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While a few years ago you could question the value of account-based marketing, these days it’s 
pretty hard to make a case against it. Reading statistic after statistic, ABM and ROI have become 
so closely related that they could be considered cousins or even siblings. 

As more and more B2B marketers experiment with ABM, they’re finding new strategies and new 
use cases to squeeze every last drop out of their returns in what could be considered a lengthy 
process. And yes, while account-based marketing definitely takes more work up front than  
 lead-based campaigns, the payoffs are well worth it. 

Here’s what marketers had to say about the efficacy of their programs:

ABM outperforms a traditional marketing 
approach across a number of categories, 
including sales and marketing alignment, 
overall customer lifetime value, contract  
value, close rate, and ROI.

-TOPO
 

92% of companies recognize the value of  
ABM and see the strategy as a “must have”  
for B2B marketing.
  

-SiriusDecisions

97% of practice leaders, marketers, and business-development executives 
said that ABM offered a higher ROI than other marketing methods, with 38% 
calling it “much higher.”
 -Demand Gen Report

80% of marketers say 
that ABM outperforms  
other marketing 
initiatives. 
    
  -ITSMA

https://info.bizible.com/topo-abm-insights-recommendations/
https://www.prnewswire.com/news-releases/more-than-90-percent-of-marketers-believe-that-account-based-marketing-is-a-b2b-must-have-300074923.html
https://www.demandmetric.com/content/abm-adoption-benchmark-report
http://www.itsma.com/pdfs/research/2013ABMSurvey_AbbrSummary.pdf
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The next big question in ABM
Now that B2B marketers have stopped asking why they should be using ABM, they’re asking how 
they should be using ABM. And that’s where this guide comes in.

Most marketers know the components of an effective marketing campaign, so rather than 
taking you through every piece of an ABM campaign (which we do in our other guide, “ABM – A 
Practical Guide”), we decided to teach through examples. 

We teamed up with four of the leading companies in account-based marketing to show you how 
each of us approached our ABM campaigns and give you ideas about how you could approach 
yours. Feel free to borrow any of the strategies below and let us know what works and what doesn’t.

If if you have any questions as you read through the campaigns below, feel free to reach out to 
us, and an ABM specialist will be happy to chat all things ABM with you (it’s really their favorite 
thing to do).

Advice from the experts
Don’t have time to read all the case studies? Here are the top pieces of advice from the experts 
we spoke with.

It never hurts to start small. Jellyvision started with a modest pilot campaign on purpose—it was 
big enough to show real results, but small enough that if they failed, they wouldn’t blow their 
whole budget on one blowout campaign. A small pilot gives you the flexibility to learn what 
works in your market so you can scale it up quickly when you prove you can be successful.

For anyone who is considering an ABM approach, creating a strong and targeted account (and 
lead) list is just as important as running the campaign itself. Know what makes a great customer 
for your business and use that to your advantage when introducing prospects to your products. 
When you have great data, almost all marketing campaigns can, by nature, turn into ABM 
campaigns.

One of the most common misconceptions about ABM is that it replaces your existing programs. 
In truth, ABM is something you layer on top of your existing marketing initiatives to target the 
large accounts that take a lot more effort to close. Everyone is trying to close those big accounts, 
so if you’re only using traditional demand-gen, you’ll just get lost in the noise with everyone 
else. These large accounts require a targeted and personalized approach, which is exactly what 
good ABM provides.

It’s helpful to familiarize yourself with the sales process and the overall account journey. ABM 
isn’t a short-term “one-and-done” initiative—it requires cross-functional buy-in and should 
be leveraged as a long-term strategy. Work with sales to co-create account pursuit plans and 
journeys that make sense. This will help define your ABM road map each quarter. It’s also 
important to focus on relevancy and timing. Often, great campaigns can be overlooked or 
dismissed if your prospects are not ready for you.

Hyper-targeted ABM campaigns should never be “set-and-forget” campaigns. It’s very important 
to maintain tight coordination between the teams so you can closely monitor, test, and 
optimize. We showed that we take sales and marketing alignment seriously by having the sales 
development representative (SDR) team sit on the marketing team. This way, sales could give 
constant input to marketing about what was working and what wasn’t. Target account lists from 
sales are usually evolving, so build your program and launch quickly once you finalize your 
target account list with sales so that your campaign doesn’t lose momentum.
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Helped Jellyvision launch an ABM pilot that 
converted prospects to opportunities eight times 

higher than their initial goal.
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Describe your ABM campaign and how you ran it.
Jellyvision, one of Bizible’s customers, is an employee communication platform whose 
interactive software talks people through important, complex, and potentially snooze-inducing 
life decisions—like choosing a healthcare insurance plan or navigating a leave of absence—in 
fun and engaging ways.

The marketing team at Jellyvision wanted to target key accounts with highly personalized 
content that spoke to their industry-specific pain points.

Rather than dive straight into the deep end and target every single one of their key accounts, 
they decided to start with a pilot campaign. Melanie Chapman, marketing manager for email 
and automation at Jellyvision, and Jenn Kloc, senior marketing manager, led the ABM initiative, 
targeting a small set of HR professionals at target accounts.

Jellyvision set a goal of increasing lead-to-opportunity conversion rates and positive ROI—the 
only problem was that they couldn’t accurately measure either of these with their current 
analytics. Their understanding of offline marketing performance was based on a huge manual 
process and first-touch attribution, which they knew wasn’t telling the true story. They knew that 
before they could run a successful ABM campaign, they needed to fix this. So they brought in our 
team at Bizible to accurately measure their ABM campaigns alongside the rest of their marketing 
mix with advanced multi-touch and account-based attribution.

With a plan and measurement solution in place, the next step was execution. Working with a 
direct-mail automation company, Jellyvision put together a six-week, three-touch direct mail 
program. Each direct mail piece was followed by a phone call from a business development 
representative and then an automated email from the marketing team. The campaign was a 
true collaboration between sales and marketing.

Touch 1
A trifold mailer that took advantage of TONS of personalization and variable data.

All told, the planning 
phase took Jellyvision 
two months.

 Front:

 Back:
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Touch 2
A custom viewfinder with HR superhero artwork inside and a personalized booklet:

Touch 3
A Benefits Communication Inspiration Kit with a combination of fun and useful goodies to help 
people be prepared for their benefits communication challenges:
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What were the results?
The pilot campaign converted prospects to opportunities eight times higher than their initial goal.

Bizible’s account-based measurement not only proved that Jellyvision’s first-ever ABM campaign 
exceeded goals but also gave Jellyvision the ammunition to increase their ABM budget to run 
more campaigns.

With this early proof of success, they were able to get the budget to develop two additional ABM 
campaigns that followed the same structure, targeting even more contacts and accounts with 
different industries and pain points.

In total, the three ABM campaigns converted at a higher rate than any other marketing channel, 
and ABM had the second-highest ROI of all Jellyvision’s paid marketing channels.

Because these ABM campaigns were not the first touch for any account, none of them would 
have received any revenue credit without Bizible. 

“For ABM campaigns—especially the way we built our ABM campaigns with a heavy direct mail 
component—this is absolutely critical because it helps us see an accurate picture of our ROI,” 
said Jenn. “Direct mail is costly, but for us it is effective.”

How would you run this campaign differently or improve upon it?  
How would you change your strategy?
The Jellyvision team learned a lot from their ABM experiments in 2017, and they’re applying the 
lessons to their 2018 strategy. First, close collaboration with the sales team is an absolute must 
if ABM campaigns are going to be successful. Task your business development representatives 
with follow-ups—they are more motivated to do the work to set the meetings. 

Also, for their 2018 content, the Jellyvision team is going to work with a longer timeline so they 
can partner with their own internal creative teams to make the campaign more cohesive and 
on brand. They also chose a more flexible theme for the content that can be applied to many 
different campaigns so that it’s easier to spin up follow-up campaigns when they see success. 

Personalizing content to pain point instead of industry makes it more flexible and easy to scale, 
too. The Jellyvision team learned to take advantage of variable data-printing capabilities to 
make hyper-customized direct mail pieces.

What advice would you give to someone who is thinking of trying out  
ABM for the first time?
It is crucial to have the mechanisms in place to accurately and confidently measure your ABM 
campaigns. Without the ability to definitively prove success, it’s really hard to make a case for 
running a successful ABM program.

It gave Jellyvision the confidence to experiment with something new. They could launch their 
pilot campaign because they had multi-touch, omnichannel account-based measurement, 
so they could be confident that they would have the data to make a smart decision to either 
reinvest or rethink their strategy.

Also, it never hurts to start small. Jellyvision started with a modest pilot campaign on purpose—
it was big enough to show real results but small enough that if they failed, they wouldn’t blow 
their whole budget on one blowout campaign. A small pilot gives you the flexibility to learn what 
works in your market so you can scale it up quickly when you prove you can be successful.

The pilot campaign 
converted prospects to 
opportunities 8x higher 
than their initial goal.
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Targeted prospects based on current marketing automation 
use and increased their engagement rates by 37%.
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Describe your ABM campaign and how you ran it.
Datanyze, a leading technographics provider, has learned that our best customers come from 
teams that have a CRM or marketing automation platform in place. In fact, if a business is 
using marketing automation, it is 21% more likely to close with Datanyze once it reaches the 
opportunity stage. So knowing if a company is using Act-On, Pardot, Marketo, HubSpot, or any 
other marketing automation software is important to our sales and marketing teams. This is 
especially true since our product also integrates with several technologies, including HubSpot 
and Marketo.

Last year, with the launch of Datanyze’s new enrichment integration with Marketo, we wanted to 
do an awareness campaign for both our Marketo and HubSpot integrations. We targeted people 
and accounts who met a specific set of criteria: 

Marketers who work for SaaS businesses using Marketo or HubSpot

Our goal was to increase marketers’ awareness of our integrations—with the end goal of 
increasing our net-new opportunities.

In order to get started, we had to figure out how we were going to segment and deliver the 
messaging to the specified accounts. One of the great things about running an ABM campaign 
at a data company is we have loads of relevant, account-based data at our fingertips. Using 
Datanyze’s technographic data, we segmented our accounts in two: 

1. Marketo users at SaaS technology companies 
1. HubSpot users at SaaS technology companies

We sent each group of targeted accounts a set of personalized emails relevant to their 
technology stack. For instance, if they use Marketo, they received messaging about our Marketo 
integration. Similarly, if they use HubSpot, we sent targeted messaging about our HubSpot 
integration. Both sets of people also received other content regarding how data integration 
within a marketing automation platform can improve key marketing metrics. 

https://launchpoint.marketo.com/datanyze/datanyze-the-leader-in-technographics/
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What were the results?
By personalizing emails and segmenting our target accounts by both title and current marketing 
automation use, we saw an increase in average email engagement rates. Open rates averaged 
37% higher than our non-ABM emails, and the overall end results of the campaign had a positive 
ROI, with many salespeople closing deals with new accounts..

How would you run this campaign differently or improve upon it?  
How would you change your strategy?
In this campaign, we had the marketing team collaborate with the sales team on the strategy, 
which worked really well. For our next campaign, we plan to also include our customer 
success team as part of this ABM approach. While this campaign focused primarily on net-new 
customers, we think that running a similar campaign to current customers could also produce 
great results in the future. 

What advice would you give to someone who is thinking of trying out  
ABM for the first time?
For anyone who is considering an ABM approach, creating a strong, targeted account and lead 
list is just as important as running the campaign itself. Know what makes a great customer for 
your business and use that to your advantage when introducing prospects to your products. 
Additionally, being able to personalize content and experiences based on accurate data is key. 
Having the ability to speak to someone’s personal experiences makes your message that much 
more relevant and likely to be heard. When you have great data, almost all marketing campaigns 
can, by nature, turn into ABM campaigns. 

Open rates averaged 
37% higher than our 
non-ABM emails
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Used a multichannel approach to make a big 
impression and get a 41% close rate.
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Describe your ABM campaign and how you ran it.
At RollWorks, a B2B Growth Platform, we designed our ABM campaign, Project Goal Line*,  
to address the four major pain points that we identified based on feedback
from sales and historical data trends:

STEP 1: Getting SDRs in the door (booking a meeting)

STEP 2: Getting prospects “over the line” by pushing stalled deals (pre-launch)

STEP 3: Nurturing accounts post-meeting (post-meeting)

STEP 4: Welcoming customers and assisting during onboarding (welcoming customers)

Here’s how we built out the campaign:
A foundational exercise before launching the program was to map the four major sales stages in 
Salesforce (Hunting, Negotiation, Pre-Launch, and Live/Closed-Won) to our marketing lifecycle 
stages in Marketo (Nurture, Selection, Activation, Live/Closed-Won). This allowed us to sync 
our marketing messaging with where the prospect was in the sales funnel using our platform’s 
bidirectional Marketo data connector (the same can be done using HubSpot).

The first step in our strategy was to get conversations 
started with the SDR team’s most sought-after prospects. 
As marketers who receive several SDR-generated emails 
each day, we know how difficult it is to cut through the 
noise and get someone’s attention. Thus, we married SDR 
emails with display ads, individual landing pages, and a 
direct mail piece in an effort to make a big impression.

Display ads for “air cover”
As soon as an SDR began to work an account, we began 
serving ads as a way to introduce ourselves. We used the aforementioned Marketo connector 
to serve ads with introductory upper-funnel messaging only to the specific contacts within the 
target account.

Outreach emails, landing pages, and retargeting
To make that big first impression, we then added some personalized touches. We created a 
landing page and individual display ads for each SDR that included their photo. Each email the 
SDR sent included a link to their personalized page

ATTRACT Leads
CONVERT Prospects

GROW Customer Value

GET STARTED

 Step 0

 Step 1

*This campaign was run under the 
AdRoll brand, now RollWorks 
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Door Opener direct mail
Along with the landing pages and display ads, we also mailed a Door Opener Kit designed to get 
the conversation going. This kit included a note from the SDR and a book of customer-use cases 
to showcase how others have used AdRoll to “build better campaigns.”

Landing Page 1:   

Landing Page 2:  

Retargeting Ad: 

After clicking on the link and visiting the landing page, the prospect was retargeted across 
multiple networks and devices with matching display ads. We increased our bids and frequency 
for a 24-hour period to ensure that the prospect saw the SDR everywhere. If the prospect clicked 
the ad, they were taken to a personalized landing page where they could schedule a meeting.

How do you manage a balanced marketing mix personalized 
for diverse buyer personas—on time and within budget?

PROSPECTING RETARGETING EMAIL MARKETING CROSS-DEVICE

Prospects who received 
the Door Opener Kit 
alongside the SDR 
outreach and custom 
display ads were three 
times more likely to book 
an appointment (10.22% 
booking rate vs. 2.6%). 
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In a typical demand-gen model, this is where Marketing would stop and celebrate their lead-gen 
wins. But, because we’re using account-based marketing, we could stretch our marketing reach 
much farther down the sales funnel. 

Specifically, we wanted to help keep the momentum going after an initial appointment with a 
prospect. It’s very common to experience difficulties in this stage of the funnel where deals can 
stall because of a lack of urgency, and, historically, sellers haven’t had a scalable way to push 
the conversation forward.

Post-meeting direct mail
We combatted this by sending a Post-Meeting 
Kit within days of a high-quality appointment. 
The kit included a note from the seller along 
with a poster that showed how our platform 
can help them to “build better campaigns” 
with a full-funnel approach. 

Personalized ads that impressed
We also leveraged our platform’s personalized 
ads to ensure we stayed top of mind. These 
ads pulled the company name into the ad 
unit itself, ensuring that we grabbed their 
attention. We saw immediate results here, as 
our CPA decreased by 42% with these targeted 
ads (compared to a test group that saw non-
company-specific ads). 

 Step 2

Overall, prospects who 
received our “Post-
Meeting Kit” alongside 
the personalized ads 
closed at a rate of 15% 
vs. our baseline post-
appointment close rate 
of 13%. 
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Sales had asked for our help pushing stalled prospects from Pre-Launch to Live/Closed-Won. 
There were numerous reasons why an opportunity would be “stuck,” so we needed to speak 
directly to how easy it was to get started and show how our current customers had seen success 
with our platform (creating a bit of FOMO, if you will).

The final push: direct mail
If a prospect had not progressed in over 35 days, we triggered an Over-the-Line Kit. This kit 
included a notebook with a checklist that outlined the final steps they needed to take to get 
their first ad campaign up and running. Every few pages within the notebook also included a 
quote from a happy customer, showing how getting started with us would prove fruitful for them 
in the end. 

Lower-funnel display ads
During this stage, we continued to leverage targeted ads with the company’s name and changed 
the content/call to action to address Pre-Launch questions.

A common mistake most marketers make is stopping their marketing efforts once a customer  
is on board. While it might seem like a waste of time to market to your current customers,  
it’s actually one of the most worthwhile investments you can make. In fact, according to 
PostFunnel, your current customers are 50% more likely to 
try a new product and spend 31% more on average than 
the typical new customer.

Display ads for customers
Because many of our new customers do not take 
advantage of our full-funnel solution right off the bat 
(instead opting to start with Retargeting or Prospecting 
only), we used ads to further educate them on the benefits 
of adopting our full product suite. 

 Step 3

 Step 4

https://postfunnel.com/customer-retention-rate-care/
https://postfunnel.com/customer-retention-rate-care/
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What were the results?
The campaign brought great results and surpassed our expectations in many ways. While we’ve 
run direct-mail, display, and email campaigns in the past, we’ve never coordinated them across 
the board in such a tightly knit way. We expected to have better performance, but we had no 
idea how much better it would be.

We found that prospects who received the “Door Opener” kit were 3x more likely to book an 
appointment with us. With the kit, we had a 10.2% appointment rate, while previously, without 
the kit, we had just a 2.6% appointment rate. 

What impressed us the most is that we saw an increase not only in appointments set but 
throughout the entire funnel. For instance, the prospects who received our “Over the Line” kits 
closed at a 41% rate, which showed us how far into the funnel an ABM strategy could take us.

Additionally, we also received a lot of social media brand awareness, with prospects sharing 
photos of the direct mail pieces and talking about how they loved the customized ads.
 

How would you run this campaign differently or improve upon it?  
How would you change your strategy?
Seeing the great results we got with this campaign, our plan for the future is to expand it to a 
wider audience. Now that we have the results to show to the leadership team, we are looking to 
get to 100% coverage of all opportunities our sales team works. The initial design of the program 
only covered opportunities that were already picked up by our SDRs, which means we missed 
out on deals that might have been picked up mid-cycle.  

What advice would you give to someone who is thinking of trying out  
ABM for the first time?
One of the most common misconceptions about ABM is that it replaces your existing programs. 
In truth, ABM is something you layer on top of your existing marketing initiatives to target the 
large accounts that take a lot more effort to close. Everyone is trying to close those big accounts, 
so if you’re only using traditional demand-gen, you’ll just get lost in the noise with everyone 
else. These large accounts require a targeted and personalized approach, which is exactly what 
good ABM provides.

As you approach your first ABM campaign, remember that this is an additive marketing 
technique. It doesn’t have to be perfect to start, but you should definitely start as soon as 
possible so you can learn how to do it. Getting a head start before the market is saturated with 
other ABM campaigns will be a huge advantage to businesses.

...Prospects who received 
the “Door Opener” kit 
were 3x more likely to 
book an appointment

With the kit, we had a 
10.2% appointment rate, 
while previously, without 
the kit, we had just a 
2.6% appointment rate.

...closed at a 41% rate

People literally put the poster on their walls!
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Built custom reports to generate pipeline across  
in-market accounts.
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Describe your ABM campaign and how you ran it.
At Radius, a B2B data and predictive marketing company, we decided to create an ABM 
campaign because we wanted to partner with sales and support them on revenue targets.  
The goal was to meet internal revenue numbers but also provide our buyers with a more holistic 
journey focused on meaningful insights that Radius can provide, rather than just talking about 
features. Historically, throughout our demand generation program efforts, we found that ebooks 
performed very well. So, as we built out our ABM content, we decided to create a report that 
shared insights from the Radius platform for each target account. 

The result was a custom report personalized at the account level. 
Inside, we shared information about the target account’s total 
addressable market and ideal customer profile, as well as sample 
segments and a mock-up of a sample omnichannel campaign  
using existing creative from their digital properties.

The campaign originated from a similar analysis that our sales  
team conducts with prospects who run a trial or proof-of-
concept (PoC) with Radius. In order to make the campaign more 
programmatic and turnkey, we first developed the details of the 
report with help from our Solution Architects, the team that  
creates this analysis after a trial or PoC. 

From there, we wrote the first draft, developed it with internal stakeholders, and worked with 
our in-house design team to create the final template for the report. 

Given the high-touch nature of this campaign, we selected accounts that were actively in market 
or engaged with Radius. Some of the key metrics we used to determine this include:

 ◾ Tier A accounts in enterprise segments
 ⚬ Accounts scored and assigned a letter grade using the Radius platform

 ◾ Contact coverage within the accounts
 ⚬ Number of accounts per segment (mid-market, enterprise, and strategic)
 ⚬ Number of contacts within Tier A and B accounts

 ◾ Engagement from key contacts (i.e., decision makers)
 ⚬ Factoring recency and frequency of engagement

 ▫ Decision makers and influencers who have engaged with Radius content
 ▫ How recent was the engagement, and how frequently has the contact 
interacted with Radius content or campaigns?

 ◾ Past campaign history (to define familiarity with and awareness of Radius)
 ⚬ What campaigns have contacts from this account engaged with?
 ⚬ How does the topic of these campaigns tie back to potential areas of interest for 

accounts (e.g., downloaded Digital Advertising ebook)?
 ◾ Opportunity value and potential deal size

 ⚬ What are the predicted use cases and projected opportunity value for this company?

The marketing team collected these metrics from Salesforce and Marketo and then worked with 
sales to narrow down the search. The sales team provided critical, need-to-know information, 
such as contacts they had engaged with, ideal customer profile (ICP) details for each account, 
market trends that mattered for the account, and other account-pursuit details. Based on the 
metrics and sales insights, our ABM team made the final selection of accounts. 
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The campaign was initially tested by targeting two select accounts. Based on the results from 
this trial, we subsequently rolled it out to an additional 13 accounts. The report was then 
promoted using the following channels:

 ◾ Marketing emails to soften and introduce the report
 ◾ Direct mailer including a copy of the report (mailed to decision makers only)
 ◾ Follow-up cadence from the business development rep (BDR) and account executive (AE)

The campaign was built and deployed thanks to a cross-functional effort across teams:
 ◾ Campaign drivers: ABM and Field Marketing teams
 ◾ Contributors: Design, Sales, Solution Architects, Web and Digital

Direct mailer basket
The direct mailer included a locked bottle of wine  
or Baileys and some snacks. We also shared a 
physical copy of the report (not shown). 

Once prospects took a meeting with sales, they 
received the code to unlock the wine.

What were the results?
The campaign was designed to generate high-
quality opportunities for the sales team in target 
enterprise accounts. While the campaign was 
fairly recent (launched in December 2017), sales 
has already seen 7 opportunities generated (i.e., 
requests to schedule a meeting) from target 
accounts and is currently evaluating these 
opportunities. 

Some reports were also used to nurture existing opportunities, with sales using the key findings 
to accelerate deal velocity. 

Besides this campaign, a few elements from the custom reports were spun off to develop stand-
alone ABM plays. For example, the BDR team used the sample segments to target enterprise and 
mid-market accounts. Alternately, the total addressable market analysis was used to nurture 
accounts with key industry insights. 

The ancillary ABM plays created from this campaign have generated 15 responses and five 
opportunities across our target accounts. 

While the opportunities continue to roll in across the campaign and plays, the feedback from 
prospects has been overwhelmingly positive. Decision makers across our enterprise accounts 
typically respond within the first or second touch, often citing the personalized nature of the 
outreach as the catalyst. In addition to receiving helpful external feedback, members of our 
sales team also find themselves better equipped with relevant content that they can use to 
prospect for and nurture accounts.

“The campaign has  
already brought in 15  
responses and 5  
opportunities.”

Contributors: Design, 
Sales, Solution Architects, 
Web and Digital
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 How would you run this campaign differently or improve upon it?  
How would you change your strategy?
While the campaign continues to develop and yield opportunities over time, we have found a 
few areas of improvement—the first being with the outreach itself. Given the highly personalized 
nature of the report, timing is a critical factor in sending such an asset. 

In future campaigns, we will be investing more time in nurturing these accounts and preparing 
them for the report. Select accounts will also have a chance to opt in to receive the content. 
In cases where prospects want us to create this asset for them, we may even include a short 
briefing call or survey to collect relevant details. 

Secondly, the content itself, while valuable for prospects, can be a lot of information to consume 
at once. To help increase success rates with our campaign, we’ll also be breaking out this report 
to make it more piecemeal—sending one key finding or element at a time. This approach also 
allows us to mix in other ABM plays, nurturing the account over a period of time, which can be 
particularly helpful when targeting larger enterprises. 

Lastly, our customer success team is adapting a version of this campaign to help them facilitate 
conversations with existing customers and generate upsell opportunities.

What advice would you give to someone who is thinking of trying out  
ABM for the first time?
If you’re new to ABM, start small and scale as you try new ideas and campaigns. Test campaigns 
or build objective-focused plays over time and see what works best. You don’t have to create 
highly personalized content or heavy-lift campaigns from the outset. 

Use existing content, third-party insights, or general context-driven events to develop your ABM 
playbook. Test different levels of personalization as you find a sweet spot for your campaigns—
this can vary based on your objectives, but some examples might include:

 ◾ Digital campaigns to build air cover
 ⚬ For example, you could retarget all tiered accounts that visit your website with 

relevant digital ads.
 ◾ Broad-based email nurture campaigns

 ⚬ Select a target vertical and develop a nurture campaign using internal and 
external content. 

 ◾ Event-driven campaigns
 ⚬ Build campaigns around relevant industry events or specific announcements 

from your target accounts. 

It’s also helpful to familiarize yourself with the sales process and the overall account journey. 
ABM isn’t a short-term, one-and-done initiative—it requires buy-in cross-functionally and should 
be leveraged as a long-term strategy. Work with sales to co-create account pursuit plans and 
journeys that make sense. This will help define your ABM roadmap each quarter. 

While there is a variety of a factors that can define the success of a campaign, it’s important to 
focus on relevancy and timing. Often, great campaigns can be overlooked or dismissed if your 
prospects are not ready for you. As you test your ABM efforts, build specific criteria for each 
campaign and ensure that accounts meet those requirements during the selection process. 

Ultimately, ABM is successful when it is relevant, demonstrates value, and is delivered at the 
right time.
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Launched a multichannel campaign to achieve a 
33% conversion rate from cold leads to meetings 

with Fortune 500 companies.
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Describe your ABM campaign and how you ran it.
At LiveRamp, an identity resolution provider offering data onboarding, we wanted to tailor our 
marketing efforts to create engagements where prospective customers can learn about industry 
trends in an environment that fosters the growth of long-term client relationships.

ABM campaign example:
Purpose—New customer acquisition for accounts at large, consumer-facing brands.

Strategy—ABM at LiveRamp starts with account alignment between marketing and sales. We 
use internal and external data signals to select and prioritize the accounts with high likelihood 
of conversion. We engage our prospective accounts through a broad variety of channels and 
tactics via digital, direct mail, email and in-person channels, all designed to create opportunities 
for meaningful engagement. These tactics include advertising, drip nurture campaigns, and an 
annual, nationwide series of road shows. 

Target list creation—The LiveRamp marketing team kicked off its ABM campaign by working 
with sales leadership to identify the right list of target accounts based on industry, number of 
employees, revenue range, geography, and the likelihood of the account getting the most value 
out of the LiveRamp offering.  

We also considered existing account relationships and past engagement, and identified 
accounts that met the technical requirements to get the maximum benefit of the offering.

By observing similarities between accounts where we were seeing success, we found that 
our target accounts were typically in the retail, financial services, automotive, and travel and 
hospitality industries, with 5,000+ employees and an annual revenue of $250M+.

Examples of account attributes used to select top accounts

Target accounts: Retail, 
Financial Services, 
Automotive, Travel, 
Hospitality 
5,000+ Employees 
$250M+ Annual Revenue
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Campaign pieces and benefits
High alignment— The SDR team sits on the marketing team, which allows marketing to provide 
direction and incentives to ABM campaigns that value relationship building, not just setting a 
meeting on the first call. For example, this means we ensure the SDRs’ talk track aligns with the 
messages each contact received across marketing channels and contact touchpoints.

High-value events— Target accounts are invited to regional thought-leadership events with an 
emphasis on learning and development. We provide high-value content, guest speakers, and 
networking opportunities, which naturally positions LiveRamp as a thought leader and trusted 
industry resource. It also helps to start a sales conversation as a relevant next step.

Cohesive engagement and messaging— Marketing messaging is tailored by industry and 
channel, and SDR emails drive both event attendance and meetings. Here are the pieces that 
came together to form the campaign as a whole:

 ◾ Personalized display advertising 
 ◾ Marketing email promotion
 ◾ Multi-touch SDR email, phone, and social outreach sequence
 ◾ Direct mail touchpoint

Automation tie-in— Our SDRs are assigned to specific accounts. This makes our Salesforce 
and Marketo automation even more powerful because it facilitates a faster and more relevant 
engagement with each account and helps us prioritize top accounts more quickly.

Example of omnichannel outbound sequence of touchpoints

What were the results?
In one hyper-focused campaign targeting 15 high-value clients, we achieved a 33% conversion 
rate from cold leads to meetings within a four-week period. These included Fortune 500 
consumer brands with:

1)  Significant AdWords spend
2)  Significant website visitor footprints 
3)  Sales through e-commerce channels and brick-and-mortar stores
4)  The right demographics (size/revenue/industry) 

On average, LiveRamp has found that ABM campaigns perform significantly better than broad 
campaigns. On average, they generate:

 ◾ 10x increase in year-over-year (YOY) annually recurring revenue
 ◾ 25x increase in customer LTV over a two-year period
 ◾ 2x increase in previously dormant meeting accounts 
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How would you run this campaign differently or improve upon it?  
How would you change your strategy?
Although the target list was created in partnership with the sales organization, the LiveRamp 
marketing team found that sales wanted to frequently modify the list of named accounts. 
LiveRamp’s ABM campaign requires a long-term view, where our campaigns engage with target 
prospective accounts during a period of at least 12 months.

The takeaway for us was largely around setting the right expectations and clearly documenting 
our different tiers of target accounts, knowing that account executives may need to add or 
remove their target accounts more frequently and that the marketing team will work on the 
same list for a longer period of time.

What advice would you give to someone who is thinking of trying out  
ABM for the first time?
Hyper-targeted ABM campaigns should never be “set-and-forget” campaigns. It’s very important 
to maintain tight coordination between the teams so you can closely monitor, test, and 
optimize. We showed that we take sales and marketing alignment seriously by having the SDR 
team sit on the marketing team. This way, sales could give constant input to marketing about 
what was working and what wasn’t. Target account lists from sales are usually evolving, so build 
your program and launch quickly once you finalize your target account list with sales so that 
your campaign doesn’t lose momentum.
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Takeaways and next steps
As you can see, account-based marketing means very different things to different marketers. 
But, at its heart, ABM is about coordinating your marketing and sales efforts to increase the 
chances of closing those large accounts that can make or break your marketing goals. 

How you go about coordinating those efforts is really up to you and what your team believes 
will showcase your benefits to your prospects.

The three things that all ABM campaigns have in common, though, are:

Clean data

Precise targeting

Accurate reporting

If you have these three ingredients, and if they are high quality, you’ll definitely set yourself up 
for ABM success. As you look into starting your first ABM campaign or updating your existing 
one, be sure to ask your ABM vendor the questions that matter. 

If you take anything from this guide, it should be:

 ◾ Not all ABM vendors are created equal.
 ◾ Start small and learn quickly.
 ◾ Make sure you have clear reporting to inform your decisions.

If you’d like to learn more about account-based marketing, you can visit our resources section, 
where we have beginner guides, worksheets, and walk-through webinars that can help you plan 
your ABM campaigns.
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