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2   I N T R O D U C T I O N

Ah, account-based marketing. 
You’re all  familiar with it,  and our 
previous reports indicate that most 
of you are trying it  in one guise or 
another – whether that’s one-to-
one, one-to-few, one-to-many or a 
hybrid of all  three.

The benefits, of course, are well 
known. A better experience for 
your prospects and customers; 
quicker t ime to sale; sales and 
marketing alignment; a more 
effective use of your budget 
and resources. The l ist  goes on. 
Unfortunately, rather than being 
the centrepiece of marketing 
strategies, we often see ABM as a 
bolt-on – an interesting experiment 
on the side reserved for a couple of 
strategically important accounts.

So, i f  ABM is that bri l l iant, why is 
this the case? Surely, it  warrants 
a position at the very heart of our 
B2B marketing strategies?

Well,  that’s what we wanted to 
f ind out in our latest Propolis 
Community Sprint – a two-
week programme of events and 
discussions in which members of 
Propolis – the global community 
for B2B marketers – collaborate 
to f ind solutions to a key industry 
challenge, supported by our 
Experts. In order to support this 
series of collaborative exercises, 

we also ran a survey, allowing us 
to provide you with some hard, 
numerical insights into the subject.

While week one of this Community 
Sprint focused on identifying 
the challenges that exist around 
making ABM central to B2B 
marketing strategies, week 
two focused on solving those 
challenges, drawing on the 
expertise of some of the most 
prominent voices in ABM.

With that in mind, this report 
presents the results of this 
Community Sprint and survey, and 
includes our suggestions for why 
and how marketers might wish to 
consider making ABM more central 
to their strategies. We hope you 
enjoy this latest report!

I N T R O D U C T I O N 

D A V I D 

R O W L A N D S , 

He ad of  Content ,  

B 2B  Market ing
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3   S E C T I O N  1

	› Onl y  3%  of  web si te  v i s i t ors  wi l l  f i l l  ou t  a  form 
t o  se l f - i d ent i fy  (6sense) .

	› Prosp ect s  onl y  sp end  1 7%  of  b u y i ng t i me wi th 
a l l  su p p l i ers  (Gart ner ) .

Al ong wi t h  b ei ng l argel y  anonymou s,  B2B b u ying 
committees are a lso growing and using more channels.

	› Bu yi ng grou p s,  whi ch were  u su al l y  b et ween 
s i x  and  1 0 p eop l e  a  few years  ago,  now i nc lude 
1 4– 23 p eop l e  (Gart ner ) .

	› Bu yers  are  u s i ng d ou b l e  t he  nu mb er  of  channels 
(McKi nsey) .

U n d e rs t a n d i n g  yo u r  t r u e  a u d i e n c e 

The lack of visibi l i ty into prospective buyers (and what 
they’re really up to) leaves marketers guessing about 
their  audiences. Meanwhile, our research shows:

	› N o more t han 1 0%  of  t he  accou nt s  i n  a  company’s 
t ot a l  ad d ressab l e  market  (TAM)  are  i n -market  to  buy 
at  any  t i me.

	› Worse st i l l ,  78% of  your  TAM isn’t  even in  your  CRM.

T hi s  gap i ng b l i nd sp ot  l ead s  t o  hu ge amou nt s 
o f  mi sp l aced  ef for t ,  mi ssed  op p ort u ni t i es,  and 
mi st i med  camp ai gns. 

T he sol u t i on  i s  c l ear :  u ncover  and  u nd erst and  your 
t ru e  au d i ence so  you  can engage t he  accou nt s  more 
l i ke l y  t o  convert ,  i n  t he  r i ght  way.  A  few years  ago, 
t h i s  may  have sou nd ed  l i ke  a  p i p ed ream.  T od ay, 
however,  u s i ng a  comb i nat i on of  b i g  d at a,  AI  and 
i ntent  d at a,  we can see i f  an  accou nt  f i t s  ou r  ICP, 
where  t hey  are  i n  t he  b u yi ng j ou rney,  and  what  they 
care  ab ou t .

Marketers  are  a  res i l ie nt  bunc h .  D ur ing th is  e ra  of 
economic  bel t - t igh te ning,  m any  h ave  re a l i s e d that 
ABM of fers  a  smart  w ay  to  fo c us  th e i r  go - to -m arket 
s t ra tegies.

But  ABM of fers  more  th an a  w ay  to  jus t  r o l l  w i th 
the  punches.  As  th is  re po r t  de m o ns trate s ,  i t  c an 
s i t  a t  the  centre  of  y o ur  m ar ke t ing s t ra te gy.  In 
fact ,  a t  6sense,  we  o f te n  ge t  to ld  th at  A BM  data 
s i ts  as  the  c e n t ra l  n e r vo u s  sys te m  o f  m any  o f  o ur 
customers’  s t ra tegie s . 

However,  the  growing c o m plex i ty  o f  B2 B  purc has i ng 
–  a longs ide access  to  new  te c h no lo gy  –  m e ans  t hat , 
once again,  markete rs  m us t  e vo lve  to  s uc c e ss fu l l y 
p lace ABM at  the  he ar t  o f  th e i r  m ar ke t ing.

B 2 B  b u y i n g  j o u r n e y  t r u t h s

As ever,  the  need fo r  c h ange  is  dr ive n by  buye r 
behaviour.  Ti red of  s pam  and c o ld  c a l l s ,  B2 B 
buyers  avoid  f i l l ing  o ut  fo r m s  and ins te ad 
complete  most  o f  th e i r  re s e arc h  ano ny m o us ly  in 
the  Dark  Funnel ®.

S E C T I O N  1

A BM :  T h e  g o - t o - m a r k e t  
c e n t ra l  n e r vo u s  sys t e m?  

S T E F A N O  I A C O N O , 

D i rector,  EMEA Market ing, 

6sense
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This  knowledge huge ly  s im pl i f ie s  y o ur  c am paigns 
and places  an  account -bas e d appr o ac h  at  th e  core 
of  your  market ing.

In  fact ,  every  p lay  we  r un  –  f r o m  a  s im ple 
s tandalone campaign,  to  a  m ul t i -c h anne l  in te grated 
GTM st rategy  –  fo l lows  th e  s am e  f ive -s te p 
account -based pro c e ss :

1 . 	 S e l e c t  t h e  b e s t  a c c o u n t s :  F o c us  o n in -m arket 
ICP accounts,  w h e re  we  know  we  h ave  th e  h i ghest 
l ike l ihood of  suc c e ss . 

2 . 	 K n ow  a b o u t  t h e m :  Us e  ac c o unt  ins igh ts 
(keywords,  buy ing gr o up m e m be rs ,  te c h  s tack, 
locat ions)  to  cre ate  re le vanc y.

3 . 	 E n g a g e  t h e  r i g h t  w ay :  Take  a  m ul t i -c h annel 
approach,  deter m ine  th e  c o nte nt ,  c re at ive  and 
budget  and make  s ure  th at  th e  r igh t  pr o s pect s  get 
the  r ight  message  at  th e  r igh t  t im e.

4 . 	 Co l l a b o ra t e  w i t h  s a l e s :  A l ign  o n th e  ac c o unt s  t o 
pursue,  work  toge th e r  to  m ove  ac c o unts  a long t he 
buying journey,  and de f ine  w h e n and h ow  sa l es 
should  engage.

5 . 	 M e a s u re  re a l  s t u f f :  F o c us  o n h ow  e f fe c t ive l y 
accounts  are  be ing e ngage d,  w h ic h  s t ra te gi es  and 
tact ics  are  work ing,  and –  m o s t  v i ta l ly  –  th e  i mp act 
on p ipel ine  and re ve nue.

F i ve - s te p  a c c o u n t - b a s e d  fo r m u l a
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S E C T I O N  2

Co n t ex t  i s  k e y

So,  genera l l y  sp eaki ng,  t here’s  a  good  ap p et i te 
for  maki ng ABM more cent ra l  t o  B2B market i ng 
s t ra tegi es.  T he nat u ra l  fo l l ow-u p  qu est i on, 
t herefore,  i s :  “Where  d oes  ABM cu rrent l y  s i t 
i n  you r  market i ng s t ra tegy?”  Here’s  what  ou r 
p ar t i c i p ant s  had  t o  say:

37 %  o f  ou r  su rvey  resp ond ent s  say  ABM 
i s  a  mi nor i t y  go- t o-market  s t ra tegy,  and 
t hat  t hey  are  more focu sed  on d emand 
generat i on  t o  i nd i v i d u al  p rosp ect s,  and /or 
channel  market i ng.

3 1 %  say  ABM i s  i n  a  p i l ot  p hase.

2 9 %  say  i t ’s  t he i r  p r i mary  go- t o-market 
s t ra tegy,  b u t  t hat  t hey  s t i l l  ru n  d emand 
generat i on  and /or  channel  market i ng 
act i v i t i es  a l ongs i d e i t .

3 %  say  i t ’s  t he i r  onl y  go- t o-market  s t ra tegy 
and  t hat  t hey’re  onl y  focu sed  on market i ng 
at  an  accou nt  l evel .

We k icked of f  our  sur ve y  by  as k ing o ur 
par t ic ipants  to  what  exte nt  th e y  agre e d w i th  th e 
fo l lowing s tatement:  “A BM  s h o uld be  c e ntra l  to 
B2B market ing s t ra te gie s .  S tar t ing a l l  m ar ke t ing 
e f for ts  wi th  a t  least  s o m e  de gre e  o f  ac c o unt 
focus  i s  a lways  going to  le ad to  be tte r  re s u l ts ” . 
Here’s  what  they  had to  s ay :

37 %  sa id  they  c o m ple te ly  agre e.

3 4 %  sa id  they  agre e d but  w i th  s o m e 
t repidat ion.

2 0 %  sa id  they  ne i th e r  agre e  no r  d is agre e.

4 %  d isagreed,  but  s a id  th e y ’re  o pe n to 
being chal leng e d.

5 %  complete ly  d is agre e d.
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Overa l l ,  the  p icture  h e re  i s  o f  a  m ar ke t ing c o m mu ni t y  t hat  sees  t he  va l u e  i n  maki ng ABM 
centra l  to  thei r  s t ra te gy  and w h ic h  i s  w i l l ing to  p u t  more  money i nt o  i t .  T he qu est i on, 
remains,  therefore:  w hy  i s n ’t  A BM  c e ntra l  to  s o  many B2B market i ng s t ra tegi es?

H ow  a re  yo u  p l a n n i n g  fo r  i nve s t m e n t  i n  a n d  fo c u s  o n  A B M  to  c h a n g e  i n 
t h e  f u t u re?

So,  whi ls t  B2B mar ke te rs  agre e  ( to  var y ing de grees)  t hat  ABM shou l d  b e cent ra l  t o 
market ing s t ra tegie s ,  o nly  3 2 % s ay  i t ’s  th e i r  pr imary  or  onl y  go- t o-market  s t ra tegy. 
For tunate ly,  in  term s  o f  inve s tm e nt,  th e  vas t  m aj or i t y  o f  marketers  (57% )  say  t hei r 
investment  in  ABM  w i l l  inc re as e,  w i th  o nly  3 % say i ng i t  wi l l  d ecrease.

I t  wi l l  remai n  ou r  nu mb er  one area  of  focu s

We ex p ect  t he  focu s  on ABM and  b u d get 
invest ment  wi l l  i ncrease

We ex p ect  t he  focu s  on ABM and  b u d get 
invest ment  wi l l  d ecrease

We ex p ect  t he  focu s  on ABM and  b u d get 
invest ment  wi l l  remai n  s t at i c

D on’t  know.  T hi s  i s  s t i l l  su b j ect  t o  d i scu ss i on

9%

57%

3%

9%

22%
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Before  we go any  fur th e r,  i t ’s  w o r th  no t ing th at ,  i f 
your  bus iness  revolve s  ar o und s e l l ing low -t ic ket 
i tems in  h igh volum e,  th e n A B M  is  pate nt ly  no t 
going to  be a  good f i t .  Th e  inve s tm e nt  re qui re d  t o 
make i t  work  i s  s im ply  no t  go ing to  pay  o f f.

However,  for  those  o r ganis at io ns  s e l l ing h igh - t icket 
i tems or  serv ices,  we  be l ie ve  A B M  is  h igh ly  l ike l y  t o 
be an  e f fect ive  s t ra te gy.  S o,  tak ing th o s e  ‘vo lume 
bus inesses’  out  o f  th e  e quat io n,  o ur  Pr o po l is 
members  responded to  th e  que s t io n  ‘W hy  is n’t 
ABM centra l  to  so  m any  B 2 B  m ar ke t ing s t ra te gies?’ 
wi th  a  number  of  re as o ns ,  inc luding th e  fo l low ing:

	› “[A lack  of ]  tools / s k i l l s / re s o urc e s  to  ana lys e 
and ident i fy  the  ke y  ac c o unts  A BM  s h o uld be 
focus ing on.”

	› “Pat ience and com m itm e nt  to  th e  p lanning 
s tage.  ABM requi re s  re s e arc h ,  p lanning and 
ins ight  and th is  take s  t im e  to  s h ow  re s ul ts .  S a l es 
in  par t icu lar  can  s tar t  to  lo s e  inte re s t  i f  re s u l ts 
aren’t  rea l i sed q uic k ly !”

	› “Misconcept ion th at  i t ’s  a  s i lve r  bul le t .”

	› “Not  enough pul l  o r  de m and f r o m  th e  s a le s /
account  managem e nt  c o m m uni ty.”

	› “Relat ive  scarc i t y  o f  expe r ie nc e d A B M e rs .”

	› “Senior  market ing m anage m e nt  no t  pr o pe r ly 
understanding the  powe r  o f  A B M , and th e re fore  not 
inc luding i t  in  s t ra te gic  p lanning in  th e  f i rs t  p l ace.”

	› “Agreeing and se tt ing c r i te r ia  w i th  bus ine ss 
leaders  as  to  whic h  m ar ke t  s e gm e nt,  ac c o unt s, 
deals  or  ver t ica l s  are  th e  pr io r i ty  (and w hy ) , 
and which aren’t .”

S E C T I O N  3

Wh a t  c h a l l e n g e s  d o  m a r k e t e rs  
f a c e  i n  m a k i n g  A BM  c e n t ra l  t o  

t h e i r  m a r k e t i n g  s t ra t e g i e s?

T he l i s t  goes  on,  b u t  t he  overa l l  t heme t hat 
emerged  was  t hat  marketers  ab sol u te l y  see t he 
va l u e  i n  maki ng ABM cent ra l  t o  t hei r  s t ra tegy,  but 
t hat  t here  are  qu i te  a  few hu rd l es  t hey  need  t o 
overcome i n  ord er  t o  d o t hat .  So,  t ak i ng ou t  t hose 
comp any-sp eci f i c  cha l l enges,  what  are  t he  c o re 
cha l l enges  t hat  B2B marketers  face?

G e tt i n g  b u y - i n  f ro m  o t h e r  s e n i o r 
s t a ke h o l d e rs ,  a n d  b a l a n c i n g  s h o r t - te r m  
vs  l o n g - te r m  re s u l t s

ABM requ i res  a  s t ra tegi c  mi nd set  sh i f t ,  and ,  i n 
ord er  t o  make i t  e f fect i ve,  t h i s  i s  goi ng t o  requi re 
b u y- i n  across  t he  b u s i ness  f rom t he c -su i te  d own, 
i nc l u d i ng sa l es,  cu st omer  su ccess,  and  t he  wi der  
market i ng organi sat i on.  T h i s  i s  for  t wo p r i mary 
reasons:  1 . )  you r  p rosp ect s’  and  cu st omers’ 
ex p er i ence of  you r  b u s i ness  i s  not  onl y  goi ng 
t o  b e d own t o  you r  market i ng e f for t s  (every 
i n teract i on  t hey  have wi t h  you r  b u s i ness  wi l l  shape 
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that  v iew);  and 2. )  i f  o th e r  s e nio r  s take h o lde rs 
aren’t  bought  in  (par t ic u lar ly  th e  C E O/ bo ard) , 
then marketers  won’t  h ave  th e  l ic e nc e  to  fo c us  on 
the  long-term ROI  th at  A B M  de l ive rs ,  and w i l l  be 
forced to  focus  pure ly  o n s h o r t - te r m  s a le s  tar get s.

Of  course,  demand  ge ne rat io n  w o r k  s t i l l  ne e ds 
to  cont inue.  Af ter  a l l ,  e ve n th e  m o s t  be ne vo le nt 
o f  CEOs is  un l ike ly  to  g ive  A BM e rs  th e  ke ys 
to  the  company’s  f inanc e  and s ay :  “ S e e  y o u 
in  three years.  Goo d luc k!”  Howe ve r,  th e 
chal lenge for  B2B mar ke te rs  i s  h i t t ing th o s e 
short - term targets  w h i ls t  s t i l l  g iv ing A B M  th e 
t ime and resource i t  ne e ds .  A s  we’ l l  d is c uss 
la ter  in  th is  report ,  th e re  i s  no  s i lve r  bul le t  fo r 
th is  problem,  but  i t  i s  dow n to  m ar ke te rs  to  be 
brave,  and s tand by  th e i r  fa i th  in  A BM . Only  by 
seeing i t  through pr o pe r ly  w i l l  th e  t r ue  re s u l ts 
o f  ABM ever  be dem o ns trate d e f fe c t ive ly.

A l i g n i n g  w i t h  s a l e s

Wou l d  t h i s  even b e a  rep ort  ab ou t  market i ng 
i f  we d i d n’t  t a l k  ab ou t  t he  mi sa l i gnment  wi t h 
sa l es?  N o!  Sad l y,  t he  i ssu e i s  as  p reva l ent  as 
ever,  and  t h i s  i s  a  p ar t i cu l ar  p rob l em i n  ABM 
–  a  s t ra tegy  t hat  necess i t a tes  a  c l ose  work i ng 
re l at i onshi p  wi t h  sa l es

H ow  wo u l d  yo u  d e s c r i b e  t h e  a tt i t u d e  o f  t h e  s a l e s  te a m  to  A B M ?

S ales  leadership  i s 
e nt i re ly  bought  in to 
AB M and committed 
to  i t s  pre-eminence 
o r  e levat ion  wi th in 

the  bus iness

Sales  i s  pos i t ive 
about  ABM, but 

ret icent  about  making 
i t  the  top or  only 

focus  of  market ing

S a le s  i s  s ce pt ica l 
a bout  ABM a nd  

have  be e n di f f icu l t  
t o  conv ince

S a le s  i s  out r ight 
hos t i le  t o  ABM

19%

65%

13%

2%
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So,  c lear ly,  there  i s  ge nuine  appe t i te  fo r  A BM 
f rom the sa les  organis at io n.  Howe ve r,  th is  a ls o 
suggests  an  inherent  re luc tanc e  in  m aking a 
who lesa le  sh i f t  towards  an  A BM -c e ntre d s t ra te g y. 
We did  not  delve  into  th e  exac t  re as o ns  w hy  h ere, 
but  th ink  about  i t :  w hy  wo u l d  s a le s  w ant  to  th r ow 
away thei r  demand ge n c o m fo r t  b lanke t?  I f  th e y 
can see the  benef i ts  f r o m  A BM  a n d  s t i l l  c o nve r t  a 
couple  of  demand ge ne rate d le ads ,  o f  c o urs e  they 
would want  that .

We’re  not  say ing th at ,  in  o rde r  to  m ake  A B M 
centra l  to  your  s t ra te gy,  y o u ne e d to  sw i tc h  o f f  a l l 
o f  your  demand gene rat io n  w o r k  –  and pe r h aps 
that ’s  something we  ne e d to  be  c le are r  abo ut 
wi th  sa les.  What  we  s h o u l d  be  s ay ing,  h owe ve r, 
i s  that  an  ABM minds e t  s h o uld  c o m e  f i rs t ,  and 
be centra l  to  the  ove ra l l  s t ra te gy  –  no t  a  bo l t -o n, 
wi th  demand gene rat io n  tak ing up m o s t  o f  th e 
t ime and resource.  A B M  is  a  t im e  and re s o urc e 
heavy  s t ra tegy,  and  unle ss  i t ’s  th e  c e ntre pie c e  of  a 
s t ra tegy,  i t ’s  un l ike ly  to  e ve r  ge t  th e  love  and c are 
i t  requi res.  Ul t imate ly,  th is  i s  o nly  go ing to  le ad  t o 
ABM being less  e f fe c t ive.

The u l t imate  chal lenge  h e re?  We aning s a le s  o f f  o f 
the  addict ive  drug th at  i s  le ad ge ne rat io n.

Co n f u s i o n  a ro u n d  w h a t  A B M  i s

In  a  one- t o-one i nterv i ew,  N ei l  Berry,  Gl ob al 
Accou nt -Based  Market i ng Di rect or,  Cap gemi ni , 
sp oke wi t h  u s  t o  g i ve  a  d eep -d i ve  i nt o  t he 
chal l enges  arou nd  maki ng ABM cent ra l  t o  B2B 
market i ng s t ra tegi es.

He of fered  t hree key  reasons:  1 . )  ABM i s  p erceived 
as  comp l i cated  and  ex p ens i ve,  wi t h  l ong-term 
ROI  a  r i sk;  2. )  a  l ack  of  engagement  or  p at i ence 
f rom sa l es;  and  3. )  t he  d ef i n i t i on  of  ABM has 
b ecome so b l u r red ,  t hat  i t ’s  d i f f i cu l t  t o  know i f 
you r  organi sat i on  i s  even d oi ng ABM at  a l l .  We’ve 
d i scu ssed  t he  f i rs t  t wo a l read y,  b u t  t hat  l as t  one is 
b ecomi ng a  genu i ne i ssu e for  B2B marketers .

Whi l s t  ABM b ecomes more p op u l ar  and 
wi d esp read ,  i t  a rgu ab l y  b ecomes s l i ght l y  eas i er 
t o  ‘se l l ’  t o  t he  b oard .  Af ter  a l l ,  t he  sheer  amount 
of  l i terat u re  and  case  s t u d i es  on ABM means  i t ’s 
not  a  whacky  i d ea  d evi sed  b y  marketers ,  b u t 
a  p roven b u s i ness  s t ra tegy  t hat  has  generated 
l i tera l l y  b i l l i ons  of  d ol l ars  wor l d wi d e for  marketers . 
However,  t he  d ownsi d e i s  t hat  we’re  now seei ng 
t he  d ef i n i t i on  of  ABM b ecomi ng b l u r red  as 
marketers  i ncreas i ngl y  t ake  i t  d own new d i rect ions, 
or  even s t ar t  t o  argu e t hat  ABM i s  no l onger  i n 
vogu e,  and  t hat  i t ’s  now a l l  ab ou t  ABX or  ABE. 
In  fact ,  as  ou r  su rvey  d emonst rates,  onl y  66%  of 
marketers  act u a l l y  re fer  t o  accou nt -b ased  act i v i t ies 
i n  t hei r  organi sat i on  as  ABM i n  t he  f i rs t  p l ace!
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H ow  d o  yo u  re fe r  to  yo u r  a c c o u n t - b a s e d  a c t i v i t i e s  w i t h i n  yo u r  o rg a n i s a t i o n?

Account -based 
market ing

Account -based sa les 
and market ing

Account -ba s e d 
expe r ie nce

Ma r ke t ing

66%

14%

5%

14%

The exact  def in i t ion  y o u give  A BM  w i l l  de pe nd on you r  b u s i ness  ob j ect i ves.  T he key 
th ing is  not  to  ensure  y o u’re  de l ive r ing A B M  as  d ef i ned  b y  X  comp any or  Y  t hou ght 
leaders,  but  to  def ine  i t  c le ar ly  fo r  e ve r y o ne  w i t h i n  you r  b u s i ness.  Regard l ess  of  t he 
acronym you use,  t h e  pr inc ip le s  o f  A BM  re m ain  t he  same.  Ensu r i ng t h i s  i s  c l ear  can 
be a  chal lenge,  but  i t ’s  by  no  m e ans  a  c h al le nge t hat  can’t  b e  overcome.
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So far  then,  our  Propo l is  C o m m uni ty  S pr int 
has  re-a f f i rmed our  hy po th e s is  th at  m ar ke te rs 
would l ike  to  make A B M  m o re  c e ntra l  to  th e i r 
market ing s t ra tegy,  but  th at  th e re’s  a  num be r  o f 
cha l lenges  that  make  th at  m o re  d i f f ic u l t  to  do 
then we’d l ike.

Putt ing as ide comp any -s pe c i f ic  i ss ue s ,  th e  m ain 
chal lenges  are:

1 . 	 Gett ing senior  s take h o lde rs  to  buy  into 
ABM, and balanc ing s h o r t - te r m  vs  lo ng-te r m 
st rategies  to  ach ie v ing ROI.

2 . 	 Al igning process e s  w i th  s a le s  to  e ns ure  A BM 
works  on a  pract ic a l  le ve l  (and,  o f  c o urs e, 
gett ing thei r  buy - in  as  we l l ) .

3 . 	 Clear ly  def in ing  A BM  in  a  w ay  th at  w o r ks  for 
the  bus iness.

With  these broad ch al le nge s  ide nt i f ie d,  we e k 
two of  the  Propol is  C o m m uni ty  S pr int  fo c us e d 
on solv ing those ch al le nge s .  In  o rde r  to  do  th is , 
we brought  togethe r  a  pane l  o f  le ading A BM e rs 
to  share  thei r  ins igh ts  ar o und h ow  to  m ake  A B M 
centra l  to  your  marke t ing s t ra te gy.  Ho s te d by  Joel 
Harr ison,  Edi tor - in -C h ie f  and C o -F o unde r  o f  
B2B Market ing and Pr o po l is ,  th is  pane l  fe ature d:

	› Ryan Almond,  Glo bal  A BX  D i re c to r,  He nke l
	› Helen Brown,  Managing Par tne r  S e e blue  (a 

market ing agency  th at  s pe c ia l i s e s  in  A BM )
	› Andrea  Clatwort hy,  D i re c to r,  He ad o f  E ur o pe 

Market ing Trans fo r m at io n,  F u j i t s u
	› Robert  Norum,  Pr o po l is  A BM  & D e m and 

St rategy  Expert

So,  what  d id  they  have  to  s ay ?  We l l ,  I ’ l l  h and over 
to  Joel  Harr ison at  th is  po int ,  w h o  s um m ar is e s  t he 
f indings  f rom th is  s e ss io n pe r fe c t ly.

Panel  discus sion:  How  to  make 

ABM centr al  to  modern  day  

B2B market ing s tr ate gies 

 
Ear l i er  i n  t he  cou rse  of  t h i s  Commu ni t y  Sp r i nt ,  we 
sou ght  t o  ex ami ne t he  reasons  why ABM was  not 
t he  cent ra l  go- t o-market  s t ra tegy  for  many B2B 
orgs,  and  we had  some excel l ent  i ns i ght s  on t h is 
i n  t he  conversat i ons  and  i nterv i ews,  cond u cted 
wi t h  ABM l u mi nar i es.

For  t h i s  p anel  sess i on,  we sou ght  t o  s t ar t  t o  f i nd 
sol u t i ons,  ca l l i ng on t he  i ns i ght s  o f  fou r  p rominent 
ABMers.  We a l so  had  fant ast i c  comment s  and 
cont r i b u t i ons  t o  t he  tex t  chat  f rom seasoned 
ABMers,  su ch as  Davi d  Cotter i l l  o f  Cond u ent  and 
N ei l  Berry  o f  Cap gemi ni .  So,  what  d i d  we l earn? 
T he conversat i on  was  fasc i nat i ng,  and  f rom t he 
very  s t ar t  i t  was  c l ear  t hat  i t ’s  a l l  ab ou t  s t ra tegy 
and  s t ru ct u re,  and  s i gni f i cant l y  l ess  t o  d o wi t h 
t act i cs  or  camp ai gns.  Panel l i s t s  were  very  mu ch in 
a l i gnment  ab ou t  t h i s .

T hat ’s  good  news i n  t hat  t here  i s  no amb i gu i t y… 
T he b ad  news i s  t hat  i t  i nherent l y  means  i t ’s  not 
an  easy  f i x ,  as  i t  requ i res  b u y- i n  f rom t he most 
seni or  s t akehol d ers.  However,  when ABM i s 
d one wel l ,  t he  resu l t s  sp eak  for  t hemsel ves  –  and 
argu ab l y  more i mp ort ant l y  and  comp el l i ngl y,  ABM 

1 1   S E C T I O N  4

S E C T I O N  4

S o,  h ow  d o  w e  m a k e  A BM  c e n t ra l 
t o  B 2 B  m a r k e t i n g  s t ra t e g i e s?

J O E L  H A R R I S O N , 

Edi t or - in -C hie f  a nd  

C o-F ounde r  of  

B2B Ma r ke t ing a nd Pr op ol is
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increas ingly  del ive rs  a  s igni f ic ant ly  h igh e r  le ve l  o f 
CX,  which i s  becom ing w h at  c l ie nts  expe c t.

Consequent ly,  not  do ing A BM  m e ans  y o u are 
l ike ly  to  be out f lanke d by  c o m pe t i to rs  w h o  are, 
render ing i t  a  bus ine ss  r i s k.  In  o th e r  w o rds ,  t h e 
g a m e  i s  c h a n g i n g .  A BM  i s  n o t  j u s t  a  n i c e  t o 
h ave  –  i t ’s  t a b l e  s t a k e s .  S o,  h ow  do  y o u e ns ure 
ABM is  a t  the  centre  o f  y o ur  go - to -m ar ke t  p lan?

1 .  A l i g n  o n  re ve n u e  g row t h

Have a  mature,  grow n-up c o nve rs at io n  w i th 
execut ive  leadersh ip  abo ut  re ve nue  gr ow th ,  and 
where  i t ’s  going to  c o m e  f r o m .  A s  a  ke y  par t  o f  t h i s , 
you must  forens ica l ly  e va luate  w h e re  i t ’s  c o m ing 
f rom now,  and whe re  th e y  expe c t  i t  w i l l  c o m e  f rom 
in  future.  What ’s  cr i t ic a l  h e re  i s  th at  A BM  is  th e 
‘means’  to  the  ‘end’  o f  re ve nue  gr ow th .  A gre e ing 
upfront  what  revenue  go als  y o ur  o r ganis at io n  i s 
seeking or  expect i ng to  dr ive,  and f r o m  w h ic h 
customer  segments ,  w i l l  e nable  m ar ke t ing le aders 
to  create  s t ra tegy  t o  ac h ie ve  th at .

Market ing leadersh ip  s h o uld  abs o lute ly  no t  be  a 
pass ive  par ty  in  th is  c o nve rs at io n.  I t ’s  be s t  p laced 
to  determine and advis e  o n th is .  Th e  le ve l  o f  th i s 
conversat ion  inev i t ably  re qui re s  i t  to  be  c o nducted 
by  the  senior  markete r  in  th e  bus ine ss ,  w h o  w i l l 
probably  not  be the  m o s t  expe r ie nc e d A BM e r.  I t ’s 
a  market ing s t ra tegy,  no t  an  A B M  s t rate gy.

2 .  M a n a g e  ex p e c t a t i o n s  fo r  a l l

Once you ’ve  agreed  t he  s t ra tegy,  and  ABM’s  ro le 
wi t h i n  t hat ,  i t ’s  cr i t i ca l  t o  manage ex p ect at i ons, 
as  su ccess  wi l l  not  b e overn i ght .  You ’ l l  have t o 
keep  everyone onb oard ,  whi ch means  sa l es  i n 
p ar t i cu l ar.  Mai nt a i n i ng d i a l ogu e and  a l i gnment 
wi t h  a  new way of  work i ng wi l l  b e  essent i a l  t o 
p revent  col d  feet .

I t ’s  l i ke l y  you ’ l l  have t o  f i nd  new and  d i f ferent 
ways  of  work i ng t o  d emonst rate  su ccess,  as  t h is 
new ap p roach b u i l d s  moment u m.  For  ex amp l e, 
as  Ryan Al mond  of  Henkel  test i f i es ,  engagement 
d at a  can b e u sed  as  a  ‘d i rect i onal  engi ne’  for 
sa l es.  Agree terms at  t he  s t ar t  and  avoi d  market ing 
j argon whi ch sa l es  d oesn’t  recogni se… even 
t hou gh you  mi ght  t h i nk  t hat  t hey  shou l d !  Be c lear 
and  t ransp arent  a t  a l l  t i mes.

“ I  t h i n k  t h i s  i s  w h e re  we  c o m e 
b a c k  to  t h e  f u n d a m e n ta l 

c h a l l e n g e  o f  h ow  we  m a ke 
A B M  c e n t ra l  to  o u r  m a r ke t i n g 

s t ra te g i e s .  I t  s ta r t s  b y  e n s u r i n g 
i t  a l i g n s  w i t h  t h e  f u n d a m e n ta l 
n e e d s  o f  t h e  b u s i n e ss .  I t ’s  n o t 
a b o u t  b ra n d  o r  d e m a n d  g e n  – 

i t ’s  a b o u t  m a k i n g  s u re  yo u  h a ve 
a  f o c u s e d  a p p ro a c h  to  yo u r 

m a r ke t i n g  t h a t  i s  a s  a c c o u n t -
f o c u s e d  a s  p o ss i b l e.”  Robert Norum
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3 .  A l i g n  a l l  m a r ke t i n g  re s o u rc e s  a n d 
a c t i v i t i e s  tow a rd s  A B M  s u c c e ss

I f  you t reat  ABM as  a  s ide s h ow,  w i th  l i t t le 
engagement  wi th  o th e r  m ar ke t ing dis c ip l ine s  s u ch 
as  brand,  indust ry  o r  f ie ld  m ar ke t ing,  i t  w i l l  a lways 
behave l ike  one,  and th e  im pac t  o f  a l l  o f  th e s e 
wi l l  be  less  than th e  s um  o f  th e  par ts .  By  c o ntrast , 
i f  you can accept  and re l i s h  th e  unde r ly ing 
interdependencies ,  and be ne f i ts  o f  c o l labo rat ing, 
market ing wi l l  be  m o re  e f fe c t ive  ac r o ss  th e 
board.  ABM must  pr ov ide  a  ‘c e ntre  o f  grav i ty ’  for 
market ing act iv i t ie s ,  ac c e ntuat ing re le vanc e  fo r  a l l . 

4 .  B u i l d  a n  a c c o u n t - b a s e d  c u l t u re 
a c ro ss  a l l  re ve n u e  f u n c t i o n s

Embedding ABM in  y o ur  o r ganis at io n  i s  as 
much cul tura l  as  i t  i s  o pe rat io nal .  Th e re  ne e ds 
to  be a  shared cul t ure  and unde rs tanding 
of  bus iness  object ive s  ac r o ss  a l l  re ve nue 
funct ions  and a  wi l l ingne ss  to  m ove  and dr ive 
towards  shared goals  fo r  s a le s  and m ar ke t ing. 
From a  cu l tura l  point  o f  v iew,  th is  re qui re s  a 
col laborat ive  minds e t  bas e d o n m utual  re s pe c t 
and understanding ,  as  we l l  as  a  lo ng-te r m 
commitment  to  share d s uc c e ss  and a  w i l l ingne ss 
to  nav igate  any  chal le nge s  o n th e  jo ur ne y. 

5 .  Re g e a r  yo u r  m a r ke t i n g  te a m  fo r  a 
n ew  e ra  a n d  e t h o s

Success fu l  ABM requi re s  a l l  th e  s k i l l s  in  th e 
market ing playboo k,  and i t ’s  un l ike ly  th at  any 
indiv idual  wi l l  be  g re at  a t  th e m  a l l .  Th e  s ingle 
most  important  sk i l l  i s  th e  abi l i ty  to  o rc h e s t rate 
d i f ferent  act iv i t ies,  and e ns ure  th e  e f fe c t ive 
operat ion  of  the  wh o le  ac t iv i ty,  ac r o ss  bo th 
market ing and sa les .  A BM e rs  a ls o  ne e d to  be 
s igni f icant ly  more  re ve nue - fo c us e d th an o th e r 
marketers ,  and have  th e  c lo ut  o r  pe rs o nal 
presence to  hold  th e i r  ow n in  c o nve rs at io ns  w i t h 
potent ia l ly  cha l lenging s a le s  pe o ple.

I f  ABM is  going to  go  f r o m  pi lo t  o r  s ide s h ow  to  t he 
main  deal ,  you nee d to  h ave  th e  r igh t  pe rs o n o r 
people  at  the  centre  o f  i t  a l l .  Oth e r  s k i l l  s e ts  c an 
be developed in  t im e,  o r  h i re d in  f r o m  age nc ie s, 
who  are  used to  p lugging th e s e  gaps . 

6 .  D o n ’t  c o n f u s e  s h o r t - te r m  s u c c e ss 
w i t h  l o n g - te r m  t ra n s fo r m a t i o n

One-of f  camp ai gns  or  short - term p i l ot s  can  b e 
reward i ng i f  wel l  execu ted ,  b u t  a t  b est  onl y 
const i t u te  a  smal l  s tep  i n  a  j ou rney,  not  a  maj or 
mi l est one.  T he rea l  cha l l enges  l i e  ahead  –  s i mply 
rep eat i ng what  you  d i d  b efore  won’t  d el i ver  t he 
l ong-term ob j ect i ve  requ i red . 

7.  U s e  a  f ra m ewo r k  to  p rov i d e  a  N o r t h  S t a r

I t ’s  i mp ort ant  t o  d emonst rate  how d i f ferent 
act i v i t i es  i n ter re l ate  and  shou l d  b e p os i t i oned… 
su ch as  Rob ert  N oru m’s  fu l l - s t ack  ABM mod el .

“A B M  e n c o m p a ss e s  a l l  a re a s  o f 
m a r ke t i n g ,  a n d  t h i s  i s  p a r t  o f  t h e 

c h a l l e n g e.  Yo u  m i g h t  a p p o i n t  o n e 
o r  t wo  ‘A B M e rs ’ ,  w h o  a re  s k i l l e d 
i n  o n e  o r  t wo  a re a s ,  b u t  i t  wo u l d 
b e  ve r y  u n u s u a l  to  f i n d  s o m e o n e 

w h o’s  b r i l l i a n t  a t  e ve r y t h i n g .  T h a t 
ta ke s  a  w h o l e  te a m ,  a n d  i t ’s  w h e re 

a g e n c i e s  re a l l y  a d d  v a l u e.  We  re c r u i t 
ex p e r i e n c e d  s p e c i a l i s t s  i n  e a c h  a re a , 

n o t  g e n e ra l i s t s  –  s p e c i f i c a l l y  
to  a c h i e ve  t h e  b e s t  p o ss i b l e  

q u a l i t y  a n d  o u tc o m e s  
f o r  o u r  c l i e n t s .”  Helen Brown
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W h a t  i s  f u l l - s t a c k  A B M ?

Ful l - s tack  ABM is  c re at ing an  e nd-to -e nd A B M 
st rategy  that  conne c ts  y o ur  t radi t io nal  de m and 
gen,  indust ry  marke t ing and c us to m e r  gr ow th 
s t ra tegies  in to  a  s ingle  c o nne c te d w h o le. 
I t  i s  about  concentrat ing y o ur  m ar ke t ing 
investments  so  that  e ve r y th ing is  pul l ing in 
the  same di rect ion  and e ac h  t ie r  s h o uld  bui ld 
on the  success  of  th e  las t .  Th is  i s  no t  abo ut 
test ing an  ‘ABM pi lo t ’ .  I t  i s  abo ut  putt ing 
ABM at  the  f ront  and c e ntre  o f  y o ur  m ar ke t ing 
s t ra tegy.  I f  on  f i rs t  m e nt io n th is  fe e ls  l ike  a 
r i sk,  i t  i s  in  fact  any th ing but.  F u l l - s tac k  A BM 
wi l l  enable  you to  c o nc e ntrate  y o ur  m ar ke t ing 
budget  and resourc e s  o n y o ur  m o s t  e ngage d 
prospects  and your  m o s t  im po r tant  ac c o unts .

S t a r t  w i t h  t h e  to t a l  a d d re ss a b l e  m a r ke t 
( TA M )  o r  s e r v i c e a b l e  a d d re ss a b l e 
m a r ke t  ( SA M )

The foundat ion of  fu l l - s tac k  A B M  s tar ts  by  ass e ss i ng 
your  tota l  market  and e ns ure s  th at  y o u are  m aking 
in formed decis ions  to  s h o r t l i s t  the correct  named 
accounts  for  your  one-to-many program me,  which 

e f fect i ve l y  b ecomes a  l aser - t argeted  d emand  gen 
p rogramme.  T he p re-ABM p hase of  TAM or  SAM 
wi l l  b e  covered  of f  wi t h  b rand ,  PR,  SEO,  PPC and 
i nb ou nd  market i ng t o  qu al i fy  p otent i a l l y  engaged 
accou nt s  i n t o  you r  one- t o-many d emand  gen.  You 
shou l d  a l so  cons i d er  u t i l i s i ng an  i ntent  p l at form to 
i d ent i fy  p otent i a l  p rosp ect s  f rom you r  TAM t hat  are 
‘ i n  market ’ .

Re fo c u s i n g  yo u r  d e m a n d  g e n  i n to  a  h i g h l y 
t a rg e te d  o n e - to - m a ny  A B M  p ro g ra m m e

I t  i s  obvi ou s l y  essent i a l  for  a l most  a l l  b u s i nesses 
t o  have a  s tead y f l ow of  new name,  new accounts 
comi ng i nt o  t he  t op  of  t he  sa l es  fu nnel ,  b u t 
t rad i t i onal  d emand  gen i s  o f ten  rand om, and 
near l y  a l ways  wastefu l  o f  b u d get  and  resou rces. 
By  rep u rp osi ng you r  d emand  gen i nt o  a  focu sed 
one- t o-many ABM p rogramme t o  named  accounts 
b ased  on p rop ens i t y  mod el l i ng and  p roven 
engagement  or  i n tent ,  you  can ensu re  mi n i mu m 
wast age and  max i mu m ROI.

Tra n s fo r m i n g  i n d u s t r y  m a r ke t i n g  i n to  a 
h i g h l y  fo c u s e d  o n e - to - few  p ro g ra m m e

Many organi sat i ons  a l read y segment  t hei r 
b u s i ness,  cu st omers  and  p rosp ect s  i n t o  ver t i ca l 
or  i nd u st ry  a l i gned  b u s i ness  u ni t s  and  p rod u ce 
qu al i t y  content  t o  p romote t hei r  p rod u ct s  and 
serv i ces  i n  t h i s  way.  Bu t  onl y  smal l  p ercent age 
have ad op ted  a  one- t o- few ABM ap p roach t o 
d r i ve  t hei r  sa l es  and  market i ng s t ra tegy  i nt o 
a  carefu l l y  qu al i f i ed  set  o f  key  accou nt s  b y 
ver t i ca l .  T h i s  i nvol ves  se l ect i ng a  hand -p i cked 
set  o f  accou nt s  wi t h  t he  sa l es  organi sat i on  – 
whet her  t hey  are  growt h op p ort u ni t i es  or  new 
cu st omers  –  and  creat i ng a  h i ghl y  p ersonal i sed 
vers i on of  i nd u st ry/sect or  market i ng for  each 
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T h e  f u l l - s t a c k  m o d e l :  
T h e  P ro p o l i s  a p p ro a c h  t o  a n  

A BM - c e n t re d  s t ra t e g y 

R O B E R T  N O R U M , 

P ro pol is  ABM & Demand 

S t rategy  Expert
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target  account.  The  va lue  pr o po s i t io n  and 
messaging wi l l  be  at  an  indus t r y  le ve l ,  but  th e 
del ivery  wi l l  be  care fu l ly  tar ge te d by  ac c o unt.

Yo u r  m o s t  i m p o r t a n t  a c c o u n t s  a re  yo u r 
b i g g e s t  g row t h  o p p o r t u n i t i e s  w i t h  
o n e - to - o n e  A B M

Many wel l - respecte d indus t r y  vo ic e s  re gard 
one- to-one ABM as  th e  o nly  t r ue  fo r m  o f  A BM , 
where  account  s t ra te gy,  va lue  pr o po s i t io n 
and messaging are  pe rs o nal is e d by  ac c o unt 
and ta i lored for  key  s take h o lde rs  ac r o ss  th e 
account.  Th is  makes  abs o lute  s e ns e  w h e n 
you are  cons ider ing y o ur  la r ge s t  and m o s t 
important  enterpr is e  ac c o unts .  A s  B e v  Bur ge ss 
demonstrated in  he r  c o m pe l l ing pre s e ntat io n 
at  B2B Market ing’s  A B M  C o nfe re nc e  in  2 0 2 2 , 
40 accounts  wi l l  co ntr ibute  6 4 % o f  £ 1  b i l l io n 
company’s  revenue w h e re  th e  c o m pany 
has  1000 accounts  –  and bas e d o n a  f rac ta l 
( recurr ing)  vers ion o f  Pare to’s  L aw  ( th e  8 0 / 2 0 
ru le) ,  a  mere  e ight  ac c o unts  are  l ike ly  to 
contr ibute  over  ha l f  th e  c o m pany ’s  re ve nue. 
This  means  that  inve s t ing in  y o ur  to p ac c o unts 
should  be mandator y  –  f i rs t ly  to  pr o te c t  th e m , 
but  jus t  as  important ly  to  gr ow  th e m  and to 
expand your  footpr int  w h e re ve r  po ss ib le  ac r o ss 
the  account.

T h e  c a s e  fo r  f u l l - s t a c k  A B M

Fu l l - s t ack  ABM wi l l  enab l e  you  d el i ver  on  a 
s i ngl e,  coherent  and  connected  s t ra tegy  wi t h 
a  c l ear  l i ne  of  s i ght  f rom i nb ou nd  market i ng 
t o  one- t o-one ABM, f rom b u i l d i ng ear l y -s t age 
awareness  and  engagement  t o  d evel op i ng 
qu al i f i ed  l ead s  and  growi ng ex i s t i ng accou nt s. 
I t  wi l l  d o t h i s  i n  t he  most  e f f i c i ent  way  p oss i b l e, 
wi t h  t he  mi n i mu m wast age and  t he  op t i mal 
u se  of  you r  market i ng b u d get  and  resou rces.  I f 
you ’d  l i ke  t o  d i scu ss  t he  b u s i ness  case  for  fu l l -
s t ack  ABM wi t h  me i n  more d et a i l ,  p l ease  d on’t 
hes i t a te  t o  get  i n  t ou ch.

M e m b e rs  o f  P ro p o l i s 

–  o u r  g l o b a l  c o m m u n i t y  fo r 
 B 2 B  m a r ke te rs  –  c a n  a c c e ss  

Ro b e r t ’s  ex p e r t i s e  a l l - ye a r  ro u n d 
t h ro u g h  o u r  C a l l - a n - E x p e r t  fe a t u re. 

I f  yo u ’d  l i ke  to  l e a r n  m o re  
a b o u t  P ro p o l i s ,  j u s t  h e a d  to  

w w w. b 2 b m a r ke t i n g . n e t / p ro p o l i s

M O D E L :

Ta k i n g  a n  a c c o u n t - b a s e d  a p p r o a c h  t o  o p t i m i s e  y o u r  m a r ke t i n g  R O I

T o t a l  A d d r e s s a b l e  m a r k e t

1 : M a n y  A B M

1 : F e w  A B M

1 : 1  A B M

T A M / S A M
• B r a n d  a w a r e n e s s
• P R
• S E O
• P P C
• I n b o u n d  m a r k e t i n g
• Q u a l i f i c a t i o n  i n t o  

1 : M a n y  f o r  t a r g e t  
a c c o u n t s

1 : M a n y  A B M
• D e m a n d  g e n e r a t i o n  

t o  n a m e d  a c c o u n t s
• D i g i t a l  a d v e r t i s i n g
• D i r e c t  m a r k e t i n g
• I n t e n t  p r o f i l i n g
• L e a d  n u r t u r e  

c a m p a i g n s
• S o c i a l  s e l l i n g
• W e b i n a r s

1 : F e w  A B M
• I n d u s t r y / s e c t o r  f o c u s  t o  

s e l e c t  a c c o u n t s  
( e x i s t i n g  &  n e w  
c u s t o m e r s )  

• S e c t o r  r e s e a r c h  &  
b e s p o k e c o n t e n t

• D e d i c a t e d  l a n d i n g  
p a g e s &  a s s e t s

• C o n t a c t  b u i l d  f o r  e a c h  
a c c o u n t

• I n d u s t r y  r o u n d t a b l e s

1 : 1  A B M
• P r i m a r y  f o c u s  o n  a c c o u n t  

g r o w t h
• I n - d e p t h  r e s e a r c h  &  i n s i g h t
• A c c o u n t  s p e c i f i c  m e s s a g i n g  

&  c o n t e n t
• P e r s o n a l i s e d

c o m m u n i c a t i o n s  
• B e s p o k e e v e n t s
• I n t e n s e  a c c o u n t  

e n g a g e m e n t

Robert Norum, ABM & Growth Expert – B2B Marketing February 2023
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ABM works best when it’s part of 
a wider account-based growth 
strategy, with all  teams agreeing 
on the priority customers and 
prospects that matter, al locating 
their resources accordingly 
and then aligning internally 
around these accounts. For most 
companies, this is a culture shift!

Marketers can buddy up with 
f inance to get the facts behind 
which customers are driving the 
most revenue and profit  today and 
also represent the best opportunity 
for growth in future. This kind 
of data (which usually shows an 
80/20 pattern, where 80% of 
profitable revenue is coming from 
just 20% of your customers) helps 
teams across the business realise 
where they should be focusing 
their t ime and resources... and 
where they need to f ind a more 
eff icient (self-service) way of 
dealing with customers who will 
never make it  into the top tier.

Marketers can also bring external 
data to the table that shows which 
prospects are worth investing in, 
since they too have the potential  to 
be a top customer account in future 
and warrant sales and marketing 
focus rather than a ‘spray and pray’ 
approach. This might be through 
ideal customer profi les and intent 
monitoring, or it  could be a 
proactive competitor displacement 
strategy in a particular set of 
accounts.

Also, a culture shift  l ike this 
needs a clear vision and narrative. 
Marketers can help leadership 
teams put this story together, 
painting a picture of what an 
account-based growth strategy 
looks l ike and helping each team 
think about what they need to 
change in order to deliver it, 
then showcasing and celebrating 
successes along the way.

B E V  B U R G E S S , 

Co nsul tant ,  Keynote 

S p e aker  and Author  of 

‘A  Pract i t ioner ’s  Guide to 

Ac c ount -Based Market ing’
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Now we know the ch al le nge s  th at  lay  ah e ad and 
our  suggest ions  for  ove rc o m ing th e s e,  i t ’s  dow n 
to  you take  your  ABM  to  th e  next  le ve l .

Of  course,  you’ l l  ne e d a  te am  th at ’s  pr o pe r ly 
set  up to  rea l ly  get  y o ur  A BM  m oving th r o ugh 
the  gears.  So,  jus t  h ow  are  m ar ke t ing te am s  s e t 
up to  del iver  ABM s uc c e ss?  We l l ,  ac c o rding 
to  our  survey,  48% o f  m ar ke te rs  do  no t  h ave 
any  dedicated,  fu l l - t im e  A B M e rs  in  th e i r  te am , 
instead re ly ing mar ke te rs  w h o  do  A BM  as  jus t 
one par t  o f  the i r  ro le.

Depending on how y o ur  te am  is  s t r uc ture d to 
del iver  ABM, th is  m ay  no t  be  an  i ss ue.  Howe ve r, 
when i t  comes to  A BM  t ra in ing o r  qual i f ic at io ns, 
the  resu l ts  are  s l igh t ly  m o re  w o r r y ing,  w i th  3 9 % 
not  hav ing undergone  any  fo r m al  t ra in ing o r 
qual i f icat ions.  Of  co urs e,  t ra in ing m ay  no t  be 
necessary  i f  your  b us ine ss  h as  A B M  s o  de e ply 
ingra ined into  i t s  D NA  th at  i t ’s  be c o m e  ins t inc t i ve. 
That  i s  a  decis ion  and a  judge m e nt  c a l l  to  be 
made by  market ing  le ade rs ,  but  we  w o uldn’t  m i nd 
bett ing that  a t  leas t  s o m e  o f  th o s e  3 9 % c o uld 
do wi th  a  l i t t le  ext ra  d i re c t io n  w h e n i t  c o m e s  to 
del iver ing great  ABM .

But  what  o f  agencie s?  W h at  r o le  do  th e y  p lay  in 
del iver ing ABM? We l l ,  ac c o rding to  o ur  s ur ve y, 
48% of  marketers  do n’t  us e  age nc ie s  a t  a l l  w h e n i t 
comes to  ABM, del ive r ing e ve r y th ing by  inte r na l 
market ing teams.  In te re s t ingly,  0 % o f  re s po ndent s 
say  that  they  outso urc e  e nt i re  c am paigns  to 
agencies,  leav ing t h e  re m ain ing 5 2 % o f  m ar ke ters 
us ing agencies  as  an  inte gra l  p a r t  o f  th e  c am pai gn 
del ivery  process.

Perhaps  unsurpr is ingly,  A I  –  o ur  la te s t  te am 
member  –  a lso  app e ars  to  h ave  a  r o le  to  p lay  in 

p rogress i ng ABM. In  fact ,  4 9 %  o f  m a r k e t e rs  fe e l 
t h a t  g e n e ra t i ve  A I  w i l l  g i ve  t h e m  t h e  a b i l i t y 
t o  c re a t e  c o n t e n t  f a s t e r  a n d  e a s i e r,  w h i c h  w i l l 
m e a n  t h e y  c a n  m a k e  A BM  m o re  c e n t ra l  t o  t h e i r 
m a r k e t i n g  s t ra t e g y .

Wi t h  fu r t her  i nvest ment  and  i ncreased 
focu s  b ei ng p u t  i n t o  ABM, a l ong wi t h  more 
ex p er i enced  teams,  more  ABM-focu sed  agencies 
and  generat i ve  AI ,  i t  ap p ears  t hat  ABM i s 
d est i ned  t o  b ecome i ncreas i ngl y  cent ra l  t o 
market i ng s t ra tegi es.  How ever  you  d eci d e t o 
s t ru ct u re  you r  team t o  d el i ver  ABM su ccess,  t he 
key  t h i ng t o  ensu re  i s  t hat  everyone i s  work i ng in 
t he  same d i rect i on.

1 7   S E C T I O N  7

S E C T I O N  7

H ow  w e l l  s t r u c t u re d  a re  m a r k e t i n g 
t e a m s  t o  d e l i ve r  A BM ?
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Wi t h  t h e  l a te s t  w ave  o f  exc i te m e n t  a n d  p o ss i b i l i t y  s u r ro u n d i n g  g e n e ra t i ve 
A I ,  h ow  d o  yo u  t h i n k  t h i s  w i l l  i m p a c t  A B M ?  P l e a s e  s e l e c t  a l l  t h a t  a p p l y

The abi l i ty  to 
c reate  content 

fas ter  and eas ier 
wi l l  make ABM 

more centra l 
to  what  we do, 
b ecause i t  wi l l 

g ive  us  the  t ime 
and /or  abi l i ty  to 

sca le

AI  data  tools 
wi l l  a l low us  to 

make i t  more 
centra l  to  what 
we do,  because 
we’ l l  have more 

v is ib i l i ty  and 
understanding 

of  our  accounts

I t  won’t  re a l ly 
make ABM  more 
centra l  to  wha t 

we do,  but 
we’ l l  s t i l l  us e 
i t  for  conte nt 
creat ion,  e tc

I t  won’t  ma ke 
ABM more 

ce nt ra l  t o  wha t 
we  do,  a nd we 
won’t  e ve n be 
us ing i t  a t  a l l

Ot he r

38%

49%

28%

4%
2%

Le a r n  m o re  a b o u t  o u r  fo r m a l  
A B M  t ra i n i n g  c o u rs e s  b y  v i s i t i n g  
w w w. b 2 b m a r ke t i n g . n e t / t ra i n i n g .

Mos t  or  a l l  o f  our  te a m a re  of f ic ia l ly  ce r t i f ie d ABMe rs

A minor i t y  o f  our  te a m a re  of f ic ia l ly  ce r t i f ie d ABMe rs

Mos t  or  a l l  o f  our  te a m have  unde r gone  ABM-s pe ci f ic  t ra in ing

A minor i t y  o f  our  te a m have  unde r gone  ABM-s pe ci f ic  t ra in ing

Mos t  or  a l l  o f  our  te a m have  pa r t ic ipa te d in  t ra in ing t ha t  i s  re levant 
t o  (or  t ouche s  upon)  ABM, but  not  s pe ci f ica l ly  focus e d on i t

A  minor i t y  o f  our  te a m have  pa r t ic ipa te d in  t ra in ing t ha t  i s  re levant 
t o  (or  t ouche s  upon)  ABM, but  not  s pe ci f ica l ly  focus e d on i t

Mos t  or  a l l  o f  our  te a m have  pa r t ic ipa te d in  for ma l  t ra in ing re levant 
t o  ABM

A minor i t y  o f  our  te a m have  pa r t ic ipa te d in  for ma l  t ra in ing re levant 
t o  ABM

Our  te a m have  not  unde r gone  a ny  for ma l  t ra in ing or  qua l i f ica t ions 
re la t ing t o  ABM

W h i c h  o f  t h e  fo l l ow i n g  b e s t  d e s c r i b e s  yo u r  te a m ’s  t ra i n i n g  o r  q u a l i f i c a t i o n 
a s  A B M e rs?

11%

11%

39%

7%

7%

7%

2%

2%

15%
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So,  to  recap,  what  have  we  le ar ne d f r o m  th is  la test  Prop ol i s  Commu ni t y  Sp r i nt ?  Wel l ,  we’ve  l earned 
that  marketers  do,  in  fac t ,  s e e  a  p lac e  fo r  A B M  at  t he  very  hear t  o f  t he i r  market i ng s t ra tegi es.

Unfor tunate ly,  we’ve  a ls o  le ar ne d th at  th e re  are  chal l enges  i n  maki ng t h i s  a  rea l i t y.  Whi l s t  some of  t hese 
chal lenges  can be ove rc o m e  re lat ive ly  e as i ly,  o thers  are  more s i gni f i cant  and  were  f l agged  b y  nu merou s 
Spr int  par t ic ipants.  Th e s e  m o re  s igni f ic ant  c h a l lenges  are  as  fo l l ows: 
 
1 .  Gett ing buy- in  f ro m  o th e r  s e nio r  s take h o lde rs ,  and  b al anci ng short - term vs  l ong-term resu l t s .
2.  Al igning wi th  sa les .
3.  Confus ion around  w h at  A B M  do e s  (and do e s n’t )  mean/ent a i l .

As  we can see,  these  c h al le nge s  are  la r ge ly  c u l tu ra l  i n  nat u re.  In  ot her  word s,  t he  key  t h i ng s t op p i ng market ing 
leaders  f rom making A B M  c e ntra l  to  w h at  th e y  do i s  not  a  l ack  of  p rocesses,  p roven u se  cases,  d at a  or  anyth ing 
of  that  nature.  Usefu l  th o ugh  th o s e  th ings  are,  the  cr i t i ca l  cha l l enge i s  ‘se l l i ng’  t he  i d ea  and  t he  va l u e  of  ABM 
to  interna l  s takeholde rs ,  and e ns ur ing th e  bus iness  has  t he  fa i t h  i n  i t  t o  fo l l ow i t  t hrou gh.

And th is  doesn’t  jus t  m e an c re at ing a  n ic e  de c k  for  t he  b oard .  F u n d a m e n t a l l y,  i t  m e a n s  re p o s i t i o n i n g 
m a r k e t i n g  w i t h i n  t h e  b u s i n e ss ,  a n d  re d e f i n i n g  i t s  u l t i m a t e  p u r p o s e  a s  a  r e v e n u e  g e n e r a t o r ,  n o t  a  
l ea d  g e n e ra t o r  ( l i n k e d  t h o u g h  t h o s e  t w o  t h i n g s  m ay  b e) .

In  order  to  do that ,  we  be l ie ve  m ar ke t ing le ade rs  shou l d : 

1 .  A l ign  on revenue gr ow th .
2.  Manage expectat io ns  fo r  a l l .
3.  A l ign  a l l  market ing re s o urc e s  and ac t iv i t ie s  toward s  ABM su ccess.
4.  Bui ld  an  account -bas e d c ul ture  ac r o ss  a l l  re venu e fu nct i ons.
5.  Regear  your  marke t ing te am  fo r  a  new  e ra  and et hos.
6.  Don’t  confuse  sho r t - te r m  s uc c e ss  w i th  lo ng-term t rans format i on.
7.  Use a  f ramework  ( th e  Pr o po l is  fu l l - s tac k  A BM  mod el )  t o  p rov i d e a  N ort h  St ar.

Us ing the  Propol is  fu l l - s tac k  A B M  m o de l  i t s e l f,  we’re  conf i d ent 
that  B2B marketers  c an  c re ate  an  e nd-  to -e nd A BM st rategy 
that  connects  a l l  o f  y o ur  m ar ke t ing s t ra te gie s  ( t rad i t i onal  d emand 
generat ion,  indust ry  m ar ke t ing and c us to m e r  gr owt h)  i n t o  one,  cohes i ve  u ni t .

This  approach br ings  A B M  in  f r o m  th e  f r inge s  o f  market i ng s t ra tegi es, 
and into  the  centre,  w h e re  i t  be lo ngs .

I f  yo u ’d  l i ke  to  l e a r n  m o re  a b o u t  h ow  yo u r  te a m  c a n  j o i n  P ro p o l i s , 
j u s t  v i s i t :  w w w. b 2 b m a r k e t i n g . n e t / p ro p o l i s



B2B Market ing was  fo unde d in  2 0 0 4 ,  s tar t ing l i fe 
as  a  pr int  magazine.  I t  h as  s inc e  e vo lve d into  the 
wor ld’s  go- to  resourc e  fo r  B 2 B  m ar ke te rs  lo o king 
to  become best - in -c lass  a t  w h at  th e y  do,  and pl ace 
themselves  a t  the  f o re f r o nt  o f  m ar ke t ing e vo lut ion.

In  2021,  we launch e d Pr o po l is  –  th e  g lo bal 
communi ty  for  B2B  m ar ke te rs .  Pr o po l is  h e lps  o ur 
members:

• 	 Make better  dec is io ns  and s o lve  i ss ue s  fas ter  – 
	 by  ask ing our  unbias e d expe r ts  fo r  be s po ke 
	 rea l - t ime tact ica l  adv ic e. 
• 	 Benchmark  agains t  pe e rs ,  bui ld  a  s t ra te gy  		
	 and win  buy- in  –  us ing o ur  3 6 0 -de gre e 
	 Market ing Matu r i ty  D iagno s t ic ,  be s po ke 		
	 resources  and to o ls . 
• 	 Develop a  mot ivate d,  h igh -pe r fo r m ing te am 
	 –  wi th  events  and exc lus ive  t ra in ing,  e quipp i ng	
	 emerging marke t ing le ade rs  to  e ngage  th e 
	 wider  bus iness. 
• 	 Grow a  support ive  ne tw o r k  o f  l ike -m inde d 
	 B2B market ing pe e rs  –  in  o ur  r o undtable s ,  		
	 Leaders  Forum,  Be s t  Prac t ic e  Br ie f ings 
	 and Panel  d iscu ss io ns . 
 
Propol is  i s  des igned fo r  th e  w ay  y o u re a l ly  w o r k , 
to  help  you f ind answe rs  quic k ly  and tac k le  th e 
day- to-day  chal lenge s  o f  B2 B  m ar ke t ing l i fe  – 
by  the  people  who  know  be tte r  th an any o ne 
what  makes  B2B unique. 
 
b2bmarket ing.net 
propol is .b2bmarke t ing.ne t

in fo@b2bmarket ing .ne t 
+44 (0)20 7014 492 0

6sense i s  on  a  mi ss i on t o  revol u t i oni se  t he  way 
B2B organi sat i ons  create  revenu e b y  p red i ct i ng 
cu st omers  most  l i ke l y  t o  b u y  and  recommend i ng 
t he  b est  cou rse  of  act i on  t o  engage anonymous 
b u yi ng teams.  6sense Revenu e AI™  i s  t he  onl y 
sa l es  and  market i ng p l at form t o  u nl ock  t he  ab i l i ty 
t o  create,  manage and  convert  h i gh-qu al i t y 
p i p el i ne  t o  revenu e.  Cu st omers  rep ort  2X i ncreases 
i n  average cont ract  va l u e,  4X i ncreases  i n  wi n  ra te 
and  a  20-40%  red u ct i on i n  t i me t o  c l ose  d eal s . 

Know everyt h i ng.  Do anyt h i ng ®,  wi t h  6sense.

2 0   A B O U T

B2B M arket ing  & Propolis 6sense

A b o u t

M a k i n g  A BM  c e n t ra l  t o  B 2 B  m a r k e t i n g  s t ra t e g i e s   ©   B 2 B  M A R K E T I N G

http://microsoft.com
http://b2bmarketing.net
http://protocol.global
https://6sense.com/?utm_source=googlead&utm_medium=cpc&utm_campaign=1724306603&utm_term=6sense&utm_content=g&gclid=CjwKCAjw1t2pBhAFEiwA_-A-NEMhvBs8N5f_T4GS7886OhPM6dEYLG14NLla0ffT_yMN-22V-5XtwhoCks0QAvD_BwE
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Great at explaining all aspects of
ABM; Robert's practical knowledge
gave insight onto how I can induct

ABM into my business.

I will now revise our current Account-
based Marketing strategy and carry

out our processes in a more
structured way.

87% of marketers using ABM say it delivers
the highest ROI in their mix.
Learn about  (ABM) with Robert Norum: a powerful strategy that can help
organisations enhance client relationships, build their reputation, and ultimately drive
growth in revenue and opportunities.

ABM Essentials Training

Upcoming course date:
28 – 29 February 2024 | 2pm-5pm GMT / 9am–12pm EST

What you'll learn:

How to pitch ABM to your organisation, develop your strategy & messaging.
How to get executive buy-in and sales engagement.
How to segment and select accounts.
The six-stage process for all three types of ABM.
How to use research & insight effectively whilst measuring your ABM programme.

ABM Essentials does exactly what is said on the tin. It will give you a complete walk-
through of all the fundamentals that you will need to get ABM embedded in your
organisation’s approach to marketing & sales.

Robert Norum
Demand Strategy & ABM Expert, B2B Marketing

Robert has over 30 years in B2B experience working in multiple
industries for global brands. For the last 10 years, Robert has
focused on crafting, implementing, and scaling ABM strategies,
and since 2017, has successfully trained 750+ B2B marketers to
do the same. 

Learn more and book our next upcoming course at
www.b2bmarketing.net/course/abm-essentials/
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