november 2018

Digest

PAGE 04

PAGE 16

ABM is a marathon, not
a sprint - Anamika Gupta,
Director and Head of Account
Based Marketing, Fujitsu
America, Inc.

Companies that have
invested time into
developing their
account strategy are
likely to benefit from
ABM - Chandra Sekar, Vice
President, Marketing,
Avi Networks.

PAGE 08
The right type of events
can play an integral
role in your ABM plans
- Nerissa Traola, Director,
Demand Generation,
CA Technologies.

PAGE 20
ABM is a journey
of understanding a
prospect's business
pains and challenges
and addressing
them - K. P. Unnikrishnan,
Senior Director & Head of
Marketing, Asia Pacific &
Japan, Palo Alto Networks.
Avi Networks.

PAGE 12
Investing in ABM should
be a nobrainer for B2B
enterprises Virender Jeet, Senior Vice
President (Sales & Marketing/
Products), Newgen Software
Technologies Limited.

A CCO U NT-BASED
M A R KET ING
W W W. D IG ITA L CM OD I G EST. C OM

HELLO
ABM today is sweeping across the B2B landscape and changing the way
business is conducted. It's quickly becoming mainstream as organizations
realize the potential value that ABM can deliver.
Considering the emphasis that organizations place on ROI, the recent
rise to prominence of ABM is hardly surprising. When done right, it
has been shown to result in significantly higher ROI than traditional
marketing methods. ABM's more focused approach dictates that efforts
and resources are spent only on converting the most valuable prospects;
this means that there's a better probability of success, and when it's
achieved, it pays off in a big way.
For this issue, we spoke with senior marketers in the hi-tech space to get
their perspectives on ABM, understand what technologies are driving the
practice and what they see as the future of the discipline.
Happy reading!

Arunh Krishnan
Editor
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ABM is a
marathon,
not a sprint
When it comes to ABM, no amount of technological ingenuity can replace good old-fashioned
knowledge, experience and intuition. She believes, ABM is a marathon, not a sprint. Anamika Gupta,
Director & Head of Account - Based Marketing at Fujitsu America, Inc., has significant expertise
– including a previous stint leading ABM for Capgemini America, Inc. – building business in Account Based Marketing (ABM), Field Marketing and Cross-Geo Marketing. Anamika offers her thoughts about
her approach to building strategic partnerships and best practices that drive revenue and build market
share, generating game-changing results.
Interviewed by Swastika Singh
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// How has the ABM function evolved in
your company over the past few years?

function of marketing aligned with sales, with both sales
and ABM sharing the same goal: client growth.

As we talk about ABM, I think it is important first to
define what ABM is in a true sense. ABM has become
among the most manipulated terms in marketing today.
It’s been abused by marketers, organizations, and
vendors alike – all of them looking to win business
by misrepresenting, altering and repackaging more
traditional marketing capabilities and calling them ABM.

// How do you select your ABM
accounts?
Data + Analytics + Experience + Intuition + Fujitsu
strategy for growth = Insight.This is our recipe for
how we select ABM accounts, in collaboration with
sales and business leadership. Fujitsu Americas is on
a growth trajectory, and we are committed to making
an investment in our hi-growth existing accounts.
We've been in the business for more than 80 years,
which has afforded us a plethora of information and
experience, which we use to support clients and guide
them to achieve their ambitions for the future. When
combined with our sales and delivery experience, our
strategy offers us great insights to understand our
clients’ propensity to buy; cost and growth potential;
the strength of the existing relationship; cultural fit;
geographical alignment; and the client executive’s
collaborative intent. This all goes in selecting the right
accounts for ABM.

I fought this battle in my career while building an ABM
practice for few large corporate organizations. Through
these experiences, I learned enough (and still learning)
to tackle some common barriers including those I’ve
encountered with business line leaders, account owners,
so-called ABM service providers and even our very own
marketing functions.
So what is ABM? Account Based Marketing is a
long-term strategic approach that requires
marketing and sales to work as partners to
achieve one common goal: open doors and deepen
engagements at high-growth accounts. According
to ITSMA, only 8% of the market exclusively practices
ABM by its true definition.

// What are the technologies/trends
driving ABM today?

I always think of ABM as a journey and the key to success
is understanding customers and their maturity to imbibe
the change, and then take them on the journey. This
builds trust and confidence along the way, strengthening
relationships and creating conversations needed to
WIN BIG together. Remember: every journey and
conversation is different, as every account is different.
And it doesn’t happen overnight by using a bunch of
personalization tools. It takes time, patience and the
right investments. That’s ABM– to people by people for
people. And at Fujitsu, we believe in that, so when we
launched our new ABM program, we started by handselecting our top accounts. These accounts not only
have the highest potential for growth relative to their
propensity to buy but also in terms of the strength of
our relationships and the customer lifetime value that
we’ve built in a highly dynamic digital era.

I consider technology to be more of an enabler of ABM,
while our driver always remains the same – enhancing
the customer experience by helping our clients not
just sustain but grow their business in this dynamic
digital era. So the question is not really about hi-tech,
but rather about hi-intelligent/meaningful touch. For
example, the application of Artificial Intelligence and
other advanced technologies is inevitable and necessary
to achieve the potential of Account Based Marketing. AI
needs to be integrated at every layer of our touch with
the target account to make ABM successful. But the
value must exist alongside good old-fashioned human
knowledge, experience and intuition. No amount of
technological ingenuity can replace that.

// Do you map the customer journey of

all your ABM accounts? Have you created
individual personas of people within each of
your ABM accounts?

// Do you have a separate ABM team?
Do they function under the sales or
marketing function?

Every account is different. Hence, the experience of
mapping each journey is different and exhilarating.
We are not fully there in terms of pulling individual

Yes. Fujitsu Americas has a separate ABM team. It’s a
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personas into each account, but we do market to each
decision maker, group influencer and noise maker in
mini-segments.

right expectations with the team and ultimately helps
achieve the agreed upon goals. The right mix of tools
and technologies stack is another key for successfully
implementing ABM. Not all tools and technologies
are right for all, so choosing them wisely based on
the organization’s needs and maturity level with data/
analytics/automation/AI is also critical.

// Do you provide account specific website
experience?

Yes, we call these microsites or landing pages, which are
backed by analytics. All microsites are dynamic in nature
and are highly relevant and timely, and we bolster these
sites with campaigns that drive target clients to content
and gated assets we can track, measure and report.

// Do you think companies are investing
enough in ABM?

I believe almost everyone is talking about ABM, but very
few have been able to put it to practice. ABM needs
commitment and buy-in from leadership and a clear
investment plan for it to be successful!

// What are the channels of communication
you use in ABM? How much weightage is
given to mobile & social media?

// How is AI changing the ABM function?

First, we focus on understanding how our target
audience digests its information. It’s a noisy world. A
survey of Canadian media consumption by Microsoft
concluded that the average attention span has fallen
to eight seconds, down from 12 in the year 2000. We
now have a shorter attention span than goldfish, the
study found. To maximize this precious time, we take a
diverse and individualized approach driven by the client’s
way of consuming information. The content that grabs
their undivided attention and drives them to learn more
about us makes it into our marketing kitty - from virtual
reality to augmented reality to hi-touch direct mail to
targeted digital and social media to email campaigns. It
is about being relevant to the right people with the right
message through the right channel at the right time.
More often, mobile and social media win the battle
because of their broad reach, digital format, real-time
content optimization, and stickiness with the audience.

How well, in your opinion, are businesses
coping with this change?

AI is helping ABM scale effectively in a true sense.
Here’s why: Building and delivering a truly personalized
insightful experience for 8-10 accounts is feasible. But
as you grow that number to 50 or 100, it’s hard to build
relevant messages and campaigns without more indepth knowledge on the account. No human can costeffectively do that much research. And that's where AIsupported ABM can deliver the 1:1 experience at scale
by converting data into insights and action. Different
companies are at different maturity level in their journey
to leverage AI.

// Have you invested in advanced analytics?
Yes, but we are at an early stage and haven’t fully realized
the benefits.

// What are the new opportunities that ABM

// What are the trends/technologies that

has opened up for your business?

you think will drive ABM in the future? How
should businesses gear up for this?

ABM has helped our business get a seat at the table
as a top-tier player because we have become more
relevant, sales-focused and customer-led in our journey
of building trust. It has also helped sales and marketing
become united and focused on one goal: client growth.

AI plays a critical role in scaling ABM, and businesses
should start evaluating their current and future state
now, gain leadership commitment, and secure budget
approvals. As part of that exercise, it’s also important
to identify gaps and areas for which capabilities can be
built in-house, or a partnership needs to be forged with
leading vendors that can help realize.

// What are the challenges you have faced in
implementing ABM?

First and foremost, getting the word out there on what
true ABM is extremely important. This helps set the
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The right type of
events can play an
integral role in your
ABM plans
As Director of Demand Generation at CA Technologies,
Nerissa is responsible for establishing lead-gen strategies
and implementing plans to support the Security Business
Unit at CA.
Nerissa has over 20 years of marketing and advertising
experience, with 15 years spent in conceiving, developing
and executing successful IT Security initiatives across a broad
range of marketing functions and industry segments.
Interviewed by Swastika Singh

// How has the marketing landscape
changed?
In today’s multi-channel, multi-device world, it is harder
to find customers in traditional ways than before. Tech
buying cycles are becoming more and more complex,
with more decision-makers and influencers having a seat
at the buying process table. With so much information
available at their fingertips, purchase decisions are now
being made long before a customer contacts a vendor.
The customer-sales engagement has forever changed.
Customers are now in control. If you do not have an
integrated ABM plan that covers social, digital and live
events, then what chance do you think you have when
your customers conduct their research?
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// How do you make events part of your
ABM strategy?

// Can you go into a bit more detail
regarding the different types of ABM
events that you execute?

I will start by saying that these live events CANNOT
be standalone tactics. These events MUST compliment
the messaging and content that is being delivered as
part of our larger social and digital integrated ABM
plan. Every brand interaction counts. We need to target
customers as individuals, providing them with not only
helpful experiences but also with a valuable number of
connected interactions.

The events that we primarily conduct are:
1. Company-led workshops – These half-day events
allow our customers and prospects to gain hands-on
experience in using our solutions.
2. Onsite customer workshop – This is when we
take the half-day workshop event concept to a specific
customer location. Also, since it is just one account,
we will tailor the content to align directly with their
priorities.

// What role do live events play in an
ABM integrated plan?
Live events offer our sales organization the opportunity
to engage with those critical accounts that have the
highest propensity to buy, and foster relationships with
them. Also, it helps sales establish trust. In IT Security
the investments can be quite significant. Therefore, we
know that we must prove to our prospects that we are
a company they can trust and rely on. Depending on the
account, the event could be an executive roundtable
dinner event, a CA led workshop or an onsite customer
workshop.

3. Roundtable dinner events – CA, along with our
media partner, co-hosts a dinner event wherein we
deliver content on a thought leadership topic. We try
to share content that provides high value; for example,
sharing research findings.

// I would like you to go into more
detail regarding one of the event
types that you mentioned in your
previous response. Can you tell us more
about how you deliver an Executive
Roundtable dinner event leveraging
ABM?

// How do you decide which accounts to
target for your events?
We have at CA what we refer to as our "high propensity
to buy" accounts. I was reading your interview with
Jennifer Toton who is the VP of Marketing at Rollworks,
and I think she states it perfectly. So, I will paraphrase
it here because we follow the same approach. It is
targeting those accounts that are:

Sure. At CA, we execute roundtable dinner events
alongside our media partner, The Information Security
Media Group. They are a media company that offer a
host of demand generation programs, one of which
is the Executive Roundtable Dinner event. They have
a database of over 650,000 IT Security professionals
worldwide. We partner with them on content
syndication programs and live events. We have done
the analysis and found that many of our customers and
prospects from our targeted accounts are consuming
content on their site. So we knew they were the right
partners for us in digital programs and live events.

1. High Fit – You identify accounts that are most likely
to see value from your product or service.
2. High Intent – You monitor marketplace signals
that indicate that the company is actively looking for a
solution.
3. High Engagement – You look at the number of
engagements a customer has with you across all your
marketing activities, which can include (but are not
limited to): visiting your website, attending one of your
webinars or downloading content.

For the Executive Roundtable Dinner event, their SVP
of editorial and our subject matter expert serve as
event hosts. These two people lead the discussion on
a thought-leadership topic that is of interest to our
attendees. We make sure the content delivered is of
value to the attendee. Also, we make sure the topic
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complements our overall marketing plan. The way we
decide who attends is that we conduct an analysis to
determine which accounts have the highest propensity
to buy, and then we recruit attendees from those
specific accounts. If you would like to listen to the
podcast and access the Trust Index report that we
recently released in the month of August, you can go
to this link. It’s a real-life example of how our digital
content complements our live events.

// Why do you think live events are
important?
More and more tech companies realize that influencing
buyers at a later stage in the funnel is critical. It can
drive more wins and help to increase deal velocity.
If you have the right type of event that delivers the
right type of content to the right audience, you can
uncover immediate opportunities or accelerate existing
opportunities that may have been stuck in your pipeline.

If you do
not have an
integrated ABM
plan that covers
social, digital
and live events,
then what chance
do you think
you have when
your customers
conduct their
pre-purchase
research?
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Investing in ABM
should be a nobrainer for B2B
enterprises
As the Senior Vice President (Sales & Marketing/Products), Virender Jeet manages the overall
strategic and operational responsibility for the entire portfolio of offerings at Newgen Software
Technologies Limited. He is also responsible for the key functions of product development, global
sales and marketing and business-enabling functions. With more than two decades of professional
experience, he has been associated with Newgen since 1992. He has helped file more than 35 patents
on behalf of Newgen in India and the US, of which five have been granted.
Newgen Software has been listed as a ‘Visionary’ in the ‘Gartner Magic Quadrant for Intelligent
Business Process Management Suites 2017’
Interviewed by Prajwala Hegde
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// How has the ABM (Account Based
Marketing) function evolved in Newgen
over the past few years?

in the way ABM is practiced. It puts more power in
organizations' hands, enabling them to precisely identify
the accounts they need to pursue. It also helps them
understand their ideal customer profile at a micro level.

We have been the early adopters of ABM in the software
product industry. We started ABM in the US banking
space, identifying key accounts and the prospects within
them and took the initiative across regions. Since then, it
has evolved with time, and now we are actively carrying
out well-coordinated marketing programs across
verticals with a major focus on banking, healthcare,
and enterprise in the US. We have also started similar
initiatives in India, APAC and MEA regions for banking,
insurance, shared services and government verticals.
In the B2B marketing realm, a proper ABM strategy is
quite effective and more relevant than ever, as it enables
organizations to target specific accounts or customers
by sending tailored and highly personalized content.

Another emerging trend is predicting which prospects are
most likely to convert. This kind of predictive analytics is
only going to pick up pace in the future. Personalization
will rule the roost as marketers become mature in trying
to create and present relevant content, tailored to suit
customer needs. If this is done right, it can not only deepen
but also positively fortify the engagement.

// Do you provide account-specific
website experience?
We provide regional-specific website experience instead
of account-specific. This saves us the time and effort
to go down to each and every account. To give Latin
American customers a good website experience, we
have made a website in Spanish.

// Do you have a separate ABM team?
Does it function under the sales or
marketing function?

// Do you map the customer journey of
all your ABM accounts?

We have a joint program where our marketing, sales
and global business development (GBD) teams work
in tandem for ABM. While the marketing team focuses
on social media and digital campaigns, the sales team
is responsible for direct outreach, and the GBD team
handles campaigns and outreach, mostly through phone
and emails.

We certainly map the customer journey of all our accounts.
We use various marketing automation tools to map each
customer so that we can nurture them further.

// What are the channels of
communication you use in ABM?

// How do you select your ABM
accounts?

We have an omnichannel mode of communication and
have a healthy mix of marketing automation tools:
e-mail marketing, social media, especially LinkedIn
and Google Ads. Besides those, we focus on events
and external trade shows in various regions to meet
target accounts. Our website is device-agnostic, and
the communication which we create for our customers
is distributed through all available marketing channels.
We do many field marketing activities and participate in
external trade shows across regions as well as verticals.

Our ABM target customers are selected based on multiple
criteria, such as asset size of the company, number of
employees, turnover, annual budgets and initiatives.
We analyze their corporate strategy, buying capacity,
requirements for digital transformation and other such
benchmarks to ascertain that they are viable prospects.

// What are the technologies/trends
driving ABM today?

// What are the challenges you have
faced in implementing ABM?

One of the most important trends is making every
communication device agnostic. For instance, companies
are standardizing communication delivery in a resolution
or size which can open effortlessly on any device.

Acquiring ABM's best practices is not a walk in the
park. As easy and straightforward as it may sound, ABM
has certain challenges which need to be continuously
tackled to get a smooth and transparent process. These

Artificial Intelligence is making a significant impact
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may be different for different organizations. For us, it
was bringing sales, marketing and GBD teams onto the
same platform, and coordinating and channelizing their
efforts.

// What are the tools you use in ABM?

Newgen is present in 60 countries with vertical as well
as horizontal products across geographies, so creating
personalized content for so many regions is a challenge.

// What are the trends/technologies
that you think will drive ABM in the
future? How should businesses gear up
for this?

We have a combination of a few tools built in-house and
some from leading marketing automation vendors.

Apart from that, there are a few common challenges
which everyone faces, such as knowing where and how
to focus on implementing ABM campaigns effectively or
ascertaining the buying capacity of each account.

Although Account-Based Marketing is not a new topic,
it has gained significant traction. Historically, ABM
tools were leveraged by larger enterprises, but rapid
proliferation of different tools and functionalities have
paved the way for even start-ups and small businesses
to adopt these tools en masse. Especially in the latter
case, where it is important to get the most out of
your marketing investment, ABM offers an edge over
traditional marketing and sales methods.

// What are the new opportunities that
ABM has opened up for your business?
In B2B marketing, ABM is currently one of the hottest
trends. We leverage this strategic approach by carrying
out focused sales and marketing efforts to help us garner
new leads and deepen our engagement with them.
Our ABM strategy has facilitated business expansion
to newer markets and geographies. We also flip the
funnel to change the direction of demand generation,
and rather than focusing on multiple leads at a time,
we focus on targeted leads, spending our resources on
customer acquisition and retention accordingly. All our
collaterals and outreach are aligned toward achieving
those targets. ABM has enabled us to connect with
people who share our vision for digital transformation.

The prime driving factor has been and will always be the
desire to understand what the prospects are looking for
and making it available to them wherever and whenever
they want it. For this, businesses would have to invest
smartly in going mobile, sensing the context and then
pushing relevant content around that. Another factor
would be automation. Going ahead, we will see more of
automation and AI-led ABM strategies which will enable
enterprises to have a more consistent and coordinated
engagement with their accounts.

// Do you think companies are investing
enough in ABM?
As mentioned before, we are the early adopters of ABM
as a software product company and have been using it
since the very beginning. We have seen this industry
moving toward addressing a targeted audience in the
past few years. However, it still has a long way to go
as many companies are not investing enough in change
management, which is essential for ABM. In such cases,
not getting the right budget to justify this program
might seem to be a hindrance to adopting this strategy.
You need to give it time. In most of the instances, not
getting the desired results leads people to assume that
this strategy doesn’t work. Investing in ABM should be
a no-brainer for B2B enterprises. However, one should
always remember that even a well-executed ABM
strategy takes time to break even.
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Companies
that have
invested time
into developing
their account
strategy are
likely to benefit
from ABM
Santa Clara, California-based Avi Networks, an application delivery platform, which
raised $60 million from Cisco Investments and other investors in a Series D funding in
June 2018, bringing its total funding to $115 million, has achieved 300% year-over-year
growth. Along with significant adoption by Global 2000 companies, Avi Networks serves
20% of the Fortune 50 and over 60 firms of the Fortune 500. For a company that offers
software applications as complex as software load balancers, intelligent web application
firewalls and elastic service meshes, targeting potential buyers and getting them to deploy
its applications becomes crucial to sustaining growth rate. It uses an account-based
marketing (ABM) strategy to do just that. In an interview for Digital CMO, Chandra
Sekar, Vice President, Marketing, at Avi Networks, talked about how the company
has been able to implement ABM successfully.
Interviewed by Moulishree Shrivastava

16

// How has the ABM function evolved in
your company over the past few years?

and trust the tools entirely. I would rather rely on an
ABM tool which gives me some intent signals to identify
buyers who may be searching for a specific category of
solution, or visiting certain sites to consume information.
That, to me, is valuable data that I can then use to target
the potential buyer in a variety of ways. And ultimately,
these tools can help in running advertising campaigns or
creating web personalization for that particular account.

Avi Networks targets the enterprise segment. Our
customers tend to be large financial services, technology
companies, service providers and e-commerce and retail
giants. Our strategy for ABM evolved by whom we
wanted to do business with. Since we offer software-only
application services solutions, which is much differentiated
from the rest of the market that still relies on hardware
appliances, we wanted to sell it to companies that had the
appetite, the know-how and the resources to be able to
adopt a technology like ours for automating their network.

// What are the technologies/trends
driving ABM today?
I think today CRM and marketing automation tools have
become indispensable. I don't think there is any marketing
organization that can afford to run their marketing
operations without a fully-implemented automation tool
or a CRM tool. When it comes to ABM, the trend is clear.
The marketing automation engine and CRM tools will start
to consolidate around ABM capabilities and slowly build
those capabilities into the marketing platform. You see
marketing automation companies like Marketo investing
in ABM technologies and partnering with companies
providing ABM tools.

That's the preamble to how account-based marketing
took hold in our organization. I believe that technologies
and problems evolve hand-in-hand. In our case, ABM
strategy evolved by wanting to target what I call the
Avi2000, a loose proxy for Global 2000 enterprises that
fit our profile of target companies. Within that, we have
a solid definition of who our ideal targets are: companies
that have many online properties that require network
coordination and are looking to provide self-service to
their customers. The first step in ABM, of course, is that
we need to have a really good understanding of who these
ABM accounts are. Something as simple as generating a
list of key contacts in your target accounts, by region,
and reaching out to them, could be considered an ABM
practice. That is an age-old marketing approach. But now
we need a lot of automation, a lot of on-the-fly decision
making, and that is where ABM tools have come into
play. So it starts with things like account targeting and
then you have your tools with which you can manage
individual accounts.

// How is AI changing the ABM
function? How well, in your opinion, are
businesses coping with this change?
AI and ML are used by a lot of ABM vendors as mechanisms
to say that they are able to bring a view into accounts
that you knew were not traditionally possible. But it has
yet to have a significant impact.
There are places where AI and ML can be impactful. Say,
somebody visited Network World, then searched for a
networking term in Google, and later visited a particular
blog. I can analyze this information with an ABM tool,
enabled by AI, to say that this buyer is exhibiting an intent
signal. So we would know they are willing to consider a
solution of a particular nature. And using that intelligence
we can then provide a specific set of display ads to this
prospective buyer. These are the mechanisms that I think
a lot of players are now starting to use. But this kind of
tooling and capabilities are still developing.

// What are the tools you use in ABM?
Pertaining to ABM, there are tools like Engagio, Terminus,
Demandbase, and Uberflip that offer solutions. I have
looked at various solutions and found that I don't really
need a stack of tools to pull off my ABM strategy. For
me, it is more than sufficient to invest in a few tools that
provide me intent signals.
The challenge that I have is in identifying my target
prospects in a vast IT landscape and in certain niche areas
of IT. While ABM tools may help in automating the process,
I am concerned about how I need to qualify that process
of identification. I believe we still need human intelligence
to make the right call before we are able to skip over
17

// Have you implemented AI in your
ABM practice?

to have your sales team focus on a challenge, the more
efficient you are in your go-to-market process. The
companies that have invested time into developing their
strategy for account targeting are the ones that are
likely to benefit from ABM.

We have used vendors that offer intent signals which
help us in targeting accounts, so we have not added a
tool stack in our own marketing technology stack for
AI-based tools in ABM. We use external vendors that
offer these capabilities.

// Do you have a separate ABM team?
Do they function under the sales or
marketing function?

// What are the challenges you have
faced in implementing ABM?

We do not have a separate ABM team. The reason for
that is we believe that ABM is a strategy that should
permeate through all of the functions within the
company.

A lot of time CRM and marketing automation tools have
a lead-level view, but they don't really have an accountlevel mapping. We may generate a ton of leads, but we
want to make sure that we have a good mapping of
these leads to the current accounts to know that these
are indeed accounts that we want to go after. That in
itself is a challenge because you are trying to fit a square
peg into a round hole with your existing marketing
automation. This has forced marketers to look for tools
that provide an account to lead mapping and to make
sure that you live in the world that is defined by your
target accounts as opposed to leads.

// Do you provide account-specific
website experience?
We have looked at that and depending upon the stage in
the buyers' journey, we do it. At the top of the funnel,
when we are still targeting leads in our ABM accounts, we
don't necessarily personalize the experience. At times,
we target the buyer through a direct mail program. But
farther down the funnel, we increase our targeting and
sort of personalize the URL and content.

The second challenge is sales and marketing alignment.
In this, one of the things marketers struggle with is
marketing attribution capability. For example, how does
marketing get the right credit for having contributed
to winning that account? This is the reason marketing
attribution tools like Bizible are being invested in.

As we go deeper into the funnel, we offer even more
personalization, including creating a particular deliverable
that they can consume, be it a COO (Cost of Ownership)
calculation or a view of the business value that they would
be able to achieve, specifically with our technology in
their environment.

And the third challenge is the ABM tooling itself.
The tools are only the means to an end, and I think
marketers sometimes acquire the tools even before
they have decided on their ABM strategy.

// What are the channels of
communication you use in ABM? How
much weight is given to mobile & social
media?

Another challenge would be industry regulations. If you
look at Europe, for example, and their implementation
of GDPR and privacy laws, it becomes very difficult for
marketers to reach out to buyers since people have to
opt-in to get your information. It is good for consumers,
but it presents a challenge to marketers.

I would consider social media as a top-of-thefunnel activity. I may not rank social media high, but
engagement in social media is a key determinant. There
are many different social media channels, including
Twitter, LinkedIn and FB. LinkedIn tends to be the
place where people engage with B2B technologies
more so I would weigh that more than other social
media channels. But again it depends on where we get
our intent signals from. It could sometimes be a search
engine. We have not really been able to identify or rank
the different communication channels, but I would say

// How has your company benefited
from ABM?
For us, the most significant benefit is the focus. There is
always a limited bandwidth that you have as a company
to be able to target customers. The more you are able

18

certain channels tend to weigh higher based simply on
their level of engagement with customers.

// What are the trends/technologies
that you think will drive ABM in the
future?
AI will play a significant part. At the same time, I don’t
think it is going to eliminate the need for a foundational
strategy that marketers have to lay in order to use these
solutions effectively.

// Do you think companies are investing
enough in ABM? How should businesses
gear up for the changes that are
happening in ABM?

The marketing
automation
engine and CRM
tools will start
to consolidate
around ABM
capabilities and
slowly build those
capabilities into
the marketing
platform.

I think it really depends on individual companies as to
whether they should invest in an ABM tool or not. I
think companies should first invest in understanding
their market dynamics and its unique characteristics in
order to understand the need for ABM. And if ABM is
right for them, they should look at the entire buyer's
journey and all the customer touchpoints, and then map
that to the capabilities that different ABM tools offer
so they can invest in the right solution at any point. I do
not think that picking an ABM solution that seems to be
popular in the industry and then trying to map it to your
requirements is the right approach.
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ABM is a
journey of
understanding
a prospect's
business pains
and challenges
and addressing
them
A few years back, Santa Clara, California -- headquarters of cybersecurity firm Palo Alto
Networks -- started going after selected companies that matched its ideal customer
profile. What began as a tactical approach toward potential clients has now evolved into
a full-fledged account-based marketing strategy, which is an integral part of its marketing
initiatives. Founded 13 years ago, Palo Alto Networks has emerged as one of the leading
global cybersecurity firms, with 50,000 customers in more than 150 countries. It serves
over 85 firms of the Fortune 100 and more than 63% of companies in the Global 2000.
In an interview with Digital CMO, K. P. Unnikrishnan, Senior Director & Head of
Marketing, Asia Pacific & Japan, Palo Alto Networks, talked about how and why the
company embraced account-based marketing (ABM) and what has changed since then.
Interviewed by Moulishree Shrivastava
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// How has the ABM function evolved in
your company over the past few years?

would want not only to know if we can help them
prevent all breaches but also what is coming and what
the unknown threats are that they can be potentially
vulnerable to.

It started as a tactical approach a few years back. We
would identify selected accounts and have sales and
marketing teams work together on those accounts.
Since then, ABM has evolved into a strategic, integral
part of our business growth, and marketing plays a vital
role in it.

Today, we have something called Magnifier, which does
behavioral analytics. We look at all the trend data
that is out there, and we work with customers using
behavior modeling to identify potential threats. We do
persona mapping as well. ABM is not a tactical tool. It is
a journey of understanding a prospect's business pains
and challenges and addressing them.

// Do you have a separate ABM team?
Do they function under the sales or
marketing function?

// What are the channels of
communication you use in ABM?

It is an integral part of the marketing team, and there are
people who would focus on ABM accounts, depending
on the region and the market.

We use all channels of communications, but we
customize it depending on the target audience. And
that is why I said, it is programmatic and customizable;
because what we do for a CIO or a CSO could be very
different from what we do with security specialists. And
that, in turn, would be different from what we do for a
CFO.

// How do you select your ABM
accounts?
We go about it scientifically. We are a data-driven company.
We look at the total addressable market, the market
potential, cross-selling and up-selling opportunities,
and taking all of that into account, we say these are the
organizations that we believe can scale up to become
large multi-dollar accounts for us. If an organization has
an extensive global mobile workforce and there is a large
security component to it, we take that into account.

For instance, we are likely to connect some of our
customers’ CSOs with our own CIO. He would be the
best person to explain to them what we are doing.

// What are the new opportunities that
ABM has opened up for your business?

// What are the tools you use in ABM?

For us, business from ABM accounts has substantially
gone up. Obviously, there is more to it than that,
like how ABM has opened up doors to senior C level
executives and enabled us to become partners with the
organizations that are looking at cloud transformation.
Today, we measure ROI on ABM.

At a very high level, there are sales and marketing
automation tools that we use. Then there are optimization
and personalization tools, social media and predictive
analytics tools.

// Do you map the customer journey
of all your ABM accounts? Have you
created individual personas of people
within each of your ABM accounts?

// What are the challenges you have
faced in implementing ABM?
The first challenge is acceptance from the sales and
marketing teams, as they need to work together closely.
The second is knowing the right accounts to target.
If you choose the wrong accounts for ABM, you will
actually be wasting time, money and resources in driving
them.

Absolutely, right from mapping the prospects' pain
points to looking at how we can work with them at
every stage of the buying-evaluation cycle.
We have a lot of customers who come back and buy
more from us. Which means, it is critical, after a deal
is won, that we continue to work with the client and
understand what their evolving needs are. Customers

Lastly, I would say, many of these tools, programs and
technology have to evolve, and the foundation for this is
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data — the right data. So organizations have to ensure
that they work with the correct data.

// Do you think companies are investing
enough in ABM?
It differs. Sales and marketing automation, accountbased advertising, targeted advertising, web tools and
optimization tools, these things don’t come cheap. But
most organizations today understand the value that they
would get in terms of these types of investments and are
obviously taking small steps toward investing in them.

// Have you invested in advanced
analytics?

Over the last
couple of
years, 20- 30%
of businesses
focused on ABM;
that number
has gone up to
60-70% in the
industry today,
and that will
continue to rise.

Yes. The way we look at it, these cannot be standalone
technologies. It doesn't make sense to have technology
x if you do not have technology y. Let's say you have
marketing automation, but you don't have predictive
analytics. Then what's the point of having automation?
Similarly, if you are looking at social media tools and
getting data from social, but you have not tied this with
AI and predictive analytics, it wouldn’t work.

// What are the trends/technologies
that you think will drive ABM in the
future? How should businesses gear up
for this?
Quite a few things. Over the last couple of years, 20-30%
of businesses focused on ABM; that number has gone up
to 60-70% in the industry today, and that will continue
to rise. So that is definitely going to be a key component.
I think the second component would be technologies and
tools. These technologies will continue to evolve as they
link back to that level of customization and intimacy and
account knowledge that is required to feed in and work
with relevant marketing data. If I get my data right, I can
use predictive analytics tools, which is one of the top five
technologies that are being used for ABM.
Businesses should gear up by knowing and understanding
what their customers want. That's it. Today, ABM has
become more critical because it is really important for
businesses to understand what their customers' needs
and pain points are. Companies need to realize that ABM
is the strategic weapon that they can use to achieve this.
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ABM has created new
ways of engagement
with clients
Tania Salarvand is the Global Head of Marketing
at ThoughtWorks a global software consultancy. She is
responsible for developing and championing global marketing
strategies aligned to key business priorities across sales,
recruitment, and technology thought-leadership. Her passion
is in understanding the end user journey and exploring ways
to enhance it. Prior to ThoughtWorks, Tania spent 15+
years in management consulting, working with a variety of
clients across marketing, sales, business, and tech strategies.
Here we talk to her about her involvement with ABM at
ThoughtWorks.
Interviewed by Swastika Singh

// How has the ABM function evolved in
your company over the past few years?
ABM has become more of a focus over the past few
years as we evolved our business strategy. Interestingly,
we may have done ABM activities under the pretext of
account management earlier, but having a holistic view
of our ABM goals, intentions, outcomes and activities
that drive our growth mission is really critical.

// Do you have a separate ABM team?
Do they operate under the sales or
marketing function?
ABM is the responsibility of our demand marketers
within the marketing team. We do, however, partner
with the sales team to develop strategy and execution
tactics to drive account goals. ABM cannot be done in
a silo. It is the collaborative effort of many roles within
the organization to ensure that we are addressing the
key needs of each account.
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// How do you select your ABM
accounts?

// What are the trends and technologies
that you think will drive ABM in the
future?

Our selection process is a collaborative effort with our
sales leadership. Many variables play a part in selecting
the accounts.

ABM has to be a priority both for marketing and the
business at large. I think new trends and technologies
will evolve from what is seen as working today - be it
data, insights, or experiences - and they will need to
allow for human interventions where necessary. This
ability to leverage data and tech in the right ways to
enhance an experience is key to building long lasting
relationships and trust.

// What are the technologies & trends
driving ABM today?
There are many ABM tools available currently, but the
most important thing is that automation, and access to
data and insights, is the catalyst for developing a truly
impactful ABM program. The intimacy with which an
organization can get to know its customers in a very
authentic way is what defines the success of ABM.
There are technologies like AI that some organizations
are using to understand their customers better, but for
us, personal engagement has proven to be the most
powerful.

// Do you provide account-specific
website experience?
Yes, on a case-to-case basis.

ABM is not a
sprint, but a
journey we take
our internal
and external
audiences along.

// What are the channels of
communication you use in ABM? How
much weight is given to mobile and
social media?
Many, I would say! We give more weight to the ones we
feel resonate better with a particular client group.

// What are the new opportunities that
ABM has opened up for your business?
At this point, it has created new ways of engagement for
us with our clients that best meets their specific needs.

// What are the challenges you have
faced in implementing ABM?
As with any marketing initiative, it takes time. It’s not a
sprint, but a journey we take our internal and external
audiences along.
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One-size-fits-all
content is not good
enough for ABM
ABM is the most effective way for businesses to reach out
to their target accounts. It allows businesses to showcase
content relevant to their target audience.
Paul McMeekin, Director, Marketing, ACI Worldwide,
spoke to Digital CMO Digest about the significance of
contextual artificial intelligence in ABM, and how content
mapping in ABM helps in lead generation. Paul leads demand
generation and customer acquisition efforts for the global
bank segment. He is an adjunct professor at the University
of Nebraska at Omaha and has been quoted in numerous
publications including the Omaha World-Herald, American
Banker and Bank Systems & Technology.
Interviewed by Swastika Singh

// How has the ABM function evolved in
your company over the past few years?
Earlier, we never executed ABM campaigns. Today, we
are in the middle of our ABM journey. We develop
campaigns for a highly targeted list. And we work
horizontally across businesses to deliver unique value
propositions to our target audience.
We introduced this as a dedicated function for a period
of time, but now consider this more business as usual for
certain parts of our marketing organization.

// Do you have a separate ABM team?
Do they function under the sales or
marketing function?
ABM is one way to communicate with the marketplace.
It currently sits within the marketing organization.
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// How do you select your ABM
accounts?

price point that really deliver on the promise of AI.
A lot of current offerings are based on manual, rulesdriven engines that require a lot of resources to manage,
measure and maintain. I expect this to change quickly,
but for now, we’re monitoring the market rather than
investing.

We go through an extensive segmentation exercise
based on the account profile which includes size,
characteristics, current technology stack and more.
Once we understand the account, we develop a unique
buyer's journey and align our target personas inside the
account with our content.

// How is AI changing the ABM
function? How well, in your opinion, are
businesses coping with this change?

// Do you provide account specific
website experience?

With contextual artificial intelligence, we will be able
to develop the target profile better and gain a deep
level of insights into their actions. We will be able to
go beyond the basic characteristics of a target to a
full, robust picture of the firm, including factors like
technology stack, company news and alerts on social
media (C-level changes). All marketers should be able to
scale, automate and personalize the communication to
target accounts with the help of AI. As the target moves
through the buyer's journey and self-selects information,
what they get presented with next will be personalized
and automated.

Yes, we create personalized URLs; for example, aciw.
co/paul-mcmeekin. This site would be curated based on
what we know about the account from our segmentation
exercise. If the target is focused on cost efficiencies, we
present content on cost reduction and elimination of
multiple systems. If the target is focused on growing
revenues, we present content on improving customer
experience and offering new payment services. If we
have enough intelligence on the customer, we can make
the content specific to customer’s profile based on
whether the customer is focused on growth or cost
containment.

// Have you invested in advanced
analytics?

// What are the challenges you have
faced in implementing ABM?

As an organization, we’re making sizable investments
in our overall approach to analytics. However, it’s
important to recognize that to see a return on this
investment you need to first get your processes, data,
and training in shape.

The four challenges I would point to are overstretching
your teams by taking on too many accounts, assuming
that new technology will solve your process challenges,
believing that one-size-fits-all content is good enough,
and not having shared goals between sales and
marketing.

// What are the trends/technologies
that you think will drive ABM in the
future? How should businesses gear up
for this?

// Do you think companies are investing
enough in ABM?

More data and more personalization. The structuring
of unstructured data fields will develop an even clearer
understanding of the target, which is the whole goal of
ABM, and marketers will be able to provide much more
personalized content to their customers based on a
deeper level of understanding.

I think too many companies produce promotional
material rather than developing marketing material that
is useful for their target audience. Utility content that
is built on a clear understanding of customer needs can
really differentiate an organization. Investing in an ABM
program would be a catalyst for achieving this.

// Have you implemented AI in your
ABM practice?
There are very few tools available now at a sensible
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// How has ABM evolved in your
company over the past few years?
When we started off, about five years ago, we were
focused on getting new visitors to our online properties,
and building a brand presence through events and
analyst relationships. Over time, we realised that
pursuing bigger accounts as a strategy needed a lot of
attention and effort from our side, on a consistent basis.
That’s when we started working on our account-based
marketing program. We first identified the companies
that we would love to work with and where we felt we
could significantly add value through our capabilities and
services. Next, we finalized the ABM platform that we
wanted to use which included CRM and a lead nurturing
funnel. Then we brought in marketing automation,
which, coupled with manual intervention helped us to
connect with our prospects across various channels.
Today, a significant amount of our marketing effort is
directed toward this, and we are slowly beginning to see
the results of our efforts, although I think it is a little bit
too early to comment.

ABM is
important, but
how it gets
implemented
becomes the
differentiating
factor

// Do you have a separate ABM team?
Do they function under the sales or
marketing function?
The ABM team is a separate team within the marketing
function. However, they closely work with other
functions, including sales and solution teams. ABM
needs special focus because they help in driving bigger
deals and bring in bigger revenues.

// How do you select your ABM
accounts?
We select our ABM accounts based on inputs from the
leadership team, the sales team and the market research
team. One key factor in selecting these accounts is the
quantum of their investment in previous years in the
areas in which we operate.

Subendhu Pattnaik is Associate Vice President and
Head of Global Marketing and Demand Generation at
Cigniti Technologies, a global leader in independent quality
engineering and software testing services. He oversees
marketing for all business units, across geographies and
verticals. Cigniti’s vision is to help companies improve the
quality of software being delivered worldwide.

// Do you map the customer journey of
your ABM accounts? Have you created
individual personas of people within
each account?
Yes, we do map the customer journey of all our ABM
accounts. We also create personas of the top five

Interviewed by Prajwala Hegde
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decision-makers and influencers, within each account.

an email marketing workflow which takes care of all
possible opportunities; you draft all the emails and feed
them into the system; but if the email gets delivered to
the prospect’s spam box, all the effort goes waste. Every
aspect is important when we are talking about a chain
of events. I believe companies are focusing on ABM
seriously now and everyone is trying to tighten all the
nuts and bolts as quickly as they can.

// Do you provide account specific
website experience?
We have done this for quite a few accounts, but it is
still a long way to go programmatically. Currently, we
are leading people from an account to a specific page
or website meant only for them through our email
nurturing campaigns.

// Have you implemented AI in your
ABM practice?

// What are the channels of
communication you use in ABM?

No, not yet. We are still reading about AI and how it can
impact the way we communicate and the way we reach
out to prospects. However, we would take a wait and
watch approach for the next 3 to 4 quarters, give time
for our current processes to stabilize, and then start
with AI as the next thing.

The most used channel is email, followed by social
media. We also host private events for our ABM
accounts. Occasionally, we use offline mailers.

// What are the new opportunities that
ABM has opened up for your business?

// How is AI changing the ABM
function? How well, in your opinion, are
businesses coping with this change?

We are seeing greater numbers of RFPs (Request for
Proposal) coming our way, and we are increasingly
working with larger enterprises. As we speak, we
service 49 of the Fortune 500 companies and 71 of
the Global 2000 companies. It has put us on a higher
revenue trajectory.

AI is aiding hyper-targeted marketing. It is bringing in a
lot of changes to SEO. Google’s RankBrain AI is making
sure that SEO is a level playing field and no invalid
backlinks would work for search engine rankings. With
AI, there is also an increase in the level of analytics we
could do and make meaningful sense out of it.

// What are the challenges you have
faced in implementing ABM?

// Have you invested in advanced
analytics?

There have been multiple challenges. One such
challenge we faced was when we started implementing
the technology platform for marketing automation. We
realized we needed a different skill set and a different
thought process to go with it, and we had to re-skill
people and hire professionals with experience in the
technology. Another challenge was in envisioning the
entire process flow based on the ABM campaign
objective and then monitoring it on a regular basis to
ensure that the results are in line with our expectations.

Not yet. But we would love to, in the next two years.

// What are the trends/technologies that

you think will drive ABM in the future? How
should businesses gear up for this?
Analytics and AI will drive ABM. Customer experience
will be the central construct which will stay for a long
period of time.

// Do you think companies are investing
enough in ABM?
Probably in bits and pieces; and with new technologies
coming in, the diversity in approach toward ABM is
getting more pronounced. ABM is important, but how
it gets implemented becomes the differentiating factor.
You create a plan which covers all angles; you create
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Digital CMO, Kesava Reddy, Vice President - Sales at
E2E Networks, spoke about this evolving strategy that
uses highly-targeted and personalized campaigns to win key
accounts and how it is helping him drive sales.
Interviewed by Moulishree Srivastava

// How has the ABM function evolved in
your company over the past few years?
We have just started implementing ABM. We pick
accounts and target them using third-party tools.
We have also brought our marketing and sales teams
together to work closely on those accounts, instead of
letting them work in silos.

// What are the technologies and trends
driving ABM today?

Making sales
and marketing
understand
the long-term
benefits of
ABM is a big
challenge

ABM is benefiting from the cloud. At the same time, the
availability of various SaaS tools at reasonable pricing
is making the adoption of ABM much easier. There
are tools that help us identify the accounts that we
should target. There are also tools which, based on the
information available on social profiles, give us insights
into customer behaviour.

// How well in your opinion are
businesses coping with the change that
AI is bringing into ABM?
Most of the time we tend to overestimate the potential
of a new technology for the first two years, but
underestimate its potential for the next five to six years.
Initially, people talked much about the cloud. Then its
significance went down, and now it has picked up again.
Similarly, the buzz around AI started a few years back.
Now we have begun seeing its adoption. The end result
will be evident only five to six years down the line.

// Have you implemented AI in ABM

When the nine-year-old E2E Networks got listed on NSE
Emerge earlier this year, it garnered a lot of attention. And
why not? Its IPO was oversubscribed 70 times, and in the
stellar debut on the listing, its shares closed 56% above the
issue price. This Delhi-based cloud computing infrastructure
and managed services provider has recently started focusing
on account-based marketing (ABM). In an interview with

We use AI for organisational mapping in our ABM
accounts. We are also working on context-based
interactions for dealing with customers.
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// What are the channels of
communication you use in ABM? How
much weightage is given to mobile and
social media?

device the customer is using to access a website, it is
possible to show him a different version of it.

// What are some of the other trends/
technologies that you think will
drive ABM in the future? How should
businesses gear up for this?

We use all channels of communication. Both mobile
and social are very important to us. Most of the social
selling currently happens on either Twitter or LinkedIn
because people are recommending you there. We also
use offline channels, webinars, emailers and WhatsApp
for communication. Sometimes we do free training
for clients to educate them about the cloud. Then the
engineers who get the training become influencers,
which makes things easier for us.

The cloud with AI and ML (machine learning) will
help drive ABM in the future. To adapt to the change,
businesses need to look at the various AI-based SaaS
solutions that are available today which can be used
for ABM. Currently, we don’t have one comprehensive
ABM solution with AI and ML integrated into it. Going
forward, that’s perhaps where the future lies.

// How has your company benefited
from ABM?
ABM has helped us target bigger and more relevant
accounts, while significantly cutting down the time it
takes to close deals with them.

// What are the challenges you have
faced in implementing ABM?

ABM has helped
us target
bigger and
more relevant
accounts, while
significantly
cutting down the
time it takes to
close deals with
them.

Making sales and marketing understand the long-term
benefits of ABM is a big challenge because ABM requires
them to work together on specific accounts over a
period of time. Convincing and getting the team to use
ABM tools is another challenge.

// Have you invested in advanced
analytics?
Right now we have not invested in advanced analytics,
but it will happen in the future.

// Do you provide account specific
website experience?
Currently, we have not implemented this. But I see this
trend coming on. Over a period of time, people have
begun changing the presentation of their website based
on the location. If you are coming from a particular IP
address or place, the website for you will look and feel
different from what it would look for those coming from
a different IP address. Then there are companies which
are working on hyper-sensitive presentation layers or
smart user interfaces. For example, depending upon the
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ABM will help
marketers drive
bigger deals and more
revenue.
Anil Mishra, AVP Strategic Alliances & Marketing at CSS
Corp, a new-age mid-sized IT Services and Tech Support
company that works with digital technologies, identifies
and develops key strategic partners to help their clients
successfully transform their digital business. He is also
leading the Account-Based Marketing (ABM) and Demand
Generation function within the company. Their core strategy,
he tells us, is to harness the power of automation, analytics
and digital technologies to help their clients address specific
customer engagement needs, which is visible from the
recognition they have received from Gartner, Forrester and
NelsonHall. He has been in the B2B Marketing, and Strategic
Alliances function for over 14 years of his career and has
worked with mid-size-to-large corporations like Wipro, IBM,
Sterlite, and Cigniti.
Interviewed by Prajwala Hegde

// How do you select your ABM
accounts?
Account selection is the most important step for the
success of an ABM program. The objective should be to
identify a list of best-fit accounts across all your service
offerings. At CSS Corp, we have four broad service
offerings, namely: Technology Support, Digital Services,
Cloud & Infrastructure Services and Telecom Services.
Factors that we consider in account selection include
industry vertical, organization size and geography.
From here, we start creating a list of best-fit accounts
across different service offerings, and segregate them
as following:
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Priority 1 – Accounts that can have a major impact
on company revenues. These accounts will receive the
maximum focus, with a high degree of personalization
and high-value campaigns. These are typically sales-led
with continuous support from the marketing team.

marketing, who work together single-mindedly to offer
value to an account. Additionally, there are two broader
goals for ABM within CSS. One is to nurture and
grow existing clients, which is led by the sales team,
and the other is to open new high potential accounts,
which is led by the marketing team. In both cases,
content strategy plays a significant role, and that team
is under marketing. The content team helps to create
highly-targeted and personalized content that offer
differentiated solutions to targeted accounts. There
are different types of content assets that we create for
our accounts including video, infographic, whitepaper,
eBook, case study and more.

Priority 2 – Accounts that are a good fit and have the
potential to move to priority 1. These accounts are led
by marketing teams with some degree of personalization
and mid-to-low value campaigns.

// How has the ABM function evolved in
your company over the past few years?
In today’s business world, buying decisions are not
taken by a single decision-maker. According to a CEB
study, there are an average of 6.8 decision-makers to
sign-off a typical B2B purchase; so it becomes of utmost
importance to engage with each of one those buyers if
you want to have the edge over other service providers.

// What are the channels of
communication you use in ABM? How
much weightage is given to mobile and
social media?
We are using a mix of channels to implement our
ABM program. These include the website, social media
(LinkedIn, Twitter), landing pages, targeted industry
events, client workshops and roadshows, webinars,
golfing events, charity events and client visits, to name a
few. The weightage of each channel will depend on the
priority of the account.

Currently, at CSS Corp, we are still in the experimental
stage of adopting an Account-Based Marketing mindset
& strategy, which will accelerate our growth going
forward through collaboration between our sales and
marketing teams. We are bringing in new practices
in close alignment with sales, and plan to take a
personalized approach to nurture and deepen our
engagement with each of our ABM accounts.

// Do you think companies are investing
enough in ABM?

// Do you map the customer journey
of all your ABM accounts? Have you
created individual personas of people
within each of your ABM accounts?

ABM is gaining mainstream prominence in today’s
business environment as it offers great value to clients.
Companies have begun to think seriously about
implementing ABM, and many are running pilot projects.
As per recent research, 75% of marketers have had
their ABM strategy in place for less than a year, and 74%
of marketers have said they are meeting or exceeding
organizational expectations with their ABM efforts.
Over the next couple of years, I believe ABM will be
implemented widely across organizations.

We have created buyer personas for each of our service
offerings, and the customer journey as well. This would
help us to create personalized content for each of the
buyer personas. For instance, we have launched a very
focused campaign with a personalized story and a direct
mailer targeting the Tech Support Buyer persona to
open new accounts. With another buyer audience, we
are sharing a leading industry research report.

// Have you implemented AI in your
ABM practice?

// Do you have a separate ABM team?
Do they operate under the sales or
marketing function?

So far, we have not implemented AI in our ABM
strategy. We are aware of the impact that AI can have
on personalized targeting and in identifying best-fit
accounts.

The ABM teams comprise people from different
functions including sales, solutions, delivery and
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// Have you invested in advanced
analytics?
This is one area where we are considering making an
investment, as advanced analytics becomes critical to
showcase ROI and the impact of the ABM program.

// What are the trends/technologies
that you think will drive ABM in the
future? How should businesses gear up
for this?
The four key trends that I see emerging are:

Insights – There are a lot of account insights sitting

inside CRM and the marketing automation system,
which, when combined with 3rd party account insights,
can give us a good picture of what the needs, challenges
and opportunities are within target accounts.

ABM is gaining
mainstream
prominence in
today’s business
environment as it
offers great value
to clients.

Personalization – When we combine our account
insights with a very targeted and personalized campaign,
it is bound to show improved results. Content plays a
very important role here.

Buyer Personas - ABM is all about buyers within

target accounts. ABM can help us focus on buyer
personas so we can engage with them in a more relevant
way.

Influence - Influence is the real aim of any ABM
Program. Successful programs will understand the
need of target accounts and help drive buyer persona
responses.
Technology will play a big role in each of these trends.
Going forward, ABM will help marketers drive bigger
deals, higher close rates and more revenue.
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Through an ethnographic study of an organization in the
process of transition to a key account-based structure,
Pressey et al. (2014) identify potential barriers to a
successful transition to a customer account-based
organization.
a) Threats to the status quo – In this transition,
employees tend to perceive threats to their existing
status and authority. There could also be apprehension
that these changes could lead to an increase in labor
and effort in existing job roles. Also, the authors point
out that employees might perceive these changes as an
attempt by the senior management to subjugate and
control other employees.

Marketing, at its core, is a process of understanding
consumer needs, to design goods and services that satisfy
these needs better than existing competition. In product
categories such as consumer goods, marketing concepts
such as market segmentation and targeting are tools
available to marketers to identify consumer segments
to whom products and services can be appropriately
positioned. This is necessary in product categories typified
by a large number of potential customers.

b) Risk of resource redistribution – Employees
could perceive transition attempts as a means of
reprioritization of organizational objectives. There
could, therefore, be apprehensions that resources will
be redistributed and consequently, diminished.

In contrast, a defining characteristic of B2B markets is
the limited number of potential customers on offer. The
focus, in B2B markets, has therefore been on developing
customer relationships. In this quest, ‘Relationship
marketing’ has evolved into ‘Key Account Management’,
and now stands at ‘Account-Based Marketing’ (ABM).
Irrespective of the terminology in use, the underlying
insight is the acknowledgement of the importance of
each customer account in B2B markets, and the need to
devise customized marketing approaches for individual
customer accounts. By focusing on these ‘market segments
of one’, ABM, when done right, could be a key source
of competitive advantage. Even though the advantages
of ABM are clear to senior management, the move to
Account-Based Marketing, in most B2B organizations, is
a gradual transition with the potential for many pitfalls.
Many firms struggle in this transition. In this article, I
delve into academic research to identify pathways to
success in this quest.

c) Employee cynicism – Pressey et al. (2014) point
out that a key barrier to successful transition to a key
account-based structure is entrenched cynicism to such
moves. This is particularly manifest in organizations
where similar behaviors in the past have resulted in
unsatisfactory results. In scenarios where the strategic
need for such changes is not visible to the bulk of the
organization, the transition to an ABM structure is
especially difficult.

Interventions for success
For organizations moving to a key account-based structure
in B2B settings, Davies and Ryals (2009) point out that
this transition is a continuing process which requires a
long-term commitment to gradual improvement. For
improving the odds of success, the authors focus on four
key requirements:
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CMO implications

a) Installing a champion – Very early in the transition
process, there is a need to have an ABM champion for the
process. The champion should provide a clear rationale
for the need to change, and should pioneer an accountbased thinking in the organization

The road to transitioning to an ABM structure is littered
with many failed implementations. The challenges to the
organization are both internal and external to it. In such
implementations, CMOs need to identify the potential
sources of resistance within the organization and have
clear plans to counteract them. It is also important that
CMOs commit themselves to a prolonged state of flux as
the organization reorients itself to a new way of working.
By following best practices discussed here, the pain of
transition could be lessened, and the fruits of Accountbased marketing could be harvested earlier.

b) Designated managers – There should be a set of
designated Account managers who have the requisite skills
for ABM. A common mistake committed is to consider
ABM as an extension of the existing sales organization,
and a reluctance to invest in developing ABM specific skills.
c) Building a business case – As the transition gets
underway, improvement in performance measurement
methods will follow, leading to a better understanding
of program effectiveness. This, in turn, should lead to
the creation of a business case for the program, which
focuses on the lifetime value of accounts.
d) Building account identification criteria – As the transition
progresses, the organization will arrive at a set of account
identification criteria. This will ensure that resources are
meted out proportionally to a reduced set of customer
accounts which offer maximum returns.
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