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ABM AND COVID-19 A

CORONAVIRUS HAS FORCED ORGANISATIONS
EVERYWHERE TO TAKE AN ENTIRELY DIFFERENT
VIEWPOINT TO THEIR 2020 MARKETING. TO
RETHINK AND REASSESS.

LI K E T H E R E ST o F : As an agency with many ABM campaigns under our belt, we've been

; reassessing what that means for ABM, one of B2B marketing’s most dynamic
: strategies. How should ABM be adjusted to this new working

T H E Wo R L D, T H E Bz B environment? What is sensitive and appropriate? How can we

- ' : provide value as requirements change so rapidly?
; MA R K ETI N G Wo R L D The good news is ABM is better placed than most marketing strategies to
I s E C LI B RATI N respond to the unique challenges marketers are currently facing. ABM is
R A G highly flexible and personalised by nature and so, though priorities and
e strategies may change, it's a marketing strategy that can not only survive,

To A VE RY :' 9 . A but thrive in this new working world. It is, however, something of a long-term

approach, and so as we face shortterm shifts in strategy, with the long-

D I F F E R E N T R EA L I TY term future of the industry obscured by reactive marketing and COVID-19’s
o lengthy shadow, it’s crucial to know how to readjust our methods...

COVID-19 AND ABM: WEBINAR SERIES

For ongoing marketing advice and discussion as the

situation changes, sign up to our latest webinar here.



https://digitalradish.co.uk/inspiration/webinar-abm-covid19/

ABM AND COVID-19 A

WHEN IT COMES TO B2B MARKETING AMID
COVID-19, THERE'S NO DOUBT THAT - YES -
NOW'’S A TIME TO BE SENSIBLE WITH YOUR
BUDGETS AND MAYBE EVEN SCALE BACK.

BUT DO NOT SIMPLY CUT EVERYTHING OFF.

Your potential customers are still at work and, actually, are a more
captive audience than ever. CTOs are not out and about, they’re
at home in front of their computer, planning how to take their

company forward. Show them that your business can help.
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ABM AND COVID-19 A

OK, SO PERHAPS 1918’S OUTBREAK OF THE SPANISH
FLU IS A LITTLE LONG AGO TO TAKE ANYTHING
FROM, BUT WHILE THERE MAY NOT BE ANY SPECIFIC
MOMENTS IN TIME TO DRAW INSPIRATION FROM,
WE CAN CERTAINLY LEARN FROM THE RESPONSE
TO 2008’S FINANCIAL CRASH.

On that occasion, the brands who thrived were not those who

panicked and bombarded clients with opportunistic hard-sells. It

was those who invested in their brand, taking a long-term view and
improving their standing in the eyes of potential customers who came
out the other side. That’s part of the appeal for ABM, and
COVID-19 will not change that.

SUCCESSFUL COMPANIES DO NOT ABANDON

THEIR MARKETING STRATEGIES IN A RECESSION;
THEY ADAPT THEM.



ABM AND COVID-19 A

WORKING REMOTELY HAS BLURRED THE LINES
BETWEEN OUR WORKING AND PERSONAL LIVES,
AND THAT’S A NICE THING.

Kids might burst into a boardroom catch-up at a moment’s notice, or
N o R M A I | somebody’s housemate might start calling them down for lunch. With
that in mind, there’s no reason why your ABM campaigns can’t adopt a
4 t= . g

somewhat more familiar tone with your account targets. Perhaps, as well
as personalising your campaign to their business goals, you can tailor it

to their personal lives, too. A colouring book for their children to enjoy

while they carry out a call with your sales team, for instance. Touches

like this can work wonders.




ABM AND COVID-19 A

I p—-‘ /
I M E F o R w‘ l‘/ THIS IS SOMETHING THAT’S BEEN ON THE
B 2 B T : B E HORIZON FOR A WHILE NOW IN B2B MARKETING,

BUT THE UNWANTED ARRIVAL OF CORONAVIRUS
MAY JUST HAVE THE HAPPY SIDE-EFFECT OF THE
INDUSTRY SHOWING ITS HUMAN SIDE.

If your ABM messaging is going to hit home at home then you’ll
need to be adopting more real, conversational messaging.
Your targets are sitting on their sofa - so why make

them feel uncomfortable?
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ABM AND COVID-19 A

WE UNDERSTAND IT’S A PAIN. YOU MIGHT ALREADY
HAVE SPENT HOURS SELECTING AND PERFECTING
THAT LIST OF TARGET ACCOUNTS, BUT THE FACT IS,
THINGS HAVE CHANGED, AND YOU NEED TO
GO WITH IT.

In our recent webinar, 52% of marketers were reconsidering

their targeting strategy. Some targets experiencing extreme cash

flow challenges may not be in the right place to be looking for

your business right now, whilst others, like collaboration tools and
supermarket chains, are positively thriving. Marketers are also
doubling down on existing customers and warm prospects

to see a better chance of success.




ABM AND COVID-19 A

EVERY MARKETER IS, OF COURSE, CONSCIOUS
OF THE NEED TO BE EXTREMELY CONSIDERATE
ABOUT THEIR MESSAGING TO ENSURE THAT YOU
DON’'T UNINTENTIONALLY APPEAR TONE DEAF.

Tactless references to the current coronavirus are a big no-no, as are
brash, opportunistic marketing messages that concentrate on sales.
Equally, ignoring COVID-19 altogether feels like burying your head

in the sand. Now's a time to be sensitive, but that doesn’t mean you
can’t speak optimistically - people are hearing enough scare-stories
as it is at the moment. To tread the fine line correctly, make sure you
have a team whose judgement you trust around you, and consult them
throughout your messaging development. Where content is focused
around adapting to COVID-19 it must be genuinely valuable,

sharing advice, and most importantly, not selling.




WHAT ARE YOUR CUSTOMERS TALKING

ST E N I N G ABOUT AT THE MOMENT2 WHAT ARE

THEIR MAJOR CONCERNS?

o U R Social listening has always been key to finding that perfect
nugget of insight and basing your ABM campaign around it, but
s at a time like this it’s more critical than ever. Hear your
customers’ priorities, consider them, and present your business as
B E S T F R I E N D the opportunity to break free from them.
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ABM AND COVID-19 A

UNFORTUNATELY, ABM AND COVID-19 MAKES FOR
A SOMEWHAT DIFFERENT CREATIVE OUTLOOK.

At Digital Radish, we pride ourselves on our highly creative and
personalised direct mails, but we're sad to have to say that, realistically,
DMs will be taking a back seat for a while. There’s no point sending a

beautiful piece of creative to an empty office, after all. Although...
That doesn’t mean the principles that underlie a great creative

DM should be lost. A great concept, powerful messaging and

beautiful creative can still go a long way.
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I { GA R D L E S S/f—-?‘ EVEN IF DMS ARE OUT OF THE QUESTION, THAT
DOESN’'T MEAN YOU CAN'T REACH AN INDIVIDUAL
1 ] A B M CA N ACCOUNT WITH A HIGHLY TARGETED PIECE OF

DIGITAL MARKETING.

'I

There are countless ways you can do this digitally - many of which can be
highly personalised - and if your account selection, insight, messaging and
creative are bang on the money, it's bound to catch their eye. Personalised
content-led landing pages can provide hubs of tailored information and

resources creating experiences that feel as personal and creative as

a DM through the door.
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ABM AND COVID-19 A

AS WE'VE MENTIONED IN A FEW OF THE ABOVE
POINTS, THAT HARD SELL JUST ISN'T GOING TO
CUT IT AT A TIME LIKE THIS, AND THAT’S GOING TO
HAVE A REAL IMPACT ON YOUR SALES TEAM’S
EFFECTIVENESS.

The positive side to that is that now’s the perfect time to get the team
well and truly integrated with these softer sell, more brand-led marketing
campaigns you're producing. Sales staff’s skill sets can be put to use
deep-diving into each account, grasping those insights that will

pay dividends in the long run, so use them!
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= +"80, there you have it. Play your c'clr:_is right, and ABM and coronavirus can co-exist.

We’re hosting a series of...\ﬁ'rjé!:inars where we discuss changing strategies during

COVID-19, so if you’ re_inteifg:_s'te_d or want to find out more, you can sign up below.
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8 SIGN UP FOR NEXT WEBINAR
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For a chat about way§ ,'ybu can make your ABM work - even in the time of

COVID-19 - contact our Director Renaye at Rena:y‘e@digitclradish.co.uk.

p digitalradish.co.uk
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http://digitalradish.co.uk 
https://www.linkedin.com/company/digital-radish/
https://twitter.com/digitalradish
https://digitalradish.co.uk/inspiration/webinar-abm-covid19/

