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Poll #1

Are you currently practicing ABM?



WHAT DOES ABM MEAN TO ME?

An end-to-end go-to-market strategy designed to focus a
majority of marketing, sales, and success effort on the pre- and
post-sales accounts with the highest likelihood of success,
through data-driven targeting and personalization programs at
scale.
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Poll #2

What has been your primary challenge associated with running
ABM to date?



COMMON ABM CHALLENGES
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Account targeting
Orchestration Challenges
When to bring in SDRs
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Always on marketing for our ICP

Inbound
° Terminus CPC
° LinkedIn CPC
° Multi-Step Retargeting
° Email Nurture

3,500

always-on
Engagement
accounts G2 Intent
Job Posts 10
Intent
Signals
Outbound Assignment
Terminus CPM Aircover e  Each SDR will receive
LinkedIn CPM Aircover 10 accounts per

Multi-Step Retargeting
Email Nurture

Direct Mail

Executive Outreach

week
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INCREASING ENGAGEMENT
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Activate more channels as engagement deepens, not fewer!
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Personalization
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Surround-Sound Personalization

Messages penetrate deeper across channels - §
ses P P i Cur)calﬁleI il terminus
Irect mail!
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SALES REINFORCEMENT
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Puppet,
ABM success is sweet,
and with Terminus it's
a plece of cake
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‘Sweet on you’ sales script

How Masergy Built an Award-Winning ABM
Strategy from the Ground Up

Cupcakes sprinkled into
our ads

Cupcakes are the icing on top of
personalized content hubs

Executive Email Outreach
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Our ABM Technology Stack at Terminus
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If You Can’t Measure it, You Can’t Fund it

Report. Optimize. Prove success. Show how your ABM Program is driving real business outcomes.
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< Account-based Scorecards
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ABM Scorecard

Reporting Timeframe

[DATE}
Funnel Progression
Total Engaged Opportunity Won Pipeline Revenue Re\ll;:rr\ue Velocit
Accounts Accounts Accounts Accounts Created Won y
Account
Segment 1 # #/% #/% #/% S S $ # days
Segment 2 # #/% #/% #/% S $ $ # days
Segment 3 # #/% #/% #/% S S S # days
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Use the ABM scorecard to report on your new ABM funnel (see slide 5) and compare results across segments.


GOOD TO
G R EAT T - Dynamic

E - Experiential
MARKETING A - Prioritized
M - One Scorecard

B2B Maturity Curve

TARGET

T - Static Grea_t Marketing
ENGAGE E - Quality = Efficient Growth

. at Scale
A - Proactive
e T - Disconnected M - Double Funnel
E - Quantity
A - Reactive

oM'F“””e' | 10
MEASURE B2B1.0
Good Marketing
= Efficient Growth

in Isolation
Average Marketing
= Inefficient Growth







Poll #3

Please rate the value of this webcast!
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Stay Connected
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Upcoming CoE Webcasts

HR CoE Webcast: Combating Unconscious Bias - Creating an

Inclusive & Upstander Culture
Thursday, October 24* at 2:00 p.m.

Eileen Covey
Director, Finance & Operations

@ edisonpariners

Katherin Nukk-Freeman, Esq
Co-Founder, SHIFT HR Compliance Training

NASHIFT




THANK YOU

for joining us



	Slide Number 1
	Slide Number 2
	Slide Number 3
	Slide Number 4
	An end-to-end go-to-market strategy designed to focus a majority of marketing, sales, and success effort on the pre- and post-sales accounts with the highest likelihood of success, through data-driven targeting and personalization programs at scale.

	Slide Number 6
	Slide Number 7
	Slide Number 8
	Always on marketing for our ICP
	Slide Number 10
	Surround-Sound Personalization
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Slide Number 21

