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Section 1

Introduction

Mary-Anne Baldwin
Head of content,
B2B Marketing

At B2B Marketing we're
privileged to be party
to a lot of private and
personal conversations
about the job of being
a marketer. I've learnt
loads about what keeps
you up at night.

As the head of the content team
I'm often surprised (and grateful)
about the honesty shared during
our interviews. | think it's a bit

of catharsis for them to be able
to say out loud what's been
challenging them. And let’s face
it, we can all find our jobs a bit
challenging at times.

As you can guess we're big fans of
honesty here, and also of account-
based marketing. We talk a lot
about it and get others to as well.
So we hear a lot of niggles. Like
how hard to it is to do ABM on top
of all your other work (because it's
always ‘as well as’, not ‘instead
of’). Or how uncomfortable it is to
realise how little you actually knew
about your customers until ABM
forced you to dig deeper.

But the biggest niggle is the
pressure to deliver strategic ABM

at the pace of demand generation.

It's a problem stemming from
your stakeholders not fully
understanding the longer-term
(but higher value) processes
behind ABM. And in a bid to

get them to agree to ABM you
may have found that you didn’t
actively tackle their unreasonable
demands. You might have agreed
to accounts that just weren't up to
muster. You've found questions
about ROl timeframes hard to
answer. And despite seeing the
value of ABM first-hand, you
might feel like you're fudging your
success metrics.

Given the amount of people
who talk about this, | can tell that
it's all normal. You're confident
in ABM (76% of you want to

increase your efforts in it in the
year ahead), but it's hard to make
promises about what it can do
for you when everyone’s ABM
programme is a little bit different.
We've all got different budgets,
different aims and work in
uniquely different teams.

If you've read last year's ABM
report you'll have a solid
understanding of what ABM s,
the benefits it delivers and the
processes taken to deliver them.
And through case studies you'll
have seen what it can do for other
marketers. But we want you to be
confident about what it can do
for you.

So in the pages that follow we'll
give you tools to assess the cost
of ABM, how to measure the
value of an account, when to
expect ROl and what success
markers you'll be seeing along
the way. These things will help
sustain confidence from your
stakeholders, as well as you.

I hope you find this guide
useful. And don't forget

that we're always on hand if
you have more unanswered
questions more, want to gain
some peer support or need
expert advice. Happy ABMing.


https://www.b2bmarketing.net/en-gb/member-resources/early-stage-abm-plotting-your-route-success
https://www.b2bmarketing.net/en-gb/member-resources/early-stage-abm-plotting-your-route-success
https://www.b2bmarketing.net/en-gb/free-downloadable-guides/5-great-examples-abm-action

Section 1

Introduction

At its heart, account-based
marketing is made up of four core
pillars; a true partnership between
the sales and marketing functions,
a rigorous process for account
selection, a deep understanding
of accounts with insight, and
creative cut-through.

Over the years, however, I've
noticed that it's very difficult for
enterprises to balance all four. The
first pillar — the partnership between
sales and marketing —is the one that
eludes the most. Often spoken about
but rarely practised, this union,

like any other, requires courage

and commitment. For an ABM
programme to ever truly get off the
ground, both sales and marketing
need to have an equal stake in the
game, and more importantly, they
must come to see and respect one
another as equals. The fact that most
enterprises still struggle with this

is troublesome; it also shows they
aren’t looking at the sales funnel
from their customers’ point of view.
However, it is worth mentioning
that those enterprises that have
embarked on ABM, be it as a pilot
or as a fully-fledged programme
have found success in uniting these
traditionally disparate functions.

For customers, the sales funnel is
one long courtship, and they aren’t

interested in being seduced by
specific departments; rather it's your
enterprise as a whole that’s drawing
them in. It's all one long conversation,
and your customers deserve to feel
like they ended up meeting the
person who wrote them the very

first whitepaper that initially piqued
their interest. Mismanage their
expectations and all you'll have done
is left them feeling betrayed.

Your customers don’t see you
as separate departments, so why
do you keep acting like it?

Once partnered up, the next
challenge is understanding who
exactly it is you're going after. Picking
the right accounts to launch your ABM
programme with is one of the most
vital processes, and not surprisingly,
it's the one that can make or break
your future endeavours. If you're in
the pilot phase, it's good practice to
select more than one account —you
don't want good or bad luck skewing
your expectations of what ABM can
do for your business.

Once those accounts have been
vetted and selected, do your
homework. There are no shortcuts
to getting beneath the skin of an
account, this is especially true if
you're embarking on one-to-one
ABM. Get your hands on as much

Maeve McDonald
CEO and founder,
McDonald Butler Associates

information as you can and then
think outside the box, or hire a team
of professionals that can. You need
to come to your accounts with a
message that resonates, is fresh and
keeps them wanting more.

No small feat, especially in a marketplace
that is increasingly crowded.

Once you know who you're talking
to and what you're going to tell
them, put on a show. Don’t shy away
from creativity and innovation. Be
unpredictable, inspirational and dare
to wow them. Yes, it's suits you're
talking to, but beneath all those
corporate titles, they're human — just
like you and me.

Never underestimate the power of
creative cut-through. Bringing a smile
to a CEO's face with your creative
execution can be the difference
between a million-dollar deal or yet
another lost opportunity.

ABM isn’t rocket science and | truly
believe any enterprise can do it.
But you have to be courageous,
inclusive, commit to yourselves
and your customers and treat

ABM as more than just a marketing
strategy. It's more than a path
toward greater account integration
and growth. It's an effective plan to
develop your business.



Executive summary

Appetite for ABM

In short, there’s plenty of appetite for ABM but also

room for growth with 76% of practitioners expecting
their efforts in ABM to increase over the year ahead. Of
the 300+ respondants we asked, the largest pool (49%)
are still evaluating ABM's fit with their organisation with
roughly a quarter each either planning ABM or delivering
a pilot. Only 14% —the longer term ABMers —are
upscaling their existing efforts.

Early benefits

Most of those active in ABM have been running

their programmes for under a 6 months, yet they're
already seeing benefits. Alignment between sales and
marketing is the most common (54%). Additionally, 39%
have already seen growth in their existing accounts, 34%
have seen improved win rates for new accounts and

23% have seen improved customer retention.

Timeframes for RO

Despite the long sales cycles on ABM projects, 41% of
practitioners said theirs have already delivered a return
on investment. Furthermore, those who have hit ROl did
so within an average of 9.8 months, which is markedly
shorter than the typical 12-18 month sales cycle, and
ABMer's estimated 12 months.

Challenges

As with last year, by far the biggest hurdle for ABM
practitioners is a lack of deep account insight. This
burden can be significantly relieved when selecting
fewer accounts, yet practitioners now favour one-to-
few, which means collecting data on a larger number
of companies and additional burden on those with
the task. With this said, most don't feel they have an
overly ambitious number of accounts, or indeed the
wrong ones.



Section 2

Results of the 2019 ABM census

1. Investment and RO
Budget and resource

We've great news for those invested in ABM —
from practitioners through to the vendors and
agencies that support them. ABM is still “on the
up’. Our survey shows that 76% of practitioners
expect their total efforts in ABM to increase over
the year ahead. Not only does it demonstrate
ABM'’s value in modern marketing, it's also a
reflection of the efforts delivered in securing buy-in
and early results.

But for those still scoping ABM, or those early

on in their programmes, it's useful to start with

a baseline estimate on the costs and resources
required. The full version of this report Become an
ABM champion: How to set and smash your targets
provide further details and case studies later on,
including when to expect ROl and the typical cost
per account, but for now we can reveal that the
average initial set-up cost is £11,600.

ABM'’s average initial
set-up costis £11,600

Furthermore, marketers typically allocate 30% of
their overall marketing budget to ABM (up 7% from
last year).

In terms of the time and effort spent, ABM is typically
given 32% of the team’s time and effort (up 6% from

last year). But already ABM leads would like this to
increase to around 47%.

“The £11,600 set up cost is of course an average.
Every business deploys ABM differently and will

be operating to different constraints so the actual
investment could be either higher or lower than
this. The important thing is to fully understand an
account’s expected incremental revenue (usually in
year one, although the lifetime can be useful) and
set an investment cost that makes financial sense
to the business.”

Andy Bacon, lead advisor for B2B Marketing’s ABM
Head-Start Programme

/6% of practitioners expect their
total efforts in ABM to increase
over the year ahead


https://www.b2bmarketing.net/en-gb/member-resources/become-abm-champion-how-set-and-smash-your-targets
https://www.b2bmarketing.net/en-gb/member-resources/become-abm-champion-how-set-and-smash-your-targets

What percentage of your marketing budget do you What percentage of your resource do you allocate
allocate to ABM? to ABM?

+7% YoY +6% YoY
+10% from 2017 +12% from 2017

——  "Across our division we've been doing forms
of what people would call ABM for various
customers. | would say it’s been a bit mixed in
terms of approach — we've lacked a framework
and strategy. There have been some great results
in pockets and in others, there’s an opportunity
to be more strategic. That's helped make the
decision to bring in a new function that looks at
ABM at a business level, maximising opportunities
and tailoring it to our customers. We now have a
dedicated ABM team, which is amazing because
usually people end up having to do it on the side.”

Kate Owen, director, strategic marketing
and industries, Capita

7 Section 2: Results of the 2019 ABM census The 2019 account-based marketing census © B2B Marketing



ROI

Despite the relative youth of most ABM projects,

41% of practitioners said theirs have already delivered
a return on investment. This is more good news for
those already sold on the benefits ABM has to offer.
Furthermore, global averages from our survey show
most of those who have hit ROl did so within 9.8
months, markedly shorter than the typical 12-18 month
sales cycle and ABMer's estimated 12 months.

It's likely these early wins have been secured with

the savvy inclusion of existing accounts, particularly
those at the middle to end of their cycle, which helps
demonstrate value early on. However, with typical sales
cycles of 12-18 months, we expect ROl on new accounts
to fall around the one year mark.

41% of practitioners said their
ABM programme has already
delivered a return on investment

Months (global average)
o

Those who have hit ROI
did so within 9.8 months
(global average)

“You measure a win in a number of ways.
Revenue is obviously important, but it’s also
about how your relationships are developing
and how your reputation is maturing in that
organisation. If all of the three R’s — revenue,
relationships and reputation — are maturing,
then the account is becoming more critical to
the business.”

David Cotterill, marketing director, Europe, Conduent
“When [ first started, | thought I’d see ROl quickly
but I learned to record value in multiple areas.

We look at things like increasing opt-in rates and

getting meetings with key account members.”

Rachel Tait, head of ABM UK&I, SAS

12

How long did it take you to hit ROI?

8 Section 2: Results of the 2019 ABM census

How long do you expect it will take to hit ROI?

The 2019 account-based marketing census © B2B Marketing



Metrics

While ROI can often be seen in as little as 9.8
months, many more complex programmes will take
longer. For that reason, it's crucial to set realistic
goals and timeframes. The most salient advice

is not to fall back into using demand generation
metrics, as old habits can lead some to do in the
early days.

The other key learning is to measure activity, not
just the sale. That means picking metrics that
celebrate success along the way. After all, your
stakeholders won't wait silently until you help land
the big deal; they will need assurance that your key
accounts are increasingly engaged.

Still, the most common measurement of success in
ABM is revenue (66%), shortly followed by pipeline in
SQLs (65%). Looking at softer metrics, 57% measure

engagement in ABM content, and 43% the number
of sales meetings.

Which criteria do you use to measure ABM?

66" 5%
57*

4%

35%

The least commonly used metric with regard to ABM
efforts is the depth of account insight (18%), which
is surprising given that this is seen to be the biggest
challenge and area most in need of support, as we'll
soon discuss.

“In the early days, it’s particularly important not
to fall into the trap of using conventional demand
generation KPI's for ABM. The value of the pipeline
you're influencing is important, but ABM is not
about stuffing things with SQLs. ABM is about
building and harnessing stronger relationships
across a wider scope of influence within key
accounts. It's about empowering the sales effort
so they can identify and exploit new opportunities
more effectively. So | would expect to see a mix of
hard and soft metrics that accurately demonstrate
how both sales and marketing have added value
to the process by working in unison.”

Andy Bacon, lead advisor for B2B Marketing’s ABM
Head-Start Programme

For more on how to
estimate your ABM
costs and set the
right metrics, view
the full version of
this guide here

%
34 gy

27%
| |

Amount  Pipeline/ Engagement Number Returnon Returnon
ofsales/ numberof withABM  ofsales  marketing overall
revenue SQls content  meetings investment investment

(ROMI)

Number  Alignment Retention  Deptof  Wedon't Other
of known  with sales account measure
contacts insight anything


https://www.b2bmarketing.net/en-gb/member-resources/become-abm-champion-how-set-and-smash-your-targets

2. A snapshot of the appetite for ABM
What's the current appetite for ABM?

In short, there's plenty of appetite for ABM but also
room for growth. The largest pool of respondents (49%)
are still evaluating ABM’s fit with their organisation

with roughly a quarter each either planning ABM or
delivering a pilot. Only 14% - the longer term ABMers -
are upscaling their existing efforts.

Most of those active in ABM have been running their
programmes for a year or less (28%) with 11% having
been in operation for 1-3 years and 6% beyond that.

Year-on-Year: The number of people scoping ABM’s

fit for their business has risen from 33% to 49% year-
on-year, showing a strong pipeline of ABM players for
the years ahead. Percentage wise, there is a like-for-like
number of people both active in running ABM (24% in
2018 and 26% in 2019) and upscaling their initial efforts
(both 14%).

Most of those active in ABM

have been running their
programmes for a year or less,
with 11% in operation for 1-3 years

You can find more

on the progression
ABMers have taken
this year in our 2019
ABM Competency

Model on page 17

Which of the following best describes your organisation’s current efforts with ABM?

35%
26*
22%
O%
We're investigating We're planning our We're implenting We're upscaling our We're fully adept We're upscaling our
ABM's fit for our approach to ABM ABM at an early, or existing ABM efforts at ABM ABM programme

business pilot, stage



Which approach to ABM do people prefer? —

No one we spoke to is operating ABM under a hybrid
approach but have selected just one method. The
most popular is one-to-few (37%) shortly followed

by one-to-one (32%). Just 7% are running one-to-
many ABM.

Year-on-Year: The preference for each of the three
main types of ABM (one-to-one, few and many)

has changed slightly year-on-year with one-to-one
slipping from the top spot of popularity, replaced by
one-to-few. In many cases, that's because the cost of

one-to-one is prohibitive to running on all but a few —

accounts, and having just a few accounts equates to a
lower chance of return.

While one-to-one is more manageable to operate in
terms of data collection (ABMers’ top challenge, as

we will see), one-to-few allows marketers to spread
the cost and risk across a larger pool of accounts.

Which method of ABM do you use?

One-to-one:

32%

One-to-few:

37%

y SR

One-to-many:

7%

11 Section 2: Results of the 2019 ABM ¢

“I don’t think anything gives the same return as
truly one-to-one ABM, but it’s not feasible to deal
with every client like that so there needs to be a
way of engaging with those clients where we keep
the principles of ABM by clustering. We need to
be doing this across the board and also manage
expectations that return isn’t going to be the same
as strategic one-to-one.”

Laura McFadyen, ABM manager at Wood Mackenzie
(now senior marketing manager, Core HR)

“One-to-one clearly requires more intensive
investment per account. | do see more organisations
adopting ABM but in many cases, the annual
revenues and lifetime value cannot justify the high
level of investment required to execute one-to-one.”

Andy Bacon, lead advisor for B2B Marketing’s ABM
Head-Start Programme

(24% Haven't decided yet)

The 2019 account-based marketing census © B2B Marketing



3. Ambitions and blockers
Ambitions and benefits

ABM has a lot to offer and its followers are pretty equally
allured by each gain, yet just out in front is the ability to
win new accounts (30%). This is followed by the ability
to grow existing accounts (28%), meanwhile retention
peaks the interest of 26% of those we spoke to.

Of the benefits already seen by ABM practitioners,
alignment between sales and marketing is the most
common (54%). And despite the youth of most ABM
programmes, 39% have already seen a growth in
their existing accounts, 34% have seen improved win
rates for new accounts and 23% have seen improved
customer retention.

Despite most having run their ABM programmes
for six months or less, ABM practitioners are already
seeing these early benefits

54%

of ABM practitioners are already seeing greater alignment
between sales and marketing

39%

have seen growth in their existing accounts

34%

have seen improved win rates for new accounts

23%

have seen improved customer retention

“It’s not at all surprising that alignment is one of
the big wins as this is the prerequisite for ABM to
consistently deliver in the long-term. It’s huge that
sales and marketing are really working together far
more effectively than ever before, that leads to a
host of benefits.”

Andy Bacon, lead advisor for B2B Marketing’s ABM
Head-Start Programme

“Such a close-knit partnership between sales
and marketing — as you see in ABM —really is
quite unique.”

David De Smedt, European marketing
and communications manager, DS Smith



What are the biggest benefits you’ve derived from ABM since it’s been a part of your marketing strategy?

100

80

Percentage
D
o

40

20

\/\/ .

Growth of existing Win rate for new Improved customer Increased alignment Improved ability to Improved internal
accounts accounts retention with sales track and optimise perception of
results marketing

@ Thisis a benefit we've seen
@ Thisis a benefit we're expecting, but haven't seen yet

@ Thisis a benefit we haven’t seen and don't expect

Challenges and blockers to know. Yet, as we saw on page 11, practitioners
now favour one-to-few, which means collecting data

As with last year, by far the biggest hurdle for ABM on a larger number of companies and additional

practitioners is a lack of deep account insight (30%). burden on those tasked with doing so.

It's clear that data and insight take significant time to

collect, clean and draw insights from. With this said, most don't feel they have an overly
ambitious number of accounts (viewed as the least

As reasoned in our 2018 report, this burden can be challenging of the 10 areas discussed), or indeed

significantly relieved when selecting fewer accounts, the wrong ones (with poor account selection coming

particularly existing ones that you've had time to get 8 out of 10).



2% 4% 6% 7%

7%

How significant are the following challenges in deploying ABM within your organisation?

9% 8%

® Thisisa big challenge

14 Section 2: Results of the 2019 ABM census

® Thisis nota challenge

@ Thisisachallenge

“Often the first party data we need for ABM is
siloed or difficult to access. It can often take longer
to locate and assimilate than expected, especially
because many think this will be the easy bit! Once
you have identified what you do know, it can then
take a while to establish the known unknowns.
Deep account insight of the kind that really makes
a difference does require an investment — it’s why |
advocate an initial pilot of a few accounts to keep
everything manageable.”

Andy Bacon, lead advisor for B2B Marketing’s ABM
Head-Start Programme

A% 55%
52¢
49*
45%
35% 35%
257
30% 2%
e 16% 16% )
. 14%
11% 2% >
9% 7%
3* -
Lack of sufficient  Absence Unrealistic Weak Pooraccount  Toomany  Absence of Lack of Use of Loss of
planningand ofashared  expectations  salesand selection accountsfor deepaccount  bespoke  conventional/ confidence
due dilligence  strategy marketing pilot phase insight propositions  shortterm and trust
alignment metrics

“Data is key and you need to make it accessible

to everyone; a dashboard is great for that.

It's something where you're putting all of your
marketing automation, your paid media, social
media platforms, your CRM and KPIs together.
Seeing all that data in one place gets people
excited, especially when the actual revenue begins
to come through.”

Mike Boogaard, CEO, Alias Partners

The 2019 account-based marketing census © B2B Marketing



4. Team resource
What makes a great ABMer?

We've looked at the resource requirements for ABM,
but what about the type of resource you'll need? What
makes a great team, and how do you build it?

The trait most sought in an ABM marketer is the ability
to influence and build relationships (25%). This is
particularly essential in gaining support and working
with sales.

Some way behind this, but in second place, is an
analytical mindset (15%). Meanwhile, 14% viewed
prior ABM experience as the trait of most importance.
Commercial acumen was seen as the least important
trait (of the eight discussed).

“Some of the marketing communication team
members already had previous experience in
ABM and were able to act as champions. It
meant when we carried out a handful of ABM
pilots, we were really successful. Yet, when we
found ourselves in a marketing restructure this
year we decided to define an ABM team so we
have dedicated resources.”

Kate Tomlinson, marketing director, Refinitiv

“My ideal would be to have an industry lead who
runs a cluster of one to three accounts, delivering a
full ABM programme to them. If you have someone
who understands financial services or what's
affecting banking asset management, that’s hugely
important because the messaging for those financial
accounts would be different to another sector.”

Kate Owen, director, strategic marketing
and industries, Capita

How important do you consider the following traits to be within your ABM team?

25%

15% 14%

12%

1%
9% g

I I I 6%

Relationship Analytical Prior ABM Leadership

building and mindset experience
influence

Resilience Project Open- Commercial
management mindedness accumen



Agencies

Of those active in ABM, 29% use agencies (11% multiple
and 18% just one), meanwhile, 27% are considering
doing so. However, at 44%, the largest group neither
use agencies or would consider doing so.

Year-on-Year: There has been a 10% year-on-year
increase in the number of businesses using agencies to
help deliver ABM. About the same number year-on-year
are looking to start using ABM agencies for the first time
in the not-too-distant future.

Do you work with agencies to help you with your deployment of ABM?

44%

29*
27%
Use agencies No, but we are considering working No, and we're not considering
with an agency/agencies working with any agencies

16 Section 2: Results of the 2019 ABM census The 2019 account-based marketing census © B2B Marketing



Section 3

The ABM competency model 2019

In the following pages, we present The ABM Competency
Model 2019, an updated version of the models we've
published for the past two years. The data within it shows where
over 300 ABM practitioners are with regard to the delivery of
their programmes. As well as demonstrating the work involved
in ABM's delivery, it represents where B2B marketers are
progressing and where they are struggling to do so. Lastly, it
provides you with the means to benchmark yourselves against
the market average and chart your next steps ahead.

This model allows you to:

> Assess the work involved in ABM's delivery

» Review how far your ABM peers and colleagues
have progressed

»  Compare your aptitude with other ABM practitioners

> Determine your next steps.

This model demonstrates everything you will master as you
become proficient in ABM. It maps that across five stages,
taking into consideration the five main aspects of ABM'’s delivery.

The five elements of delivery

Internal alignment

Account definition

Data and insight

Technology

Programme and content execution.

W

The five stages of delivery

Defining
Planning
Implementing
Upscaling
Perfecting.

uhwbhE

Highlights from this year’s ABM Competency Model

Over the past year the greatest amount of collective
improvement has been in the way sales and marketing
select and define their accounts (moving from stage 1

to 3). Marginal improvement has been delivered with
regard to sales and marketing alignment (last year, most
ABMers ranked themselves at stage 2, this year, they have
progressed slightly to stage 2.5).

In all three other areas, there has been no marked
improvement over the past 12 months — although it should
be noted that while the largest pool of people (34%) are
at still at stage one with regard to data and insight, almost
the same amount (33%) place themselves at stage three.
(Creating an average of 2, up one stage).

Overall it's clear that collective improvements have been
made, and while there is sluggishness in certain areas
(namely technology and programme execution), it's to be
expected considering those aspects of ABM are typically
addressed later in the programme’s delivery.

Furthermore, as we examine elsewhere in the report,
despite most ABM programmes being in their infancy, a
sizeable amount of benefits have been seen, including ROI
and softer metrics.

“Rome wasn't built in a day! For some organisations
ABM represents a wholesale change — some would
say it's an entire cultural shift, which is good. This
transformation can be complex so unsurprisingly
many are feeling their way and crossing bridges as
they come to them.”

Andy Bacon, lead advisor for B2B Marketing’s ABM
Head-Start Programme
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Key takeaways

Alignment

Internal alignment starts with key stakeholder buy-in
from your marketing team, sales, executives and the
board. Once you have secured this (and that is no
easy feat in itself), the majority of your efforts will be
to maintain your understanding and alliance with
sales. Friction between you will have an effect on
your performance.

Alignment with sales isn't just about being friendly,
quite the contrary - it needs to be underpinned with
formal agreements and processes. The most important
of these are a key account programme, aligned targets
and incentives and a service level agreement (SLA) —
the latter of which only 21% have.

You can also use psychological profiling to better
understand and connect with your stakeholders —
both personality profiles such as Myer’s Briggs and
bespoke persona building can help you.

Account definition

Most ABM practitioners are delivering small-scale
ABM having selected a number of choice accounts.
This year there is a slight preference for the larger pool
of accounts that one-to-few (versus one-to-one) offers.
That's because more accounts (although more work)
increases the chance of securing deals.

But of course, the best chance you've got of winning
those deals is not really down to the number of
accounts but the quality of them. As we discussed in
last year's ABM report, where most programmes fail is
during the account selection processes. At best a lack

of account due diligence will slow down your delivery.
At worst, it’'ll mean no results, friction between
stakeholders and a loss of belief in ABM.

Even those who are delivering programmes on their
selected accounts should regularly assess those
choices through a rigorous process.

Data and insight

Both this year and last, data has been ABM
practitioners’ biggest challenge. But let’s be honest,
the problem exists independent of ABM. For many
years we have invited data into our organisations

at a quicker rate than we could process or properly
analyse. This means the information we have is
messy, in duplicate, incomplete and so vast it feels
an overwhelmingly large task to fix it all.

It is a tall order, but it's also a huge positive that ABM is
now a catalyst to improve all of this. What's surprising
is how few pitch this task within the context of the
business’ long-term and wider needs. Ask yourself
who and what else this data cleanse would benefit.
Are there other projects or supporters you can bring in
as allies? Could you secure more funding or resource if
you pitched the wider business case?

Technology

There's certainly a buzz in the ABM tech sphere —
not yet from customers but from vendors gearing
up to support their needs longer-term. Although
at the early stages ABM can be carried out almost
entirely independent of tech, it's prudent to scope



out the opportunities tech vendors provide
and how others are deploying them.

The top three tech tools for ABMers are their CRM
(76% use this) MA system (61%) and retargeting
platforms (32%). Yet beyond that, tech doesn't
yet play a focal role in ABM; 20% use sales insight
platforms and 14% data and contacts platform.

If you are thinking of investing ensure your team —
including any agency partners — know how to use
this tech, speak to people who've already bought
and used it and think hard about whether it's worth
early investment.

Programme and content execution

Rushing into programme and content delivery before
you've properly selected and analysed your accounts
is money down the drain, because of course, you
need to understand your audience in detail in order to
create personalised outputs for them. Yet, that doesn't
mean you have to wait for months of analysis before
you take action.

Truly tailored outputs - whether that's content, events
or something more unusual - will take time to produce
and can only be created once you've dug into your
account’s needs and what might make them buy from
you. This output is labour intensive but high value,

so having off-the-shelf and customisable assets will
buy you time and give sales assets to select from
according to their needs.



About

B2B Marketing

With hundreds of thousands of users across the globe,
we are the leading trusted voice at the centre of the B2B
marketing community.

B2B Marketing members are kept up to date with the
latest strategies, insight and inspiration from the B2B
marketing space, through our dedicated:

Research and analysis
News

Information portal
Events

Training

Networking.
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Why become a B2B Marketing Premium member?

Our Premium membership package delivers outstanding
value, and is the go-to choice for thousands of senior-
level B2B marketers, decision-makers and leaders.

Here's some of the value Premium membership provides:

» Access to five on-demand DMA- and CPD-accredited
training courses worth £875.

» B2B marketing-specific Best Practice Guides worth
over £3000.

» B2B industry benchmarking reports worth over £3300.

» Business cases priced at £150 each for non-members.

» Premium research, analysis, benchmarking reports
and guides published every month.

* Anannual subscription to the quarterly
B2B Marketing magazine.

< B2B Marketing

Our promise to you

Things change fast in B2B. Just staying on top of
the changes can be a full-time job. So we do that
job for you.

With our membership, training and events
we guarantee you'll:

» Putyour best-ever strategies in place.

» Lock down the multiple skills, tools and insights
you need.

» Find real-world inspiration for rolling out
outstanding marketing initiatives.

How to get started

» Go to b2bmarketing.net/join to set up your
Premium membership.

» Check out Events, Training and Enterprise
Solutions on our website.

» Callus on +44(0)207 014 4920 if you'd like
to discuss your specific business needs.

b2bmarketing.net @ O o @



About

McDonald Butler

Strategic insight meets creative cut-through

McDonald Butler is the strategic & creative
marketing agency. Trusted by some of the world’s
largest and most innovative companies, our heritage
in aligning sales and marketing behind a unified
vision has been fundamental to the growth of our
award-winning reputation.

An agency that specialises in B2B technology, our
account-based marketing programmes are built on a
deep understanding of what works and whom for, and
we provide insight and strategy, develop persuasive
propositions, and deliver compelling campaigns that
achieve unprecedented results.

mcdonaldbutler.com
+44 (0)20 8875 2000
info@mcdonaldbutler.com

McDONALDBUTLER

For us, ABM is nothing new. It's how we've always
done things. Our joined-up approach to sales and
marketing has helped many of the world’s foremost
technology innovators navigate the journey to
account-based success. And like everything we do at
McDonald Butler, our ABM strategies are underpinned
by robust data, insight, and measurement

As the wider world continues to evolve and realise the
benefits of an account-based approach, ABM is no
longer a differentiator. Today and tomorrow, it takes
strategic insight and creative cut-through to make a
real impression. This is McDonald Butler...

... the strategic & creative marketing agency.


http://mcdonaldbutler.com
mailto:info%40mcdonaldbutler.com?subject=

B2B Marketing

Insight - Development - Training - Events

Contact us

B2B Marketing

Clover House

147-149 Farringdon Road
London

ECTR 3HN

Tel: +44(0)20 7014 4920
info@b2bmarketing.net
b2bmarketing.net

In partnership with:

McDONALDBUTLER

mcdonaldbutler.com
+44(0)20 8875 2000
info@mcdonaldbutler.com
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