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Your takeaways from today’s session

The relationship between the digital buying journey and 

content

What is ABM, why is it growing, and what do you get out 

of it?

Insights from a Lenovo / Veeam case

Tips on your next step considerations
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Blue Business
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Selected ABM client references
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Relevant content marketing across the customer journey
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Shifting buyer concerns throughout the customer journey

Stage I:
Determine Needs

Stage II:
Evaluate Alternatives

Stage III:
Evaluate risk

Risk

Cost

Solution

Need

Buying Phases

Time

Fo
cu

s

• Strategy

• Projects

• Challenges

• Priorities

• Budgets
Risk

Cost

Solution

Need

Stage 0:
Pain Discovery
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Account Based Marketing:
why and what
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Do not count the

companies you reach

but reach the companies

that count



T H E  B 2 B  L E A D  A G E N C Y

Account Based Marketing defined

Account Based Marketing 

is a strategic approach to 

designing and executing highly 

targeted and personalized 

marketing programs to drive 

business growth and impact with 

specific, named accounts

Strategic: 
not a simple

campaign or tactic.
Focus is on Reputation, 

Relationships and Revenue.

Marketing 
and sales:

Close collaboration
between sales

and marketing is a 
must

Drive business 
growth and impact:

focus on landing 
new accounts and 
expanding within 
existing accounts.

Named accounts: 
built on

account-specific 
insight, content, and 

messages for 
maximum relevance 

and resonance.

By ITSMA and the ABM Leadership Alliance 2020
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Two types of lead generation
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Poll
Do you execute lead generation 
based on individuals or do you 

target accounts?
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What drives ABM?

Too many people

involved 

in the buying process.

Non – linear sales

OrganizationalLaw of 80/20

Insufficient 

pipeline

Poor quality

leads
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ABM by the numbers
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Most sales teams reach only a fraction of the B2B decision 
makers

USERS

GATE KEEPER EXPERTS

USERS

FINANCE

CEO

PROCUREMENT

CIO

How many people have you met?

How many people know of you?

How many people believe you are the best?

TECH DECISION 

MAKER
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Most companies see higher ROI with ABM than with other types 
of marketing

ITSMA and the ABM Leadership Alliance 2020
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Marketing can provide air cover to sales

Accounts are warmed up before sales works on them

Provide marketing coverage during sales process to 

get in front of unknown contacts that can ‘roadblock’ deals or 

speed up the sales process

Provide sales with engagement data to prioritize outreach

Marketing must deliver MQLs
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The REACT model and why it 
matters
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You can only expect clients 

to spend money with 

you after they have spent 

time with you.

“

”
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The REACT model is our way of executing ABM

REACHED
Impressions

Clicks

ENABLED
Exposed to

banners

ATTRACTED
Time on page

CONVERTED
Downloads
Form fill out

TRANSACTED
One-to-one nurture

LinkedIn 

Advertising

Social Selling

1: 2: 3:

1. Intent Based Advertising

2. Account Based Advertising

Account Based

Marketing 
Automation

80%



T H E  B 2 B  L E A D  A G E N C Y

REACH X RELEVANCE = ENGAGEMENT
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Spending above your market share (higher SOV) will secure 
growth

In B2B, brands that set 
their share of voice (SOV)
above their share of 
market (SOM) tend to 
grow.

Source: Linkedin/Institute of Practitioners in Advertising
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Case: Lenovo & Veeam O365 
EMEA campaign
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The Lenovo ABM campaign is executed according to the 
REACT model

REACHED
Impressions

Clicks

ENABLED
Exposed to

banners

ATTRACTED
Time on page

CONVERTED
Downloads
Form fill out

TRANSACTED
One-to-one nurture

LinkedIn 

Advertising

Social Selling

1: 2: 3:

Account Based Advertising Account Based

Marketing 
Automation

80%
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Campaign facts 

81 accounts currently being targeted​

End-to-end ABM:​

Account Based Advertising: 836,300 impressions​

Social Media: advertising and social selling on 

LinkedIn​

Telemarketing​

The campaign is executed in English and German​

Account Based

Advertising 

Sept ‘20 – Jan ‘21

Telemarketing
Ongoing

Social Media

advertising and Social

selling 
Oct ‘20 – March ‘21

The objective is to deliver 

25 MQL’s
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Campaign creatives 

6 different banners Landing page Download e-books
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Top Engaging Accounts UK/I
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Conclusions so far

Account Based Advertising: 

High reach: 91% of accounts were reached​

58% of accounts were engaging.

Engagement: More than 1,200 dedicated web site visits

High CTR and engagement. 

Leads:

More than 25 MQLs



T H E  B 2 B  L E A D  A G E N C Y

Next step considerations
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05

04

03

02

01

This is a sample text.

This is a sample text.

This is a sample text.

This is a sample text.

Identify your key accounts

5

4

3

2

1

Be agile: test, change, test

Deploy marketing 
automation

Get account insights by 
using tools/data available

Sales + Marketing are 
equal. Set joint targets

Identify your key accounts

5 ABM must-do’s to get started
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ABM in summary

Insufficient pipeline, deal size and buying complexity drives the interest in ABM

Engagement is a key parameter

ABM must be end-to-end: follow the REACT model

Content is still King

Marketing and sales alignment is key to success

Obtain a positive ROI after 3 months
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How Blue Business can help you with your first ABM pilot
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Thanks for your attention
Morten Kornerup: +45 2085 3377

mk@bluebusiness.com

www.bluebusiness.com


