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Introduction 
Over the last decade, the combination of content marketing, marketing 

automation, and new technology such as Artifical Intelligence (AI) have 

changed B2B Marketing into a data-driven science. The latest 

technology, such as marketing automation and predictive intelligence, 

opens up new doors in Account-Based Marketing (ABM) that were 

never there prior. Marketers who are used to traditional marketing are 

seeing ABM as a brand new strategy, but it's not. ABM has been around 

for decades, but recent technology has optimized the strategy behind it.  

Here's the problem: traditional marketing supports quick, low-value 

deals usually involving one buyer. This hinders marketing departments 

who use traditional marketing today as it's not intended for the bigger 

deals that require a longer sales cycle. "On average, 5.4 people have to 

sign off on each purchase (Harvard Business Review)." ABM includes 

tactics and technology supporting the bigger deals with longer sales 

cycles and multiple decision makers. 

ABM acts as a complementary strategy to traditional marketing rather 

than a replacement for it. It shares technology, tools, data, and resources 

from traditional marketing and applies them specifically to ABM.  

This document will take you through the journey of what Account- 

Based Marketing is, the differences between ABM and Traditional 

Marketing, the ABM process, and metrics to make sure your strategies 

are working. 

More than 90% of 
Marketers believe 

that ABM is essential 
to B2B Marketing

96% of these same 
Marketers are seeing 

remarkable results

(DemandBase)

(DemandBase)
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Welcome to Account-Based Marketing 
Account-Based Marketing is a strategy using time-tested B2B sales and 

marketing principles to target company accounts rather than individual 

sales leads. This process involves creating hyper-personalized content 

targeted to the decision makers within a company, leading to new 

accounts and the expansion of existing ones. 

ABM is a complex business strategy designed for long-term growth and 

success, rather than quick, one-and-done deals. Personalization is built 

through account-specific insight, content, and interactions to ensure 

relevance and interest for each decision maker. 

Benefits of ABM 
70% of ABM users report their Sales and Marketing 

teams are completely, if not mostly aligned.

80% of Marketers measuring ROI say ABM 

outperforms other Marketing investments.

40% increase in deal size for Mid-Market accounts. 

35% increase for Enterprise accounts. 

(Heinz Marketing) 

(ITSMA)

(DemandBase)

The Account-Based Marketing Process
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ABM & Traditional Marketing: 
What's the Difference? 

Traditional Marketing 
(Fishing with a net)

(Fishing with a spear and radar)

Account-Based Marketing 

Images from Freepik and RoundIconsSource: Engagio.

Sending out generic content to a wide variety of leads 

from within all levels of an organization. Some thought 

is put behind this effort, but it's not targeted towards 

any specific person's needs. With generalized content, 

the message isn't resonating with recipients. 

Find the decision-makers at your top accounts using 

today's technology, then use B2B sales and marketing 

principles to create content tailored to their pain points. 

A hyper-personalized outreach will resonate with the 

recipients much more than in Traditional Marketing.
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ABM & Traditional Marketing: 
What's the Difference? 

Vanity Metrics vs ABM Metrics

Quantity vs Quality

Sales & Marketing Disconnected vs Completely Aligned 

Small Deals vs Big Deals

"One-and-done" vs Account Expansion

1

2

3

4

5

Source: Heinz Marketing
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ABM & Traditional Marketing: 
What's the Difference? 

Traditional metrics such as page views, file downloads, link clicks; 

these are great vanity metrics to measure how your content is 

performing, but there's no direct way to measure and relate them 

directly to profit. They look great on reports, but when presenting 

to executives, where is the correlation to direct profit? How can 

you relate click-through rates to opportunity value? These metrics 

are simply numbers, they don't directly tell us if that person behind 

the number is the best person at the company to contact, if the 

conversions are from our target accounts, or what our relationship 

is like with the lead. The number of leads isn't what marketers 

should be focused on, but rather what their relationship is like with 

each of their leads. High statistics can get management excited for 

some time, but after a while, they are going to start asking you, 

"how do these metrics relate to our profit?" 

We can answer that for you. 

ABM metrics lead to an improved ROI, providing more insight 

into the account than just numbers and percentages. Let's take a 

look at the five productive ABM metrics Marketers use to measure 

the strategies (Heinz Marketing). 

Traditional Metrics vs ABM Metrics1

ABM Metrics 
Coverage - How complete is the data for your target accounts? Do you 

have the right contacts at the right level to market to this company? 

Awareness - Are your target accounts aware of your solutions? Are 

they even aware of your company? 

Reach / Program Impact - Can you confirm your campaigns are 

actually reaching the target accounts? Sent ≠ delivered. 

Engagement - Is there a steady growth of interaction between your 

team and the target Accounts? 

Influence - Rather than email open and click-through rates, how is 

ABM improving Sales results such as win rates and average deal 

value? 

Let's dive in further...

Source: Engagio
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ABM & Traditional Marketing: 
What's the Difference? 

1.1 Coverage

Data completeness & validity are two metrics that makeup coverage as they 

ultimately tell you if you have the right database of contacts for your target 

accounts. Your solution could be a perfect fit for a company but if you're reaching 

out to the wrong contact, that person may not have the decision-making influence 

you need. This happens quite often with traditional marketing as that strategy 

values quantity over quality, pitching to anyone at a company. 

This building block metric of ABM is the foundation of your entire strategy, as 

everything following this step is personalized to the contacts selected for each 

target account. Your ABM strategy could be the best in the business, but it will 

mean nothing if the right contact doesn't see your outreach. In ABM, it's important 

to target the decision makers within a company. 

There are a few ways to measure coverage. One way is to create a report that 

displays the number of contacts at each title for each target account. Add up the 

total number of specific titles you have in the account, and use those fields in 

your report. This will reveal to you where the gaps are and where to focus building 

contacts going forward. Take a look at the graph on the right for an example.

Does your database contain the appropriate contacts and data from your target accounts? 

Target Account Example

Executives 
6%

VPs 
12%

Managers 
18%

Assistants 
9%

Other 
55%

"The price of light is less than the cost of darkness" - Arthur Nielsen
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ABM & Traditional Marketing: 
What's the Difference? 

1.2 Awareness

Today's technology is expanding the capabilities of ABM, introducing 

engagement scoring, advanced tracking functionality, and more. Take 

website tracking for example; this enables you to see if, and when, contacts at 

your target accounts are visiting your website, giving you the opportunity to 

report on if engagement is increasing over time. 

In relation to ABM, your technology can associate an IP address to a contact 

and track the pages they viewed, how long they viewed it for, how long they 

watched your videos, and much more! The more time spent with your 

company's digital assets, the more interested that contact is with your 

solution(s). Track the time spent by contacts at your target accounts and add 

them up for each account. Equip your sales team with this information to help 

them gauge how interested and knowledgeable each account is about your 

company and its offering(s). 

Measuring awareness reveals the marketing strategies that boost your client's 

interest by seeing what activity caused the contacts to visit your website.

Are contacts at your target accounts knowledgable of what your company offers?

"Salesforce Training" Page Views - ACME Account

0 min

14 min

28 min

42 min

56 min

70 min

Jan 1 Jan 2 Jan 3 Jan 4 Jan 5
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ABM & Traditional Marketing: 
What's the Difference? 

1.3 Reach / Program Impact

This question tends to be overlooked because we are so confident that our emails are 

being read and our content is resonating with our leads, right? Are you tracking that? 

Technology can tell you if your emails were opened and what was clicked, but you 

don't really know how much content was read, they could have just read the first line 

and closed the email out. 

With traditional mail, you can track in a CRM such as Salesforce when the collateral 

was sent and delivered, but then it's a waiting game for a response. Traditional mail 

does see a higher response rate than email and adds a personal touch to your 

relationship with the client. 

Every audience is different, some respond best to in-person events, others to 

webinars. You can use the following metrics to figure out which programs your 

company excels at:

Are your marketing campaigns actually reaching target accounts? Sent ≠ delivered.

Successes - Each program should have its own definition of success. For white papers, success is defined as 

downloading the content; webinar success can be defined as the number of those who attended.

Coverage - Drilling into target accounts, this is the percentage of target accounts that fall under the success 

category labeled above. 

Focus - The percentage of successes that result from your target accounts. This number will tell you how well your 

program reached your target accounts.  

Total

Attendees

Out of the total number of attendees, 20 attendees were 

from target accounts and we'll say some attendees were 

from the same company, so 10 total target accounts 

attended.  

If you have 40 total target accounts for your company, 

your program impact will read: 

Success: 20 (attendees from target Accounts) 

Coverage: 25% (10 Accounts out of 40 total Accounts attended) 

Focus: 10% (20 attendees from target Accounts attended out of 

200 total attendees)

200 20 10

Total Attendees from 

Target Accounts

Example Program: Marketing Meetup

Total Target 

Accounts Attended

http://www.corraogroup.com/


ABM & Traditional Marketing: 
What's the Difference? 

1.4 Engagement

One of the more widely used ways to measure engagement from target 

accounts is by using minutes to track engagement from the contacts within 

the target accounts. In order to prove engagement growth, you need to 

benchmark the amount of time they're currently spending with your company 

through calls, email responses, website activity, etc. 

Also, take into account the number of engaged contacts at target accounts. If 

the number of contacts is growing, there's a better chance of them talking 

internally about your company in addition to their online activities. Go even 

further and roll up all of the minutes from each contact into the account level 

to give your sales team a view of how engaged the account is overall. This 

mindset replaces the Marketing Qualified Lead (MQL) metric with a new, 

better indicator metric of a Marketing Qualified Account (MQA). An MQA is 

defined as, "An account that has reached enough aggregate engagement in a 

given time period to merit a Sales outreach."

Is the interaction between your team and target accounts growing over time?

(Engagio)

Sending contacts an email doesn't count as engagement; them visiting your site 
after you send them an email counts as engagement. With today's technologies, 
you can track to the second how much time these contacts spend on your site.  

0 min

20 min

40 min

60 min

80 min

Feb. '14 Mar. '14 Apr. '14 May. '14 Jun. '14

Track activity to determine if engagement is increasing
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ABM & Traditional Marketing: 
What's the Difference? 

1.5 Influence

In a perfect world, marketers would be able to easily pinpoint to the penny 

the total revenue driven by each campaign. Multi-touch attribution models 

can help, but lengthy sales cycles have shown to dilute these types of 

models to the point where they are meaningless in some instances. 

Instead, marketers should look for correlations between ABM activities 

and specific sales outcomes such as contract values, increased engagement, 

and more. While this does take some time and effort, being able to show 

the correlation between an event and a higher average contract value from 

attendees will go a long way with upper management. They are more 

effective than traditional marketing's metrics such as open and click- 

through rates. 

Correlation doesn't mean causation, but it can go a long way if your 

metrics are consistent for high-value deals with a better close rate. 

To find these insights, go through your data and draw some comparisons 

between ABM activities and overall outcomes related to non-ABM 

accounts. Take a look at the table to the right to see some sample insights 

you can start with.

Is ABM improving outcomes such as close rates, client retention, and client satisfaction?

Target accounts that attended the executive dinner had a 40% better 

close rate than those that did not attend. 

 

Target accounts with over 200+ minutes of tracked engagement are 3x 

more likely to close than those under that measurement. 

 

Target accounts surveyed for client satisfaction gave a 9.8/10 score on 

average. Non-target accounts are averaging 8.9/10. 

Sample Insights To Generate
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ABM & Traditional Marketing: 
What's the Difference? 

Vanity Metrics vs ABM Metrics

Quantity vs Quality

Sales & Marketing Disconnected vs Completely Aligned 

Small Deals vs Big Deals

"One-and-done" vs Account Expansion

1

2

3

4

5
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ABM & Traditional Marketing: 
What's the Difference? 

2 Quantity vs Quality

Traditional B2B marketers send out generic content to a list 

of leads who range from all levels within an organization. 

Would you give your elevator pitch to a CEO the same way 

you would pitch it to a marketing associate? Chances are 

your pitch would differ, and so should your content. (If 

you've caught on to ABM, you would answer that by saying 

you wouldn't pitch to marketing associates unless they have 

decision-making authority). 

Your solution(s) could be exactly what a company needs, but 

if you're talking to the wrong person, they may not realize 

the dire need for it. That's why in Account-Based Marketing, 

you designate exactly who are the decision makers before 

pitching your solution(s). This not only saves your sales reps 

time every day but also aligns them with marketing to ensure 

the message is just right. 

Only .75% of leads generated become closed revenue in Traditional Marketing (Forrester Report).

 
42%

 
42%

 
16%

Significantly 
Higher

Somewhat 
 Higher

About the  
Same

How does ABM ROI compare to other marketing initiatives?

Source: ITSMA Survey from Marketers
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ABM & Traditional Marketing: 
What's the Difference? 

Vanity Metrics vs ABM Metrics

Quantity vs Quality

Sales & Marketing Disconnected vs Completely Aligned 

Small Deals vs Big Deals

"One-and-done" vs Account Expansion

1

2

3

4

5
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ABM & Traditional Marketing: 
What's the Difference? 

3 "One-and-Done" vs Account Expansion

SWOT Analysis
With the quantity of leads being a high focus in traditional marketing,

companies don't have the time to dive into each account to reveal areas for

growth. Once the initial project is completed, many times it's onto the next 

one. This can lead to a number of reasons why a project can fail, including 

poor user adoption and failure to realize a solution's full potential. 

Why is this the case? 

It's because, in traditional marketing, companies don't have as much insight 

into their accounts as they do with ABM. They have a generalized idea of 

how their offering can help clients, but that's just the surface. With ABM, 

companies can go beyond the initial engagement due to having deeper 

insights into their accounts such as strengths/weaknesses at the company, 

who reports to whom, and more. Conduct a SWOT analysis! 

With the knowledge of your accounts' weaknesses, you know which areas to 

target with your solution. No more spending time pitching solutions to 

improve an area that your accounts already exceed in. You can further 

expand within each weakness as your project continues, helping your clients 

in ways they never knew was even possible!  

Example:

Strengths

- Disconnected marketing 
campaigns 

- Not enough Sales bandwidth 

Opportunities

Weaknesses

Threats
Example:

- Knows their Ideal 
Customer Profile 

- Has client 
base segmented  

- 1st to market

- Referral program 

- New, supporting 
technology

- Slow cash flow 
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ABM & Traditional Marketing: 
What's the Difference? 

Vanity Metrics vs ABM Metrics

Quantity vs Quality

Sales & Marketing Disconnected vs Completely Aligned 

Small Deals vs Big Deals

"One-and-done" vs Account Expansion

1

2

3

4

5
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ABM & Traditional Marketing: 
What's the Difference? 

4 Small Deals vs Big, Continous Deals
Traditional marketing throws its marketing net out into the "ocean of 

leads", collecting all sorts of leads from different levels within a 

company, causing sales to be unconnected and usually smaller. There's a 

great deal of time wasted from this process from both the marketing and 

sales teams. Marketing spends time nurturing them while sales spend 

time emailing and calling them. We all know that most of these leads 

won't turn out to be clients anyways as "only .75% of leads generated 

become closed revenue" in traditional marketing (Forrester Report). 

Account-Based Marketing saves everyone time by proactively reaching 

out to the right decision-makers at the target accounts, causing a better 

close rate and an increased contract value. ABM also leads to a better 

chance of expanding accounts with your current clients. "84% of 

marketers said that ABM had significant benefits to retaining and 

expanding existing client relationships" (Alterra Group). Since your team 

is very familiar with your clients in ABM, you have better insight into 

additional solutions that can help them. Combine that knowledge with the 

relationship between your companies through past projects to have a 

better chance of a continued sale.  

X
X X

X
X

X X
X X

X
X X

X
Traditional Marketing vs Account-Based Marketing

Images from Freepik

Demandbase found that the average contract value for targeted accounts was 
40% higher for mid-market accounts and 35% higher for enterprise accounts. 16
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ABM & Traditional Marketing: 
What's the Difference? 

Vanity Metrics vs ABM Metrics

Quantity vs Quality

Sales & Marketing Disconnected vs Completely Aligned 

Small Deals vs Big Deals

"One-and-done" vs Account Expansion

1

2

3

4

5
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ABM & Traditional Marketing: 
What's the Difference? 

5 Sales & Marketing Disconnected vs Completely Aligned
A team of fishermen come together and strategize before each trip; deciding on 

which fish to target, what equipment to bring, which area to fish in, etc. This way, 

everyone is all onboard with a game plan that is unique for each fish. Sales and 

marketing teams should work together similarly, coming up with unique game 

plans for their target accounts. They need to understand their target accounts' 

unique pain points, goals, and more to really make an impact through messaging.  

In today's world, buyers spend a lot of time researching a company before making 

a decision so they know what they want when you speak to them. If you send them 

general messaging about a solution they're not interested in, they will turn to your 

competitor who speaks their language. In ABM, marketing needs strategies that 

sales have been using for years, and sales need marketing to help engage prospects. 

For example, with today's technology, sales have access to website tracking to 

show them what pages the prospect visited before reaching out. They know exactly 

what interests the prospect and what doesn't. This saves your sales team time and 

provides a better chance of closing the deal. 

Images from Vectors Market

"70% of ABM users report that their sales and marketing organizations are 
mostly or completely aligned, compared to 51% for non-ABM users." 

 (ABM Adoption Report) 18
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ABM for B2B Marketers

5

At the end of the day, prospects are taking more control of the buyer's cycle and expect your outreach to be highly-personalized. If it's not 

personalized, your competitor's content will be, giving them a greater chance of closing the deal. With today's technology, it is becoming

increasingly easier to become more or more personalized. If a prospect has been navigating through your website and downloading content for 

solution A, and you send them information on solution B, C, and D, you've already lost them. 

Traditional Marketing's methods are being outperformed by Account-Based Marketing for B2B marketers. 

97% of practice leaders, marketers, and executives said that ABM provided a 
higher ROI than other methods, with just under 40% saying it's "much higher." 

 
 

B2B companies have begun utilizing targeted account strategies, as 86% of 
marketing and sales professionals stated. 

 
 

Nearly 85% of marketers said ABM provided significant benefits to retain and 
expand existing client relationships. 

 

ABM Stats 

(Marketo) 

(Lean Data) 

(Alterra Group) 
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The Account-Based Marketing Process

Identify Target Accounts

Target Decision Makers

Close Accounts, Report on Metrics, Expand Accounts

Engage with Personalized Content

1

2

3

4

We know the benefits of ABM, the differences between this method and 

Traditional Marketing; now it's time to talk about how to execute this strategy.

Let's take a deeper dive into identifying your target accounts...

20
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A critical step in ABM, this is where sales and marketing choose the target 

accounts that your team will focus on. There is also value in having a 

member of the product and service teams join as well (point for 

alignment!). There's no "magic number" of target accounts, as each 

company's pipeline differs, but we do suggest a tiering option when 

choosing accounts: 

Regarding the number of accounts per tier, ask yourself what your Average 

Sales Price (ASP) is. If it's low, you'll most likely have a good number of 

target accounts; if it's high, you won't have as many Tier A accounts. 

This step requires you to define your Ideal Customer Profile (ICP). A big 

mistake made here is to base the ICP off of existing clients. Don't base it 

off of your existing clients, base your ICP off of the clients that you would 

like to have, then get after it. Talk to companies who aren't your clients 

(yet), and ask them what they look for in an offering such as yours. 

Where you're going is not where you are now. 

     - Tier A: Highest value with the highest potential of closing; Hyper-personalized 

           - Ex: 1 - 50 Accounts 

     - Tier B: High value with great closing potential; Very personalized 

           - Ex: 51 - 200 Accounts 

     - Tier C: Low value, not the ideal client profile; Somewhat personalized  

           - Ex: 201+ Accounts 

Images from Freepik

The Account-Based Marketing Process
Identify your Target Accounts1

Four Ways To Select Your Target Accounts

Manually Your CRM's Data

Advanced Technology AI-Powered Insights

Have Sales categorize the list of their 

accounts into different tiers. The 

downside here is that you may miss out 

on opportunities without utilizing your 

data for selection.

If you have a CRM, run reports that fit

your Ideal Customer Profile (ICP) and tier 

the accounts from there. Although, this 

alone won't give you insights about the 

prospect, or what they're interested in.

These tools collect and analyze your 

current data and identify additional, 

similar accounts. Salesforce's Einstein 

Analytics provides this type of support 

with seamless integration to the system.

Website tracking, tracked links, form 

submissions; use this information and 

more provided to you from your prospect 

to reach out accordingly with a highly- 

personalized approach.

21
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The Account-Based Marketing Process

Identify Target Accounts

Target Decision Makers

Close Accounts, Report on Metrics, Expand Accounts

Engage with Personalized Content

1

2

3

4

We know the benefits of ABM, the differences between this method and 

Traditional Marketing; now it's time to talk about how to execute this strategy.

Let's take a deeper dive into targeting decision makers at target accounts...

22
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Account-based marketing is a strategy that markets to the decision-makers and key influencers 

at a company. They're the ones who are going to make the decision to buy your solution so 

marketing directly to them speeds up the sales cycle. Once the decision-making contacts have 

been associated to the target account, the next step is to build personas for each decision-maker. 

These personas are representations of users who exhibit similar behavioral patterns in their 

purchasing decisions. Make sure to create personas for the influencers on the lower tiers as 

well; the ones that have a significant amount of influence over the decision makers. These 

personas don't have to be as detailed as the decision-makers' personas. 

Building personas will allow you to still send personalized content to decision-makers without 

having to edit the content for every single account. This will separate you from your 

competitors; while they're sending generic emails, you will be sending highly-personalized 

content that goes a long way. 

Let's look at some information you should look for to build personas:  

Role - What are their top priorities? Who do they interact with on a daily basis? List out the 

objectives and goals for each persona. You can also note what a typical day for them looks like.

Challenges - Find out the top challenges for each persona to equip your team with content 

containing solutions to those challenges. If you're able to add value through marketing before a 

deal is made, just imagine the value your team brings once a deal is closed!

Personal & Preferences- Look into insight such as education, employment history, what city 

they currently live in. This will really show that your outreach is personalized. 

Don't know 
2%

Less Likely 
9%

Equally Likely 
39%

More Likely 
50%

Images from Freepik

The Account-Based Marketing Process
Target Decision Makers2

Build relationships with your clients. In addition to a greater chance of expanding their account, you just may have found your new golf or hiking partner.

Once you have your list of target accounts separated by tiers, the next step is to define and assign decision-making personas at the account. 

How likely are you to respond to personalized 

sales and marketing material?

Source: ITSMA
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The Account-Based Marketing Process

Identify Target Accounts

Target Decision Makers

Close Accounts, Report on Metrics, Expand Accounts

Engage with Personalized Content

1

2

3

4

We know the benefits of ABM, the differences between this method and 

Traditional Marketing; now it's time to talk about how to execute this strategy.

Let's take a deeper dive into engaging decision makers with personalized content...

24
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In order to engage with the contacts at your target accounts, you need to build relevant content using the insights gathered in the previous step. Not all content 

has to be personalized for each account, that would be too time-consuming for any company. Although some accounts are large enough where you will need to 

alter content specifically for them, that content will never go unnoticed by the recipient. Your client will greatly appreciate seeing custom collateral on to how to 

beat a specifically-named competitor of theirs, that you found out through research. 

Based on the tiers for your target accounts, the higher tiered accounts will receive the most personalized content, and the lower tiered accounts don't require the 

hyper-personalized content. Take a look at the Content Personalization Spectrum below to view an example balance of content personalization. 

The Account-Based Marketing Process
Engage with Personalized Content3

Take your inbound marketing roots and apply them to the content you've created for the decision-makers you've associated with your target accounts. Your 

timing of the content doesn't change too much with ABM, it's the delivery channel(s) that change. In ABM, you reach out to your contacts on the channels 

they frequent. Some like to be marketed to through simple email, others see social advertisements as an attention-grabber. Here are some ways you can deliver 

your message beyond email:

(DMA)

Executive Events - These are in-person events exclusive to your high-value target accounts. Get your sales team in the same room with these accounts, with the insights 

your team has collected, and let them sell! 

Direct Mail - An underestimated way of communication, direct mail has a better chance of getting a response from your contacts. The best part is, the most likely response 

is a phone call to your sales rep rather than a simple email response. Direct mail response rate is 5.1%, compared to .6% for email. 

Phone Call - One of the more effective ways to market to contacts behind face-to-face, jumping on the line is a quick way to get your message across.  

Face-to-Face - Jump in a car, take the train; if it's a Tier 1 account, you should be flying to your contacts to meet with them if necessary. You have to prove to them that 

you want them to succeed in order to show that you care about the relationship. Just like highly-personalized content, this will definitely not go unnoticed.  

Source: Engagio
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The Account-Based Marketing Process

Identify Target Accounts

Target Decision Makers

Close Accounts, Report on Metrics, Expand Accounts

Engage with Personalized Content
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2

3

4

We know the benefits of ABM, the differences between this method and 

Traditional Marketing; now it's time to talk about how to execute this strategy.

Let's take a deeper dive into closing, reporting, and expanding...

26

http://www.corraogroup.com/


Your team has identified your target accounts, built up personas and personalized content for each 

contact, and engaged them on the channels that they actually visit regularly. 

Now it's closing time. Once your team has closed the deal, that is only the beginning of the 

relationship. If you're offering is a service, your project team will now do most of the work, doing 

whatever it takes to make the client happy. If you're offering a product, you can setup an automatic 

email nurture campaign to continuously check in with the client, having the replies go to the 

salesperson, CSAT team, or whomever. 

While the ultimate goal is a happy client, conducting this continuous nurture allows you to stay 

engaged with the client, learning new areas that your company can assist them in. Things change as

time goes on, an opportunity that wasn't there day 1 may need to be revisited on day 100, 200, etc. 

You can incur more revenue through opportunities post-deal than in that initial deal itself. This also 

keeps your competitors at bay if they try and pitch their solution(s) to your clients. 

After a few months of utilizing an ABM strategy, it's time to provide your executives that ABM is 

here to stay (if they need more convincing). ABM experts from all over have different ways to report 

on this account-based strategy. Most have come to an agreement centered on a multi-touch attribution 

model with manual efforts involved as well. Even large companies that have up to 16k target accounts 

promote that manual effort is involved - as it should be in this personalized marketing strategy. 

Executives will have to get used to not solely relying on CTR, open rates, and other traditional marketing metrics being associated with ROI. But don't completely 

throw those measurements away as they can still prove useful when drilled down into target accounts. For example, rather than showing open rates from your 

entire newsletter audience, show the open rates for contacts at target accounts. Use increased statistics from target accounts to show engagement growth to prove 

your personalized content is resonating with the contact, supporting the sales cycle at the end of the day. 

The Account-Based Marketing Process
Close Accounts, Report on Metrics, Expand Accounts4

"Nearly 85% of marketers said ABM provided significant benefits to retain and expand existing client relationships". (Marketo)

Proving ABM Works

Referring back to our slide on influence (page 10), if 
you're able to provide statistics such as the following, 

these are far more powerful than metrics in 
Traditional Marketing

Target Accounts that attended the Executive Dinner had a 40% 
better close rate than those that did not attend. 

Target Accounts with over 200+ minutes of tracked engagement are 
3x more likely to close than those under that threshold. 

Target Accounts surveyed for client satisfaction gave a 9.8/10 score 
on average. Non-target Accounts are averaging 8.9/10. 
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In summary, following these steps is a great way to execute your 

ABM strategy. There's a lot of moving parts in between, but with a 

dedicated and aligned ABM team, you'll see why this strategy 

receives such high praise. 

For those who don't think they have the time or have executives push 

back, pick just a few target accounts and apply this strategy towards 

them. Show the success to your executives and see if it's time to 

expand the number of target accounts. 
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ABM-Supporting Technology
We've collected some of our favorite technology that helps optimize Account-Based Marketing strategies

Additional ABM-Supporting Technology

Salesforce Engage 

Advertising Studio
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Account-Based Marketing Ending Tips
ABM Personas: 

Put yourself in the buyer's shoes and ask yourself, "Why should I care about this message"? Answer that, and you have the most important piece 

of your persona! (e.g. For the head of the IT department, send them content focused on IP security regarding the Marketing Automation System 

your company offers). 

Your main point of contact at the target account should be well equipped with the content you are sending the rest of their team. You need to 

equip them with the answers so when they discuss their options internally, your team stands out as the thought leader. A lack of information 

slows down the sales cycle greatly. 

Target executives, but don't forget about the contacts "in the trenches." Great executives turn to their team for input, gather thoughts, and make a 

decision from there. That's why creating personas for those influencers can make such an impact. 

Scaling ABM: 
Determining the number of target accounts for each tier can be difficult at first. Start by building out a playbook that is agreed on by both 

marketing and sales. There should be a "play" for each tier, containing steps that occur during each tier. From here, you should have a good idea 

for how long each "play" will take to run and can associate it with your sales team's bandwidth accordingly. 

ABM Brings Change: 
Your marketing department will be impacted as they will have to change their mindset from general marketing to targeted marketing. Marketing 

and sales will be spending a lot of time together, especially when first starting out. In Account-Based Marketing, marketing is sales. 

Human touch. The biggest change that occurs when implementing an ABM strategy is requiring your team to stop sitting behind their computers 

and actually call prospects. Drive to them, video chat with them, sometimes even taking a flight is necessary. You must show that you care about 

solving their problem.  
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So, How Can I Start?
Everything begins at the top. If your executives aren't onboard, those who report 

to them won't adopt this strategy either. Schedule a meeting with the department 

heads to prove the importance of ABM and how today's technology is taking this 

strategy to new levels. Go all out - create a page just full of ABM-supporting 

statistics, build out a few example personas; really show them that you are 

dedicated to this strategy and realize its potential. 

Executive Involvement

Crawl, walk, run. The beginning of adopting a new strategy has to be close to 

perfect. You need to quickly prove that this strategy is working, especially if 

you had to jump through hurdles just to gain approval to start ABM. All 

depending on company size, start with a few target accounts for each tier and 

nail those first. Fine-tune your personas, learn what your clients actually 

want, all of this is crucial to perfect before you start to scale. 

Start Small

Account-Based Marketing will never succeed if all that is being 

communicated is generic "one size fits all" content. Do the research on 

those Tier A accounts and personalize the content to them. Learn more 

about the people that make up the company rather than just the company 

itself. Build relationships and grow accounts!

Be Human, and Have Fun!
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We hope you found this ebook informative as well as actionable. 
Please let us know if you have any ABM needs or questions!

Being in business for over 15 years, the 

Corrao Group ensures clients maximize their 

Salesforce investment by translating their 

day-to-day activities onto the Salesforce 

platform. Our expertise of the Salesforce

platform comes from being everyday power 

users of the system, logging into the same 

system you do, every day and night.  
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