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In today’s ever-changing, cross-channel business landscape, the decision-
making process for buyers is more complex and involves many more players 
than it did just a few years ago. 

According to Demand Gen Report’s 2014 B2B Buyer’s Behavior Survey, 34% of 
respondents said the number of team members involved in a purchase decision 
has increased over the past 12 months. More than one third of those surveyed 
reported that four to seven team members were typically involved in a B2B 
buying decision, and half said that two to three people had input on a purchase. 

With the number of influencers on the rise, marketers are using Account 
Based Marketing (ABM) to be more focused and targeted in their approach 
to engaging contacts at dream accounts — those big accounts that fit their 
company’s customer profile in terms of industry, revenue, stage in the buying 
cycle, or other criteria. In other words, the accounts that will make the sales 
team rest easy when they land them.

ABM is a strategic approach to reaching a small subset of prospects that meet 
your ideal profile. As opposed to more traditional marketing tactics, it is a 
narrowly focused lead generation strategy in which leads are highly qualified 
before you even market to them. 
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Introduction

In today’s world of collective decision-making, marketers are targeting 
dream prospects to win new business and grow relationships.
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As defined by SiriusDecisions, ABM identifies insights and integrated 
marketing initiatives, as well as sales alignment requirements, to deliver 
and measure impact with target groups of customers and prospects.

The process for delivering on the promise of ABM includes:

• Aligning sales and marketing to develop a list of targeted accounts;

• Personalizing the experience to address the pain points of each 
decision-maker at the account; and

• Engaging high-value targets with specific nurture campaigns through all 
channels, including email, targeted web sites and social media. 

“I’m a big proponent of ABM,” said Jim Brodo, SVP of Marketing at Richardson, 
a leading sales training firm. “We’re really seeing this approach grow in 
importance in organizations. It isn’t a mass marketing tool. It takes time to do 
the research to understand the target organization and craft specific messages 
to each of the personas in your targeted accounts. But there is a big potential 
to payoff for those willing to put in the time and be patient about results.”

Recent research bears witness to the benefits of ABM. According to Alterra Group, 
84% of marketers find that Account Based Marketing provides considerable 
benefits for retaining and expanding existing client relationships. The ITSMA 
study, Account Based Marketing and ROI: Building the Case for Investment, 
produced similar results. More than three quarters (80%) of marketers that 
measure ROI reported that ABM outperformed their other marketing initiatives, 
and more than half of those characterized the ROI difference as significant. 
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Not surprisingly, ABM spending is on the rise. According to the ITSMA survey, 
B2B IT services companies spend 15% of their marketing budgets on ABM. 
When asked about their future spending plans, nearly three quarters (72%) said 
they plan to increase their ABM spending. 

“The best ABM programs invest in understanding their buyers and their 
customers,” said Megan Heuer, VP and Group Director for SiriusDecisions. “They 
are using data, knowledge and technology to deliver on ABM.”

Greater sales and marketing alignment is another benefit of ABM. “Account 
Based Marketing has helped us improve not only our outreach to accounts, 
but also our collaboration with sales,” said Charm Bianchini, Senior Director of 
Enterprise Marketing at Marketo. 

While the benefits of ABM are clear, aligning sales and marketing to achieve 
success with this approach remains a challenge. 

This E-book will outline the six steps for success:

1. Discover your ideal target company and develop personas.

2. Audit your existing content and tailor it to the personas of 
your ideal account.

3. Determine the optimal channels to engage.

4. Tap into real-time personalization.

5. Execute targeted campaigns that identify specific pain points.

6. Measure and review performance.
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- Tony Zambito

Zero-In On The Ideal Target

“The goal is to 
understand how to 
help your target 
companies succeed 
more effectively in 
their industries. The 
result is better 
accuracy in selecting 
the right target 
accounts for Account 
Based Marketing.”

Marketing automation can provide a means for identifying similarities in the 
multiple paths to a decision that accounts can take. In addition, marketing 
automation can help align messaging for new targeted accounts.

Determining what makes an ideal targeted account is “challenging,” according 
to Tony Zambito, founder of persona development, but it’s what he refers to as 
the Ideal Company Persona™. The Ideal Company Persona takes into account 
the strategies, structures, processes, systems, cultures and roles, which 
provides marketers with a clearer picture of how companies — rather than 
individuals — make buying decisions. 

Developing an Ideal Company Persona requires a deep understanding 
of business goals and drivers on both an industry and company level, 
Zambito explained. 

“With the Ideal Company Persona, there is a focus on understanding goals, 
behaviors, language, processes, systems, and more,” according to Zambito. 
“The goal is to understand how to help your target companies succeed more 
effectively in their industries. The result is better accuracy in selecting the right 
target accounts for Account Based Marketing.”

For ABM to be successful, marketers also need to develop personas for the 
ideal buyer and the ideal end-user, Zambito noted. 
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This is also a good opportunity to review other personas and adjust them to 
align with the targeted accounts. “In addition to our enterprise personas for our 
target accounts, we take another look at the individual personas that we have 
created for other purposes and tweak them if necessary,” said Bianchini. 

Targeted accounts sometimes have different types of buyers or different 
influencers than typical prospects. As such, marketing may have to develop 
new personas. For example, a company that targeted B2B companies and now 
wants to target B2C companies may not have a persona for a VP of eCommerce. 
“We want to create personas when we have new types of targeted accounts,” 
Bianchini said. “We want to make sure we’re using the right message to engage 
with them and their team.”  

Once the ideal companies have been identified, the next step is finding the 
right contacts at those companies. The contacts may be in your prospect 
database or among your current customers. Targeting the ideal company may 
also involve acquiring a new database or updating an existing list.

To target a specific industry, such as financial services, perhaps there is an 
existing contact at the target company, but they are in another business unit. 
That contact could help to open doors.

Another source of contacts for targeted accounts are customers who have not 
done business with your company in a while. “Don’t overlook opportunities to 
engage with existing customers on a new level,” Bianchini said.
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- Charm Bianchini, 
Marketo

“There is likely 
information that’s 
already out there 
that’s applicable to 
this account or 
industry. By taking 
bits and pieces out of 
a different white 
paper, massaging it, 
and adding in just a 
little bit about that 
specific account, it 
can turn it into a 
whole different piece 
of content.”

The content used to engage targeted accounts should speak to the specific 
pain points of their industry, as well as challenges specific to the company. 
When developing a strategy for engaging with targeted accounts, marketers 
can review data from their marketing automation platform to determine how 
people in similar industries and roles consumed content. 

Content drives the decision-making process, and more than half of all B2B 
buyers have engaged with three to five pieces of content before speaking with 
a salesperson, according to Demand Gen Report’s 2015 Content Preferences 
Survey. White papers, E-books, and infographics are among the top content 
types that buyers share with colleagues.

An audit of existing content will reveal the gaps and identify content types that 
need to be created or refreshed to resonate with targeted accounts. While this 
may seem daunting, existing content can be repurposed with some 
minor adjustments.

Develop Content That Resonates

2
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“You don’t want to get paralyzed by the idea of having to create so much 
content for this small group of accounts,” Bianchini said. “There is likely 
information that’s already out there that’s applicable to this account or 
industry. By taking bits and pieces out of a different white paper, massaging 
it, and adding in just a little bit about that specific account, it can turn it into a 
whole different piece of content.”

For example, Marketo takes its series of Definitive Guides, which can be up to 
200 pages on broad topics, and breaks them up into smaller assets, which can 
then be aimed at targeted accounts. 

“We chop them up into cheat sheets and buyer’s kits, and then we create smaller 
enterprise marketing playbooks out of them,” Bianchini said. “So all that content 
is just constantly being reused and refreshed, and it can go a long way if you 
don’t have writers or the ability to make very specific content per account.”

9
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A VP may be more 
likely to view display 
ads through 
LinkedIn, while 
another member of 
the team might be 
more inclined to 
use an interactive 
ROI calculator.

As ABM can involve engaging with multiple people at the target account — from 
VPs to end-users — it is important to determine the preferred communication 
channel for each of the individuals within the targeted account. 

“When doing Account Based Marketing, there are multiple people involved at 
various levels, so it is key to understand the different behaviors,” said Bianchini. 
“There are so many channels and ways to communicate — mobile, push 
messages, emails, phone calls. These are your targeted accounts, so it is critical 
to respect their wishes.”

A VP may be more likely to view display ads through LinkedIn, while another 
member of the team might be more inclined to use an interactive ROI calculator. 
“There are some commonalities among industries and titles,” said Jason Stewart, 
VP of Strategy at ANNUITAS, a marketing consultancy. “If your Account Based 
Marketing strategy involves engaging CFOs, for example, you’re not going to find 
many CFOs who are active in social media, regardless of industry.” 

Watch the channels where targeted accounts are seeking information. In 
addition to tracking their interactions on your web site, analyze their other 
sources for gathering data. “This gives you a good roadmap for which channels 
are most likely to work,” Heuer said. 

Identify The Optimal 
Communication Channels
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Bianchini suggests letting the contacts at the targeted account determine their 
preferred communication methods with a subscription-based approach. “Let 
them choose the channels and frequency of communication. If they’re on mobile, 
do they want to receive push notifications? Do they prefer emails? If they do 
prefer emails, do they want emails once a month or two times per week?”

This data can then be synched with the marketing automation system so that 
each individual is engaged through their preferred channel.

When developing content for targeted accounts, it is also important to 
take into consideration the channels that will be used to share that content 
with colleagues. Email, LinkedIn and Twitter are among the top channels 
for sharing content with colleagues, according to Demand Gen Report’s 
2015 Content Preferences Survey.
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Using firmographic 
and behavioral data 
to customize web and 
mobile experiences 
can help drive 
conversion and 
content consumption.

There is a lot of information available about a targeted account through 
marketing automation and CRM systems, as well as outside data. Using 
firmographic and behavioral data to customize web and mobile experiences 
can help drive conversion and content consumption. Since there is much 
more known about targeted accounts, there are a number of ways that the 
experience can be tailored to the contacts at those accounts. 

Real-time personalization plays a major role in ABM, experts noted. “With ABM, 
you know the companies you want to reach, and hopefully also know a little 
about their interests and where they are in the buying cycle,” Heuer said. “Real-
time personalization helps provide the right message at the right moment, 
which attracts more of the right companies and contacts.” 

Personalization also encourages contacts at targeted accounts to stay longer 
on your web site and view more of the right content while they’re there, 
according to Heuer. 

When a member of the team at a targeted account comes to the web site, they 
should see information specific to their company and even their competitors, 
Bianchini noted. “For example, the web site could note that the account’s 
competitors are using the product or service you are looking to sell to them, 
and point out the benefits.”

In the absence of information specific to the company and its competitors, the 
web site can be geared toward the targeted company’s industry. 

Tailor The Experience With
Real-Time Personalization
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“You know that the targeted account is in financial services, for example, so 
present them with content that is relevant to the pain points of that industry,” 
Bianchini said. 

It is important to consider the path that the targeted account will take beyond 
the home page of the web site to ensure that the messages remain relevant. 
“Lead them to a case study and make sure that they can have access to other 
assets,” Bianchini noted.

The personalization doesn’t have to end once they leave your web site. “You 
can retarget them with ads on LinkedIn or Google,” according to Bianchini. “So 
there are lots of different kinds of programs that you can be running with real-
time personalization in Account Based Marketing.”

13
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- Jason Stewart, 
ANNUITAS

“I’m a firm believer in 
tailoring campaigns 
to the buyer’s journey 
and pain points.”

The two primary factors of a successful ABM campaign are speed and relevancy. 
You’ve got a limited opportunity to capture the buyer’s attention with the right 
content and respond. The right content combined with tactics, such as real-time 
personalization, is critical to nudging them down the sales funnel.

This involves not only researching the trends impacting their particular 
industry, but understanding the particular pain points they are facing as a 
company. It is also critical to gather information about the pressures that are 
specific to the role or job titles of the team members being targeted.

Ideally, all content, collateral and campaigns, including social media 
marketing and thought leadership pieces, should address the pain points of 
the targeted account. 

“I’m a firm believer in tailoring campaigns to the buyer’s journey and pain 
points,” said ANNUITAS’ Stewart. “A best practice to adapt content to ABM is 
to make sure that, when writing a content abstract, [there is] an overarching 
theme that can be adjusted to appeal to the challenges of different individuals.”

Social media is fertile ground to uncover specifics about what is happening at 
a targeted company that can help tailor the content. “Follow their corporate 
relations account on Twitter,” Brodo advised. “Follow the company pages of 
your targeted accounts on LinkedIn and connect with the individual people 
you are targeting.” 

Execute Targeted Campaigns
That Identify Pain Points
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Another way to track the challenges facing your targeted accounts is to set 
up news alerts, Brodo said. “You can set up Google Alerts for your targeted 
accounts so that you know what is going on from a business standpoint. 
These will keep you on top of things like new product introductions, changes 
in leadership, and shifts in strategy. You can then craft specific messages and 
share content based on that knowledge.”  

Start out with a pilot program to test that these messages are resonating and 
that the right processes are in place. A pilot program may include just a few 
accounts with a select group of people from marketing and sales. 

“It’s definitely good to start small, outline all the steps and all the things 
that you want to do, and then add in new accounts as you perfect the 
process,” Bianchini said.

In the early stages of ABM implementation, marketers need to build a 
foundation of buyer and account insights, and make sure they’re aligned with 
sales. The program should address the mutual growth goals of both marketing 
and sales, Heuer noted. “Track success of the pilot to see if you’re building 
that knowledge base and that it’s being used by sales and marketing to 
make smart execution choices.”

15
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- Charm Bianchini, 
Marketo

“While there will be 
fewer leads, the leads 
are going to be pure 
leads, but because 
these are ‘whale 
deals,’ they are going 
to be more qualified.”

In order to deliver on ABM, it is important for companies to gather the right data 
so that they can demonstrate progress in building the skills and knowledge, 
as well as the technology. “We call this readiness, and it’s the first thing that 
marketers can track and improve,” Heuer said. “Marketers also need to be sure 
they’ve built a foundation of buyer and account insights, and that they’re aligned 
with sales around mutual growth goals. Track this to see if you’re building that 
knowledge base and that it’s being used by sales and marketing to make smart 
execution choices, and to refine execution based on what works.”

SiriusDecisions recommends establishing base goals for marketing’s 
contribution on the types of accounts and objectives involved, and defining 
quantitative and qualitative ways to track these goals. The tracking should 
incorporate measures to demonstrate the near-term, mid-term, and 
long-term progress of ABM. 

Some of the key measurements for ABM success focus on interactions 
and engagements. Monitoring sales feedback and account traction can 
help marketing understand how well the programs are being received 
by targeted accounts.

Measure and Review Performance
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While many marketing departments are measured on net new leads, net new 
leads from targeted accounts are crucial metrics to track. “You’re not going to 
have as many net new leads from targeted accounts as you do overall net new 
leads,” said Stewart. “But net new leads from targeted accounts are the ones 
that the sales team really gets excited about.”

Even though metrics help to track performance, it is important to set the 
proper expectations. With ABM, there is likely to be a decrease in lead flow, so 
sales and marketing have to be aware of that going in.  

“While there will be fewer leads, the leads are going to be pure leads, but because 
these are ‘whale deals,’ they are going to be more qualified,” Bianchini said.
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By focusing marketing efforts on the high-value accounts that the sales team 
has been salivating over, ABM can scale growth and revenue to levels that are 
not possible through broad-based marketing efforts.

The benefits of ABM are undisputed. The overwhelming majority of marketers 
who track ROI report that ABM outperforms their other marketing initiatives, 
according to ITSMA. 

However, ABM is unlike other marketing initiatives. While the deals are sizeable, 
significant work has to go into landing these targeted accounts. This approach 
requires budget and resources — not to mention patience.

While there are challenges to ABM, the path to success is clear:

• Hone in on your high-value accounts;

• Develop messaging that will resonate with this select audience;

• Communicate with them over their preferred channels;

• Use real-time personalization to speak to them directly;

• Launch targeted campaigns that address their pain points; and

• Track metrics to improve success over time.

Without question, ABM requires more time and effort compared to typical 
marketing efforts. However, the time and effort spent crafting a message to 
resonate with a limited number of dream accounts can pay huge dividends.

Conclusion
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Marketo (NASDAQ: MKTO) provides the leading marketing software and solutions designed to help 
marketers master the art and science of digital marketing. Through a unique combination of innovation 
and expertise, Marketo is focused solely on helping marketers keep pace in an ever-changing digital 
world. Spanning today’s digital, social, mobile and offline channels, Marketo’s® Engagement Marketing 
Platform powers a set of breakthrough applications to help marketers tackle all aspects of digital 
marketing from the planning and orchestration of marketing activities to the delivery of personalized 
interactions that can be optimized in real-time. Marketo’s applications are known for their ease-of-use, 
and are complemented by the Marketing Nation®, a thriving network of 400 third-party solutions through 
our LaunchPoint® ecosystem and over 50,000 marketers who share and learn from each other to grow 
their collective marketing expertise. The result for modern marketers is unprecedented agility and 
superior results. Headquartered in San Mateo, CA with offices in Europe, Australia and Japan, Marketo 
serves as a strategic marketing partner to more than 3,400 large enterprises and fast-growing small 
companies across a wide variety of industries. For more information, visit www.marketo.com.
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