused
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ABM types

Targeting 100+ companies

Targeting 5-15 companies

Targeting 1-2 companies

One to many:

sector focus

One to few:
company focused

True

ABM
One to one:

person focused
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Purpose of ABM —

DEFEND



http://www.reallyb2b.com/

eall e
ABM is really just best practice marketing —
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RIGHT PERSON:
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RIGHT MESSAGE USP

Product
Benefits

Competitor
Benefits
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RIGHT TIME

Generate awareness and initiate perception
Awareness driving with thought leadership, videos etc.

Interest Be considerate of overwhelm - ensure
content is useful - top tips etc.

Validate intent and drive preference - case
studies, fact sheets, product demos

Convert - tenacity is essential here. They
are ready for it!
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RIGHT CHANNEL
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Research & Strategy

Define your campaign type
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ABM types

Targeting 100+ companies

Targeting 5-15 companies

Targeting 1-2 companies

One to many:

sector focus

One to few:
company focused

True

ABM
One to one:

person focused
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Critically assess your objective

Break into the
right new
accounts

Grow existing
account
revenues

Increased
number of

qualified

Increased

average
deal size

meetings

Reduced
sales cycle

Sales &
marketing
alignment

Relationship

building

Awareness
and
perception
gain
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Consider your lifetime value

Return on
Investment

AOV /LTV
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Consider your client mix

Pareto: majority
of revenue
comes from a
few key
accounts

Total client
revenue
Linear: majority
of revenue
— comes from
lower LTV
accounts

Volume of clients
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Consider a hybrid campaign

Targeting 100+ companies One to many:

. ’ sector focus

Hybrid
ABM

Targeting 5-15 companies One to few:

. ’ company focused
Targeting 1-2 companies One to one:

person focused
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Research & Strategy

Identify your target accounts
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cally.
How to form your key account list

2. Lookalike firmographic analysis 3. Intent listening

A

1. Internal review " 4. Accessibility review

Key account deep dives

—_—
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Research & Strategy

Establish your target account’s needs
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Be explicit in

what you are
trying to find

1. Company strategy

2. Existing supplier relationships

3. Challenges / pain points

4. Decision making unit & their needs
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onsider your sources to establish needs

Buyer needs
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. .
Consider your sources to establish needs

Buyer needs

Internal sources

Team accounts

Existing research

Existing personas

This presentation or any portion thereof may not be reproduced or used in any manner whatsoever without the express written permission of the publisher ReallyB2B. ReallyB2B is a trading name of Xeim Limited
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. .
Consider your sources to establish needs

Internal sources Desk research

Team accounts Company reports

Interviews/

Existing research :
webinars

Thought

Existi
xisting personas leadership
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Consider your sources to establish needs

Internal sources

Team accounts

Existing research

Existing personas
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Desk research

Company reports

Interviews/
webinars

Thought
leadership

Primary research

Expert interviews

Quant surveys

Intent data
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<= Southern Key Decision Makers
e Water Those we already know

Morgan McCarthy

Head of Data and Analytics

Show confidence in your product, even if Morgan pushes back. Be prepared

to respond to feedback quickly and explain how your product will have a Morgan McCarthy ¢ © southern Water
measurable impact on their work. Morgan is directin communication and Howl oty : . ey SO
prefers the big picture over details. They will respond best to assertive yet i

casual emails that don't ramble or dive too far into the granular detail. When

Moro ol

Background Information

Wateris essential to everyaspect of

our lives and Southern Waterare

proudto be at the heart of managing

water and wastewater services. We

drink it, cook withit and use itto

clean. Southemn Water's water

supply facesbig challenges - the Eng
population of the South Eastis They s
growing fast, and climate changeis z
bringing greater risk of droughtsand

more extreme weather. It'safuture
of more people needing waterand

|
wastewater services, with Less water
togo around.
So, together with their customers History of Relationship:
and communities, theyaim to . . L
provide a sustainable, high-guality No previous relationship.
water and wastewater service that
helpscreate a resilient future for
waterin the South East.

Opportunity:

Southern House, Yeoman Road,

[
S I m p le a n d v‘-‘S-(’)Uthern Why should Avanade

Water choose Southern?
Key Avanade USPs to

@ « A large account with a lot of talk of innovation, and a lot of areas that need lead with:
improvement that Avanade can help with. ‘
— « Innovation

« Given that they have received some of the largest Ofwat fines, they'll be looking to
reduce these fines in the future. « Helping meet Ofwat
targets
« 1bn investment each year into water and wastewater network improvements.
» Ofwat £200M
innovation fund

How can Avanade align with Southern Water's goals?

ere is an easy link between what Southern Water want to in their innovation
space and what Avanade can offer. With the amount of innovation Southern are
willing to put in, speaking to them about meeting their targets and improving
their networks should be simple.
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Form a message that
resonates

Avoid Analysis Paralysis
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Develop messaging that really resonates :
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Build out a messaging hierarchy

Buyers Need Product Benefit Proof Point

| need demonstrate real We provide companies and teams  Trusted partner to 1,250
results.. with all the essential resources they brands and 1.5m marketing,
need to.. digital and ecommerce

professionals

I'm doing everything We'll use our Digital Skills Index 18k benchmarked skills data
| can to improve our (DS) to.. globally
business performance..

| need to ensure my teams  We blend three highly valuable and Thought leadership content
are achieving and unigue training formats.. used by +600,000
exceeding their targets.. professionals every month

—
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cally.
Commit to a Content Plan

| need to ensure my
Pain point to address EEIBEIS a_chlevm_g
and exceeding their

targets..

Theme “Develop your team”
Key content takeaway ¢ 10 Cs of the modem
marketing mindset
Content type Animation
Audience Tech CMO

Response statement We are..
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Forming the campaign ‘Big Idea’

Econsultancy
objectives and 4 Brand truth
positioning

Industry challenges Single-minded

Service truth

and opportunities Ay L proposition

Campaign
idea

Product benefits | Customer truth
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“We diagnhose and define
excellence across digital, marketing
and ecommerce. Our blended
learning approach helps enterprises
to make it happen”.
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The Big Idea

Arm your people with the confidence, skills and
expertise they need to deliver outstanding results.

|
Empower the

Extraordinar
i

Ensure that your employees and your business
stand out as leaders at the forefront of your industry:.

This presentation or any portion thereof may not be reproduced or used in any manner whatsoever without the express written permission of the publisher ReallyB2B. ReallyB2B is a trading name of Xeim Limited
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You need to create campaigns that stop customers

in their tracks and maximise your ROI — which means
you need a team of digital, marketing and ecommerce
experts by your side. At Econsultancy, we're here

to help. We'll identify the skills gaps within your teams
using our unique Digital Skills Index and benchmark
you against your competitors and peers. Our experts
will then design a tailored training programme

to optimise digital, marketing and ecommerce
performance across your business.

A Empower the extraordinary In
i digital, marketing and ecommerce
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Power up your digital marketing strategy | View 10 browse

@® Econsultancy

Power up
your digital

marketing
strategy

Power your digital, marketing
and ecommerce performance

Power up

your digital
marketing
strategy

Power your digital, marketing

and ecommercs

Discover how Econsunancy wit
Dl vou to atay ahead of the ibwer

orid exceed your busness famels.

2 performance
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- Econsultancy

ne of your 4
marketing
objectives

As a CMO, you need to ensure your
marketing teams are delivering
campaigns that meet (and exceed)
your business’' goals. But staying

on target is never easy. Right now,
the landscape can shift faster than
many businesses are prepared for,
leaving your teams without the right
digital, marketing and ecommerce
skills to deliver truly outstanding
results. That's where we can help.

In this short guide, we'll reveal our top
tips to help you hit every one of your
targets, maximise your marketing
performance and empower real and

lasting growth for your business.
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Econsultancy
Econsultancy
32,216 followers

At Econsultancy, we’ll help you to understand what's hindering your growth and will
empower your people with the skills and confidence they need to drive your business forward.

Business growth-
shouldn’t be a

juggling act

Find out more

Empower the extraordinary in
digital, marketing and ecommerce

Empower the Extraordinary in digital, marketing and ecommerce m

7 Likes 3 Comments

S 1Tikae B Coammant AN Chara
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Structure your team
for success
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ABM changes the focus on the resource
heeded to deliver success

Traditional Account-based
marketing marketing

ey “ A
heavy
resource
Engage
Sales heavy
support
Land & expand
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Alignment with sales is instrumental in the
delivery of successful ABM campaigns

Traditional

Marka“ng

Marketing

b

> | ﬂ ! g
— o o &
= ] (121 I m
o ' 8 0 | =
A —

=2 1 O < ! E

Gartner

© 202 Gartner, Inc. and/for its affiliates. All rights reserved
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ABM relies on
close cross

departmental
cooperation

t

Mth

\/ Sales
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Create an action plan to fill any skills or
resource gaps

Creative &

Design High Good Good Training
Contenltl & High Excellent N/A Hiring
Copywriting
Channel Moderate Excellent Fair Hiring

Specialists

Media Buying Low Fair Poor N/A
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A clear view on accountability and
ownership will help keep ABM on track

Responsible Accountable “ 0

Who is responsible Who is the Who do you need Who needs to be
for completing approver? guidance and copied into progress
the task? input from? update emails?
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Build a team with the right attitude and
culture that embraces collaboration

Emotional Growth

Articulation Resilience

Intelligence Mindset

Turning the Relentless pursuit Excellent High self belief Deeply inquisitive,
complex into of excellence rapport building and positivity with strong intelligent
concise insights questioning
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A cross-functional team working in harmony
will provide the greatest chance of success

B
2 5
Attitude Skills

Management

ith company registration number 05243851 and whose registered office address is Floor M, 10 York Road, London
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Build feedback loops

cally.
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ABM is an on-going and ever evolving
campaign

e Sales
e Marketing Messaging & Message Feedback from
e Primary & creative sales &
broadcast
e Secondary development prospects
research

Continuous optimisation
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Avoid Analysis
Paralysis

If you ta ke Structure your
away 3 thlng S.. team for success

Get started
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Thank you & questions

Download your ABM Toolkit here
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