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Introduction

What happens when recessionary
pressures meet the ‘new normal’ of
the Coronavirus era? We’ve combined
lessons from last decade’s global
financial crash with fresh techniques
that are working well today...

01 Become a ‘first responder’
to changing buyer behaviors

2 ‘Recycle’ successful previous deals
for an accelerated pipeline

03 More agile, analytics-driven
account selection

O 4 ABM as a ‘profit center’ integrated
with other business functions
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Focus on retention and
cementing key relationships

Test and learn with new formats,
channels and technologies

Focus on proving the value of
your ABM investments

What changes are
ABM practitioners
responding to?

Watch the webinar with Sales & Marketing leaders from
Capita and 02:

ABM in the new normal:

a practitioner’s guide




Section 01

Concept 1

Become a ‘first responder’ to changing buyer behaviors
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Concept 1

Become a ‘first responder’
to changing buyer behaviors T —
customers in this environment,
where ‘inaction’ is likely to be
your top competitor?

Bob Apollo discusses a potential solution: finding the

What are our peers doing ‘minimum viable problem’ for your customer or prospect.
o that we’re not? How are Where they have an important issue to solve, but it isn’t
Decisions are they building the case for such a complex first project that they won’t be able to get
under more solving this problem? consensus/approval.
scrutiny :
B:él/e:snar\‘/\el S Ltehadlnlc_j o . N Is this going to work? How
- . = (: But... eseti iy quickly will we see benefits? :
pressure questions Will | be able to get "'El
Expectations approval for it?
of pace are : :
increasing - Does this match a high- Keeping the sales e
: . . . . : . » ) ’ ) ’/‘_~
pr(?flle business objective? plpcllnc moving f:\_) S\
Is it related to COVID-19 ! =5
or the recession? bt sibantoliiont by fl o /)
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Section 02

Concept 2

‘Recycle’ successful previous deals for an accelerated pipeline
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Concept 2 i‘

‘Recycle’ successful previous deals
for an accelerated pipeline

Then anonymize and take that content out to
accounts/contacts in a similar situation: it will be
a great door-opener.

It’s a simple idea. Look at what sales/pre-
sales/consulting teams have produced for a recent
bid. There’s probably some great business case
content, and assets that your contact used to build

This one really is a ‘win-win’. More
efficient for marketers to deliver,
and more impactful for the

audience right now.

internal consensus about the project.

Take a specific example
from a successful sale
where you have already
done the work to help

a customer:

Check enough

lookalike
accounts
exist

* Build a business case

* Plan payback timeframes

* Develop an implementation plan

* Support internal consensus-
building
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Anonymize the
key assets

Creating documentation that
can be used to propose prospect
meetings or support next-phase
customer growth. Identifying a
‘provocative’ way to put the
proposition to the lookalike
audience.

pemnanan

>

Simple
go-to-market

Targeting lookalike accounts
and contacts in similar
situations... ‘We’ve recently built
a business case for X, here are
some headlines, would you like
to see more behind-the-scenes
details?’.

If you have a large
enough pool of
data, this is where
analytics will help
model the best
segments to pick.

Which leads us to
concept 3 >



Section 03

Concept 3

More agile, analytics-driven selection of ‘1 to few’
or ‘1 to many’ account clusters
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Concept 3

More agile, analytics-driven
selection of ‘1 to few’ or
‘1l to many’ account clusters

Agile propensity models can spot opportunities to
apply the ‘proposition recycling’ concept.

Here’s an example of an ABM program focused on customer upsell. Intent
data, customer analytics, and technographic insight all came together to

identify a new segment.

Compared to a control group, after three months the analytics-driven

approach saw:

100%

sales acceptance
vs 80%

© The Marketing Practice 2022

2X as many

opportunities past
‘qualification’ stage

13/10/2023

27%

of leads turned into
closed-won deals

(vs six-month average
sales cycle)

Accelerated pipeline pilot

Conversion from Marketing Qualified to Sales Accepted Leads, and status
of those leads after three months

18 Marketing Qualified Leads

18 sales Accepted Leads

4 Opportunity Qualification 3 Opportunity Strategy

1 solution confirmation 1 solution development

View the comparison with a control group on the next page



Concept 3 i‘

More agile, analytics-driven
selection of ‘1 to few’ or
‘1l to many’ account clusters

Accelerated pipeline pilot Control group

Conversion from Marketing
Qualified to Sales Accepted 18 Marketing Qualified Leads 10 Marketing Qualified Leads

Leads, and status of those
leads after three months

18 sales Accepted Leads 8 sales Accepted Leads

4 Opportunity Qualification 3 Opportunity Strategy 5 Opportunity Qualification 2 Opportunity Strategy

1 solution confirmation 1 solution development O solution confirmation O solution development

5 closed-won 4 Inactive/Closed-lost O closed-won 1 Inactive/Closed-lost
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Section 04

Concept 4

ABM as a ‘profit center’ integrated with other business functions
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Concept 4

ABM as a ‘profit center’ integrated
with other business functions

Successful ABM has always been a team sport.
Marketing and sales work with other business
functions to bring value to the customer.

But we can go further. There’s an opportunity for ABM to establish
itself as a route to market for other teams in the business. People in
product, industry, innovation, customer success and channel roles can
bring content, bright ideas and funding to the ABM team.

It’s efficient for ABM - less time spent on creating new content. It’s
effective for the other teams — ABM is a great route to rapidly deploy
new propositions to the customers with the highest potential. And, of

course, it also adds more value to the customers to have coordinated
access to the best your business can offer.
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Pre-sales

Provides ‘Prestige’
interactions and ‘big
picture’ vision.

Understanding
business value.

Deep solutions
expertise.

Technical platform
guidance.

Educating and upskilling
existing & future users.

Getting maximum value
from adoption and best
practice use.

Working to/with/through
partners that are involved in
the account.

Strategic vision and counsel.

Foster customer
advocacy and increase
engagement across
existing user base.
Facilitate sharing of
best practice by
audience peers.

Successful deployment
of purchased solutions.

AIbko| 10w
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Concept 4

ABM as a ‘profit center’
integrated with other

business functions (cont.)

ABM and PR - a match made in heaven? The final B2B frontier:

In these fast-moving times, we can make much PR and mqueting integrqtion
more of integrating with PR teams. They’re the
masters of rapid response to
market/business/customer trends.

by Anna Hutton

While most customer-facing functions have

. . made strides in joining up plans and teams with

A couple of opportunities stand out: the marketing department, how PR forms part of

* Connecting key customers to PR for media the picture is often less clear. However, just as
interviews on hot topics (often a win for your COVID is driving digital transformation and other
relationship with the customer) business process changes, in some B2B firms it's

also accelerating an alignment between PR and

marketing.
* Taking coverage while it’s hot off the press and g

sharing it direct with relevant accounts

The need to generate compelling, authentic
content, quickly, is breaking down silos and
leading to collateral being repurposed and
insight being shared between teams. Pooling
ideas and resources leads to a more
single-minded message, greater efficiency and

Take a look at this article in The Drum for more ideqas: »

Click here to read the article

Debriefing Document 13/10/2023



https://www.thedrum.com/profile/marketing-practice/news/the-final-b2b-frontier-pr-and-marketing-integration
https://www.thedrum.com/profile/marketing-practice/news/the-final-b2b-frontier-pr-and-marketing-integration
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Section 05

Concept 5

Focus on retention and cementing key relationships
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Concept 5

Focus on retention and
cementing key relationships

s to customes streams 2

Recessionary times will likely see a couple Focusing on retention
of connected effects:
* Many IT businesses will increase a focus ABM teams will find that sales are increasingly For more on this topic,
on retention and growth of existing looking for support with driving adoption and take a look at our guide
contract areas usage within key accounts. Particularly in the to ma rketing through the
world of Saa$S (but also with other IT services), 2
* Key executives of your customers will it’s one thing for the customer to have signed a customer Ilfecyde
remember how you supported them deal — but quite another to make sure they are
through this time getting full value from it.
Increasing renewals, expanding existing scopes, / \
and supporting adoption can all have just as YO
great an impact as winning new business. o 5/
JOC) stepscfeate‘f“"c"mmzi?:ﬁww’“ \_:%
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Concept 5

Focus on retention and

cementing key relationships (cont.)

Creating and securing relationships
with senior executives

There’s a useful lesson from the global financial
crash. In the 18 months or so that followed, we
found senior executives were more open to
support than ever. Supplier relationships forged
then have lasted the test of time.

So now, when other suppliers may be cutting

back, is an ideal time to step forward and build
those relationships.
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BEV BURGESS

EXEGUTIVE
| ENGAGEMENT
STRATEGIES

Unique activities to
including e‘

HOW TO HAVE CONVERSATIONS AND DEVELOP
RELATIONSHIPS THAT BUILD B2B BUSINESS

F,

St rq teg y Dates Time of day Price

For a strategic framework and
great case studies, | recommend
taking a look at Bev Burgess’
latest book, ‘Executive
Engagement Strategies’.

Language offerd

Tactics

If you’re looking for tactical
ideas to replace in-person
exec events, here’s an
unusual source of food for
thought: Airbnb’s online
experiences. Many of these
could be replicated with
higher production values.

15


https://www.amazon.co.uk/Executive-Engagement-Strategies-Conversations-Relationships/dp/1789661943
https://www.amazon.co.uk/Executive-Engagement-Strategies-Conversations-Relationships/dp/1789661943
https://www.airbnb.co.uk/s/experiences/online
https://www.airbnb.co.uk/s/experiences/online
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Section 06

Concept 6

Test and learn with new formats, channels and technologies
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Concept 6

Test and learn with new formats, channels
and technologies

It’s been a time of great experimentation and adoption of new
digital approaches. Before sharing some examples of tactics to
consider, I’ll start with a recommendation: set up a framework
to plan and manage your new experiments.

We can learn here from Conversion Rate Optimization programs — where every new test is
structured with:

A hypothesis: Success criteria:
What difference do we think this What result does it need to achieve before
change will make, and why? we roll it out more widely?

© The Marketing Practice 2022 13/10/2023

Social selling and
digital sales enablement

As marketers, we can support sales with approaches to
selling in the ‘new normal’.

There’s a free 30-minute best practice session for sales
available here:

It’s all about making your social media activity a
part of your normal working day

= r LA’y 3
Q@ = B Y
¥ i Cvery day: Once a week: Once a month:
Spend 15-20 i Stay up to date and Schedule all your Algn your diary %o your
in the morning use daily shares, likes, social posts in SOCE! media habis -
browsing your and comments 1o taik. From tools "“:; ":’,‘"‘" g';“;:" :{‘;"9'
. N - & ¥
social networks, ongage frher with WNE HOCMURS a0 Dhotos and viseos

prospects and help with this.
commechons
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Concept 6 i‘

Test and learn with new
formats,channels and
technologies (cont.)

3, Claire Robinson - 3rd+ + Follow «-*
[ Senior Sales Manager | Large Enterprise Acquisition Sal...

2yr - @
Some companies may soon be reopening, but not everyone's going back to
the office. In my latest home video, | explore Savanta's research into how the

Claire Robinson business world has taken to new, agile ways of operating. Take a look and let
Senior Sales Manager | Large me know whether your organisation has the culture and the digital dexterity to
Enterprise Acquisition Sales | support long-term remote working.

Innovating to Lead in the PC+ Era |

+ Follow

View full profile

Democratization of video

#lenovo #digitaldexterity #technology #remoteworking #enterprise

One of the effects of the Coronavirus
era has been the rise of video
content with a more ‘human’ feel.

Here is a great example of a sales leader at Lenovo
using Soapbox to create a video post.

Cas 4 comments
Here at TMP, we’ve created a useful guide on how to
shoot video at home. Click play to view the video.

Reactions

Qc& 1%0&@0@6@@ a0

) Like <« send

& Comment (— Share
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Concept 6

Test and learn with new
formats,channels and
technologies (cont.)

Interactive content s

THEJOURNEY
BEGINS

In handshake-free times, how do
we create engaging experiences?

Here’s an example at the other end of the scale from
video at home (created by Snorkel and Rapt Media).
High production values meet ‘choose your own
adventure’ technology to open up compelling
possibilities to communicate a proposition or story.

Adobe’s ‘Publish Online’ platform allows for
new possibilities when creating interactive

content (like this document!). Their demo
shows some of the features in more detail.

Click here to open the demo.

© The Marketing Practice 2022 13/10/2023

.

PREPARING FOR
THECLIMB

.

ASCENDING INTO
THE CLOUDS

.

STILL SEARCHING

.

REFLECTIONS

.

ABOUT THE
PHOTOGRAPHER
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https://indd.adobe.com/view/e7718b9a-4518-4bda-9efe-9df4d60cb3b3
https://indd.adobe.com/view/e7718b9a-4518-4bda-9efe-9df4d60cb3b3

Concept 6 i‘

Test and learn with new formats,
channels and technologies (cont.)

Developing technology partnerships

I’ve selected some exqmp|e5 But first, a cautionary note from Bill Gates:

below of teChnOIOgieS that we €€ The first rule of any technology used in a business is that

either pa rtner with or see as automation applied to an efficient operation will magnify
L. . the efficiency. The second is that automation applied to

exciting in the market. an inefficient operation will magnify the inefficiency. 99

Find the right people, Give them engaging Convert their interest
at the right time experiences into action

Sendoso £ folloze DRFT

We have designed Nucleus as Sendoso (and peers like Alyce Folloze is a great example Connecting prospects at key accounts

the most practical route to and Reachdesk) are fighting of a platform for engaging, to the right people, or taking them on a

great account insight and valiantly to keep direct mail personalized landing pages simple journey to action, are great use

segmentation. engagement alive at a time of and content journey cases for chat bots and conversational
: increased working from home. experiences. marketing tools like Drift.

© The Marketing Practice 2022 13/10/2023 20



© The Marketing Practice 2022

13/10/2023

Section 07

Concept 7

Proving the value of your ABM investments
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Concept 7

Proving the value of
your ABM investments

It won’t be a surprise that ABM
teams are under more pressure
than ever to demonstrate the
value they are delivering.

The reality is that for all the reporting
‘frameworks’ that exist, every business
is unique in how it measures value and
the systems setup that can be used to
track performance. But here are two
concepts that can help:

© The Marketing Practice 2022 13/10/2023

Establish and stay close to
‘account-based inside sales’

Whether they are described as business
development, account development, lead
development or inside sales, they play an
essential role that must be tightly
integrated with ABM.

If there isn’t an ‘account-based inside sales’
model in place, ABM teams will be too
reliant on either the sales leadership or
digital promotion to get their message to
the audience. Which means that
demonstrating real accountability for
opening new doors and creating new
opportunities becomes very difficult indeed.

Consider
new metrics

Two examples of new measurements
that we are starting to put in place:

1. Tracking the rolling 12-month average of pipeline
and revenue per account is a new approach to
demonstrating the impact of ABM. The rolling
average approach is more useful to illustrate
trends than looking simply at annual totals, and
can demonstrate results earlier in the program
(particularly if ABM accounts are compared against
a control group that don’t receive ABM treatment).

2. For some businesses, there is definitely a case for
adding Retention as a fourth ‘R’ to measure alongside
Reputation, Relationships, and Revenue (where
Revenue is more focused on measuring new growth
or overall account growth, and Retention looks at key
contract areas and adoption of what has already
been sold).
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| would love to hear if you are
seeing other emerging trends -
or disagree with any of these
seven that I've noted here.

If you want to discuss anything here in more detail,
send me an email: peverett@themarketingpractice.com

Paul Everett

Chief Innovation Officer
The Marketing Practice
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All content in this presentation is the intellectual property of The
Marketing Practice and cannot be reproduced without written
permission.
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