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We  would l ike  t o  t ha nk  t he  fo l lowing 

indiv idua ls  who ge ne r ous ly  gave  t he i r  t ime 

dur ing t he  re s e a rch for  t h is  re por t :

N i c o l a  M c M i l l a n ,  

c l i ent  a c c o u nt  m a r ke t i n g  m a n a g er,  WS P

M a r k  L a r w o o d ,  

h ea d  o f  s t r ateg i c  c usto m er  m a r ke t i n g  

a n d  A BM ,  O 2

C h r i s t a  N o r t o n ,  

h ea d  o f  i n d ust r y  a n d  a c c o u nt - b as ed 

m a r ke t i n g ,  Cap i ta

N e i l  B e r r y ,  

g lo b a l  h ea d  o f  a c c o u nt  a n d  dea l - b as ed 

m a r ke t i n g  Co E ,  Ato s

C h r i s t i a n  We i ss ,  

d i r ec to r  A BM ,  EME A ,  Auto de s k

A n d re a  C l a t w o r t hy ,  

g lo b a l  h ea d  o f  A BM ,  F u j i t s u

Ro b e r t  N o r u m ,  

P r o p o l i s  H i ve  ex p er t  fo r  Gr ow th

Wa n t  a c c e ss  to  t h e 

g re ye d  o u t  s e c t i o n s? 

T h e s e  s e c t i o n s  a re 

exc l u s i ve  to  P ro p o l i s 

m e m b e rs .
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O n  P ro p o l i s  –  o u r  exc l u s i ve  c o m m u n i t y  fo r  
B 2 B  m a r ke te rs  –  yo u  c a n  v i ew  a  m u c h  l a rg e r, 
m o re  d e t a i l e d  ve rs i o n  o f  t h i s  re p o r t ,  w h i c h  
a l s o  i n c l u d e s :

	› R o b e r t  N o r u m ,  o u r  A BM  ex p e r t  a n d  P r o p o l i s 
H i v e  ex p e r t  f o r  G r ow t h ,  p r ov i d e s  h i s  m us t -
f o l l ow  c h ec k l i s t  f o r  a ny  as p i r i n g  A BM e r.

	› Pe t e r  O’ N e i l l ,  t h e  l ea d  a n a l ys t  o f  t h i s 
r e p o r t ,  o f f e r s  h i s  r ec o m m e n d a t i o n s  –  t h e 
n ex t  s t e p s  y o u  s h o u l d  b e  t a k i n g  t o d a y  t o 
r ea c h  A BM  n i r v a n a .

	› T h e  c r i t i c a l  s u c c e ss  f a c t o r s  a n d  i n h i b i t o r s 
f o r  A BM .

	› T h e  t o p  f i v e  A BM  v e n d o r s  y o u  n eed  
t o  l o o k i n g  a t  s e r i o us l y.

	› T h e  c o m p l e t e  v e r s i o n  o f  t h e  c o m p e t e n c y 
ass e ss m e n t  f r a m ewo r k ,  w i t h  e v e n  m o r e 
d e t a i l  a n d  g r a n u l a r i ty.

 
Wa n t  to  l e a r n  m o re  a b o u t  P ro p o l i s?  
Le a r n  m o re  b y  c l i c k i n g  h e re.

Wa n t  to  g e t  e ve n  m o re  d e p t h 
a n d  i n s i g h t  o n  t h i s  to p i c?
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ad vert i s i ng ret arget i ng and  accou nt -p rof i l i ng.  
T he most -ear l y  ad op ters  o f  ABM, and  t herefore  the 
most  ex p er i enced  p ract i t i oners,  a re  t o  b e fou nd 
i n  t he  serv i ces  and  sof t ware  i nd u st r i es.  Bu t  now 
t hese technol ogi es  can a l so  b e fou nd  i n  t he  B2B 
f i nanci a l  serv i ces  and  heal t hcare  comp ani es  and, 
i ncreas i ngl y,  across  t he  manu fact u r i ng sect ors. 

T he B2B Market i ng  2 0 2 1  A BM  Cens us  d i scovered 
t hat  over  50%  of  t hose resp ond ent s  named 
‘wi nni ng new b u s i ness’  as  t hei r  p r i mary  ABM 
ob j ect i ve  –  a  s t rong i nd i cat or  t hat  ABM has 
b ecome a  fu nd ament a l  b u s i ness  p ract i ce  across 
t he  B2B market i ng d i sc i p l i ne.   

Most  B2B b u s i nesses  wi l l  cont i nu e t o  re form t o 
a  p ost -Covi d  wor l d  d r i ven b y  soci et a l  change, 
resu l t i ng i n  new work i ng p ract i ces  and  economic 
and  market  sh i f t s  –  a l l  o f  whi ch have d ramat i ca l ly 
a l tered  b ot h  cu st omer  b ehavi ou r  and  t hei r 
ex p ect at i ons.  T he overa l l  i mp ort ance of  cu st omer 
re l a t i onshi p s  b ased  u p on d eep  i ns i ght s  i n t o  t he 
sp eci f i c  need s  of  each t arget  accou nt  has  b ecome 
an overr i d i ng cr i t i ca l  su ccess  fact or  for  market ing 
and  sa l es.  T h i s  wi l l  cont i nu e t o  accel erate 
ad d i t i onal  ABM i nvest ment s  i n  new p rocesses, 
ed u cat i on and  technol ogy.  

The las t  two years  h ave  s e e n a  s e r ie s  o f  s h i f ts  in 
B2B market ing:  a  sh i f t  to  m o re  d ig i ta l  m ar ke t ing 
channels ;  a  sh i f t  to  m o re  c us to m e r -c e ntr ic  o r  e ven 
personal ised content  m ar ke t ing;  and a  de f in i te 
sh i f t  to  more market ing pr o gram m e s  bas e d upon 
the  needs  of  accounts ,  as  o ppo s e d to  indiv idual 
contacts .  In  para l le l ,  be c aus e  o f  th e  gr ow ing 
popular i ty  o f  ecom m e rc e  in  B 2 B  buy ing,  s o m e 
e lements  of  the  se l l ing pr o c e ss  h ave  unde r go ne 
a  tectonic  sh i f t  in  B2 B  bus ine ss e s ,  aw ay  f r o m  the 
sa les  organisat ion  and tow ards  d ig i ta l  pr o grammes.

Dur ing the  d is rupt i o n c aus e d by  C ovid-19, 
bus iness  buyer  prof i le s  we re  c h anging w i th in 
organisat ions,  wi th  new  m e m be rs  inc re as ing 
the  s ize  and compos i t io n  o f  buye r  te am s . 
Marketers  were  hav ing to  tar ge t  d i f fe re nt  pe rs ona 
conf igurat ions,  and adjus t  to  th e  inc re as ing 
importance of  d ig i ta l  c h anne ls .  Th o s e  c o m panies 
who did  not  have an  e s tabl is h e d A BM  s t rate gy 
found that  they  we re  no t  quic k  e no ugh  to  p ic k  up 
changes  in  the  beh avio ur  and pre fe re nc e s  o f  the i r 
ta rget  customers. 

So,  there  i s  a  c lear  re ac t io n  ac r o ss  m any  B2 B 
sectors  to  p lanning new  inve s tm e nts  in  A B M 
technologies,  such as  pre dic t ive  analy t ic s , 
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P E T E R  O ’ N E I L L , 

le ad  analyst , 

B 2B  Market ing



The focus  for  th is  Gr ow th  Hive  re po r t  i s  to 
complement  the  A BM  Cens us  and do c um e nt  a 
ser ies  o f  best  pract ic e s  and le ss o ns - le ar ne d f r om 
more exper ienced A B M  prac t i t io ne rs .  I t  w i l l  a l s o 
prov ide act ionable  advic e  o n im pr oving A B M 
programmes,  us ing  th e  B2 B  M ar ke t ing M atur i ty 
Assessment  for  ABM as  a  bas is .  Th is  ye ar ’s  Gr owt h 
Hive  report  has  a  c le ar  fo c us  o n A B M  fo r  th e 
reasons  descr ibed above.

In  order  to  bui ld  th is  re po r t ,  we  h e ld  lo ng 
interv iews wi th  seve ra l  s e nio r  B 2 B  m ar ke te rs  fo r 
deep ins ight  in to  th e  to pic .  A l l  a re  a l l  h igh ly 
exper ienced ABM prac t i t io ne rs ,  s o  we  h ave  taken 
the  l iber ty  o f  sett ing th e  re po r t  t i t le  ac c o rdingly. 
As  you wi l l  see,  the s e  exe c ut ive s  de l ive re d a 
weal th  of  advice,  so  th e y  w i l l  take  th e  m ain  s tag e 
throughout  the  repo r t .  Bo th  Ro be r t  No r um  and 
I  have worked (and c o nt inue  to  w o r k)  w i th  m any 
c l ients  on  thei r  ABM  pr o gram m e s ,  and s o  th o s e 
exper iences  a lso  fee d into  th is  re po r t .
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“ T h e  m o s t  h i g h l y - m e a s u re d  a n d  re s u l t s - d r i ve n 
a s p e c t  o f  m a r ke t i n g ,  d e m a n d  g e n e ra t i o n ,  i s 
t h e  p ro g ra m m e  t h a t  n e ve r  s l e e p s .  B u t  h ow  d o 
yo u  g a i n  i m p o r ta n t  c u t - t h ro u g h  w h e n  re s p o n s e 
ra te s  a re  b e c o m i n g  i n c re a s i n g l y  h a rd  to 
p re d i c t  a n d  yo u r  s a l e s  te a m s  h a ve  a  n e ve r -
e n d i n g  a p p e t i te  f o r  n ew  l e a d s?  T h e  e m e rg e n c e 
o f  A B M  h a s  b e e n  s e e n  a s  t h e  s a v i o u r  f o r  m a ny 
–  a  s h i f t  f ro m  s h o r t - te r m  ta c t i c a l  p ro g ra m m e s 
to  l o n g e r - te r m  e n g a g e m e n t  a n d  re l a t i o n s h i p s 
t h ro u g h  a  c l o s e  p a r t n e rs h i p  w i t h  s a l e s . “

 
R O B E R T  N O R U M

R ob er t  N o r u m  i s  a  B 2 B 
m a r ke ter  w i th  over  3 0 
yea r s  o f  ex p er i en c e.  Fo r 
th e  last  n i n e  yea r s ,  h e 
h as  sp ec i a l i s ed  i n  A BM , 
wo r k i n g  w i th  s e ver a l 
lea d i n g  a gen c i e s  a n d 
d i r ec t ly  fo r  a  w i de  c r o ss -
s ec t i o n  o f  g lob a l  b r a n ds . 
R ob er t  i s  a ls o  th e  Pr o p o l i s 
H i ve  ex p er t  fo r  Gr ow th .   
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Chr i s t a  N ort on,  head  of  i nd u st ry  and  accou nt -based 
market i ng,  Cap i t a:  “ We  h ave  a ls o  h a d  s up p o r t i ve 
en ga gem ent  a c r o ss  th e  b o a r d ,  to  th e  ex tent  th at 
we  h ave  h a d  to  ex p a n d  i n  r e sp o ns e  to  dem a n d  f r o m 
s a le s  tea ms ,  w h o  u n der sta n d  th e  d i f fer en c e  i n  th e 
ap p r o a c h  th at  A BM  c a n  ta ke,  a n d  a r e  dem a n d i n g 
th at  fo r  m o r e  a n d  m o r e  c usto m er s ,  b ec a us e  th ey  c a n 
s ee  th e  p o tent i a l ,  th e y  c a n  s ee  th e  va l u e  th at  th e 
A BM  ap p r o a c h  i s  go i n g  to  o f fer.”

Chr i s t i an  Wei ss,  d i rect or  ABM, EMEA,  Au t od esk: 
“ We  h ave  c o rp o r ate  go a ls  r e lated  to  A BM ,  o r,  as 
we  c a l l  i t ,  A BS M ,  w h i c h  i s  a  c o rp o r ate  i n i t i at i ve  o f 
a c c o u nt - b as ed  s a le s  a n d  m a r ke t i n g  –  as  we  a r e 
c o nv i n c ed  th e  s u c c e ss  o f  A BM  l i e s  i n  th e  p a r t n er s h i p 
o f  b o th .”

Mark  Larwood ,  head  of  s t ra tegi c  cu st omer  market ing 
and  ABM, O2:  “ T h e  st r a i ght  a nswer  to  th at  i s 
‘a b s o l ute ly,  ye s .’  A BM  i s  de f i n i te ly  s een  as  a  g r ow th 
en g i n e  a n d  a  way  o f  ge tt i n g  c lo s er  a n d  b u i ld i n g 
m o r e  i mp o r ta nt ,  s t r o n ger  r e lat i o ns h i p s  w i th  o u r 
b us i n e ss  c usto m er s .”

Al l  ABM consu l t ant s  s t rongl y  recommend  t hat  you 
shou l d  f i rs t  ob t a i n  fu l l  seni or  execu t i ve  su p p ort 
for  a  s t ra tegy  l i ke  ABM, whi ch requ i res  s i gni f i cant 
technol ogy i nvest ment ,  t ou ches  cu st omers  d i rect ly, 
and  i nvol ves  severa l  d i sc i p l i nes,  not  j u s t  market ing. 
T he comp ani es  i n terv i ewed  here  are  su ccess fu l 
wi t h  t hei r  ABM i n i t i a t i ves  and  a l l  ob t a i ned  su f f ic ient 
execu t i ve  su p p ort  (more  or  l ess) .

However,  t here  are  s t i l l ,  s t rangel y,  qu i te  a  few 
B2B market i ng organi sat i ons  t hat  b egi n  t hei r  ABM 
ef for t s  wi t h  t he  acqu i s i t i on  of  ana l y t i cs  or  i ns i ghts 
technol ogy,  t h i nk i ng t hey  are  acqu i r i ng some 
secret  sou rce t o  make t hei r  cu st omer  d at a  mu ch 
more va l u ab l e.    

F i rs t ,  we asked our  in te r v iewe e s  abo ut  im po r tant 
aspects  o f  sett ing a  s t ra te gy.  Gath e r ing s uppo r t  f rom 
important  execut ive s ,  e s tabl is h ing th e  f inanc ia l s , 
f inding the  r ight  re s o urc e s ,  and e ns ur ing th e  r ig ht 
sk i l l s  a re  in  p lace.

2 .1  
E xe c u t i ve  s u p p o r t  
i s  a  p re re q u i s i t e 

The opening quest io n  as ke d o ur  in te r v iewe e s  ab ou t 
whether  they  fe l t  that  A BM  h ad s uf f ic ie nt  s upport 
f rom the most  senio r  s take h o lde rs  in  th e i r  c o m p any. 
As  ABM is  a l ready a  re la t ive ly  m ature  to pic  fo r 
execut ives  in  the  IT  s e c to r,  th e re  w as  c o ns e ns us  i n 
most  in terv iews that  th is  w as  th e  c as e.  Th e  de gree of 
support  var ied perh aps  ac c o rding to  th e  pr o je ct  ro l l -
out  method.

Andrea  Clatworthy,  g lo bal  h e ad o f  A B M , F uj i t s u: 
“Ye s  a n d  n o,  a c t u a l ly  o n  th i s  q u e st i o n .  We  a r e  a 
r eg i o n a l ly  s t r u c t u r ed  o r g a n i s at i o n  a n d  s o m e  r eg i o ns 
a r e  1 0 0 %  s up p o r t i ve,  w h i le  o th er s  a r e  s t i l l  q u e st i o n i n g 
th e  va l u e.  S o,  I  th i n k  th e  ta keo ut  f r o m  th at  i s  th at  i t 
dep en ds  up o n  th e  n at u r e  o f  b us i n e ss  i n  th at  r eg i o n ,  as 
wel l  as  th e  m at u r i ty  i n  th e  m a r ke t i n g  o r g a n i s at i o n .”

Nei l  Berry,  g lobal  he ad o f  ac c o unt  and de al -based 
market ing CoE,  Ato s .  “Ye s ,  we  a r e  ver y  l u c ky  to  h ave 
o u r  CMO  s i t t i n g  o n  o u r  g r o up  b o a r d .  S o,  h e  i s  ver y 
m u c h  a  d i r ec t  r o ute  to  th e  to p  ta b le  fo r  A BM ,  as  wel l 
as  o th er  to p i c s .”

An important  conse que nc e  o f  s e nio r  exe c ut ive  l evel 
support  across  the  bo ard is  th at  A BM  is  unde rs t ood 
as  important  down th e  re s pe c t ive  o r ganis at io ns,  su ch 
as  sa les.
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S e tt i n g  u p  A BM  p ro g ra m m e s  
fo r  s u c c e ss     



P ro p o l i s  i s  t h e  g l o b a l  b o d y  g i v i n g  B 2 B  m a r ke te rs 
t h e  c l a r i t y  to  s o l ve  re a l - wo r l d  c h a l l e n g e s  –  t h ro u g h 
i n s t a n t  a c c e ss  to  u n b i a s e d  ex p e r t s ,  re s o u rc e s , 
t ra i n i n g ,  a n d  s u p p o r t .  To g e t h e r,  we  c a n  h e l p 
yo u  n av i g a te  c h a n g e,  m a s te r  a  m u l t i d i s c i p l i n a r y 
e nv i ro n m e n t ,  a n d  d r i ve  b u s i n e ss  g row t h .

Propol is  i s  des igned fo r  th e  w ay  y o u re a l ly  w o r k ,  t o 
help  you f ind answe rs  quic k ly  and tac k le  th e  day- t o-
day  chal lenges  of  B 2 B  m ar ke t ing l i fe  –  by  th e  peop l e 
who  know better  than any o ne  w h at  m ake s  B 2 B  uni qu e. 
I t ’s  a  g lobal  communi ty  o f  re a l  m ar ke te rs  –  f r o m many 
of  the  b iggest  nam e s  in  B 2 B  –  s uppo r te d by  a  bank  of 
experts  wi th  hands -o n,  prac t ic a l  expe r ie nc e.

As  one B2B markete r  put  i t :  “ I t ’s  th e  m em b er s h i p  
yo u’ l l  a c t u a l ly  us e.”

Wa n t  to  l e a r n  m o re 
a b o u t  h ow  to  s e t  u p 
yo u r  A B M  p ro g ra m m e 
fo r  s u c c e ss?  

Propol is  mem bers  g et  access  to 
more great  i ns ig ht ,  as  we discuss 
how indust ry  mar ket ing  leaders  are 
sett ing up thei r  AB M  budg et,  and  the 
sk i l l s  and resources  act ua l ly  requi red 
to  be a  great  A B M er.

Contact  pro pol is@ b2 bmar ket ing. net  f o r  f u r ther 
in format ion on how y ou can be a  p ar t  o f  the 
evolut ion  of  B 2 B  mar ket ing .

I n  o rd e r  to  d r i ve  o u r 
b u s i n e ss  a n d  g l o b a l 
m a r ke t i n g  te a m  f o r wa rd , 
we  k n ew  we  wo u l d  b e n e f i t 
f ro m  a n  i n te r n a t i o n a l 
p ro f e ss i o n a l  m e m b e rs h i p , 
w h i c h  i s  exa c t l y  w h a t 
P ro p o l i s  w i t h  B 2 B 
M a r ke t i n g  g i ve s  u s .

N ow  m o re  t h a n  e ve r, 
t h e  n e e d  to  c o m e  to g e t h e r 
a s  a  c o m m u n i t y  o f  B 2 B 
m a r ke te rs  i s n ’t  j u s t 
re l e v a n t ,  b u t  n e c e ss a r y

C A T  D U T T O N 
glob a l  de p uty  CMO,  Ato s
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j ust  p er s o n a l i s ed  ap p r o a c h e s .  I  th i n k  i t ’s  j ust  th e 
w r o n g  c lass i f i c at i o n .” 

Most  of  t he  execu t i ves  are  now mi x i ng one- t o-one 
and  one- t o- few,  d ep end i ng on t hei r  t a rget  markets . 
T hese vary  b y  geograp hy,  i nd u st ry  sect or  and 
comp any s i ze.  

N ei l  Berry,  At os:  “ We’r e  t r y i n g  to  d r i ve  towa r ds  a 
c o ns i s tent  m o del  to  h elp  em b ed  a n  A BM  m i n ds e t . 
S o,  e ver y  i n d ust r y  wo u ld  h ave  a  o n e - to - o n e  a n d 
a  o n e - to - few  ap p r o a c h .  I  a m  n o t  r ea l ly  go i n g 
to  enter ta i n  th e  o n e - to - m a ny  p i ec e  to o  m u c h , 
as  th at ’s  j ust  go o d  i n d ust r y  m a r ke t i n g ,  a n d  th e 
i n d ust r i e s  a b s o l ute ly  k n ow  h ow  to  del i ver  th at . 
We  h ave  to  r em em b er  th at  ea c h  i n d ust r y,  as  wel l 
as  ea c h  a c c o u nt ,  w i l l  h ave  d i f fer ent  b eh av i o u r s , 
s o  h av i n g  th e  r i ght  A BM  ap p r o a c h  b as ed  o n  th e 
i n d ust r y/a c c o u nt  i s  i mp o r ta nt .”

Chr i s t i an  Wei ss,  Au t od esk:  “O u r  p la n  was 
i m m ed i ately  to  s ta r t  o n  a  w i der  s c a le.  T h at  m ea ns 
we  n eed  a  go o d  m i x  o f  a l l  A BM  ty p e s .  I f  we  h a d 
n o t  do n e  th i s ,  we  wo u ld  o n ly  s er ve  a  h a n d f u l 
o f  a c c o u nt s ,  b ut  we  h ave  th e  r e sp o ns i b i l i ty  to 
s up p o r t  th e  s a m e  n u m b er  o f  a c c o u nt s  as  o u r 
r e sp ec t i ve  s a le s  tea ms  do.  We  a r e  ver y  s e lec t i ve  i n 
c h o o s i n g  o n e - to - o n e  enterp r i s e  a c c o u nt s  –  n e ver 
w i th o ut  de f i n ed  o utc o m e s  a n d  t i m i n g .  I n  th e  
m i d - m a r ke t ,  we  p r i o r i t i s e  o n e - to - few  c a mp a i g ns 
as  a  s c a led  ver s i o n  o f  o n e - to - o n e,  b ut  we  a r e  a ls o 
r u n n i n g  o n e - to - m a ny  c a mp a i g ns  to  a  w i der  s e t  o f 
a c c o u nt s  to  m a ke  s u r e  we  a r e  en ga g i n g  w i th  th e  
ent i r e  a u d i en c e.  S o,  a l th o u gh  we  de p loy  a l l  th r ee 
m e th o ds ,  th e  emp h as i s  i s  o n  o n e - to - few.”

So,  a l t hou gh Au t od esk  c l a i ms  t o  d o ABM 
market i ng across  a  wi d e set  o f  accou nt s,  p erhaps 
t he  argu ment  t hat  t h i s  i s  more  l i ke  p ersonal i sed 
content  market i ng i s  va l i d  for  t hem a l so. 

In  the  interv iews,  we  a ls o  t r ie d to  ext rac t  s o m e  b est 
pract ice  t ips  about  r unning A BM  o n an  o pe rat ional 
bas is .  Th is  o f ten  de pe nds  o n th e  ty pe  o f  A B M  b ei ng 
adopted and is  the n a ls o  in f lue nc e d by  h ow  m u ch 
work  i s  created for  th e  A B M  te am s  ( i .e.  h ow  m any 
accounts  get  in to  th e  A B M  tar ge t  l i s t ) .

3 .1  
Co n f i g u r i n g  t h e  A BM  t y p e  
t h a t  f i t s  b e s t

Ever  s ince the  or ig ina l  A B M  dis c uss io ns  in i t ia ted  b y 
the  IT  Serv ices  Mar ke t ing A ss o c iat io n  a  fu l l  de cad e 
ago,  there  has  been an  unde rs tanding th at  th e re 
are  three types  of  A B M : o ne - to -o ne,  o ne - to - few and 
one- to-many.  Each appr o ac h  e nta i l s  s l igh t ly  d i f ferent 
th ings  in  terms of  re s o urc ing,  c o nte nt  c re at io n, 
channels  used and w o r k ing w i th  s a le s .  Us ual ly, 
companies  se lect  one  m e th o d as  th e i r  pr im ar y  ABM 
method when f i rs t  s tar t ing th e i r  A B M  s t rate gy,  bu t  i t 
i s  assumed that  mo s t  m ature  A B M  pr o gram m e s  end 
up deploy ing a  b le nd o f  a l l  th re e  m e th o ds . 

Or  do they?  F ive  of  th e  s ix  exe c ut ive s  in te r v iewed 
were  c lear  that  the y  do  no t  h ave  a  th re e -par t 
hybr id  approach.  In  fac t ,  no ne  o f  th e m  h ave  a 
one- to-many appro ac h  th at  th e y  labe l  A BM  –  i f 
they  are  doing a  one - to -m any,  th e y  pre fe r  to 
recognise  i t  as  ‘pe rs o nal is at io n’ ,  no t  A BM .

Mark  Larwood,  O2:  “ T h at  [o n e - to - m a ny  A BM] 
s i t s  i n  a  d i f fer ent  p a r t  o f  o u r  o r g a n i s at i o n , 
p r edo m i n a nt ly.  I t ’s  n o t  s o m e th i n g  th at  I  do, 
a n d  I  do n ’t  ten d  to  s ee  th at  as  A BM .  Fo r  m e, 
A BM  i s  w h en  yo u  a r e  r ea l ly  u n der sta n d i n g  s m a l l 
a u d i en c e s  –  a u d i en c e s  o f  o n e,  f i ve  o r  1 0  –  n o t 
w h en  th e  q u e st i o n  i s :  ‘ I ’ve  g o t  8 0 0  c usto m er s 
i n  a  s eg m ent  o ut  th er e.  W h at  c a n  I  do? ’  T h at ’s 

S E C T I O N  3

R u n n i n g  A BM  o p e ra t i o n s  w e l l          
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C R M  (e.g.  Sa l es force,  Hu b sp ot ,  etc) 

Five out of six said they are using this for ABM
 

M a r k e t i n g  a u t o m a t i o n  p l a t fo r m  
(e.g.  Ad ob e-Market o,  Orac l e-E l oqu a) 

Four out of six said they are using this for ABM
 

D a t a  a n d  c o n t a c t  re s o u rc e s  
(e.g.  Lead Geni u s,  Di scoverOrg) 	 

Three out of six said they are using this for ABM
 

S a l e s  i n s i g h t s  (e.g.  Du n & Brad st reet ,  SAP) 	  

Six out of six said they are using this for ABM
 

P re d i c t i ve  a n a l y t i c s  (e.g.  Lead sp ace,  Di scoverOrg) 

Three out of six said they are using this for ABM
 

R O M I  d a s h b o a rd  (e.g.  Ad rol l ,  Demand b ase) 	  

Three out of six said they are using this for ABM
 

I n t e n t  p l a t fo r m s  (e.g.  Bomb ora,  T he B i g  Wi l l ow) 	

Four out of six said they are using this for ABM
 

O rc h e s t ra t i o n  t o o l s  (e.g.  Engagi o,  Termi nu s) 	  

One out of six said they are using this for ABM
 

Ad v a n c e d  m e a s u re m e n t  a n d  a tt r i b u t i o n  
(e.g.  B i z i b l e,  Fu l l  Ci rc l e) 

Two out of six said they are using this for ABM
 

I  remember  publ ish ing F o r re s te r ’s  f i rs t  re s e arc h 
reports  on  ABM bac k  in  2 0 16 .  T h e  A BM  Ven do r 
L a n ds c ap e  report  was  c o ntr ove rs ia l  a t  th e  t im e 
because:  1 . )  we l i s te d m any  m ar ke t ing te c h no logy 
vendors  that  had ne ve r  c la im e d to  s uppo r t  A B M u nt i l 
then;  and 2. )  we pointe d o ut  th at  y o u do  no t  need  t o 
buy  technology to  do  A BM . I t  i s  a  s t ra te gy  –  a  met hod 
of  market ing operat io ns . 

5 .1  
Yo u  d o  n o t  n e e d  t o  b u y 
t e c h n o l o g y  fo r  A BM

Nothing has  rea l ly  c h ange d s inc e  th e n.  In  a  s t raw p ol l , 
we asked the  s ix  exe c ut ive s  abo ut  th e  te c h no logy 
that  they  are  us ing  in  th e i r  A B M  pr o gram m e s .  As  i n 
the  A BM  Cens us  and pre v io us  A B M  re po r ts ,  we  l i s ted 
out  a  tota l  o f  e ight  c ate go r ie s  o f  m ar te c h ,  and asked 
our  in terv iewees  i f  th e y  are  us ing i t  fo r  A BM . We a l so 
asked i f  they  had b o ugh t  th at  m ar te c h  to o l  s pe ci f i ca l l y 
for  ABM. Here  i s  th e  re s u l t  o f  th at  s t raw  po l l  among 
s ix  exper ienced ABM  prac t i t io ne rs .

S E C T I O N  5

Ac h i e v i n g  a  b a l a n c e  b e t w e e n  A BM 
t e c h n o l o g i e s  a n d  A BM  s t ra t e g y   
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One respondent  sa id  th e y  we re  inve s t igat ing buyi ng 
a  predict ive  analy t ic s  s o lut io n  fo r  next  ye ar,  and 
another  i s  cons ider ing w o r k ing w i th  D e m andbase 
( though that  may  no t  be  pure ly  as  a  ROM I das h board 
as  they  have s ince m e r ge d w i th  E ngagio) .

The 2 0 2 1  A BM  Cens us  s ta te s  th at  C RM  and 
market ing automat io n plat fo r m s  are  s t i l l  th e  m ost 
commonly  used for  A BM , w i th  8 0 % and 4 5 % us i ng 
them,  respect ive ly,  w h i le  a  c o ns ide rable  2 0 % use 
sa les  ins ights  tech and 7 % are  us ing pre dic t ive 
analy t ics  tools  l ike  Le ads pac e  and D is c ove r Or g. 
However,  the  two ins ur ge nt  te c h no lo gie s  fo r  A BM 
are  data  and contac t  re s o urc e s  and inte nt  p lat forms. 
When we put  th is  que s t io n  to  m ar ke te rs  las t  ye ar, 
only  17% were  us ing data  and c o ntac t  re s o urc e s. 
Now,  over  a  quar te r  (2 6 %)  are  us ing i t  to  fue l  the i r 
s t ra tegies.  Last  year,  jus t  10 % we re  us ing inte nt 
p lat forms.  Now,  that ’s  m o re  th an do uble d to  2 2% . 

Wa n t  to  k n ow  w h a t  t h e  A B M 
te c h n o l o g y  ve n d o r  l a n d s c a p e 
l o o k s  l i ke  c u r re n t l y,  a n d  t h e  w h o 
t h e  to p  f i ve  ve n d o rs  a re?  T h i s 
s e c t i o n  i s  exc l u s i ve l y  f o r  P ro p o l i s 
m e m b e rs .  To  l e a r n  m o re  a b o u t 
P ro p o l i s ,  c l i c k  h e re.

https://www.b2bmarketing.net/en-gb/propolis-homepage
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The fo l lowing f ram ew o r k  s e e ks  to  de f ine  th e  d i f ferent 
s tages  of  matur i ty  wh e n i t  c o m e s  to  Gr ow th ,  and  map 
them against  d i f fere nt  c r i te r ia  re qui re d fo r  s uc cess.  A 
f ramework  such as  th is  i s  be ing c re ate d fo r  a l l  e i ght 
Propol is  Hives  and c o m pe te nc y  are as .

This  f ramework  i s  a  f la t  o r  s ta t ic  ve rs io n o f  th e 
interact ive  Compete nc y  A ss e ss m e nt  Pr o gram m e, 
which i s  par t  o f  your  Pr o po l is  m e m be rs h ip.  Th is 
assessment  i s  des igne d to  h e lp  y o u de te r m ine  you r 
speci f ic  level  o f  com pe te nc y  agains t  th e s e  c r i ter i a , 
compare  them agains t  o th e r  Pr o po l is  m e m be rs  and 
h ighl ight  areas  to  fo c us  o n fo r  im pr ove m e nt.

I f  you’ve  not  taken y o ur  C o m pe te nc y  A ss e ss m e nt  yet , 
p lease  contact  your  ac c o unt  m anage r  o r  Pr o po l i s 
customer  success  m anage r. 

S E C T I O N  7
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Pu tt i n g  t h e  b u ye r  a t  t h e  h e a r t  
o f  yo u r  m a r k e t i n g

As Peter  su ggest s  i n  t he  op eni ng t o  t h i s  rep ort , 
t he  l as t  t wo years  have d ramat i ca l l y  a l tered  b uyer 
b ehavi ou r  and  ex p ect at i ons.  T hey  are  no l onger 
sat i s f i ed  wi t h  ou td ated  t act i cs  and  now requ i re 
b rand s  t o  meet  t hem where  t hey  are  i n  t hei r  b uy ing 
p rocess  and  connect  wi t h  t hem i n  t he  channels  where 
t hey  are  d oi ng t hei r  research.

Bu t  marketers  cannot  change i f  t he i r  d ated  s t ra tegies, 
tech s t acks  and  organi sat i onal  s t ru ct u res  d on’t 
change.  I t  requ i res  a  rewr i t i ng of  t he  ru l es  of 
engagement  wi t h  ou r  b u yers. 

A s  we  s e e  i n  t h e  re p o r t ,  i f  yo u ’re  c o n s i d e r i n g  a  s h i f t 
i n  yo u r  m a r ke t i n g  s t ra te g y,  i t ’s  c r i t i c a l  to :

1 . 	 Est ab l i sh  shared  goal s  and  b u y- i n  a t  t he  execut ive 
l evel  and  across  you r  teams.  Execu t i ve  su pport  i s 
a  p rerequ i s i te  t o  su ccess fu l  change management. 

2 . 	 Ensure your teams are al igned with a specif ic ABM 
strategy before you begin to operationalise for 
scale. Whether you’re targeting a small  number 
of accounts or a large, less focused number, 
al igning teams with a shared understanding of the 
strategy is  the key to scale.

3 . 	 Assess  you r  ex i s t i ng tech and  ensu re 
a l i gnment  wi t h  you r  ap p roach b efore  i nvest ing 
i n  ad d i t i onal  technol ogy.  I t ’s  key  t o  have your 
s t ra tegy  c l ear l y  l a i d  ou t  and  s t ar t  wi t h  t he 
channel s  and  technol ogy you  have t od ay  as 
you  sca l e. 

By  cent r i ng ou r  ABM st rategi es  arou nd  ou r  b u yers, 
marketers  can  connect  channel s ,  b reak  d own s i los 
wi t h i n  t hei r  organi sat i ons  and  meet  t he  b u yers 
where  t hey  are  on t hei r  j ou rney.  Af ter  a l l ,  i t ’s  a  buyer 
wor l d ,  and  we mu st  ad ap t  t o  t hei r  need s  i f  we are  to 
su cceed  i n  t he  nex t  era  of  B2B market i ng.

The las t  two years  h ave  be e n a  t im e  o f  m ass ive 
change for  B2B mar ke te rs .  M ar ke te rs  are  unde r 
pressure  to  accelerate  innovat io n and dig i ta l 
adopt ion,  whi le  co nt inuing to  c o nve r t  le ads  and 
accounts  more  quick ly  to  re ve nue  and de m o ns trate 
market ing’s  return  o n inve s tm e nt. 

Whi le  much of  th is  s t re ss  i s  due  to  e nv i r o nm e nta l 
changes,  the  o ld  w ays  o f  appr o ac h ing B2 B  m ar ket i ng 
are  contr ibut ing to  th e s e  i ss ue s .  To  be  a  m ar ke ter 
today  i s  to  be on a  ne ve r -e nding t re adm i l l .  New 
plat forms and new appr o ac h e s  put  m ar ke te rs  in  a 
constant  s ta te  of  f lux,  and m any  s t r uggle  to  h ave a 
fundamenta l  unders tanding o f  w h at  i s  expe c te d  and 
how our  work  a l igns  w i th  bus ine ss  go als . 

In  a  recent  study conducted by Heinz Market ing 
on ‘The Future of  Market ing Work,’  near ly  60% of 
B2B marketers  are not  ent i rely  conf ident  that  their 
market ing strategy,  technology and team structure 
ef fect ively  support  their  market ing goals.  And a further 
breakdown of  that  data f inds that  number jump to 87% 
for  ABM teams and 74% for  revenue market ing teams. 

I t ’s  apparent  that  ABM can mean many things to 
many people.  As the report  indicates,  we’re seeing 
increased investment in  ABM strategy and technologies 
as  we move into a  post-Covid world.  We bel ieve 
ABM represents  a  return to the fundamentals  of  B2B 
market ing –  where we go beyond the account  and put 
the buyer  at  the centre of  our  market ing strategies. 

C H R I S  W I C K S O N , 

genera l  manager,  EMEA, 

Integrate
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Establ ished in  2004 ,  B2 B  M ar ke t ing is  now  th e 
number  one go- to  re s o urc e  fo r  B2 B  m ar ke te rs  across 
the  g lobe.

R ight  f rom the s tar t ,  we  h ad a  c le ar  m iss io n th at 
remains  as  s t rong and c le ar  to day :  to  pr ov ide 
marketers  a t  bus iness  brands  w i th  th e  to o ls ,  ins i ght 
and inspi rat ion  the y  ne e d to  gr ow  and s uc c e e d –  as 
both  indiv iduals  and bus ine ss e s .

To do th is ,  we nee d to  c o nt inual ly  e vo lve  to  m ake 
sure  we are  del iver ing w h at  y o u ne e d. 

This  i s  why Propol is  w as  bo r n  –  o ur  c o m m uni ty  
for  B2B marketers .

We’re  proud to  serve  as  th e  fo c a l  po int  fo r  th e  
B2B market ing secto r,  and to  be  a  fo rc e  fo r  gre ater 
connect iv i ty,  enabl ing m ar ke te rs  and le ade rs  to  share 
exper iences  and le ar n  f r o m  o ne  ano th e r.
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In tegrate  i s  the  leade r  in  Pre c is io n  D e m and 
Market ing,  an  emer ging c ate go r y  to  h e lp  B 2 B 
marketers  develop and de l ive r  an  o m nic h anne l 
demand s t rategy,  co nve r t  c us to m e r  and pr o s pect 
data  records   to  reve nue,  and dr ive  m ar ke t ing 
ROI.   In tegrate  work s  w i th  h igh -gr ow th  and 
enterpr ise  organizat io ns  l ike  S a le s fo rc e,  M ic r o sof t , 
Akamai ,  and P lura l s igh t  to  powe r  th e i r  Pre c is io n 
Demand Market ing  s t ra te gie s .  Ove r  th e  pas t 
decade,   In tegrate  h as  e vo lve d f r o m  s o lv ing 
the  complex  chal lenge s  ac r o ss  e ac h  de m and 
generat ion  channel  to  powe r ing ac c o unt -
based,  buyer -dr iven o m nic h anne l  expe r ie nc e s . 

Today,   In tegrate’s  D e m and Ac c e le rat io n 
P lat form helps  mar ke te rs  o rc h e s t rate  c o nne c te d 
buying exper iences  th at   dr ive  qual i f ie d c o nve rsat i ons 
at  sca le,  s impl i fy  ABM  m anage m e nt,  and ac c e lerate 
revenue generat ion.  F o r  m o re  in fo r m at io n,  p le ase 
v is i t  www.integrate.c o m  o r  fo l low  us  o n L inke dIn, 
Facebook and Twitte r. 

i n te g ra te.c o m
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I n t e g ra t e 

https://www.linkedin.com/company/integrate-/
https://www.facebook.com/IntegratePlatform
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