Account Based Marketing -
A game changer for B2B

Annette Brugger, d3con, March 2023
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"Don't count the people you reach;
reach the people that count.”
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Flip the funnel

APPEAL TO AN INDIVIDUAL
APPEAL TO AN ENTIRE MARKET CLIENT ACCOUNT
\
\\
\
\

FLIP
€-$ e —— ————————— I
Quantity of. Leads Relationship  Reputation = Revenue
® o> om O Ny
- o 2 a = o I":‘\ % %

Annette Brugger | Account Based Marketing - A game changer for B2B



Step 1:
Define most
relevant Accounts




1. Select your account and knowing what is driving it
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Step 2:
Agree on clear
challenge & KPlIs




KPI ,,Tic Tac Toe"

Relationship
Know your ‘
client
(people/needs)

Establish O

Relationships

Improve G

Quality of
Relationships

Reputation

They listen,
view, attend,
react, like ...

They really got
who we are and
what we can do

They trust,
recommend &

9

X

co-create with us

Revenue

They are
interested

... buy bigger,
faster, more,
more often

X



Step 3:
Define and prioritize
stakeholder




Excec Profiles about the key people
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Step 4:
Develop individual
marketing plan




Based on challenge: choose from ABM Toolkit
Q)

Client Insights

Deep dive client
analysis strategy,
divisions,
competition,
challenges, ICT
Budget,
Motivators,...

F2F Innovation
Workshop

T Inno Locations
(Munich, Berlin,
Bonn, Barcelona ...)
3rd party locations,
client site

Digital Inno
Workshop

Virtual Inno Center/
Magenta Metaverse
Web-Collaboration
3rd party platforms

Individualize
Mkt. Events

Personal invites,
curated agendas,
tours, meetups,
VIP bookings
joint stage slots,
individual follow-up

Stakeholder
Analysis

Relationsship Map,
Roles,
Responsibilities,
Dependencies

Co-Innovation
Process

Joint roadmap/
funnel. Chance to
introduce ideas for
top level mgmt in

regular sessions.

Client
Partner Days/
Inhouse events
Participation with
speaker, booth,
showcases,
breakout sessions,
evening event ...

Exec Profiles

Individual profiles
about key people
CV, Role,
Personality,
mindset

‘I Systems

S

360° Cust view
TSlIforce GSE Sales Intel

Whitespots,
UpCross Sell
Relationships,
Roadmaps, Client
Trigger Events,...

Let’s power
higher performance

Roundtables/
Dinner Events

Informal, personal
conversations, e.g.
on top of other
events our key
stakeholders join

Account “*

Engagement
@TSI Website

Search keywords,
People from
Account X engaged
with ...yz

Q)

Account Buyiﬁ§
Signals

outside TSI domain

Intent data - clients
searching for topics
@3rd party sites

Client Portal

Overview on
relation/contracts,
introduce new
ideas up-
cross/selling
(re-)positioning
(personalized login)

Custom Client
Landing Pages

Selected News,
Highlights, Insights,
Thought Leadership

tailored to the

client needs

Advisory

Insightful and
relationship
building consulting
formats:

Big Picture, Data
Thinking, Valley
Tour, ...

Account A

Based social
campaigns
Target selection of
account and key
people via specific
tools (Influ2,
recotap,... )

Joint Success
Stories
Future Practice
Articles, Awards,
Social, Video, Blog,
With client on
public stages, Press
Announcements

Social
Positioning of
client facing
key people
»ed. Account CTO,
thought leader for
campaing topics,...

Sales Bespoke Thought Bespoke Joint Visual Personalized
Storytelling Showcases Leadership Content Identity Giveaways
Oovlopolont | Talowedive | Despdeanicls | cuaeotalogto | SIS | Clverobjects,

stories/narratives case stories that fit podcasts, b pe backgrounds to play for key people
with highly to client challenge interviews, speaker aC%%%Tfeip%%'f'C emphasize client/
targeted value or ambition slots, ... 9 TSI partnership ...
propositions
Events Content R nl i DU | GiveAway

Client Intelligence

References

Selected for similar
client challenges
Official public
references but also
client internal
references

Inside Sales
Campaign

Client specific
Inside Sales
/Telemarketing
Campaign

)

A possible but not yet in place @TSI



Individual objective, value props, priorities for each
account
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Jointly developed E2E marketing plans
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Step S:
Execute,

Evaluate,
Restart




1850h airtime with
232 key people from top accounts

63 High Quality Leads -
17 Opportunities leading to
Order Entry
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Lessons learned

01 Start small but start

02 Set clear targets upfront and keep focus

03 Deliver fast results, promote and scale

04 Only go for accounts who are eager




THANK YOU!
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