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ABM (Account Based Marketing) iIs a
strategy that's becoming increasingly
popular with companies looking for
hew ways to improve their marketing.

Today's buyers demand personalised content,
engagement, and a unigue customer experience.

With ABM, you can deliver these personalised
experiences and set yourself apart from
your competitors.

This guide will help you understand what ABM is

all about and how it can improve your customer
acquisition process, shorten your sales process, build
profitable relationships, and help you achieve a higher
customer contract value, among other benefits.

ACCOUNT BASED MARKETING EBOOK -

2




What is ABM
marketing,
and where did
it come from?

Account Based Marketing is a
targeted approach to B2B marketing
In which sales and marketing teams
collaborate to target and convert
best-fit accounts into customers.

ABM allows small marketing teams to land
heavyweight client accounts through personalised
messaging, making it feel like you've created content
specifically for them.

Account Based Marketing is not a new concept.

The term one-to-one marketing was first coined by
two consultants, Don Peppers and Martha Rogers, in

their 1993 book “The One to One Future.”

They made famous the concept of marketing to
individuals rather than using a mass-market approach
to marketing.

The strategy has become widely accepted since then,

with about 84% of companies implementing ABM
strategies recording a higher return on investment
(RO than other marketing strategies.
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Why ABM iIs
perfect for B2B

Account Based Marketing is brilliantly
suited for B2B marketing. For
example, ABM yielded a higher ROI
for 97 percent of B2B marketers than
any other marketing strategy.

With Account Based Marketing, B2B brands can
Improve their ability to locate and delight the most
qualified leads by basing their ideal customer profiles
on existing customers.

Second, concentrating on huge accounts you
are more confident of signing up produces many
knock-on effects.

Despite your focus on the largest accounts, medium
and small accounts with similar needs will discover

your targeted marketing and sign up, especially if your

website features an excellent customer list.
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Even though Account Based Marketing appeals
more to the B2B audience, mission-driven
enterprises like NFP can also benefit from its
focused approach to target best fit accounts.
With Account Based Marketing, NFPs can also

- - = [ [
Why ABM Is streamline their focus to specific accounts.
also pe rfeCt ABM also helps to create personalised messages that suit the
non-profit narrative. Needless to say that personalisation is one of

the factors that underpin customer experience and positive donor

response. According to Campaign Monitor, donors and nonprofits
seem to be aligned on content:

for Non Profit
Organisations

of donors want to hear stories
61 10/ about organisations’ impact and
ml7® how their services are helping. This

IS the content donors value most.

of nonprofits believe this

%O@ 91 .8% Is the most important type

of content for donors.
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How is ABM
different from
lead generation?

ABM shares many similarities with
lead generation strategies. However,
the two concepts are different in the
way they're implemented.

For example, ABM makes the most sense when a
business targets high-touch, high-value enterprise
accounts. On the other hand, lead generation is more
suited to low-touch, lower-priced services aimed at a
broader market.

While ABM qualifies prospects by defining the Ideal
Customer Profiles (ICP) of target accounts, lead
generation qualifies prospects by nurturing them
through a sales funnel.

This means that ABM starts with the end goal -
targeting key accounts - instead of qualifying leads
via a sales funnel, thus turning the lead generation
process upside down.
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Why Sales
& Marketing
will love ABM

The entire ABM framework is built

to help sales and marketing teams
function effectively. The main
objective is to coordinate their efforts
to find, interact with, and close deals
with high-value accounts as a united
team. But that’s not all. Here are more
reasons why ABM will be the toast of
both your sales and marketing teams.

1. MARKETING AND SALES GET TO SPEND THEIR
TIME AND MONEY ON QUALIFIED ACCOUNTS

One of the strong points of ABM is that it eliminates
trial and error. Marketing and sales teams can
streamline their efforts, making them spend time and
money on quality accounts only rather than casting
their nets wide.

Being able to concentrate your efforts on a few high-
value target clients increases efficiency, thus helping
sales and marketing teams focus on the stages of the
cycle that positively affect the organisation’s bottom line.
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Aside from your bottom line
benefits, equipping your sales
and marketing teams as best
YyOU can sets them up for
success, and being successful at
work is the easiest way to foster
job satisfaction and enthusiasm,
IMproving your organisation’s
overall workplace morale.

2. LARGER AVERAGE CONTRACT SIZE

A direct impact of an effective ABM process is that
sales and marketing teams will now enjoy a larger
average contract size.

Recent research shows that companies implementing
ABM have seen a substantial lift in average annual
contract value of 171%.

5. HIGHER CLOSE RATE

The engagement rates with their target accounts grow
dramatically when marketing and sales work together
strategically.

As a result, the number of closed business deals also
iIncreases. According to a study, conversion rates of
eligible prospects to concluded sales can increase by

up to 50% or more.
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4. IMPROVED ALIGNMENT BETWEEN
SALES AND MARKETING

Sales and marketing perform better when they're on the same page.
That’s a no-brainer. They'll deliver on their KPls faster because they
can follow up with their potential clients as a team.

The sales team can take off from where the marketing team stopped
without breaking the workflow.

Tightening that relationship also cuts out overlapping work, since
everyone is working together on the same accounts. The icing on the
cake is that organisations with aligned sales and marketing teams also
see average annual revenue growth of 32%.

5. A CLOSER RELATIONSHIP BETWEEN MARKETING
EFFORTS AND REVENUE

Many people think that the sales team is solely responsible

for an organisation’s revenue growth. In ABM, marketing plays a
crucial role in growing the company’s pipeline and revenue because
marketing efforts are directly tied to income.

Therefore, it's much easier to demonstrate ROl and get stakeholder
buy-in since we can see right away whenever a target account has
entered the sales pipeline.
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Types of ABM

As your customer list grows, you will start
hoticing different patterns in your ABM
accounts. This difference may be due to the
ROI each account generates, which ultimately
determines the attention you'll give and the
extent of personalisation.

Therefore, categorising ABM accounts in tiers becomes
necessary to help you create a more customised approach and
maximise your limited resources. Here are the three types of ABM
you should know about.

PROGRAMMATIC ABM (1:MANY)

As the name (one-to-many) suggests, this tier focuses on

shifting target accounts into much larger clusters and mass-
customising campaigns for those accounts. This tier requires
delivering a personalised message to a large number of accounts.
Its effectiveness relies heavily on technology.
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SCALE ABM (1:FEW)

This tier is more targeted than the one-to-many tier because the
level of customisation is more advanced. Here, programmes are
designed for clusters of accounts with certain similarities. It is also
easy to deploy these programmes since the issues apply to all
accounts within the same cluster.

3

STRATEGIC ABM (1:1)

The strategic ABM tier is reserved for the best of the best
accounts and is mainly used to expand target accounts. It is
executed one-to-one and the campaigns are highly personalised.
In this type, the team focuses on cultivating connections with the
essential stakeholders in their target accounts, especially when the
possibilities of winning a contract are strong.

Please note that you can combine these types in any
way/ratio of choice. It all depends on where you currently stand.
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How to execute
an ABM strategy In

9 easy(ish) steps

If you’re wondering how you can
execute an ABM strategy in your
organisation, don’t overthink it.
Practising ABM isn’t that difficult if
vou have the right strategy and follow
a plan. We’ve prepared a 9-step
process you may use to implement it!
Let’s go over each step one by one.

STEP 1

DEFINE YOUR IDEAL CUSTOMER PROFILE (ICP)

The first step in implementing ABM is defining your Ideal Customer
Profile (ICP). Since you’ll be focusing on businesses, you’ll need to gather
enough data about the types of companies you want to work with.

Some of the vital data points you need are:

A T

A T

A T

ne companies’ locations

ne size of the businesses you’re trying to reach

ne vertical or industry the businesses operate In
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STEP 2

IDENTIFY PURCHASING CENTRES
AND PERSONAS

Once you figure out who your
Ideal customers are, you’ll need to
Identify your buying centres within
those organisations. These are the
departments you’ll interact with all
through the process.

This involves identifying the
primary stakeholders within those
departments and defining the
persona or profile of your solution’s
typical customer. You must find
out about their main objectives,

motivations, and recurring problems.

This process will help you make

better marketing plans in the long
run, ensuring that your marketing
campaigns reach the right people.

STEP 3

CREATE A LIST OF
ACCOUNTS TO TARGET

You’ve done a lot of research and
gathered lots of info about the
companies you’re targeting. At this
stage, it’s important to make a list
of target accounts so you can draw
more valuable data.

|dentifying specific targets to study
will allow you to gather granular
information such as the companies
they’re networking with, their
corporate culture, their investment
portfolios, how decisions are made
In the company, the pain points, and
the interests of the decision-makers.

SORT THE ACCOUNTS YOU’VE
CHOSEN INTO TIERS

Now that your list is ready, you want
to group the accounts that you have
selected. Arranging the accounts
Into different tiers gives you more
clarity and lets you quickly sift
through the available data.

You may arrange different types of
potential consumers (high-potential
customers, medium-potential
customers, and low-potential
customers) based on the available
opportunities and the chance of
success, into three tiers:

Strategic ABM tier (1:D
Scale ABM tier (1:few)
Programmatic ABM tier (1:many)

Please refer to the section above
(types of ABM) for more details.

ACCOUNT BASED MARKETING EBOOK =« 13



STEP 5

DEVELOP THE MESSAGING
AND THEME

By now, you should have a firm grasp
of the accounts you’re pursuing

and the associated individuals.
Additionally, you’ll have tiered those
accounts to make the information
more accessible.

Now, it’s time to start developing
personalised brand messaging and
themes for your target accounts.

Developing your messaging involves
communicating in a way that helps
your customers and prospects
understand your company’s values.
Here, you would need to tailor your
content, message, and activities to the
iIndividual needs of your prospects.
Doing this creates a connection

and opens the door for possible
business opportunities.

STEP ©

SELECT THE MOST APPROPRIATE
MARKETING CHANNELS

One of the most crucial assignments
IS determining how to reach out

to your target accounts. This

task includes selecting the best
marketing channels and determining
how you will communicate your
message to these organisations at
the appropriate moment.

Choosing the correct channels is
crucial since channels serve as the
frontiers for a company to promote
Its products. Most likely, sales will
suffer if a business owner chooses
the incorrect one.

==

STEP 7

CREATE AN ABM PLAY

At this stage, you have almost
everything you need to kickstart
your ABM campaign. But don’t be
too hasty; now is the time to create
an ABM play. An ABM play is a

series of activities organised and
executed to reach out to and engage
target accounts. It contains defined
objectives and actions carried out
during the sales process.

The process of creating an ABM
play is similar to that involved In
creating an autoresponder seguence
and email marketing automation.
Everything follows a sequential
pattern and is carefully executed.

Creating a strong ABM play first
requires a strategy outlining the steps
necessary to contact a decision-
maker or close a target account.
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STEP 8

EXECUTE AND MEASURE

Everything you’'ve done to this point is creating the
groundwork for your ABM campaign. It’s time to test your
game plan. But before starting, you want to go through your
strategy several times to ensure nothing is out of place.

It’s also essential to measure your progress as you execute
your plan. Measuring your progress can help you figure out
how to adapt your plan of action where necessary, which
could speed up your progress. Asking certain questions as
you go Will help you keep track of your progress. Here are
some thought starters:

v/

Are your key performance indicators (KPIs)
INn line with your company’s revenue?

Are there any gaps or issues in your execution that you
can fix for future campaigns?

Will you increase the number of stakeholders to target?

Will you replace some of your existing
targets with new ones?

What could you do differently in the future?

OPTIMISE YOUR PROCESS AND SCALE FOR MORE
SIGNIFICANT CAMPAIGNS

As you evaluate your work, you will gain a great deal of
experience that will help you refine your process and identify
areas for improvement. This learning curve is as essential as
other stages, so you need to pay attention.

Use the knowledge and experience you’ve gained to

optimise your process. More importantly, you should leverage
the experience from past ABM campaigns to refine your ABM
strategies and identify opportunities for growth

and expansion.
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How to measure
ABM success

While having great ideas and
executing them well is essential, it's
also necessary to take a step back
and define what a successful ABM
strategy might look like in your
company. Here’s how to measure the
effectiveness of an ABM campaign:

1. YOUR PRIMARY GOALS AND KPIS

Tracking progress by looking at page views,
Interaction, click-throughs, and additional metrics

IS quite important. But these are more specific to
traditional lead generation. For ABM, you must see if
you achieved your primary goals or met your top-level
KPls including quality account target, account contact
growth, and revenue expansion within accounts.

More importantly, check if your team was able to
establish quality account relationships and convert
those relationships. At the end of the day, everything
comes down to how well you can fill your pipeline,
gain hew customers, and meet your revenue targets.
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2. THE NUMBER OF GOOD-FIT PROSPECTS
AT THE ACCOUNTS YOU ENGAGED WITH

Focus on driving engagement within your target accounts
rather than customers’ online activities.

V) Are phone calls being scheduled?

v} Were there many downloads of your content?

v Have any of these targeted leads progressed
through the funnel?

v Are there any stumbling blocks when it comes
to prospect engagement?

vl Are emails being read and responded to?

v} Was there a satisfactory amount of social interaction?

These metrics are more important for a growth-minded ABM
team than the traditional marketing metrics. Remember that
the more engaged your prospects are, the more likely they
are to buy, and ABM is a longer but more rewarding game
than traditional B2B marketing.

5. GETTING A GOOD RETURN ON YOUR INVESTMENT

Having a positive ROl is, of course, a good way to

measure ABM's success. You must monitor target

account advancement across the whole buying journey to
appropriately quantify ABM success. With so much clarity
around sales, you can take a step back and assess the overall
impact of your efforts on your bottom line.

Furthermore, it would help if you considered how you could
do things better in the future. Have your sales and marketing
team discuss the high and low points of each campaign to
help them improve areas where improvement is needed.

You must monitor target
account advancement
across the whole buying
journey to appropriately
quantify ABM success.
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Common
ABM mistakes
to avoid

With ABM having lots of moving parts,
there are bound to be mistakes, especially
at the early stage of ABM implementation.
These mistakes are inevitable, but some are
avoidable. Let’s look at the most common

mistakes marketing and sales teams make while

executing ABM.

LACK OF CUSTOMER RESEARCH

A fundamental mistake in ABM is getting started without
doing proper research. For example, without defining your ideal
customer profile, you won't know the type of companies you're
targeting, their attributes and their pain points. Solid customer
research is data-centric. Companies with a strong ICP achieve 68%
higher account win rates.

SEEING IT AS A ONE-OFF CAMPAIGN

Account Based Marketing is more of a strategy than a
campaign. It's not going to work if you try to run it like a sprint
campaign. Instead, you need to embrace ABM as a long-term
strategy that improves with time.
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LIMITING ABM TO THE
MARKETING DEPARTMENT

ABM is a coordinated effort between sales and marketing. It

will only work if both departments work as one team since
they will focus on the same accounts. They both should
have common goals and harmonise their operations using a
mutually benefitting workflow.

OVER-RELYING ON ABM TOOLS

Investing in ABM Tools and platforms is a great idea.
But these tools alone can’t solve all your problems. You still
have to do your homework, such as analysing your target
accounts, understanding your customers’ objectives, and
laying the foundation for your ABM strategy. Some of these
rely heavily on human involvement with a little touch of
automation.

RUSHING INTO ABM IMPLEMENTATION

ABM is a complex strategy to implement. Switching
from your existing marketing strategy to full ABM without
running a pilot project is a risky road with a high chance of
faillure. However, taking baby steps will allow you to iterate

and optimise your process and gradually scale your efforts.

LACK OF PERSONALISATION

Using generic messaging or vaguely addressing
the general industry needs doesn’t cut it in ABM. The
right approach is to create strategies that allow for
personalised content that is highly relevant to your targeted
accounts. It starts with understanding your ideal targets,
Identifying specific accounts within the organisations and
understanding the personas behind these accounts. Missing
these crucial steps will only prevent you from creating
content or messaging that’s tailored to the accounts. You
will also have difficulty addressing the challenges and
delivering the perfect experience.

TRACKING THE WRONG METRICS

Judging your ABM campaigns using the same metrics
as your traditional marketing campaigns is a big mistake. In
conventional marketing, the standard metrics for measuring
campaign success are clicks and conversions. However, in
ABM, you’ll need to focus on your overall goals and KPls, the
most important being how many of the targeted accounts
are being successfully closed.
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ABM Frequently

Asked Questions

How do | shift my
relationship from
transactional to strategic?

Strategic ABM is the gold standard, as we've earlier stated. Shifting to strategic
ABM requires developing valuable relationships and de-emphasising transactional
activities. However, strategic ABM requires understanding your customer'’s goals
and crafting your messaging around those goals.

To do that, follow the following steps:

v} Recognise the high-value stakeholders who will help you sell more

within a given account.

v} Enhance your brand's profile by telling a compelling story that appeals to

technical and economic customers.

v Share your account's plan with your stakeholders, and let them see the potential

ROI through personalised online assets.

v Use competitive profiling to find strategies to unseat competitors and

demonstrate the value you deliver to your stakeholders.
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promising account, you should also channel your energy to drive advocacy. You can
drive advocacy by broadcasting your story while simultaneously driving adoption
How do | drive advocacy and usage. Follow these 4-step advocacy-plan to maximise revenue:

9 As much as you want to celebrate your wins internally and move on to the next

to maximise revenue? v] Conduct a white-space analysis to determine who you know and
who you need to know.

V) To raise awareness among new, high-value stakeholders in your account,

employ a combination of online (e.g. social media and online advertisement) and
offline (e.g. networking and speaking engagements) initiatives to drive

use-case awareness.

vJ Utilise micro-level retargeting in conjunction with geofenced and IP advertising
to broadcast a range of important messages to educate decision-makers about
your more significant propositions.

v] Leverage marketing automation to offer highly customised experiences to your
stakeholders while also gathering behavioural data for future ABM projects.
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How do | upsell to an
existing client?

Upsells are necessary not just for increasing a customer'’s average order value but for
strengthening your customer relationship. Additionally, it is an opportunity to outwit
your competitors by communicating your upsell offer in the most appropriate way to
drive all stakeholders to action. Here's the three-step process involved:

v} Make your competitors less relevant through laser-focused positioning.

v} Find the right balance of physical, online, and sales enablement activities to
engage customers, spark interest, and change perceptions.

vl Demonstrate value to all stakeholders by sending highly tailored use case
communications via the digital platforms they use frequently.

4

What can | do to support
contract renewals?

Contract renewals are essential for businesses to thrive. Don’t rest on your laurels
after winning a contract and hope the procurement team hands you a new

contract on a platter. You need to earn the right of renewal by demonstrating value,
mobilising end-users to support your business case, and overcoming any resistance.
Here are the exact steps to take to make sure of this:

v) Understand your decision-makers as well as their competitors. Know who you're
dealing with, their issues and motives, and how to reach out to them.

V) Use the correct tools, tactics, and messaging to demonstrate to your clients
that you understand them and their business better than anybody else.

v Connect your use cases to your client's strategy and show you've done it
previously. Then, back it up with an ROl model that demonstrates the impact on
both the top and bottom lines.
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We can say that account based
marketing is the hottest marketing
and client acquisition strategy in the
B2B world right now. If you're looking
to get higher value prospects and a
substantial ROl increase from your
campaigns, consider ABM.

Conclusion

To begin implementing ABM, you have to first lay the
foundation of a successful ABM program by creating

a winning ABM strategy, evaluating your technology
Infrastructure, launching a pilot program, and selecting
the right ABM solution. With this taken care of, you're
on the course to have a seamless ABM launch.
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About MIH
W ELGRL
Happen)

Make It Happen is an independent full-service
creative and marketing agency based In
Svdney. We passionately help connect B2B
and NFP organisations to their ideal audiences
using industry leading marketing techniques.

Our suite of services includes business branding, demand generation
strateqgy, digital marketing services, print and graphic design
services, B2B lead generation, event management, not for profit
marketing services and more. Our approach combines creative and
strategic thinking with technical expertise and personalised service.

We work with partners across retail, technology, not for profit,
finance, manufacturing, healthcare, insurance and industrial.

We approach every project with honesty and integrity and aim to
foster long-term relationships with our clients, working together to
accomplish their goals now and into the future.

If you're interested in becoming one of our valued clients, we'd love
to connect with you.

GET IN TOUCH TODAY
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