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HELLO
ABM is no longer just a buzzword heard in the corridors of B2B marketing.
It’s a strategy that more and more marketers are adopting to identify and
target their most valuable accounts. And it seems to be paying off. In a
recent study done by Regalix, ‘State of Account-Based Marketing 2018’,
64 percent of respondents have said that they closed more deals from
qualified opportunities in their ABM accounts as against their non-ABM
accounts; and 53 percent of respondents have said that their average deal
size was more in ABM accounts than it was in non-ABM accounts.
While ABM has been in practice for many years, its scope had remained
limited. With the emergence of digital technologies, especially AI,
businesses are now finding it possible to scale their ABM efforts to cover
a larger number of accounts without compromising on personalization and
other CX deliverables.
For this issue, we spoke with senior marketers across business verticals to
get their perspective on ABM, understand what technologies are driving
the practice and what they see as the future for the discipline.
Happy reading!

Arunh Krishnan
Editor
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ABM is more
cost-effective
than traditional
marketing
The idea of ABM has been to reach the right people, engage with extreme relevance and drive business
growth. RollWorks, AdRoll Group’s B2B division, provides Growth Platform to B2B marketers looking
for precision targeting, account-based marketing, sales-cycle acceleration, and transparent reporting.
They have been honored as the winner of the “Best Remarketing Platform” award by MarTech
Breakthrough in 2018. As the Vice President of Marketing at RollWorks, Jennifer Toton looks over
brand building, demand generation, content marketing and social media. Before joining AdRoll Group,
she handled strategy, GTM, customer positioning, messaging and buyer’s journey for Autodesk’s $500M
ARR AutoCAD product line. Jennifer has significant expertise in launching and growing cloud/SaaS and
mobile offerings, and is experienced in building brands at startups through Fortune 500 companies and
accelerating revenue in mature business lines.
Interviewed by Shubharthi Ghosh
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// How has the ABM function evolved
over the past few years?

The high intent is determined by marketplace signals
that indicate that the company is in the market looking
for a solution like yours. Obvious intent signals include
looking at a product comparison website, searching for
keywords, or visiting a competitor's site. When you
combine high fit with high intent, you are able to identify
high-value target accounts with a readiness to buy.

Not too long ago, ABM was another analyst-used
acronym that few knew what it stood for and even fewer
understood what it meant. However, over the past
few years, knowledge has grown alongside adoption.
Justifiably so, as it's allowing ambitious marketers to
reach target accounts, focus their budgets on the
few that matter most, and engage with prospective
customers from the first touch to close. Gartner
predicts that by 2019, 75% of B2B technology service
providers with more than $10 million in revenue will
adopt ABM as their primary market model, up from 25%
in 2017. That is a massive shift.

High engagement is determined by the number of
engagements a customer has with you across your
marketing, sales, customer success or support activities.
Visiting your website, attending a webinar or stopping
by your conference booth are key indicators of
engagement and interest. Certainly, a willingness to
talk with sales or a spike in interest for new offerings
while speaking with a customer success representative
are also strong engagement signals. Analyzing which
engagements convert and lead to closed deals is another
useful tool in determining your target account list.

ABM and highly-targeted B2B marketing strategies are
not new. Peppers and Rogers wrote ‘The One to One
Future’ in 1993, recommending that marketers focus
on few high-value customers and use new technologies
to build relationships. Over the last few years, these
strategies have accelerated, thanks to CRM systems
giving sales teams a tremendous insight into their
prospects and their readiness to buy. Digital is the
norm for B2B marketers now, and new channels, like
social media, and new technologies, including digital
advertising and marketing automation, have created
a robust ecosystem for reaching and engaging target
customers. However, these systems have remained
disconnected, and measurement from the first touch to
close has remained a challenge.

// What are the technologies/trends
driving ABM today?
The growing consumer need for personalized experiences
and engagement means that ABM needs to use more
customer and account data to paint an accurate picture
of the target accounts and figure out how to effectively
reach them. An abundance of data provides better and
more precise insights into target accounts.
Within the last two years, AI technology has transformed
ABM. AI connects companies to digital profiles across
the web, social and mobile channels, leveraging millions of
signals and predictions to help companies place the best
ad at the best value. The introduction of precise targeting
helps provide a level of transparency for companies to
see their marketing efforts tracked through long sale
cycles and multiple touchpoints. In the past, it was nearly
impossible for marketing teams to scale their efforts; now,
scaling is entirely manageable.

// How should companies select their
ABM accounts?
Ideal accounts are at the intersection of high fit, high
intent and high engagement.
The high fit is those valuable companies that are most
likely to see value from your product or service. It's
often called your ideal customer profile (ICP) and
is associated with such attributes as size, industry,
technology and location, that match the customers
whom you expect to buy from you. Depending on your
depth of resources, determining your ICP could be
based on a mix of qualitative input from sales, business
insights from closure rate and deal size, and possibly
predictive models that analyze many variables to
determine the attributes that matter most.

The adoption and success of ABM strategies are helping
spur the integration of sales and marketing teams and
vice versa. To convert targets to loyal customers, sales
and marketing teams must work together to reach their
goals. AI and MarTech platform integrations are advancing
at the same time, giving marketing and sales teams the
visibility they need to make well-informed decisions.
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// What are the common challenges
that companies face in implementing
ABM?

they are in the buyer’s journey, then you’re going to miss
out on the biggest strength of running account-based
marketing.

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

Like most strategies, it is important, and it’s what
success looks like for all stakeholders involved.
Companies running advanced ABM strategies have close
alignment and collaboration across the organization,
particularly with sales and operations, to ensure they
have the data necessary to run the programs.

If we get back to the premise of ABM, which is, at
its core, about highly-targeted B2B marketing, then
every step companies take to focus their marketing
is on the right path. However, as discussed earlier,
developing a target account list is tough. Coordinating
cross-functionally on your account-based strategy
and execution is also hard in practice. Adjusting
your resources and measurement systems takes an
organizational change that is often outside the direct
influence of the marketing manager.

Getting to this point is a journey. Here are five common
mistakes we see when marketers begin to implement
ABM:
Selecting target accounts: One of the more significant
challenges with ABM is getting to an agreed target
account list. Agreement on the purpose and goals for
the account list are at the start of the process. Toward
the end of the process, teams should align to ensure that
the data is of high quality; this will allow you to score a
list and act on it as planned.

Even so, businesses are realizing the benefits that an
account-based strategy can have on their marketing
efficacy. According to a Demand-Gen Report, 97% of
practice leaders, marketers and business development
executives said that ABM offered a higher ROI than
other marketing methods, with 38% calling it ‘much
higher.’ These results show that ABM is not just yielding
better results, but is also more cost-effective than
traditional marketing.

Underestimating the importance of sales and marketing
alignment: Closing deals with key accounts is difficult; it
is an initiative that should be company-wide. Everyone
needs to buy into the strategy, from sales to marketing,
finance and even upper management. From determining
the right accounts to focusing on executing coordinated
sales plays, sales and marketing alignment is central to
successful ABM execution.

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

Forgetting to revise measurement and reporting:
Success with ABM looks different from demand-gen
programs. Quality beats quantity. Engagement beats
form fills. Teams often need to rework standard reports
to provide insights into demand gen and ABM campaigns.

Machine learning and AI are powerful tools that can
help automate and continuously improve your accountbased marketing results. We are one of a few companies
worldwide that have developed a proprietary, real-time
optimization engine that can control numerous aspects
of user engagement, including user-level targeting;
act-alike modeling to grow your target account list at
scale; bidding and message personalization; optimization
of budget; and delivery across channels, inventory
sources, and devices. Our AI and machine learning can
understand how to optimize user engagements to drive
toward defined KPIs, including budget optimizations,
driving new opportunities for target accounts,
pipeline progression or growing existing customer
revenue. The data we capture is continuously scored
to understand how and when customers should be
engaged. Furthermore, it automatically controls most

Not planning for a dip in lead volume and a rise in
quality : With ABM, the quality of leads will increase,
and lead volume will decrease as the focus is on the
opportunities that matter.
The best way to avoid panic in the system is to plan for
this by keeping executive leadership, sales and marketing
informed of the strategy shift and its impact on KPIs,
especially lead volume.
Not having content that is aligned to the customer
journey: If you do not have content that speaks to the
contacts you are engaging with based on what stage
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// What are the trends/technologies
that you think will drive ABM in the
future? How should businesses gear up
for this?

aspects of user engagement, delivering highly-relevant,
personalized ads.
While this technology is robust and yields great results
for marketers, the challenge is in understanding what is
driving the success of your campaigns. Which message
performed best against which audiences? Which
target accounts are most likely to respond to your
advertisement, indicating an interest in marketing at
this time? What sequence of ads, emails, calls and web
page visits is driving closed deals? Marketers need
these insights to repeat and scale the results into other
aspects of the business. For this reason, ABM strategies
should not just focus on reporting campaign results,
but also on reporting insights that help to decode the
success they see in their AI-driven campaigns.

The future of account-based marketing is bright and
promising. Companies are learning how to successfully
and quickly implement ABM strategies as they learn
more about the benefits of targeting specific accounts
and working together with sales to affect revenue.
Artificial intelligence is the key technology to the
transition to ABM and will continue to influence ABM
in the future. AI's success hinges on quality data to
power the algorithms that drive them. Data is a complex
topic and one that often brings up privacy rules and
regulations. There are also issues around data living in
silos across marketing automation, CRM, product and
customer support systems. Working to bring that data
together, manage it, cleanse it, protect it and enrich
it is a daunting task. Marketers need to understand
how data will power the AI that will automate and
optimize the cross-channel marketing touches of the
future. Marketers will need to lead the way, raise the
importance of quality data to the organization, set a
vision for the future, and organize work streams to turn
data into the asset it can be for B2B companies. Only
then can they fully take advantage of the power of ABM
of tomorrow.

Artificial
intelligence is the
key technology
to the transition
to ABM and
will continue to
influence ABM in
the future.
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ABM will help you
deliver a realworld experience
in the digital space
In today's hyper-connected world, many companies are moving from offering standard products and services
to customized and personalized offerings. Global tour operator, Thomas Cook, is among them. Over the last
two years, the company has been adopting technology at a rapid pace. It has brought in artificial intelligence
(AI), machine learning (ML) and analytics into its Account-Based Marketing function, which now helps the
firm serve customers better, says Abraham Alapatt, President & Group Head, Marketing, Service
Quality, Value Added Services & Innovation at Thomas Cook (India).
In an interview with Digital CMO, he talks about how ABM has evolved within the company, the technologies
that are driving it and how it is changing marketing and sales.
Interviewed by Moulishree Srivastava
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// How has the ABM function evolved in
your company over the past few years?

customers, we won’t be able to create personas and
offer something that's relevant to each individual, pretty
much as a market-of-one as against a market-of-many, as
it was earlier. All this has been possible only because of
AI and ML since we are talking about data of enormous
magnitude here.

When we talk about ABM, I think it is important to step
back a bit and understand that we have actually come to
a full cycle. If you went back to marketing many years
ago, the principle was really about a high degree of
customization. You could see it in kirana stores, where
sellers had almost a sort of one-on-one relationship
with customers. Only then came the market of many,
which was led by mass production. Whatever sector
you went in, it was largely about standardization. And
to a great extent, we moved away from the market-ofone principle.

// How well, in your opinion, are
businesses coping with this change? Are
they adapting well?
Yes and no. It's not like we have got to a level of great
expertise. I don't think anyone has. It's an evolutionary
journey, and everybody is at different stages in that
journey.

In many ways, in the last two years, thanks to AI and
ML, we have come back to the market-of-one where
we can serve many customers, yet at the same time,
treat each customer individually. That's the basic
premise of ABM. Thomas Cook has followed the same
journey. We started with the principle of getting groups
to travel together, which was mostly a standardized
offering. However, now we are moving toward highlypersonalized and customized offerings.

The more data AI and ML get to compute, the better
will be their ability to help marketers make the right
decision. And my sense is that it is especially critical
for high-value service-led organizations such as ours
because the stakes are high and the category that we
are in, for example, it is not a standard product. It's a
complicated, multi-stage transaction at the purchase
level and multi-stage consumption at the experience
level when somebody is going on a vacation.

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

// What are the tools you use in ABM?
We work with consultants and companies that provide
these services, and they, in turn, employ various tools.
We have implemented CRM and AI and ML ourselves
internally as a platform, in which we have invested.
One of the ways we are putting this technology into
play is re-imagining the entire customer experience
and journey. It's a project that we have just gotten
into. We are looking into how it will impact market
creation, customer reach, acquisition, purchase
behaviour and experience and finally, consumption and
post-consumption experience as well. Your ability as
a marketer, as an organization, to completely rethink
and reimagine the qualitative experience of customers,
in terms of the ability to reach them when they are
looking for the right product and services, the ability
to personalize offerings to the degree that makes sense
to them, to provide a good experience, and thereby
maintain the relationship going forward till their next
purchase—this whole life cycle relationship piece is very
important to us.

The ability to look at data and patterns, and use AI and
machine learning to customize offerings, whether it’s
a product or service, I think are the two technologies
driving ABM.

// Have you implemented AI in your
ABM practice?
We are harnessing AI and ML in many ways in ABM.
And we are using analytics to drive deep insights. This
is helping us to spot patterns, based on which we can
customize both messaging and offering to individual
customers. We are also able to profile customers'
preferences and behaviour patterns. So in some sense,
we are able almost to predict and give them something
that is more relevant, and more likely to be purchased.

// How is AI changing the ABM
function?
It has completely changed the ABM principle because
without analytics, without the ability to understand
09

// Have you invested in advanced
analytics?

for large traditional organizations. The ability to capture
data accurately and use it to make real-time marketing
decisions are some of the challenges we have faced.

This is our second year of analytics, and we have CRM
in place for three and a half years. You could say it puts
us on the beginners' path, and there is a lot more to
travel to reach the stage where we can confidently say
we are able to understand customers and treat them
in the spirit of ABM, which is like treating each as a
market-of-one.

// What are the new opportunities that
ABM has opened up for your business?
What ABM has done is that it has married the heart
and the brain from a marketing perspective. The heart
has always been about the art of marketing. What ABM,
on the back of ML, AI and analytics, has done is bring
science to it. It has brought data to back a lot of gut
decisions.

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

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

Last year we aligned marketing and sales so that their
KPIs (key performance indicators) are the same. This
is crucial because marketing and sales have to work
together, and they have to have common goals.

As more marketing money moves into digital, and as
more and more consumption happens digitally, more
customers will become what we call digital customers.
And like the old world market, which understands a
customer and his behaviour well, the digital market
will do as well. AI, ML and analytics are the tools
that will help present marketers understand their
customers better. Like you had a physical engagement
in the real world, these are the tools that will make the
equivalent of physical engagement possible in the digital
world. ABM will help you in delivering that real-world
experience.

// Do you think companies are investing
enough in ABM?
As a concept, ABM is not widely understood or talked
about in boardrooms yet, but I think sooner than later
it’s going to start. AI, ML and analytics are the pieces
in the ecosystem in which companies are beginning to
invest big money because people see the value of it.

// Do you map the customer journey
of all your ABM accounts? Have you
created individual personas of people
within each of your ABM accounts?
We are not fully there in terms of drawing up completely
individualized personas as yet, but I think we are getting
there. We are now able to sharply define mini segments
of customers rather than just broadly categorizing
them into groups. However, I think the perfect spot
would be to recognize our customers and personalize
something for them, without, of course, spooking them
out. That will make customers feel that they have a
special relationship with Thomas Cook.

// What are the challenges you have
faced in implementing ABM?
The technology has evolved rapidly over the last couple
of years, so technology adoption by itself is a challenge
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AI has huge potential
to transform ABM
meaningfully
Apurv Bhatnagar is the Associate Vice President at
Kore.ai, which is a pioneer in conversational Artificial
Intelligence. Apurv leads the Product Marketing, Strategic
Marketing and Partner Alliances team.
Before joining Kore, he worked in multiple capacities
leading marketing streams, including Strategic, Digital
and Field Marketing, for organizations including HCL,
IBM and Cigniti. In his 15 years of experience, he has
helped organizations shape customer experiences through
marketing levers and has delivered a profitable business
value proposition for them.
Interviewed by Prajwala Hegde

// How has the ABM function evolved at
Kore.ai over the past few years?
I think over the past few years with the evolution of
digital marketing, the approach of ABM has transformed
from being a more physical field marketing effort to
being a more digital medium-focused effort with a higher
ROI. Though the field marketing efforts still constitute
an essential element to enable more personalized faceto-face interactions, the initiation in most of the cases
has been through digital channels. The advancements in
market research have made it more sophisticated and
targeted. You can more deeply analyze the personas
of key stakeholders in the focused account and clearly
define tactics with a higher probability of success.
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// How do you select your ABM
accounts? What are the technologies/
trends driving ABM today?

elements, which gives the visitor the feel of visiting some
associated site. As soon as the customer logs in to that
specific microsite, they can see assets relevant to their
organization, which further makes that connection.

ABM strategy in Kore.ai is two-pronged. Firstly, it is
deployed to identify big cross-sell and up-sell opportunities
in existing large accounts, and secondly, it is being used
to identify new accounts with future potential. Selecting
the right accounts is the key which will define the success
or failure of the entire ABM plan. Typically, what we
have seen is the information that you get from various
databases about the account potential and propensity to
buy your company’s services may not be accurate. Hence,
the sales team is heavily involved in identifying the right
account. While marketing comes up with findings based
on secondary research and information pulled from a
database, the sales team validates the information found
on primary research.

// Do you map the customer journey
of all your ABM accounts? Have you
created individual personas of people
within each of your ABM accounts?
We are using marketing automation, enabled by
Hubspot, to track and map the customer journey.
Select stakeholders from the targeted accounts are
monitored continuously on their social behavior, as well
as on their surfing history on our website. Based on
their history, various assets and collateral are shared
to enable their movement to the next stage of the
sales cycle. The personas are created on the basis of
their hierarchy levels and feedback received from the
delivery team about the challenges and motivators of
each stakeholder.

// 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?

Kore.ai is a four-year-old AI startup. ABM as an initiative
is being led by the marketing team. But to ensure
that our limited number of sales folks can adequately
leverage ABM efforts, it is imperative that both the
marketing and sales team work hand-in-glove. ABM has
been one of the important platforms where both the
teams work together and serve different roles at various
stages of the sales cycle. At every step, from identifying
the right account to identifying key stakeholders and
finally having actual deal-based discussions, the sales
team plays a key role.

ABM traditionally has been a high-touch marketing tactic,
but the evolution of digital marketing has transformed it.
The impact is further amplified by a plethora of marketing
automation tools made available today, ranging from
focused Adobe targets to HubSpot, Marketo and Eloqua.
I am also leveraging various market research databases,
ranging from Discover.org to Zoom Info. These cover a
broad spectrum of ABM activities, maybe to the tune of
70-80%. The rest of the activities, which are predominantly
field marketing activities like roadshows and roundtables,
constitute the remaining 20%.

// Do you provide account-specific
website experience?

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

We have created a separate portal for chatbots,
dedicated to specific use cases relevant to each company.
As soon as someone from a particular organization logs
into the portal, chatbots highlighting use cases relevant
to them get highlighted. We have seen a multifold
increase in customer satisfaction levels through this
approach.

ABM is a very focused effort with long sales and
marketing cycles. We target large MNC’s with multiple
stakeholders, distributed across geographies and with
a complex matrix structure. The scenario is further
complicated by multiple competitors who are also
eyeing the same opportunity. So the deals are few, and
it takes a lot of patience and perseverance, but once
you can crack an account, the sky's the limit. Just one
or two accounts can fetch almost 50% of the top-line

Even in my previous organization, we used to create
microsites dedicated to specific organizations. The
entire UX was based on organizational branding
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// Do you think companies are investing
enough in ABM?

for smaller businesses. In Kore, this has resulted in us
winning the largest telecom player in North America
and one of the largest financial services conglomerates
worldwide, which are significantly contributing to our
top- and bottom-line.

Considering the gigantic effort that is required and
the limited amount of marketing resources that are
being deployed, direct ABM investments are not at the
desired level in most of the organizations. Here, it is
important to note that this is another set of activities
which the sales team does on their own.

// How has Kore.ai benefited from
ABM?
The revenue growth which we have witnessed in the
last few years, particularly from specific accounts, is
largely the result of our account-based marketing.
Targeting a few select niche accounts has given us
the ability to deliver as per our clients’ expectations
without spreading our efforts too broadly or too thinly
across our client base. As a result, we have been able to
avoid a large number of long-tail accounts which would
have consumed a significant amount of effort without
delivering enough impact on the top-line or bottom-line
of the company.

It is about
defining the right
mix of strategy
and execution
elements. if
we directly
jump into the
account without
proper market
intelligence, then
the efforts will be
futile.

// What are the challenges you have
faced in implementing ABM?
ABM by its very nature is a long and complicated
marketing approach. First and foremost, it is about
identifying high potential accounts and targeting the
right stakeholders within those accounts. The key to
success that I have found is a combination of secondary
inputs from market research and primary inputs from
the field sales team. The combination of primary and
secondary information is a must; otherwise, there
are high chances you will end up targeting the wrong
organization or the wrong stakeholder.
The second important challenge in ABM is executive
ownership. As ABM has long sales and marketing cycles,
it is critical to find a stakeholder who will understand
its importance and have the patience to wait until we
get results.
Lastly, it is about defining the right mix of strategy and
execution elements. For instance, if we directly jump
into the account without proper market intelligence,
then the efforts will be futile.
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In ABM,
personalization is not
an afterthought – it is
part of the strategy
Marketing to B2B customers is seeing a paradigm shift. As
a B2B marketer, it is important to move away from broad,
generic marketing strategies to a more focused, targeted
approach, where all the marketing content is created to
address specific types of clients, or where relevant, a single
large client. Account-Based Marketing (ABM) allows you to do
just that. This targeted strategy-based marketing technique
is seen to be more effective than the traditional marketing
approach. Yashdeep Vaishnav, Director- Marketing
Cloud, Salesforce, spoke to Digital CMO Digest, about why
ABM is disrupting the marketing game; and how it is the best
strategy to adopt to transform a lead into revenue.
Interviewed by Priyanka Bhattacharya

// How has ABM disrupted B2B
marketing
ABM has disrupted the marketing game by raising the stakes
for both marketing and sales. Marketing can no longer stay
only at the top of the sales funnel for generating qualified
leads. To drive growth, marketing and sales need to work
together all through the buyer’s journey. At Salesforce, we
believe an ABM strategy is an effective, proven strategy
to engage with customers throughout the sales lifecycle,
and manage complex sales opportunities.
ABM takes time, but the results are substantial. Companies
who got on board early are reaping the rewards: faster
business acquisitions, successful expansion into existing
accounts, smarter marketing spends, and customers who
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feel understood. The bottom line is, if you’re in B2B doing
large, complex deals but haven’t yet invested in ABM, you
could be missing out on considerable business growth.

an afterthought – it is part of the strategy from the
beginning, and greater personalization leads to a better
experience for your customers.

// How beneficial has this approach
been since ABM is a highly personalized
marketing approach for the B2B
segment?

Secondly, I believe ABM breaks the silos and unites
the sales and marketing teams. Both teams become
responsible for metrics like Revenue and ROI, and
transferring leads becomes a cyclical process instead
of a linear one. With the help of tools like marketing
automation, your sales team can send leads back to
marketing that need to be nurtured to a more salesready state, and for ABM, that’s awesome.

One of the things that stands out for me, now that ABM
is at the forefront of B2B marketing, is the way that
marketing itself has changed in the last few years. With
more decision-makers involved at each stage of the
buying cycle, and with more channels of communication,
marketers are working harder to connect with
prospects. That’s what makes account-based marketing
something special. With the right tools and technologies
in place, it can address many of the touchstone issues
that B2B marketers face when trying to connect with
prospects – from how to personalize your sales pitch to
how to align your sales and marketing efforts.

Lastly, ABM relies heavily on data – it’s how you navigate
through the process of marketing within an entire
account, and it’s what keeps your sales and marketing
teams on the same page. It makes you a data-driven
marketer; data will help you make informed marketing
decisions and ultimately, meet and pre-empt the needs
of your clients and prospects. Engagement, brand
awareness, and lead quality make up a huge part of how
you guide your ABM strategy.

Our Einstein account-based marketing tool helps
customers identify the right accounts, improve customer
engagement, align sales and marketing and measure and
optimize campaign performance. Businesses can focus
on high-value targets by evaluating customer data,
leveraging predictive lead scoring to get intelligent
insights built on machine learning that helps you discover
which accounts are most likely to close, and mapping
leads to the right accounts. After identifying customers,
businesses can start an interaction at the correct
moment by personalizing messages to acquire new
prospects from identified accounts, and nurturing those
contacts. Personalized campaigns with relevant content
will put customers through account-based journeys
with a dynamic web experience. 84% of marketers see
higher ROI with ABM than other marketing programs.

// How do you see NLP and Machine
Learning helping organizations in their
ABM efforts?
Marketers have to understand their customers better
than ever so they can deliver personalized campaigns.
Every customer is unique. Analyzing past customer
behavior helps marketers predict future behavior,
anticipate customer needs, and guide experiences
across every touch point. Einstein Recommendations
(Predictive Content and Recommendations)
recommends the best product, content, or offer for
each individual on the web, on email, and in mobile sites
and apps.
Our engagement-scoring analytics builder uses machine
learning to score each individual’s likelihood of opening,
clicking, or unsubscribing from an email, and converting
on your website. You automatically get recommended
segments to target, like your loyalists or dormant
customers, to win back. Most importantly, you can take
immediate action based on this predictive behavior.
Einstein social insights automatically analyzes the tone
and sentiment of conversations in over ten languages and
helps you truly understand the voice of your customer.
Einstein language insights gives marketers the ability
to harness all conversations about a particular topic.

// What are the critical aspects of ABM
that B2B marketers should keep in mind
when delivering personalized solutions?
Delivering a personalized customer experience has
emerged as the central metric in the quest for better
B2B marketing. To market to a single specific company,
you've got to build in a distinct message. What that
message will be should depend on the pain-points that
your solution addresses. In ABM, personalization isn't
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It ensures that actionable social posts are routed to
the right teams and brands to increase response rates.
Einstein vision for social discovers new insights from
images on social media using trained image classifiers
that recognize food, logos, objects or even scenes that
relate to or are relevant to your brand—even when
your brand or name isn’t mentioned.

// How does AI impact account-based
marketing?
According to Salesforce’s 2017 State of Marketing
report, more than half of marketers that use AI say
it’s essential for companies to create 1-to-1 marketing
journeys across every touch point, and top teams are
more likely to use marketing analytics and predictive
intelligence extensively, among other tools.

If you’re in B2B
doing large,
complex deals
but haven’t
yet invested in
ABM, you could
be missing out
on considerable
business growth.

In the B2B space, aspects of AI impact ABM by providing
the ability to deliver smarter, more personalized and
predictive customer solutions. The power of AI helps
in content creation and commerce. We can connect
with prospects faster, understand marketing ROI, and
maximize efforts with advanced analytics.

// In your view, what is going to be the
state of ABM for B2B going forward?
As businesses focus on more meaningful digital
interactions and automated business processes, there
is a need for them to be at the hub of customer data
and automation. ABM for B2B will see growth as AI and
machine learning are fast developing processes. The
requirement for businesses to optimize experiences
will increase. That means the next five years should be
less about making existing processes work better inside
the platform, and more about re-designing the business
to serve customers better, faster, and more profitably.
ABM will see new solutions in the areas of Internet of
Things (IoT), mobility and analytics.
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I would say
ABM is a big
cultural shift for
companies, and
AI is only a small
part of that
There was a time when marketers would target as many potential clients as possible in the hope of
converting some of them. Today businesses use a strategy that helps them to focus on select potential
clients who have a higher chance of conversion. That strategy is account-based marketing or ABM.
When done right, it leads companies to land bigger and more valuable clients, in a shorter period.
Todd Berkowitz, Managing Vice President of Tech GTM Marketing, Product, and Sales group
at Gartner, Inc., one of the leading global research and advisory firms, helps businesses get their ABM
strategies right. In an interview with Digital CMO, he spoke about the evolution of ABM, the trends and
technologies that are shaping ABM strategies, and how businesses are dealing with the change.
Interviewed by Moulishree Shrivastava
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// How has the ABM function evolved
over the past few years?

what technologies are currently installed on the clients'
side and intent data which tells you which companies
are in the market for particular types of solutions. So if
you can focus your efforts on a company that is already
looking for a specific solution and has a profile similar
to your ideal customer, the chances of winning go up.
You have better raw data. Using improved AI-driven
models, you can develop more complex algorithms for
determining who has a greater propensity to buy, and
you can marry that with who is in the market and who
has also been engaging with you.

We started to see a pretty significant uptake in ABM in
2016, but it was only 2017 when it really exploded, and
it has continued that way into 2018.
It has been around in the larger companies for some
time, but it's been sales driven. They would know their
largest accounts and drive high touch programs around
it. High touch is some sort of physical event like dinner
or breakfast, supported by marketing. What's changed
over the last few years is that they have scaled it from,
say, 50 or 100 accounts, to thousands of accounts.
Moreover, there is a greater mix of low touch digital
channels. There are still some high touch events for
larger accounts, but it is a lot more marketing led now.
We have seen more formalized ABM programs being
created and expanded by large companies, as well as
ABM program offices being developed.

Many companies say data sources are helping them
to identify the right individuals and the right kind of
personas within accounts to go after. Though there has
been far less improvement in this area than anywhere
else, it still has gotten better.
On the reporting side, in the metrics, there has
been some improvement in the tools that help you
match leads to accounts or track engagement at the
account level. For example, you have companies like
Demandbase, Terminus, Engagio, and Lattice Engine
which help you do that.

As for smaller companies, it has gone from something
they think about, to something they try more on a pilot
mode, to something they fully embrace and expand.
They have been trying to figure out if it works and
learn from past mistakes to fully embrace it. Instead
of starting the way the larger companies did, they just
started with focusing on new clients.

// What are the new opportunities that
ABM offers businesses?
If you are going to measure any program that you are
running from the marketing perspective, you are going
to measure it on how it helps you win more deals,
how it helps you win bigger deals, and how it helps you
close those deals more quickly. All the other metrics
are helpful, but these are the ones that people care the
most about. When ABM programs are done right, all
those three things can happen. You start to see better
performance of any individual marketing channel; you
see more people coming to your website and a greater
reach in the number of people within the accounts who
are engaging with you. And ultimately, you start to see
higher conversion rates across marketing and sales. It
results in shorter sales cycles because you are reaching
more people and you are getting them involved earlier.
Also, often because you are targeting the right accounts,
you end up selling more products or services to them.
So your deals get bigger in the process.

// Why has it become more critical in
the current scenario?
As more complex tech purchases are happening, you see
more decision makers and influencers in a deal. Closing
a deal by targeting just one decision-maker doesn't work
very well anymore. So as deals get more complex, more
people get involved in the buying process, and the use
of ABM allows you to reach all of the relevant people.
That has not only helped in winning more deals but
also in stopping deals from getting canceled because
of priorities. It also can shorten the sales cycle. There
is this need to drive ABM because selling realities have
become more complex.

// What are the technologies/trends
driving ABM today?
Given the way the ABM program is constructed, the first
thing you have to do is select your accounts. Many of
our clients are using technographic data which tells you
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// What are the challenges that
companies face in implementing ABM?

as possible. If you call or email someone, they may
not reply. Moreover, if you just put an ad out there,
they may not click on it. However, if you do an ad and
email, phone and direct mail, LinkedIn and every other
channel that you can think of, they are more likely to
reply to one of those things. You do not care what
they do; you want them to engage. Even a small amount
of money, say, in LinkedIn advertising, will work. So
another reason that ABM fails is people do not invest
enough in it. Generally speaking, we see people willing
to put money; they are investing. But once in a while,
maybe 15-20% of the time, we see people trying to run
ABM without the proper investment. They are willing
to invest time, but they won't put enough money into
doing it.

There are a lot of them. And this is why it doesn't always
work.
In some cases, people go too big, too fast. We always
recommend people to start with a pilot, but in many
cases, people try to run a large-scale program from the
beginning without the experience and understanding
of all the pitfalls that can come up. Another big one
is not having a complete agreement from not only the
sales team but also the executive team. ABM is a very
disruptive construct and changes the way you do things.
And if you don't have agreement and salespeople don't
do what you want them to do, for example, it is not
going to work. So in a sense, it is going to get back to
pilot.

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

If you can start small, you can buy some time and go
back and improve on how the pilot works and ask for
more resources. Another challenge is in selecting the
right accounts. If you haven't set guidelines as to whom
you are going to target and who are the ones that meet
your ideal customer profile, or, for that matter, the
industry you are going after, and you just let the sales
team pick whatever accounts they want, you may not
have either the ideal customer profile or the industry.

You have to have a mix of inbound and outbound
channels. So on the sales side, it is almost always phone,
email and LinkedIn kind of outreach. Then you need
an inbound to go with it. I think LinkedIn advertising
is probably the most common channel that is used. In
some cases, depending upon the market, Facebook and
Twitter are used for advertising. So those are the bare
minimum. Many companies—particularly those which
are large enough and those who have been doing ABM
for a while—will add a display advertising platform.
That is where things like Demandbase and Terminus
come in. These platforms can be effective, but the
challenge is that you are buying a software platform, not
just spending money on media, so there is a fixed cost
associated with it, and you have to be able to justify that.

Lack of a budget can be an issue. ABM doesn't have to
cost much money in the beginning if you start small.
However, it does take up time, and so there will be an
opportunity cost involved. Unrealistic expectations of
how long it is going to take to deliver the results don’t
help either. For example, if your sales cycle is nine
months to a year and you are expecting ABM to result
in a major improvement in three months, that doesn't
make any sense. It is not a magic pill.

We usually see a terrific recurrence of using display
advertising channels. Retargeting is pretty common too,
using display advertising platforms or something like
Google remarketing. If you get someone to your site,
you want to be able to bring them back. Direct mail, in
some instances, works pretty well. You can do it in a
more targeted way. For example, you can do it only to
people who are not responding.

// Do you think companies are investing
enough in ABM?
I think they are investing enough in the beginning,
especially if they are willing to do a pilot. The bigger
issue is that they are not ready for it. They haven't got
their minds around it. Sometimes they refuse to put
money into advertising. You can't just run ABM as an
outbound program. It cannot only be phone and email,
for example. The whole premise behind ABM is that
you are hitting these companies with as many channels

Regarding social, social advertising and social engagement
from the sales perspective are important. However, you
can only go so far by having social. If you talk about free
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social like promoting things on LinkedIn, Twitter and
Facebook, that is helpful, but it is not targeted by its very
nature. You are just kind of promoting things broadly.

forced upon people, it tends to work better. I would say
ABM is a big cultural shift for companies, and AI is only
a small part of that.

Although mobile is important in some ways, it is not as
important. For example, with LinkedIn, a large portion
of their engagement happens on a mobile device, but you
have to be cognizant of what you are doing regarding your
forms. Nobody wants to fill a lot of complex forms on his
or her phones, so it requires a kind of change in how you
are dealing with form filling from a mobile perspective. I
don't think mobile as a channel is that important for B2B.

// What are the trends/technologies
that you think will drive ABM in the
future?
I think you are going to see a lot of continuation of what is
already happening today. As people get more experienced
with ABM, there will be greater use of personalization
at the account level, segment level, and persona level.
I think you will start to see more use of video, mostly
personalized video, as a call to action. I think we will see
more use of AI driving recommendations for the next
best action for salespeople and marketers. We will also
see continued consolidation of ABM platforms and ABM
technologies.

// How is AI changing the ABM
function? How well, in your opinion, are
businesses coping with this change?
AI is helping people in selecting accounts and the types
of personas they want to go after. You choose the
wrong account, and ABM wouldn’t work. AI is also
working behind the scenes in many ways. A lot of ABM
platforms are using AI to look into engagement activities
and drive the data points around who is in the market
and what technologies they are using. On the reporting
side, it can help with how you should change your
programs, and how you should potentially personalize
for a given account. A lot of recommendations are being
driven and will continue to be driven by AI in the future.

// How should businesses gear up for
this?
Businesses should continue to keep an eye on the
market and look out for new technologies. We see a lot
of investment in the space, so they should ask questions
of the vendors about their roadmaps and go through
their plan for the next year. They should not get too
comfortable with whatever they are doing now because
things will evolve fairly quickly.

Marketers have been using AI for a while now, and they are
pretty comfortable from a data perspective and in terms
of next best action. A lot of ABM programs are being run
at the front-end by sales development representatives.
These are generally kids out of university, in their first
jobs. They often are doing the marketing and a lot of
prospecting. And as AI starts to direct them as to whom
to call and what to do, they generally do what they are
told because they are young and they do not have a long
history of doing things in different ways.
If you think about the sales side, it gets a little challenging
when you ask more experienced salespeople to take
the recommendations of a machine. You do get some
pushback. Now it is certainly getting better, especially
because you have systems that are explaining why they are
making the recommendations. They are surfacing enough
data for salespersons to look at and say this makes sense.
Also, if it is just giving them recommendations and not
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The return on
investment
of ABM is far
more than
a generic
broad-based
marketing
approach
Over the last few years, Account-Based Marketing or ABM has become the central piece
of Microsoft’s marketing strategy for its enterprise services. The Redmond-based tech
giant has an entire gamut of products for digital transformation--customer relationship
management (CRM) tools, artificial intelligence (AI) and machine learning (ML) solutions,
cloud platform Azure, and LinkedIn--all of which it leverages to drive ABM. This creates
deeper engagement with select clients, boosting its revenues from them. In an interview
with Digital CMO, Samik Roy - Country Head (Dynamics) at Microsoft India, spoke
about how Microsoft uses ABM and why it has become such a critical component for
success.
Interviewed by Moulishree Shrivastava
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// How has the ABM function evolved in
your company over the past few years?

our solutions by these customers as well. It has helped
us in making people realize what digital transformation
can do for them, and how the product set and solutions
of Microsoft can help. In the process, we also learn what
the emerging trends in the industry are, and how our
customers are deploying our tools and technologies to
change the way the industry is working.

ABM has been there as a concept since the last couple of
years, but it has just evolved into reality. This is because
of multiple trends which are happening in the industry.
If I look at it from the customer side, the importance of
account-based marketing is that with ABM the person
from the customer end finds the discussion to be relevant,
well-timed and applicable. Rather than being broad-based
and trying to understand what the solution is and how
it will be applicable, ABM enables a more pinpointed,
focused discussion with the client, which is of great value
to them. Now let's come to the solution provider's side,
which is our side. Over a period of time, we have noticed
that the return on investment of ABM is far more than
a generic broad-based marketing approach. It allows us
to be more targeted and to build deeper relationships. It
allows us to get the right resources at the right time with
the right knowledge in front of the customers.

// What are the tools you use in ABM?
We have our own tools. We have CRM, LinkedIn, ML, AI
and Azure. All the algorithms, probabilistic techniques
and tools that we use are from within Microsoft itself.
We have people out there in social media looking at
our customers and following what they are trying to
do. LinkedIn, being an acquired product of Microsoft,
integrates tightly with our CRM, so we can now share
information with our account management team which
gives them a lot more insights than what used to be
previously available. All this helps us in having a guided
and meaningful conversation with our customers.

// How do you select your ABM
accounts?

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

There are aspects to it. The first is history. Let us say
we have our top 20 customers who have been giving us
a lot of business in the last five years, and the business
has consistently been growing with them. They would
obviously be in our ABM program because we need to
go deeper into each with our set of products.

Absolutely yes. We follow the entire customer journey.
Our customer success manager's job is to ensure
that whatever solutions we sell actually gets deployed
because only when people adopt our solutions will they
see benefits from them.

Then we look at industry trends. For example, we have
been following unicorns like Flipkart and Ola. We saw
a lot of potential in them as they are expanding and the
automation solutions that they need are available with
us. So we bring them into our ABM program. There
is also the intelligence of our account managers and
partners which tells us which companies to target.

We also do persona mapping. In any organisation, there
are many people involved in a decision. For example,
if it is about security, we speak to the chief security
officer, the IT person and the legal department, so we
map all of them.

// Have you invested in advanced
analytics?

Then we have our own tools. We have LinkedIn, CRM,
our own AI and ML tools. They help us identify accounts
with a propensity to buy a particular solution using
algorithms, past trends and market-backed analytics.

Surely. Analytics is a part of our offering, so we have
tools like Power BI. We also have analytical tools within
Azure.

// How has your company benefited
from ABM?
We have seen higher rates of returns, deeper
engagement with our ABM customers and more
revenue from them. We have seen increased usage of
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// Is your website experience
customized?

to collaborative tools like Kaizala to bots where the
machine can interface with many people at the same
time bringing in a lot more productivity. And these tools
and technologies will continue to evolve.

Yes. The experience is personalized not only on the
website but on the mobile too. For instance, when a
person from South India comes onto our landing page,
he or she would see a page that is different from the
one seen by a person coming from North India. We can
also customise it to the level of an operating system or
device.

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

Digital marketing
and digital
transformation
will get fuelled
by better
information
and data. And
when data from
machine learning
gets actionable,
that is when
you’ll start seeing
things getting
productive.

The primary challenge is the time that it takes to
implement ABM because it is a deep and well-thought
engagement. Only at the end of the cycle do people
see value and ROI. So it is a question of being patient.
Organisations may lose out if they are not patient, and
instead, keep switching between ABM and a broadbased marketing approach.

// How is AI changing the ABM
function?
Machine learning, AI and cognitive intelligence are all
part of our Azure stack, which is our cloud platform.
These algorithms call for a lot of data. They enable us
to quickly pull out not only industry trends but also
behavioural trends of organisations. When we combine
this with social intelligence as well as other publicly
available data, we get to know which organisation has
what requirement, how our products fit in, and who
the people are that we should be talking to within each
account. It makes life that much easier for us.

// What are the trends and
technologies that you think will drive
ABM in the future?
I think ML and AI will play a critical role. Digital
marketing and digital transformation will get fuelled
by better information and data. And when data from
machine learning gets actionable, that is when you’ll
start seeing things getting productive. The ability to
have collaborative tools between the customer and you
will be the other driver. We have Kaizala, Teams and
Yammer that help us collaborate more closely with our
customers. We have come from phone calls to emails
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ABM is akin to
fishing with a
spear instead
of casting a
wide net
ABM has evolved over the years and is currently experiencing a resurgence and gaining
momentum because of recent technology innovations in AI, Big Data and Predictive
Analytics. We spoke with Sumit Srivastava, Head of Corporate Marketing Analytics
and Operations at LexisNexis Risk Solutions, one of the largest provider of data,
analytics, and technology solutions across industries and governments to assess, predict,
and manage risk. Sumit has 17 plus years of experience in Strategy, Analytics, Operations
& Technology across B2B & B2C industries. Prior to LexisNexis, he has held senior
management roles at CNN, Luxottica Retail and FedEx in Marketing and Analytics, with
a strong focus on digital. Sumit holds a Bachelor’s degree from IIT Roorkee and Masters
from University of Texas at Austin.
Interviewed by Shubharthi Ghosh
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// How has the ABM function evolved
over the past few years?

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

ABM has been generating a lot of buzz lately in B2B
Sales and Marketing. The ABM vendor space has already
become crowded and continues to expand every
year. ABM as a concept is not really new. ITSMA had
pioneered the term back in 2004, and many companies
are already practicing some flavour of ABM. What
has changed recently, though, is the evolution of ABM
technologies and their increased sophistication using big
data, AI and Predictive Analytics.

Some of the key trends, in my opinion, include:
• Access to an unprecedented amount of data
and insights that is available on customer
accounts and their activities from third parties
such as LinkedIn, D&B, Demandbase and the
like. There are several very sophisticated data
vendors and aggregators that can integrate
seamlessly with the ABM technology stack.
• Availability of engagement platforms across a
wide range of channels, with some designed
to service digital ads and targeting specifically
for ABM.

// How should companies select their
ABM accounts?
I think there is no one-size-fits-all approach to account
selection in ABM. The accounts need to be selected
based on the shared objectives of the ABM function
in the company which is composed of stakeholders
from Sales, Marketing and Operations, but could also
include product and market planning. The goal should
be measurable and its value quantifiable to the company,
e.g., increase the average deal size from x to y, increase
sales velocity, improve close rate by x %, increase upsell
by a certain dollar amount. I think it is critical that there
is clarity and alignment between the stakeholders on
the objectives and their priority. The next step would
be to identify your best accounts and look at the traits
they share, such as company size, industry, technology
footprint, geography and other characteristics specific
to your business, and then build the total addressable
market (TAM) based on those. The ABM accounts
should be selected from TAM and should be a subset.
The actual size of the list is driven by the capacity of
sales and marketing. If the sales team is small or the
sales cycle is long with large deal sizes, the sales rep will
not have much time to work on a big list of accounts.

• Application of AI and Predictive Analytics to
support ABM.

// Do you feel it is important to map
the customer journey of all ABM
accounts? Should companies also create
individual personas of people within
each of their ABM accounts?
ABM is akin to fishing with a spear instead of casting
a wide net. Identifying the individual personas within
the account and mapping their journey allows you to
market to them and move them through the funnel
simultaneously. Marketing can develop high quality,
targeted content for a specific buyer persona and
journey stage. Mapping enables improved coordination
between sales and marketing, enhances customer
experience, and helps build a better relationship with
them.

// What is the importance of an account
specific website experience?

Similarly, marketing needs to consider its budget, and
resources available to allocate to ABM. The other
consideration is whether you are just getting started
with ABM. If yes, it might be better to start with a
smaller list as a pilot than to take a big bang approach.
It is also important to layer a segmentation strategy
on the list, which can better guide sales and marketing
efforts. Finally, once you start with a target list, it should
be reviewed and updated regularly by the ABM crossfunctional team.

It is common sense, and also backed by data, that
customers crave personalization. Both B2C and B2B
companies that are able to do it well see a significant lift
in business results. Sales personalizes their conversations
with their customers. A website experience for those
accounts should be no different. The availability of data
(first party, third party, reverse IP lookup, intent signals)
and technology is now making it possible to personalize
the website experience not just at the account level
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// What are the common challenges
that companies face in implementing
ABM?

but also by personas within each account. A website
experience which is personalized based on account,
persona and buyer journey stage will lead to a better
buyer experience and will help achieve the company’s
specific ABM goals.

In my opinion, key considerations before embarking on
the ABM journey should include:

// What are the channels of
communication that companies should
use in ABM? How much weightage
should be given to mobile & social
media?

Organizational readiness: ABM requires a buyer-centric
approach to sales and marketing. While this may sound
simple, this often means that sales and marketing will
have to unlearn the ingrained traditional way of thinking
of product-centric organizations. Implementing ABM
also requires alignment and collaboration across the
organization between sales, marketing, operations and
technology. It can be challenging for companies where
these functions are heavily siloed.

I think selecting a set of channels for all communications
made more sense in the traditional lead funnel, which
was linear. ABM starts with choosing your best-fit
customers and targeting them with relevant content
on channels they are already using. Understanding
individual buyer personas and their journey stages
are critical to building the right content strategy and
selecting appropriate channels for delivery. I will stress
the importance of tracking, measuring and evaluating the
ABM program so that you can change the marketing mix
as needed, e.g., prioritizing a channel that is generating
higher conversions and revenue over a non-performing
channel. Data collection and measurement strategy
should be part of the planning process and needs to be
in place before executing the ABM program.

Sales and Marketing Alignment: To run successful ABM
programs, marketing needs to be closely aligned with
the accounts teams. If these functions are siloed, and
marketing is not deeply involved with sales on a day to
day basis, such as participating in meetings, reviews, etc.,
executing ABM will be challenging.
Lack of good customer data: Customer data is
fundamental to identifying ABM accounts, developing
personas and building customer journey maps. Many
companies have old or outdated customer data, data
is fragmented across functions and systems, and in
general, lack proper data processes. Because ABM is
about precision marketing, lack of good data can be an
impediment to a successful ABM strategy.

In my personal experience, while the share of mobile
has been increasing gradually, it still constitutes a much
smaller percentage of content consumption and other
digital interactions, compared to desktop. Desktop
still drives the majority of content downloads, lead
form submissions and website visits. While this could
be generally true, each company and their customers
are different. Tracking and analyzing your web analytics
data can provide insights into the role of mobile and
how much weightage may be given to it. In social media,
companies such as Adobe, Salesforce and Hubspot have
done a great job of building and engaging a loyal fan base.
I think it is important to understand your customers
and which specific social media channel makes sense
for communicating with them. Social media could be a
great channel for branding strategy and building thought
leadership.

Lack of full understanding of the customer journey:
Companies that do not have a good understanding of
the end-to-end journey of their customers will struggle
with implementing ABM. Customer journey mapping
needs to be owned by marketing, but the development
of it requires collaboration between multiple functions,
such as marketing, sales, product and customer service.
Additionally, it requires interviews with customers
and buying teams for their inputs. All of this can be a
significant effort required before implementing ABM.
State of technology utilization: There are specific
ABM tools and platforms available in the market. But
companies need to assess their current utilization
of existing CRM and Marketing Automation (MA)
platforms. Companies which are using their existing
CRM and MA platforms in a very sub-optimal way will
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// What are the trends/technologies
that you think will drive ABM in the
future? How should businesses gear up
for this?

struggle to integrate and use ABM technologies.
Analytics Maturity: ABM is a revenue-oriented strategy.
Companies that are low on analytics maturity do not
have the data and process foundation to measure,
report and optimize revenue. They are most likely
reporting activity metrics instead of revenue metrics.
Such companies will struggle with implementing a
successful ABM program.

I think, AI, coupled with access to an unprecedented
amount of customer data, will continue to fuel the
current evolution of ABM in the foreseeable future.
While vendors vouch for their ABM solutions, companies
would need an ecosystem of marketing technologies
working together to enable a full-blown ABM function.
This can seem daunting and act as a barrier to adoption.
However, companies should consider that ABM is not
for everyone and most may not need to go all-out on
ABM. ABM is a good fit for companies that sell to largeand mid-sized enterprises, have a long and complicated
sales cycle, are selling to buying centers instead of
individuals and have a good customer data foundation.
Many companies will benefit from a hybrid approach of
using both the traditional inbound demand funnel as well
as an ABM funnel for target accounts. Partnering with a
B2B advisory firm such as Sirius Decisions can be a good
approach for companies considering implementing ABM
but are without the internal expertise to do so.

// Do you think companies are investing
enough in ABM?
Based on my experience at conferences, vendor
events and one-on-one interactions with my peers, I
think investment levels vary by company size. Here I
am including investments in external ABM tools and
technologies as well as in internal teams and processes.
Companies that have been investing in ABM are larger
companies (Revenue of $500 million +). Mid-size and
smaller companies are still in the initial phases (planning
or piloting) of the ABM journey. However, most plan to
implement ABM in the next 12-24 months, which is a
good thing.

// How is AI changing the ABM
function? How well, in your opinion, are
businesses coping with this change?
AI, in combination with other technologies, is making it
possible for companies to make sense of large amounts
of internal and external data and create a profile of their
ideal customers, using the customer’s digital footprints
and understanding their journey in intimate detail. This,
in turn, powers one-to-one marketing at scale using
automated messaging and dynamic content. Not only
can businesses market to named and strategic accounts
-- not to mention the long tail of target accounts -- they
can also drive engagement with highly-personalized
communication across channels and beyond-the-rulesbased approaches. Companies can also use AI-driven
tools to measure, learn and predict which programs and
content drive the most engagement and conversion, and
for this, they no longer have to rely on manual analysis.
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ABM can
seem thankless
before it turns
to gold
VC John believes B2B firms underestimate the investment and commitment required to
run a successful ABM program. “It has the potential to be gold when done right”, he says,
“but companies have to be willing to jump into the deep end and not just wet their feet.”
John would know. In his role as Regional VP, Marketing & Communications (BFSI) at
Accenture, he drives mid- and long-term marketing strategies for the vertical. He also
draws on over 18 years of experience deploying growth strategies for IBM, O&M, startups
and others.
At Accenture, Account Based Marketing (ABM) has evolved over the years, taking its cue
from a strategic business decision to target fewer customers while developing deeper
relationships within customer organizations. John spoke with Digital CMO and shared
what drives ABM success at Accenture.
Interviewed by Susan Joseph
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// How has ABM evolved over the years
at Accenture?

// What role does technology play in
strengthening the ABM function?

The notion of ABM as a strategic direction—as opposed
to corporate marketing—was the natural consequence
of a business-led strategy to target fewer customers
while developing greater engagement. Customers are
classified as Diamond, Opportunistic, and Foundational.
When you have customers who invest that much,
marketing to them has to be highly customized and
oriented to their needs. So we go beyond being a
“technology vendor”. We do everything from
customized research to building enablement channels
to help them make the best use of our solution offering.
ABM fitted perfectly with this philosophy. As a result of
what the business was doing, the Accenture marketing
organization decided to rally around these key accounts
and build an area of expertise, that was different
from corporate marketing which was ‘everything for
everyone’.

Technology is the bedrock of our ABM practice. Let’s
take a step back. The role of marketing is two-fold –
corporate marketing and what I call ‘business’ marketing
under which ABM falls. Business marketing cannot
function without being SMART, i.e., informed, agile
and adaptive. To be trusted advisors to a client, the
marketing organization needs to analyze real-time data
actively, convert that into insights, and then act on
those insights in a measurable way through marketing
automation. So on one end, we have ‘research-led
insights’ and on the other end, ‘marketing automationled insights’. This is a continual process with refinements
made during each cycle. This allows us to track, improve
and deliver quality engagements with our clients.
Technology is at the center of it all.

// What does the online and offline
marketing mix look like for an ABM
account?

// Who owns ABM at Accenture?
ABM is an integral part of marketing. It is a drill down of
the broader corporate marketing strategy and how that
vision translates in terms of a particular account. Then
there's the sales team. ABM starts with sales. The sales
team identifies Diamond accounts. Once identified,
the marketing team addresses specific needs of the
customer and provides customized marketing campaigns
which are aimed at (1) strengthening client relationships,
(2) influencing cross-sell and up-sell and (3) enabling
customer teams. It covers an element of support which
traditionally doesn’t fall under marketing. But marketing
takes it on because it requires a high level of effective
communication to ensure the customer gets maximum
value from the assets the customer has bought from us.

Most of our engagement is offline as we want to be
available to the client. For diamond clients, the typical
mix would be around 70/30 with 30% being online. The
online component can include dedicated portals, usage
of social media to “bang the drum” for something said
or done by their executive leadership. We also do online
surveys, research and develop co-branded thought
leadership material. Offline, we do a lot, in terms of
conducting monthly insight workshops for client teams
to bring them up to speed with the latest and the best,
and hosting them at prestigious international sporting
events, such as the US Open or the IPL.

// Do you see online increasing in the
future?

// Tell us something about the teams
that are assigned to specific ABM
accounts?

Social media’s ability to bring about personal and
meaningfully engaging opportunity is, in my opinion,
limited as of now. However, advances in video
technology, seamless access to people via handhelds
or other futuristic technology like holograms, may be
able overcome that barrier, but otherwise, even in our
personal experiences, there are limitations to building
relationships online. I differentiate between building
relationships and making contact, which is easy using
social and digital media. You can stay on people's radar

The dedicated core team varies between three and
seven persons. In addition, this team has access to
specialized shared resources like digital marketing,
analytics, marketing automation, Marketo and Salesforce
experts. The core team comprise experts in the client’s
business space, plus digital, analytics as well as research
and content specialists.
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// What are the metrics that you use in
ABM?

and have a high recall, but these don't add up to building
a relationship, which is a whole lot more personal. Social
and digital have a way to go before we transcend that
barrier.

We use mainly two metrics. (1) Campaign performance
and quality of engagement; it’s not just about
clickthroughs anymore. We want to see deeper
engagement in the form of downloads, comments,
feedback and more. (2) Contribution to business
action; did it trigger a business enquiry or a business
conversation? Did it lead to a cross-sell/up-sell
opportunity? You have to remember that these clients
are already in multi-year, billion dollar contracts with
us. Finding cross-sell, and up-sell opportunities are
not easy. We have to use every tool in our arsenal
intelligently to create and demonstrate impact.

// What role does AI play in the ABM
practice?
AI plays a very significant role, as everything we do for
an account is driven by analytics, ranging from identifying
key personas, favorite topics, the frequency of access,
time spent and more. We are able to track which kind
of tactic works with each client, and tailor campaigns
accordingly. This maximizes return on investment and
effort.

// What business benefits have ABM
afforded Accenture – has it been a
case of deeper engagement and more
business?

// Do you think companies are investing
enough in ABM?
A full-fledged ABM is something that only really serious
industry marketing organizations do; all the big players
do fantastic jobs. Considering the amount of investment
that a real ABM program demands, it's clearly a strategic
decision that the company has to make. A lot of people
go half-way, i.e., do regular industry marketing plus
something special from time to time, just to influence
clients to make a new buy or renew a contract.

The answer is a definite YES. We see superior client
engagement when ABM is at play, which in course of
time, converts to meaningful business transactions as
well. The fact that we are getting stronger with our
ABM discipline, only means that it is working in spades.

// What kind of challenges have you
faced when implementing an ABM
program?

// 3 suggestions to companies thinking
of starting their ABM efforts today?
• Ensure that the account is worth the effort in
terms of the investment that will need to be
made.

The most common challenge we face with ABM is having
the necessary breadth and depth of knowledge on the
marketing side. It is twofold: (1) breadth and depth of
understanding of that industry and the nuances of the
client’s subsector, and (2) understanding the client’s own
internal dynamics. One client would love a microsite with
daily updates, discussion boards, engagement around
people asking Q’s or raising complaints, scheduling for
the next workshop, feedback on a workshop, building
content, etc. Another client may not be open to such a
solution, and this becomes a challenge for continuous,
consistent communication. This can result in disparate,
ad hoc tactics that reduce the overall impact, which we
have to work around.

• Be in it for the long haul.
• Go from being a mere vendor to a trusted
partner.
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ABM has
become a
force primarily
because there
is way too
much clutter
and irrelevance
in the
marketplace.
Fractal Analytics, a leading advanced analytics solution provider in India, has been using
an elaborate account-based marketing (ABM) practice to go after select large companies
including many of Fortune 500. And it enables its customers to do the same. Driven by
artificial intelligence, machine learning and analytics, Fractal helps its clients strategize
and implement ABM to drive growth. Arpan Dasgupta, Fractal Analytics’ PartnerFinancial Services and Vice President, Global Consulting, spoke to Digital CMO about
the trends and technologies that are driving ABM today, how ABM has changed the way
companies work, and how businesses are embracing this emerging marketing practice.
Interviewed by Moulishree Srivastava
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// How has the ABM function evolved
over the past few years?

your prospective target to open your email. ABM helps
you in hyper-personalizing your message, so your target
is more likely to open it.

ABM itself is not a new concept. It has been practised
in various shapes and forms over the years as a part of
B2B selling. But what has really changed is the coming
of digital that has enabled ABM to operate at a whole
new level.

// How well, in your opinion, are
businesses coping with the change that
AI is bringing into ABM?
Very few companies are coping with it well. Building
capabilities into this whole AI function is still in a flux.
The reason for this is two-fold. One is the data. Data
is a big constraining factor for anybody trying to get
into AI. Data tends to rest in multiple sources within
an organization. The CRM system doesn't talk to the
transaction system, and the digital system does not
talk to either of these. So bringing all of them together
requires an initial investment that very few companies
are willing to make. But we certainly see a lot of
companies starting to invest in it.

ABM is evolving in three different dimensions. The first
is the number of channels on which you can engage.
Earlier it used to be email, but today it has expanded
to the company's website, search engine optimization,
social media, and to a lesser extent, mobile.
The second dimension is the nature of the engagement.
The degree of personalization at scale, which was not
possible earlier, has become possible today because of
AI.
The third dimension is automation. There are many
marketing automation platforms, like Salesforce, that
enable algorithmic targeting, where you send the first
message, and then have the algorithm decide on what
the second message should be.

The second constraint is on the tech side. Technology
needs to be adapted to drive real-time decision-making,
and real-time technology has not yet fully evolved.
There is a third element to this, but it is not consistent
across companies. Companies need to have a very solid
measuring system and KPIs if they are doing algorithmic,
account-based marketing at scale. For example, how
do you do attribution, and allow for ownership of
outcomes? The process and governance around this are
not yet fully developed.

// What are the technologies and
trends driving ABM today?
If I were to rank them depending on what we are
seeing in the market, I would say marketing automation
platforms, which is a fairly recent phenomenon, has
really gone up the ranks rather quickly. From the AI
perspective, which is driving personalization, platforms
such as Fractal’s Customer Genomics that do digital
personalization, are also helping drive ABM.

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

// Why has ABM become more critical
in the current scenario?

When you use ABM, you are targeting your customers
on multiple channels. This could include email, web,
mobile, and social media. Attribution—to see which
channels are really working—is not something that too
many companies are doing.

ABM has become a force in B2B sales and marketing
today primarily because there is way too much clutter
and irrelevance in the marketplace. In the good old
days, you could send an email to multiple companies and
expect a fairly decent click-through rate. But now some
of the large organizations, who are our clients, have
told us that they get as much as 50 vendor emails a day.
There is no way that they can open all of them, and in
most cases, they just ignore them. Therefore relevance
and personalization are absolutely critical if you want

In the few companies that are doing it, and of which we
have been part of, mobile has played a very small part.
It is an emerging channel that people have not yet fully
tapped into. But social media is working well with a
contribution that could be in the range of 10-15%.
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// What are the trends and
technologies that you think will
drive ABM in the future? How should
businesses gear up for this?
I think three to five years down the road, many of the
challenges that are currently being faced would have
been addressed.
For large vendors like Oracle, Salesforce and IBM, who
have significant market shares, the challenge would be
to sell more within their own accounts, thus expanding
their revenue per customer. I expect the big push to
come in mobile apps, which is going to be a major
channel for one-on-one marketing. It will help break
the clutter on email today. It’s a growth that is likely to
happen in the coming three to five years.

Companies need
to have a very
solid measuring
system and KPIs
if they are doing
algorithmic,
account-based
marketing at
scale.

For smaller vendors—startups and small businesses that
have one or few products—I think it is going to be a lot
more challenging to break the clutter. You might see a
complete change here; since emails and social media
are not working that well, these companies might end
up going back to traditional ways of marketing which is
face-to-face marketing and phone calls. To make this
possible, AI will play a significant role but in a different
way altogether.
Priority, intent, content and treatment—these are
the four key decisions factors that every vendor will
have to consider. Let’s look at them one at a time.
Priority, or who should I call right now; who is in the
market to really buy my product and services? Who
is that one person that I should talk to right now? The
intent, so if you were to call, what should be the intent
of your conversation. Is it purely to sell? Or is it to
invite them to an educational event? What is it that
you want to accomplish? That has to be clear. Next is
content; so if you were to sell, what would be the one
product that you should talk about? And the fourth
factor is treatment. Treatment is the way you tailor
your message according to your understanding of the
customer.
These four factors are the four building blocks of every
conversation that a salesperson or a call centre agent
will have. And since they have only about a minute to
capture the prospective client's attention, they have to
get all of this completely right and that is where I see AI
playing a key role.
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About Regalix
Regalix is a Customer Acquisition and Customer Success company that re-imagines
digital experiences across hi-tech, ad-tech, and retail domains. The company has
partnered with some of the largest global B2B organizations in their efforts
at customer acquisition, growth and retention. Regalix works with businesses,
supporting their customers' through the entire journey, to deliver reliable products
and services in today's subscription-based economy.
Regalix has a long history of creating award-winning ventures with enterprises
through co-innovation and idea-driven frameworks that inspire companies to think
different. Headquartered in the Silicon Valley—Mountain View, California—Regalix has
offices in Europe and Asia.
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