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Introduction

In 2024, twenty years after Momentum ITSMA first explored the Account-Based Marketing approach, it has become the
leading BZ2B marketing program for a majority of B2B marketing teams. And rightly so. With its ability to focus on specific
accounts through a hyper-personalized approach, ABMis incredibly effective in engaging and converting high-value
accounts.

Engaged Target New Deals Customer
Accounts Won Retention

Triggers/ Challenges/ Category Contract New Use
Opportunities Consideration Sign off Cases
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This effectiveness is what has made ABM the #1 priority in B2B
marketing for the third yearinarow. 81% of B2B marketers withess an
increase in ROl with ABM as compared to other traditional methods.

While ABM promises significant growth in terms of ROl and revenue
generation efforts, the advent of Gen Al and evolving buyer behavior are
changing the way marketers approach ABM.

Today, B2C trends like digital buying experiences and quick access to
information have made B2B buyers self-reliant in their buying journeys.
Today's digital-first B2B buyers constitute buying groups with more
stakeholders than ever before. As aresult, they guide their purchase

journey and are reluctant to contact sales from the get-go. 8 /I ()/

This means businesses need to fuel their ABM efforts with

L | o - | of B2B marketers see ROI
personalization and better Al-driven buyerinsights to thrive in this new increase with ABM

reality of 2024. The focus of marketers needs to shift from accounts and
contacts to driving buyer-centric journeys. This will enable you to strike a
balance between the targeted efforts of ABM and the larger demand
generation programs.

According to the itsma survey

Whetheryou're embarking on your ABM journey or running a pilot, we
believe thisreport will provide valuable insights into best practices and
current trends to support your efforts.
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ABM: marketing's sure-shot stairway

torevenue

O BambooBox

According to Gartner, ABMis a strategy in which a B2B supplier targets a select group of accounts that represent

signhificantly higher expansion or growth opportunities with tailored marketing and sales support.

The aim of adopting ABM programs is to enable marketing to work alongside their sales counterparts in engaging with a
definedlist of high-priority accounts through targeted marketing and content that helps buyers research and evaluate

solutions.

Although it might seem fairly straightforward to classify an ABM program, itisn't as clear. There is alot of debate about
whatisandisn't ABM. Here are afew insights into how Forrester classifies them.

Improve winrate
of top accounts

Increasing pipeline
from existing accounts

Large ABM Motions Industry focused Digital-first Hybrid
Number of 50-60 500-600 650-750 700-750
targetaccounts
Grow existing Winning Winning Winning
customers new accounts new accounts new accounts
Goals

The focus of thisreportis onindustry-focused, digital-first, and hybrid ABM strategies that leverage technology in a big way.
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Are youready for ABM

v Why you should do it X

e Ifyouarelookingforresultsinaquarter

e Forthosewhoarewillingtoinvestina
long-term strategy but with greater
rewards

e Don'thaveresources andtime toinvest

e NoclarityonthelCP
e Maximize the impact of your spending on

revenue e Nobuy-infrom sales

e ClarityonICP andtop accounts e Don't have therighttoolsto getintent

signals or track buyer engagement
e Winwithsales

e |fyouthink ABMwillreplace other
e Makingtherightinvestmentsintoolsand marketing strategies

processes

e YOU have the budgetstoruncampaigns
on different marketing channels
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The year ahead: In 2024, five trends
will rule ABM strategies

1. Intent datais becoming key in targeting in-market accounts

The success of an ABM strategy liesintargeting the right accounts at the right time. But for 5% of respondentsin
Gartner Digital Marketer's 2024 Tech Trends Survey, finding new accountsis a top business challenge in 2024.

Intent datais a crucial tool for B2B marketers implementing ABM to surface in-market accounts and create customized
iInteractions. Adding third-party data fromreliable sources to the ABM data mix can be a game-changing strategy.

For more effective ABM, marketers are leveraging intent data to validate engagement signals from various channels,
including email, social, and ads, to find and engage in-market accounts accurately. With this intelligence, marketers can
build targeted ABM campaigns for high-value accounts interested in their solutions and services.

2. Finding opportunities across the customer lifecycle

Building and maintaining lasting customer relationshipsis the fundamental aspect of ABM's strategy. In 2024, there will
oe a higher emphasis on boosting customer loyalty by picking up churn signals, and identifying selling opportunities
across the customerlifecycle.

43% of B2B marketers are already leveraging ABM programs to grow existing accounts. This means using intent data
to identify if your customers are researching your competition to find opportunities to engage and retain them.
Similarly, by recognizing interest signals from customers for other solutions, marketers can create opportunities for
upselling and cross-selling to enhance customerlifecycle value.
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3. Integrated ABM campaigns across channels

In 2024, consistent messaging across multiple channelsis the key to achieving ABM success. Marketers need to integrate
ABM efforts and serve consistent messages across digital and offline channels to target relevant accounts effectively.

Thisinvolves selecting target accounts that will most likely benefit from your product or service, picking the right channels
that align with your ABM program, and developing personalized messaging that resonates with each. That said, sharing

consistent content also means creating adaptable content that can easily be repurposed to use on different channels and
ensure consistency.

Integrated campaigns will help keep the buyers more engaged and interested in your business in a conversational manner.
This will help businesses stay on the top of the audience’s mind and improve their buying intent by as much as 20%

4. Prioritizing hyper-personalized campaigns

B2B marketers overwhelmingly agree that buyers expect a personalized experience across sales and marketing. After
all, /1% of customers expect personalized content and communication from companies. But in the ABM context,
personalization can go beyond sending tailored emails with first-name merge tags.

Personalization in ABM campaigns should focus on offering valuable content and deeperinsights that are targeted at
the customer's pain points. For this, marketers should look for tools to help them understand interest and behavior
signals to deepen engagement based onwhat's most relevant at the moment.

Intent data can help identify pivotal stages across the buyerjourney where personalization can be enhanced.
Understanding the B2B buyer's needs both as an organization and an individual buyer with distinct needs will allow
marketers to create hyper-personalized, integrated marketing campaigns.
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5. ABM goals that encompass the entire funnel

Inthe past, ABM programs were largely focused on top-of-the-funnel marketing activities and metrics. However,
2024 demands that marketers assess and measure the impact of their ABM efforts with a full-funnel strategy -
from problem education to closing the deal, and beyona.

Marketers need to collectrelevant inputs from across levels and departments to measure the key metrics that give
a 3560-degreeviewinto the ABM performance at each stage. This involves evaluating the current metrics to see if
they coverthe entire sales funnel and measuring KPIls beyond just pipeline generation. The idea is to focus on how
many accounts have actually convertedinto paying customers.

Team up for ABM success: It's a collective
effort

One of the challenges inrunning a successful account-based marketing program s establishing a high level of
synergy and alignment among the teams. ABMrequires a strong strategy and even stronger teamwork, which means

itisnolessthanateamsport.

Inany team sport, whether football, cricket, rugby, or basketball, an exceptional player alone cannot make the team
successful. Itis the collective effort and performance of each player on the field, at every moment in the game, that
ultimately brings the coveted trophy home. Team players skillfully move across the field and defend against the
competition.
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Itis the same with ABM, where different departments and stakeholders need to work together. Marketing, sales,
and customer success teams collaborate seamlessly to identify target accounts, create personalized campaigns,

nurture relationships, and drive revenue growth. Much like on the field, teams working on ABM campaigns must
kKnow their positions and put their trust in their teammates.

The marketing team leverages data andinsights to create compelling content and execute targeted outreach to
engage only the highest-intent accounts. Sales teams work closely with marketing to understand account priorities

and deliver tailored experiences. Customer success teams ensure a smooth and delightful customerjourney,
fostering long-term relationships.

However, all this works when all the team players have one goal and keep clear communication. Similarto how
players on the field keep openlines of communication and are aware of the opportunities and threats, ABM works
when different departments share theirunique insights and knowledge to avoid missing out on valuable
opportunities.

A cohesive ABM strategy allows sales and marketing to be on the same page regarding the accounts to target and

sets the stage foranimpressive win. ABMis highly effective when combined with the collective strengths of the
entire organization.
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The MAAP
framework

While investing in ABM carries high pipeline
growth potential through active engagement

with selected accounts, itisn't areplacement , | ,
Mindset Aims and Alignment and  Process and

forall your marketing strategies. Shift objectives prioritization technology

Instead, it serves as a strategic approach for
marketers to fosterrelationships and build a Actionable Insights
reputation with specific accounts that
possess the highest potential for contributing

torevenue objectives over an extended m
period. For ABM to be successful, you must
have clarity on your ICP, the benefits you
provide to large enterprises, and a

commitment of time and resources to create
a center of excellence.

Business Goals
By using the MAAP framework, you can

evaluate yourreadiness to implement ABM.

Target Large deal

ICP sizes Budget
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% Mindset shift = Alignment and prioritization
ABMgoes beyond beingamere tactic. It signifies A successful ABM strategy requires marketing and
yourunwavering beliet inthe value of your ofterings sales organizations to work together to identify key
and the capability of your team to successfully sell accounts to target.
them. The significance of ABM arises from buyers’
evolving purchasing behaviorandintent. As Defining the target accounts;
enterprise customers increasingly involve multiple e Takethelistfromyour CRM
stakeholdersinthe buying process, the key to e CheckthelCP match
winning more of these accounts liesin transitioning e |dentify top accountsbasedonintent,
from alead-centric sales approach to fostering relationships, and revenue potential
account-basedrelationships.

Aims and objectives %8 Process and technology
Decide what specific objectives you want to One-to-few and one-to-many ABM motions require the right
achieve through ABM implementation. Whether you marketing stack and processes to execute campaigns at scale.
want to target specific accounts, increase ldentifying priority accounts and running email campaigns for
customerretention, orboost revenue, you should themisn't ABM. Toreach out to different personas with the right
make sure you have a clearunderstanding of what messages at theright time, you have to have the right budget for
you want your ABM strategy to accomplish. different marketing channels. With the right marketing stack,

you can orchestrate and execute, and with the right ABM
platform, you can get actionable insightsinto account readiness
and engagement.
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How does technology enable ABM success

The advent of Gen Al is already changing so much of the B2B marketing as we know it today, and ABM is no different.
Integration of the right Al-driven tools beyond the automation of repetitive tasks will make your ABM program efficient
and seamless.

Awide variety of ABMtools are available to automate and execute ABM strategies. These tools offer various
functionalities such as BZB data enrichment, leveraging Al-based predictive analytics and recommendations, managing
interactions across multiple channels (including digital advertising, direct mail, websites, events, and sales outreach),
and providing ABM infrastructure and orchestration.

The core capabilities of the ABM platform include:

a” ®

Data enrichment: Unified View

Effective ABM begins withrobust, accurate account A platform that integrates with marketing

data. These datatypesinclude technographic and technology, CRM systems, andacompany's
firmographic at the account level and demographic and website and social channels will unify both first-
psychographic at the contact level. The right technology party and third-party data. Abird's-eye view of
offers detailed insights to enrich what is known about the customer data and theirjourney across the
customers. By combining intent data with Al, marketers funnel will allow the different teams to work

can collect and analyze vast amounts of data to identify togetherand facilitate a strong partnership to
behavioral patterns andlaunch efficient campaigns. conqguer theirrevenue goals.
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Q 0
Intent data Orchestration
Insights based on third-party, account-level intent data will Integrating technology with predictive analytics
help understand buyerinterest and behavior. Further, the right capabillitiesinto your ABM program allows cross-
tools will allow users to create different ICPs for different channel orchestration by suggesting the next best
products and configure buyerintent for each offering. This course of actionto engage target accounts. It can
ultimately will enable marketers to create a multi-product help track the journey of the buying committee as they
marketing strategy that aims at enhancing cross-selling move through the funnel and analyze which marketing
opportunities. channels are working best for each targeted account.

Target Accountlist Engagement

Predictive analytics and account scoring using ABM Analyze how buying committees engage
technology allow marketers to configure ICPs and map across different channels and determine

the lookalike accounts that should be included in any which channels are most effective for each
ABM programs. This helps expand the TAL and create persona.
opportunities to meet, and exceed revenue goals.

Actionable Insights

Leveraging past data of your converted opportunities using arobust ABM tool will help you understand the next best
actions for similaraccounts and identify the right time to pass on the MQAS to SDRs.
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Metrics that matter: Paving the way to success

Metrics for measuring success depend on the maturity of the ABM program. Metrics are important, but it's also important
to know how to stack them against time. ABM takes time to work, but the rewards are exponentially higher.

Short term success metrics to track progress:

1. Account coverage:
e |dentifying buyingcommittee: The number of contacts added foreach account
e Increasingyour TAL: Adding new accountsinthe CRM based onintent data
e |dentify cross-selland upsell opportunities with existing customers: Map existing customers to other offerings

2. Potential opportunities for meetings:
e Trackbuyingcommittees' engagement: Track activities of engaged accounts and the movement of other
members fromunengaged to engaged state
e [rack meeting setrate: Handover potential opportunities to SDRs to drive contextual conversations and check the
number of meetings scheduled per opportunity
e [rack movement fromunengagedto engaged state: Checkwhetherthe movement fromunengaged to engaged
stateis onanupward or downward trend
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Long term success metrics:

1. Revenue contribution:
e Opportunitiesto closure: Track how many opportunities converted into wins

e $value of the deals won: The revenue contribution of the closures
e Annual contract value of existing customers: % increase in the deal size

2. Sales velocity:
e [Imeto move deals from one stage to the next

e Potential opportunitiesto closure time
e Changeintime to dealclosure

3. Marketing ROI
e Marketing contributionto the pipeline
e Spendvstotalvalue of dealswon
e ABM contributionvs other marketing channels' contribution

www.bamboobox.ai | The state of ABMin2023

3 BambooBox

16



O BambooBox

Conclusion

ABM willremain animportant strategy for sales and marketing to contribute to the revenue goals. 61% of organizations
identify themselves as being at the beginning of their ABM journey, and it's expected that these 5 ABM trends will guide

the ABM programsin 2024.

Aiming for an effective and efficient ABM program will require marketers to possess deeperinsights into buyer groups,
understandindividual buyer needs through intent data, and keep track of the entire funnel to have a full view of the ABM

performance.

Further, marketers canleverage generative Al to create highly personalized messaging tailored to the account’s
behavior, needs, andreal-time actions. Integrating the right tools and technology into the ABM programs will bring
consistency, alignment, and predictability to the pipeline goals, allowing them to target in-market accounts based on
intent. With actionable insights, intelligence on past opportunities, and the abillity to track pipeline stages for different
accounts, ABMtechnology willunlock greaterrevenue possibilities.

That said, although technology will continue to play an important role in supporting ABM, human relationships anad
personalization willremain key components of successful ABM strategies.
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Our Al-powered ABM platform helps BZ2B marketing and sales teams achieve
oredictable pipeline goals.

Using our modern ABM platform, our customers realize value in 1/6th of the
time as compared to traditional ABM platforms.

FASTEST-GROWING B2B TEAMS CHOOSE BAMBOOBOX TO GROW FASTER
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For more details: &) connect@bamboobox.ai &) www.bamboobox.ai




