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B2B ACCOUNT-BASED
MARKETING

Account-Based Marketing (ABM) is a 1
targeted strategic approach to business
marketing, based on personalized

campaigns for accounts (businesses) =
rather than individuals, industries or

markets.
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Advantages of
Account-Based
Marketing
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Provide value content in exchange for
their contact information

Send engaging emalls to deliver
more value and nurture them

Select high-v
accounts

f Nurture them with highly

personalized campaigns

Build relationships that last

Main steps to build a
sound ABM strategy

Select highvalue accounts - single out accounts
% thatfitthe ideal customer profie for your company

[2)

Identify ke individuals for each account - know
and be able to address each of the accounts’
decision makers who influence the close of the deal

E_ Create campaigns that resonate - personalize your

| campaigns mapping them to each target’s buying cycle

Choose the channels that it your targets best - identify
‘What are the channels that your target accounts use
‘most.In the case of B2B it s very likely to be email, but
make sure you know the technologes they use

8 pa step strategy - draw the actions.
| chartfor both your marketing and sales people for

| every target account response scenario

Launch highly-personalized campalgns - amp up the
individual approach in addressing each of the accounts
to bulld relationships as strong as possible /

Track accounts’ movements across the pipeline - accrue
results and analyze them continuously (which s easler
with account based marketing) and adjust your further
actions accordingly

Which one is better?

INBOUND MARKETING (@'AY A‘-mgﬂnks

Both account-based
and inbound
marketing prove to
be very efficient, and
combining the two
efforts may deliver
some of the best
results

1. CUSTOMER-CENTERED
2. VALUE-DELIVERING
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