DIGITAL
RADISH

Top Examples of ABM Creativity

The more it’s used, the more brands are realising: ABM is the real deal. As its highly-targeted,

strategic methodology pays dividends again and again (and again), the results are speaking for themselves.



But what does

marvellous ABM

sternaut

Such is its flexibility, it can often be difficult to pin down an answer to that question, and
due to its nature, great creative ABM examples rarely get the limelight. Then there’s

the issue of brains vs beauty. Many ABM campaigns rely solely on data and insight

(the brains) to do the job, and though they often generate positive results, they’re not
as effective as they could be. When a campaign uses these insights to inform emotive,

inspiring work, it hits twice as hard.

That's the kind of ABM campaigns we’ll be focusing on in this guide. Those with brains
and beauty. We've pulled together a collection of ABM examples to truly inspire your
next programme. Some of them are campaigns of ours that we're really proud of.
Others are from brands and even rival agencies that we've admired from afar. We're

not afraid to recognise great work when we see it!

So, let the creativity flow!

>>

] MASTERNAUT: DISCOVER

THE POWER OF BOTH

WHO THEY ARE:

One of Europe’s largest fleet telematics
providers, Masternaut aims to provide

sustainable mobility through connectivity.

THE TASK:

They wanted to cut through to key buyers with the
benefits of their cold chain telematics product. To do
so, they tasked Digital Radish with creating a one-to-
many ABM campaign strategy. The resulting campaign,
‘Discover The Power of Both’, certainly

didn’t disappoint.

DIGITALRADISH.CO.UK

WHAT'S GREAT ABOUT IT:

A strong, clear differentiating message
A creative, head-turning concept at its core

O A highly conceptual direct mail which
used heat-sensitive paper to highlight how
its delivery had been maintained at 3°C,
alongside a personal note about the journey
the driver took to deliver it. In doing so, it
emphasised the benefits of Masternaut’s

offering



https://digitalradish.co.uk/work/masternaut-abm-campaign/
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https://www.convinceandconvert.com/social-media-strategy/account-based-marketing-campaigns/
https://themarketingpractice.com/proving-xeroxs-digital-capabilities/

ADIGITAL RADISH:

AN ABM ADVENTURE

WHO THEY ARE:

An award-winning Marketing Agency, based
in London, specialising in complex technology
brands. We’'re also ABM specialists and the

writers of this blog!

THE TASK:

We believe in the magic of ABM, and we
wanted to show it, engaging CMOs from some
of the leading tech brands in the process. We
needed an inspiring, show-stopping piece of
content that practically showed our targets the
benefits of our ABM programmes in a way
that also showcased our creativity. The result
was this: a highly personalised, one-to-one

campaign that sparked a giant response.

DIGITALRADISH.CO.UK

WHAT'S GREAT ABOUT IT:

@ Hyper-personalisation for each book that

made our target the hero of their own story

A highly engaging way of telling a complex
story - taking the subject through their very
own adventure which also explained how our

ABM programmes work

@ Taking deep-rooted insight and technographic

data - and making it fun!

5 AVIOS

WHO THEY ARE:

Avios, originally founded in 1988 as Air

Miles, is a leading international travel rewards
company, turning everyday spending into travel
and leisure rewards. Avios has over 7.7 million

members worldwide.

THE TASK:

Avios wanted to generate new leads for its
partner programme by highlighting the benefits
of its new card linking feature. This enables
Avios users to collect Avios points on a credit
card of their choice - to senior marketing

and loyalty directors at a number of targeted
organisations. So, they created a one-to-many

ABM campaign to get the job done.

B2BMARKETING.NET

WHAT’S GREAT ABOUT IT:

@ Creating a familiar but original concept with

their key message - ‘pick a card, any card’

A bespoke magic trick design - built by
a real magician - that highly challenged

receivers to interact

@ Bringing a genuinely new offering to life



https://www.b2bmarketing.net/en-gb/resources/b2b-case-studies/awards-case-study-why-avios-decision-sprinkle-little-magic-its-direct
http://www.digitalradish.co.uk
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FOR SAINSBURY’S

WHO THEY ARE:

Applaud is a HR platform that unites a given
organisation’s complex HR systems into one

employee-friendly, consumer-grade experience.

THE TASK:

Applaud was looking for one-to-one ABM accounts,
and we identified the top 40 UK B2C employers
for them to target. Through deep-rooted analysis
and technographic research that combed personal
LinkedIn profiles and public domain technology
systems, Digital Radish identified accounts such as
Sainsbury’s, who operated more than 25 different
systems across their employee network. We then
calculated the kind of monetary loss the cracks
between these systems might create, and served
each account with a highly personalised report

emphasising the benefits Applaud could bring.

To these brains, we added beauty, turning the

organisation’s average employee HR landscape

into a concise, striking visual to show the complexity

being thrust upon their workers.

DIGITALRADISH.CO.UK

WHAT'S GREAT ABOUT IT:

The balancing of truly deeply rooted personal
insight with a creative visual that the target

hadn’t seen before

@ Demonstrating true understanding of the target

account - and proving how Applaud can help

@ A customised and thoughtleading report

that summarised the target’s challenges

@ A personalised DM which both visually
and statistically showed the target their

own HR landscape

UNITY: FROM GAMING

TO ARCHITECTURE

WHO THEY ARE:

Unity is the world’s most popular Gaming
Development Platform, whose real-time
visualisation software is considered the most

advanced 3D software around.

THE TASK:

Unity wanted to move into new markets, and Digital
Radish identified the Architecture, Engineering

and Construction (AEC) sector as a natural fit. By
interviewing prospective buyers and influencers,

and analysing personas and market trends, we
interpreted the thoughts of 1,000 architects across
135 countries to develop our whitepaper, ‘The Future

of Visualisation’.

We then developed an ABM campaign with

multiple touchpoints. Our whitepaper was the first

of three DMs within this targeted one-to-many ABM
campaign. The second two - a notebook which
contained an augmented reality map to demonstrate
the software’s capabilities, as well as a stylus pen
with an offer of Unity 3D’s demo - provided creative

flair while keeping the target engaged over time.

DIGITALRADISH.CO.UK

WHAT'S GREAT ABOUT IT:

The innovative use of augmented reality
technology to physically demonstrate

the product

Multiple DMs sent at specific touchpoints kept

the prospects engaged for longer

A true blend of technological insight
and creative flair that embodied Unity’s

brand values



https://digitalradish.co.uk/work/unity-abm-campaign/
https://digitalradish.co.uk/work/applaud-abm/

8 GUMGUM:
FOR T-MOBILE

WHO THEY ARE:

GumGum is an artificial intelligence company

with a focus on computer vision. They pride

WHAT'S GREAT ABOUT IT:

themselves in solving difficult technical problems 2
across different industries. (@ [Inspired use of social listening I N S PI R E D .

@ Hitting their target’s heart as well

THE TASK:

T e As you can see, there isn't exactly one single way to make ABM work. And

T-MobiiBaagalling oGigEEped data plan, that’s what’s great - it can be whatever you want it to be, so long as you're

and GumGunm felt their computer vision technology Creative storytelling with a business purpose backed by solid research and the right people. But if in doubt, we advise

G P- They BRIded to take their strategy you give it the brains and beauty test: does it have both? If it does, you're

straight to the top, analysing the T-Mobile CEO’s probably onto a winner!

social media activity to discover a long-standing

love of comic books - a love they utilised perfectly

For a little more ABM inspiration, why not take a look at more of our case

with this highly-personalised one-to-one ABM UGN bt studies here?

piece. The work was praised publicly by the CEO,

and led to a meeting between the teams. Or, if you think you're ready to step into the big wide world of ABM, then

AN “‘GH o we say go for it (and good luck)! Hopefully, we'll be writing about your

work in future.

Okay, tapping >4 < Yeah,
into the surveillance = Qi shut up.
system to model 3 3

the room--
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https://digitalradish.co.uk/work/
https://www.market-republic.com/blog/account-based-marketing-examples/
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We truly believe in the power of ABM. To convert those top-level accounts and to- unleash your brand’s

hidden potential. If you're interested, drop us a message at Renaye@digitalradish.co.uk, or check out some

of our recent campaigns for a litlle more inspiration


mailto:Renaye%40digitalradish.co.uk?subject=
https://digitalradish.co.uk/work/

