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ABM In Action




ABM is a fancy way to frame what marketers have been doing for years:
executing targeted campaigns with personalized messaging.

Introduction

There has been a tremendous amount of growth in the operational tools offered
to build an ABM framework that more closely aligns marketing and sales efforts
but the essential components still remain.




Know your audience

Understand their pain points

Align your value proposition to
solve their problem



Introduction

Account-Based Marketing

isn't a new superset of channels;

it's an element of everything you do,
for a limited subset of companies.



https://www.accountbased.marketing/best-practice/account-based-confusion-abc/

Sales teams have been account-based selling for decades and are accountable
for prospecting firms that are the best fit for the products and services they
sell. Performance marketing teams are becoming increasingly more
accountable for supplying leads to the sales teams that convert into revenue,
and as aresult, the two functions are merging more than ever before. In order
for each team to be successful, their goals must be aligned. For these reasons,
more and more marketers are seeking account-based marketing strategies
that are more efficient and successful.

In this guide, we'll explore the three essential components of an ABM
Campaign, and provide examples based on the B2B MX Conference session:
“The Future Of ABM And The Link To Experience”

However, before we expand on how to execute, let’s take a step back and
explain what ABM really is.
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https://b2bmx.app.swapcard.com/event/b2b-marketing-exchange-2022/planning/UGxhbm5pbmdfODA5MDk1
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ABM Defined

Account Based Marketing Defined

More specifically, ABM is a strategy to identify, attract, engage, and ultimately
close a finite number of companies that are an ideal fit for your products and
services.

We can define “ideal fit” as companies who understand your value
proposition and:

e Arewilling to pay forit
e Finditvaluable
e  Areactively seeking a solution

Now that we've defined ABM,, it shouldn’t come as a surprise that the three
components of a campaign are:

Identify ———  Attract ——— Engage

(We'll leave it to the sales teams to always be closing...)
Now, let’s review how we can execute this strategy in practical terms.



STEP 1

ldentify

Who is your audience?




Step 1: Identify

Who is your audience?

In this step, we want to define a set of related accounts that we want to
reach...behold the TAL (target account list). These subsets are often industry or
use-case specific and generally tiered based on strategic priority, funnel stage,
and/or potential deal size. We can get very layered, very quickly. However, if you
don’t have the resources or tools to spin up multiple programs with this level of
granularity right now, that’s okay! Just start with one segment.

The tools that you would use to inform how you build these segmented lists can
vary, but generally, it’s a mix of both first-party and third-party data. The
first-party data is always going to be key, and that would be housed in your
company’s CRM.

Third-party data can be used to round out your first-party data. You caninvestina
data enrichment provider that can append firmographic details like revenue size
and/or an intent data provider that can share which companies are actively
searching for topics related to your products or services.

Cross-reference the two types of data sources and...behold the TAL.
If you're wondering what types of data are useful to collect, LinkedIn’s matched
audience template is a great starting point.



https://www.linkedin.com/help/lms/answer/a423102/company-and-contact-targeting-list-templates?lang=en
https://www.linkedin.com/help/lms/answer/a423102/company-and-contact-targeting-list-templates?lang=en

Here are some examples of third-party
data providers:
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Zoom Info (firmographic, technographic)
LeadSpace (firmographic, technographic)
Oracle Datafox (firmographic, technographic)
Demandbase (intent)

Bombora (intent, “surge” data)

It’s Our Business
to Grow Yours.

Ready to own your
market? |
-

Test Drive

See better.




STEP 2

Attract

How are you going to get their attention?




Step 2: Attract

How are you going to get their attention?

After identifying your target accounts, the next step is to get in front of them
and entice them to learn more about your brand by offering something of value.
You'll want to make sure you select the right set of channels that:

1.  Your accounts are actively doing research on
2. Have the targeting capabilities to support an account-based program
3.  Breakthrough the noise and leave a positive lasting impression

Tip: You don’t have to reinvent the wheel! Use marketing automation

data to understand what’s worked in the past.




Step 2: Attract

Once you identify your channel mix, the goal is to surround your accounts with
messaging that is not only relevant to their company, but to their individual role.
Layer on persona data to your messaging (to the best of your ability) to ensure
that each individual at the account understands how your content can help solve
their specific pain points.

In lieu of creating persona-based ads, another tactic is to create general
awareness ads that lead to a “choose your own adventure” experience featuring a
few pain-point-specific content pieces. This way, end-users self-select which asset
they want to engage with based on the pain point that resonates with their role.

From there, you could retarget each subset with additional pieces of related
content. And if you’re wondering how to retarget users who don’t interact
with any of the content on the landing page, you can fill in the gaps using intent
data to understand what types of topics employees at their account may be
actively researching.



Here are some examples of distribution channels
that execute company-based targeting*
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Social media (Linkedin)

Display/Programmatic (Terminus, Rollworks, TradeDesk)
Content Syndication (Selling Simplified, MRP)

Direct Mail (Sendoso)

A number of the companies listed above have ABM orchestration

platforms that leverage partnerships and integration to manage
multiple channel executions from one place.




Engage

Are you providing them with
something valuable post-click?




Step 3: Engage

Are you providing them with something
valuable post-click?

The last, and perhaps the most often overlooked piece of the puzzle, is the
destination that you send individuals who clicked on your ad. Many times, the
focus is on the ad copy or the “hook” that’s going to draw them in, and then they
are sent to a “one size fits all” landing page. It’s important to ensure that the
personalization that you're incorporating in your ads is also reflected in the
landing page that you're driving them to.

What's more, you'll want to make sure that the specific piece(s) of content that
you are presenting them with are actually relevant to them and align with where
they are in their research process. Try to avoid throwing the kitchen sink, unless
you're taking the choose your own adventure approach outlined above.

Even so, you'll want it to be clear that the experience you've curated was
customized. If you entice them with an ad about how you can provide information
that will help solve their pain points and then drive to a piece of content that
doesn’t address them, they’ll immediately bounce. And that’s a lasting impression
that you won’t want to make.



Here are some examples of
content experience platforms

Uberflip
HubSpot
Hushly
PathFactory
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We can expound more on each of these sections in
spades, but if you're looking for a simple breakdown
to get started, we certainly hope this helps!

The brand that
marketers trust
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What are you
looking to achieve?

The #1 content
experience platform
to accelerate your
buyer’s journey with
relevant content

Top-Rated Free CRM Software for Your Whole Business

Most GTM teams can:

Frequently Asked Questions

Whst s CRM softwar?

Wast ar populas free CRM sotmware fasturas?



ABM In Action




ABM in action
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Here at The Ricciardi Group, several brands that we partner
with have been keen to get an account-based marketing
strategy up and running.

Oneclient, in particular, invested in an ABM orchestration platform earlier this
year and then consulted us on what to do next. We worked closely with their
platform provider and other members of their marketing team to craft a
full-funnel strategy that leveraged the targeting capabilities of the platformin
addition to other media channels that we've found to be successful.



ABM in action
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PHASE 1 — Segmentation

The first step was segmentation. We asked questions to understand their
business goals and made sure that the plan was organized in a way that supported
these goals. They had a clear vision that they wanted to drive awareness and
market penetration into new verticals and geographies. Once we had the target
account list created for the specific vertical they wanted to prioritize first, we
drafted a media strategy tailored to that audience.



ABM in action
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PHASE 2 — Awareness

For the awareness stage, we leveraged programmatic display and LinkedIn
sponsored content ads to drive impressions and establish the brand. We had 4 ad
groups, addressing two specific pain points and driving to two different landing
pages. One landing page was a blog post and the other was a vertical-specific
landing page where people could learn more about how the brand’s solutions
could help solve their needs at a high level.




ABM in action
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PHASE 3 — Consideration

Next, we targeted accounts in the consideration phase using
programmatic display, third-party content syndication and LinkedIn lead
generation ads. In this phase, our goal was to drive users to an eBook to
drive form submissions so we could enroll them in an email nurture
program before passing them to the BDR team for further follow-up.

The next program targeted accounts in the decision and purchase phase.
We leveraged programmatic display and LinkedIn sponsored content ads.
The ads included testimonials that linked to vertical-specific case studies.
Each of the case study pages included a call to action to request a demo.

For any leads that were active in the pipeline, we employed Direct Mail to
deliver them a personalized brochure about how their specific firm could

benefit from the brand’s solution. This custom approach helped provide a
bit of a nudge to get them over the finish line.



We're still in the middle of this campaign flight,
but so far, we're seeing great results!

Total Accounts Reached
by Marketing

Accounts Engaged
by Marketing

24

Total New Leads
Generated

ABM in action



ABM in action
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What's great about the platform and the different advertising programs is that
they are built in a way that they can remain always-on. Once we understand how
they perform, we can shift budgets to make sure we're spending efficiently at each
stage. It’s crucial that the messaging aligns with where the leads are in their own
buying journey.

In this case, we were fortunate to have a platform that used predictive analytics to
assert which accounts are in each phase. Without this, you can leverage marketing
automation & CRM data, website data, and lead/account scoring to define each
category.




See How We Can Help

If you're interested in learning more about how
The Ricciardi Group can help you get started with ABM,
contact us here — we'd love to hear from you!

hello@thericciardigroup.com

RICCIARDI
§j §) GROUP
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