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Poll #1

Are you currently practicing ABM?
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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.

WHAT DOES ABM MEAN TO ME?



Poll #2

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



COMMON ABM CHALLENGES

TARGET ENGAGE

ACTIVATEMEASURE
TEAM

Presenter
Presentation Notes
Account targeting
Orchestration Challenges
When to bring in SDRs



Pe
rs

on
al

iza
tio

n

Deal Size

Velocity

Enterprise



©2019 Terminus Software, Inc.

Always on marketing for our ICP

3,500 
always-on 
accounts

Outbound
● Terminus CPM Aircover
● LinkedIn CPM Aircover
● Multi-Step Retargeting
● Email Nurture
● Direct Mail
● Executive Outreach

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

Assignment
● Each SDR will receive 

10 accounts           per 
week

Engagement

G2 Intent
Job Posts

Intent

Signals

10
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Light 
personalization

No Engagement

Initial web visit

Awareness
/Brand

Focus 
GroupsOpportunity

PROTIP: Activate more channels as engagement deepens, not fewer!

LinkedIn

Engagement & 
Intent-driven 

Topics

Display
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Start Heavy Personalization
Spike!

Personalized
Content (webinar)

Heavy
BDR Outreach

Integrated Direct 
Mail
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Surround-Sound Personalization
Messages penetrate deeper across channels

Cupcakes sprinkled into 
our ads

Cupcake 
direct mail!

Cupcakes are the icing on top of 
personalized content hubs

‘Sweet on you’ sales script

Executive Email Outreach

SALES REINFORCEMENT



TARGET

Our ABM Technology Stack at Terminus
ACTIVATE MEASUREENGAGE

Firmographic Data

Behavioral & Intent Data

Contact Data

Predictive Modeling

Engagement Triggers Account-Based Ads

Personalization Direct Mail

Email Marketing

Sales Intelligence 

Sales Engagement

Lead-Based Funnel Measurement

Account-Based Funnel Measurement

Account-Based Data Platform & Account Graph

System of Record

Presenter
Presentation Notes
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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.

Granular account-level 
insights

Account-based Scorecards

Account-based Campaign and 
Opportunity Level Reporting



Terminus.comTerminus.com

ABM Scorecard

Funnel Progression

Total 
Accounts

Engaged 
Accounts

Opportunity 
Accounts

Won 
Accounts

Pipeline 
Created

Revenue 
Won

Revenue 
Per 

Account
Velocity

Segment 1 # # / % # / % # / % $ $ $ # days

Segment 2 # # / % # / % # / % $ $ $ # days

Segment 3 # # / % # / % # / % $ $ $ # days

Reporting Timeframe
[DATE}

Presenter
Presentation Notes
Use the ABM scorecard to report on your new ABM funnel (see slide 5) and compare results across segments.



GOOD TO 
GREAT

Average Marketing
= Inefficient Growth

Good Marketing 
= Efficient Growth

in  Isolation

Great Marketing 
= Efficient Growth 

at Scale

MARKETING

TARGET

ENGAGE

ACTIVATE

MEASURE

B2B Maturity Curve

T - Disconnected
E - Quantity
A - Reactive
M - Funnel

T - Static
E - Quality
A - Proactive
M - Double Funnel

T - Dynamic
E - Experiential
A - Prioritized
M - One Scorecard



Q&A



Poll #3

Please rate the value of this webcast!



Recommended Reading



Stay Connected



Upcoming CoE Webcasts
HR CoE Webcast: Combating Unconscious Bias - Creating an
Inclusive & Upstander Culture
Thursday, October 24th at 2:00 p.m.

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

Eileen Covey
Director, Finance & Operations



THANK YOU 
for joining us
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