Featuring Two
2017 ABM Markie
Finalists!

Proven ABM Success Stories

Summary
Account based marketing
revolutionize B2B marketing.

(ABM)

can

Some of us are just getting started with ABM,
while others have been practicing for years.
The most advanced ABM practitioners have
replaced their lead generation model with an
ABM demand model. They combine inbound
with outbound marketing, and integrate
ABM with sales plays.
Sales activities
trigger marketing campaigns, and marketing
campaigns trigger sales plays.
Advanced ABM practitioners design ABM
campaigns for target accounts of any size.
Their ABM campaigns increase awareness
and engagement, generate leads and sales
opportunities, and accelerate pipeline and
revenue. They use ABM to acquire new logos
and expand into existing accounts.

ABM is for
everyone,
everywhere.
Analytics

Targeting
Target and score
accounts.

Ads

Execute digital
ad campaigns.

Deﬁne and
measure
campaign goals.

Web

Personalize web
and landing
pages.

Sales

Enable sales.

For those getting started, ABM can improve
one simple and limited outcome like web
conversions or engaging stakeholders in
top accounts. We’ve talked to hundreds of
ABM practitioners and our award-winning
ABM platform has executed thousands of
campaigns. We’re sharing our favorite ABM
success stories. They include first time
ABM campaigns and mature ABM demand
generation models.

Account Based
Marketing unifies
inbound and
outbound marketing
with sales.

We hope they inspire every marketer to use
ABM everywhere.

Ready for ABM inspiration?
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Plex is the leading manufacturing ERP cloud provider. ERP
software purchases require scores of stakeholders from multiple
departments Plex markets ERP software to small and large
manufacturers who each require their own custom solution.

Scaling ABM to Create Demand
Plex’s demand generation model only focuses on target
accounts. Target accounts must meet a “best fit” criteria
defined by marketing, sales and product, Plex determines best
fit by firmographics, sales input, and product differentiation
by segment. In any given year, Plex will develop multiple
target account segments totaling between 20,000-60,000
manufacturers.

How can ABM scale
to target 40,000
accounts?

After Plex decides on the target accounts, Plex’s marketing
then works with sales operations to assign accounts to sales
reps who are part of the SMB and enterpise divisions. Account
assignments are critical to ensure each BDR/ AE team has equal
opportunity weighting of revenue potential for their territory. The
marketing team also develops objectives and plans integrated
campaigns for demand creation.

5

ABM Demand Generation at Scale
Plex integrates outbound and inbound marketing with sales plays. They
measure marketing performance using account engagement and account
based funnel metrics.

Marketing Goals and Objectives
Plex marketing campaigns must meet account based
engagement and account based lead objectives
Engagement inquiries measure target account activity for
both known and unknown visitors in target accounts. For
measuring engagement in traditional media, Plex uses
impression metrics. For MQA digital media, Plex uses ABM
account metrics software that groups the digital behavior
of visitors by account. Plex will track digital engagement for
prospects at the top of the funnel, for prospects SAA with
opportunities, and for current customers.
For account based lead metrics, Plex groups all leads by
target account and tracks the progress using funnel metrics
like inquiries, MQLs, pipeline and sales opportunity, and
pipeline created.
All of Plex’s marketing metrics are reported by account or
account groups. Account group examples are lifecycle,
opportunity win stage, customer size, or account territory.

Handraise
Inquiries
MQA
SAA
Pipeline

Win
ABM Demand Funnel
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Integrated Marketing Campaigns to Segments
For each manufacturing segment, Plex’s digital campaigns unify
messaging and calls to action across ad, email, and web channels.

Account based Advertising
Plex uses account based advertising to reach new and existing
stakeholders in target accounts.
They segment account based advertising audiences by funnel
stage and industry segment. One specific example of an effective
account based advertising campaign, is targeting known contacts
that have previously expressed an interest in marketing content or
campaigns, but have not recently been active.

Web Personalization
Plex personalizes their website and landing pages for target
accounts. Personalization by account is for both known visitors
identified in marketing automation and their CRM systems and for
unknown target account visitors who haven’t opted in to email, yet
home page creative, messaging, recommended content, and calls
to action all dynamically change based on the account segment.

Customized Messaging by Account

ERP needs are very specific for each segment, and Plex wants to
ensure that visitors find what they are looking for before they leave
to another website.

7

Trigger Sales Plays
Marketing also provides insight for known and unknown
visitors to help Plex’s sales reps with outbounding
and nurturing campaigns. Plex engagement reporting
identifies the frequency, number of stakeholders, and a
specific content interest for target accounts. Knowing an
account’s digital body language from known contacts
and unknown visitors triggers sales prioritization and
influences what sales plays to use.
One part of the sales play created by marketing is
curated content hubs for target account segments. By
sending content hubs related to an account’s profile and
engagement interest, reps establish trust and increase
engagement
Thanks to account based marketing, sales reps establish
this trust sooner. Instead of waiting for stakeholders to
complete a form, reps recognize anonymous visitors from
target accounts that are engaged in specific content on
web pages and landing pages. They will then find relevant
contacts to reach out to those target accounts.

Anonymous Visitor Engagement
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76%

Pipeline Sourced
from ABM campaigns

“ABM transformed our demand”
Jennifer Dimas, VP Marketing
Plex
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DLT, a $900M IT solutions provider, leverages strategic
partnerships with top IT companies to develop customized
solutions for clients in the public sector.
DLT’s sales,
integration, and support experts possess deep subject matter
expertise and in-depth knowledge of government mandated
requirements and initiatives in areas such as a cloud computing,
cybersecurity, and compliance.

DLT 2016 Markie Finalist
Nurturing Beyond Email
DLT wanted to personalize marketing campaigns to their
target accounts in a similar way as their sales and consultant
teams do. Email was one channel used for personalization,
but increasingly, DLT’s customers in federal, state, or local
governments ignored email.

How do I nurture
stakeholders if I
don’t have their
email?
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ABM Ads and Web Personalization
DLT advertises only to target accounts. When the ads increase web traffic, their
website dynamically personalizes by target account increasing quote requests.

Account based Advertising
DLT has a 25 year history developing IT solutions for the public
sector. With that experience they knew a number of the buying
centers in their target organizations, but they didn’t have email
information for many of the stakeholders in these buying centers.
To reach stakeholders in target accounts, DLT uses account
based advertising. Using an ABM platform like Triblio, they
created advertising audiences by contact and account to
nurture and engage known and unknown stakeholders.

Web Personalization by Account

When visiting DLT’s website, stakeholders from target buying
centers experienced personalized by topic interest and
organization type.
For example, on the home page, HERO banner images
dynamically change according to a visitor’s organization. Visitors
from education institutions see the image of a classroom while
the DoD saw an image of fighter jets.
The CTAs are also different. Prospects are invited to learn more
and request a quote, while customers could visit a support page
or submit a quote request to their rep.

Personalized HERO Banners
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Personalization by Content Interest
In addition to the home page, DLT customizes the experience
throughout the rest of the website.
When a known visitor clicks on content to the website, say
cybersecurity, DLT classifies their area of interest and adds
it to their Eloqua list for future email campaigns about
cybersecurity.
Unknown visitors from target accounts are sometimes
assigned a content interest, like cybersecurity, from their
browsing behavior. As they browse the website and click
through to landing pages, their experience will be dynamically
personalized for their account, and the CTAs will ask them to
talk to a cybersecurity consultant.

CTA to connect to a consultant
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40%

Quote Requests

in Q3 2017, fiscal year end for government

“Our ABM success propelled us
to a Markie finalist.”
Kristin Oelke, VP Marketing
DLT
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Aquicore combines cutting edge software with advanced
metering and submetering for a complete solution that saves
energy and improves operations.
They target organizations that manage buildings. Their clients
include commercial real estate developers like Vornado and
Cushman & Wakefield, or companies who manage their own
buildings like Salesforce and Under Armour.

Increase Engagement in Top Accounts

How can 1:1 account
targeting scale for
large deals?

Aquicore first started using account based marketing to
increase engagement for existing sales opportunities. The
decision to purchase utility efficiency software can take many
months and involve multiple stakeholders.
For their target accounts, they wanted to use account based
marketing to assist the project champions by communicating
the benefits of using an energy management solution.
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ABM scales 1:1 account targeting
Aquicore advertises only to stakeholders in accounts in an active sales
opportunity. Account based advertising keeps stakeholders engaged
throughout the sales process.

Nurturing with Account Based Advertising
Aquicore had reached the request for proposal (RFPs) stage for an
enterprise account that owned and managed an $81B real estate
portfolio. RFPs for big deals can take months, and Aquicore wanted key
stakeholders to constantly have their energy management solution top of
mind. They had the emails of 70 stakeholders, but they knew there were
hidden stakeholders.
Was email and sales outreach enough? Thanks to ABM, they could also
advertise and get a leg up on the competition
They launched their first ABM campaign by targeting stakeholders in a
single account with account based advertising. The audience was created
using the first party data from their email contacts, and third party data to
reach the anonymous stakeholders in the buying centers.

Display Ad
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“Wth ABM, we can engage more
stakeholders during the sales process.”
Brendon O’Donovan, VP Marketing
Aquicore
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Digium, Inc., is the largest open source telecom equipment
provider. Open source telephony can cost as much as 80
percent less than proprietary providers.

Convert Traffic
Digium’s main source of leads are their web channels, which
attract hundreds of thousands of visitors per year. Because
of a vibrant open source community, visitors come with
different needs, firmographic profile, and country location.
For example, professional services companies would visit
and browse for quality and speed capabilities of open
source telecommunications while educational institutions
focused on costs.

How do I increase
leads?

To meet these diverse needs simultaneously, Digium‘s
corporate website contains many different navigation paths
and call to action options to try and entice each of these
unique segments.
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ABM Increases Lead Conversion
Digium dynamicallys serve the right messages and offers to known and
unknown visitors by target account segment.

Industry-Specific Content and Messaging
Digium wanted to increase leads from unknown visitors from
their target industries. Digium uses an ABM platform like Triblio
to recognize an unknown visitor’s industry profile using reverse IP
lookup, marketing automation segments, and user behavior.
Once anonymous visitors are profiled by account, relevant content is
offered by account segment on the website’s pages such as eBooks,
webinars, and whitepapers.
On the other hand, customers who visit digium.com view relevant
promotions on the homepage to purchase more equipment. Product
offers depend on the purchase history and firmographics.

Geo-Specific Content and Messaging
With an ABM platform, Digium can determine location by country,
MSA, and DMA codes. For non-US visitors, who are not targeted
prospects for Digium, the home page banner messaging is focused
on brand positioning about open source telephony.
US visitors to the home page see messaging and CTA focusing on
assisting with a product purchase such as an ROI calculator call to
action.

CTAs tailored towards specific industry
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32%
“ABM is a core part of
our martech stack.”
David Dutton,
Director of Sales and
Marketing Operations,
Digium

4x
$1.3m

Web Contacts

Chat
Engagement

Generated
Pipeline

BoardEffect helps boards of directors collaborate and
communicate securely. Their board portal software, often called
board meeting or management software, is targeted primarily
for the healthcare, finance, education, and nonprofit industries.
BoardEffect’s target persona are CFOs, the board members or
directors, and administrative staff.

Convert Landing Page Bounces
BoardEffect was constantly looking for ways to optimize
campaign performance.

How can I convert
the 80% of visitors
who bounce from my
landing page?

Bounce rates on landing pages are 80% because fewer people,
especially executives, want to submit email forms.
However, a large percentage of the traffic that bounces off the
landing page will visit boardeffect.com.
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ABM Personalizes Unknown Visitors by Account
Landing page traffic that bounces will visit BoardEffects’ website. By personalizing
messaging and CTA by keyword and account profile, demos increased.

SEM Campaign Optimization

Search Results

Prospects who searched for board portal software and clicked on
an SEM ad to a landing page, would bounce at a rate of 80%. It’s
amazing that most marketers tolerate 80% waste of paid media
spending because of visitors bounce.
With ABM software like Triblio, BoardEffect engages with some
of the 80% of visitors that bounce from SEM campaign landing
pages. BoardEffect knew, through campaign ID tracking, that
bouncing traffic also visits their website.

Landing Page

ABM software recognizes the account profile of traffic that
bounces and sets up dynamic web personalization campaigns by
target account segment and campaign ID. BoardEffect changed
the HERO image, copy, CTAs, and case study logos.
For example, visitors who click on “board meeting software”
keyword ad campaign and are from the nonprofit industry see
messaging about how board portal software improves nonprofits.
Calls to action, case studies, and recommend content are then
specifically for nonprofits. A visitor from health care would see
health care related messaging and CTAs along with board portal
messaging.

Customized Home Page and CTA
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25%

Demo Requests

“Personalizing CTAs by industry for unknown
visitors optimized our conversions.”
Jeremy Barlow, Demand Gen Director,
BoardEffect
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Cision, a $400M PR software provider, is a leading global
media intelligence company, and serves the complete
workflow of today’s communication professionals.
Offering the industry’s most comprehensive PR, IR and
social media software, rich analytics, content distribution,
and influencer outreach, Cision enables clients to engage
audiences, enhance campaigns and strengthen data-driven
decision making.

Content: High Engagement. Low
Conversions
Marketing to content savvy marketers, Cision creates
hundreds of blog posts and scores of whitepapers, guides,
and tipsheets every year. Although traffic, at 20,000 visitors
per month, and engagement grew at double-digit rates,
conversions weren’t growing as quickly.

How can content
marketing convert
to more sales
opportunities?

Blog traffic would enter the site but would bounce after
one page visit 85% of the time. Gated content promoted
on the website wasn’t converting into sales meetings as
fast as content engagement was growing.
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ABM Converts for Content Marketing
Cision, depending on a visitor’s account profile and topic interest,
serves dynamically customized CTAs while visitors are engaging and
consuming.

Custom calls to action for unknown
visitors by interest
In total, Cision had 27 custom calls to action (CTAs) for
unknown visitors consuming top of the funnel content
like a blog post. The CTAs are custom slide-outs that ask
visitors to submit a form to access tip sheets, whitepapers,
reports, studies, and kits that relate to the viewer’s previous
blog content selection.
Cision matched gated content to the topic of the blog post
using topic tags. For example, a list post that explored
the top ten Baltimore journalists on Twitter had a CTA to
download a whitepaper about how to effectively reach
out to journalists using social media.

CTA to an unknown account
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CTAs in gated content by account
While visitors are reading gated content whitepapers,
account based slideout CTAs appeared.
When, for example, a visitor from a mid-size target
account read the whitepaper about reaching journalists
on social media, Cision would offer a request for demo.
But, if the visitor was from an enterprise target account,
they would see a form request to talk to a social media
data consultant about social media sentiment, rather than
a sales representative.

CTA to known account
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66%

Leads

41%

Sales Meetings

“Significant Lead Generator”
Lena Milcarek, Head of Lead Generation
Cision

26

Savi is a sensor analytics solutions provider creating operational
intelligence from the Internet of Things. Applying big data
technologies to machine-generated data, Savi solutions are
trusted to run the world’s largest and most complex asset
tracking and monitoring network including Procter & Gamble
and the US army.

Aligning sales and marketing messaging
Savi has two distinct customer groups with very different
needs and purchasing cycles. The first is the military. The
military wants to track and monitor the location of its weapons
everywhere, in any condition, at any time. The second group is
Fortune 1000 companies with global supply chains interested
in financial outcomes such as inventory turns, stock outs, and
timely delivery as much as physical asset tracking capabilities.

How do I align
marketing with sales
messaging?

The Savi marketing team had a classic messaging alignment
problem. When the website focused messaging, content,
and CTAs on the needs of the military, the commercial sales
team complained that their customers and prospects were
confused about the Savi value proposition. But, when the
website focused on the needs of the commercial segment,
the military sales team would complain.
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ABM Aligns Sales and Marketing
Web personalization aligns sales and marketing messaging for two sales divisions,
Fortune 1000 and the federal government.

Dynamic Web Experience
Savi uses account based HERO banner messaging on their home
page to dynamically serve specific messaging for their two customer
segments for known and unknown visitors. Military professionals view
creative related to weapons tracking around the world.
Commercial organizations view creative related to analytics. The main
CTA, the red button on the home page, is also customized for the two
segments by pointing to the relevant industry page.

HERO Banners customized by customer segment

Savi continues the dynamic customization in the resources center.
The military receives an ungated whitepaper about war games, while
target accounts in the Fortune 1000 see a gated content ebook about
IoT.

Content curated by interest
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Custom Lead Generation Forms
If visitor browse patterns indicate interest in taking the next step, a
contact form will pop up on Savi’s website. With ABM, Savi dynamically
generates a relevant offer for the specific account. The military audience
is encouraged to set up a briefing while the Fortune 1000 audience is
asked to get control of their supply chain.
The form is integrated with their Marketo email automation platform so
every response is automatically added to the appropriate industry list for
the best nurturing without asking the user for industry information.

Customized Forms
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3x

Sales Requests

2x

Engagement

“ABM delivered impressive
results in a few weeks.”
Eric Waldschmidt, Savi
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Analytics

Targeting
Target and score
accounts.

Ads

Execute digital
ad campaigns.

Deﬁne and
measure
campaign goals.

Web

Personalize web
and landing
pages.

Sales

Enable sales.

Hungry for more ABM success?
Visit triblio.com for more case studies
and information.

