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—> Methodology

Ascend?2 benchmarks the
performance of marketing
strategies, tactics and the
technology that drives them
with a standardized online
questionnaire and a proprietary
3-Minute Survey format.

This survey was fielded

to a panel of marketing
professionals and marketing
research subscribers.

AscendZ

RESEARCH-BASED MARKETING

Survey Respondents

Primary Marketing Channel
B2B

B2C

B2B and B2C equally
Number of Employees
More than 500

50 to 500

Fewer than 50

Primary role in company

Owner / Partner / C-Level
Vice President / Director / Manager

Non-Management Professional




Account-Based Marketing Approach

Account-based marketing (ABM) continues to  This Survey Summary Report, titled Account-
gain traction as an initiative that can capitalize = Based Marketing Approach, represents

on high-value accounts, shorten the sales the opinions of all the market segments
cycle, and align efforts of sales and marketing  responding to the survey. Specific market
teams. segments from the survey are reported on

separately and exclusively by our participating

But how are marketers gaining a competitive esearch Partners.

advantage with their ABM strategy?

This research has been produced for your use.
Put it to work in your own marketing strategy.
Clip the charts and write about them in your
blog or post them on social media. Please
share this research credited as published.

To help you answer this question, Ascend2 and
our Research Partners fielded the Account-
Based Marketing Approach Survey. We thank
the 261 marketers who responded to this
survey during the week of July 6, 2020.

(U HERE!

™
SUBSCRIBE TO OUR RESEARCH
RESEARCH-BASED MARKETING
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Current ABM Status

Bringing a fully functional ABM program to fruition requires a significant amount of expertise, time
and resources. About one-third (34%) of marketers are in the planning stages for implementing
an ABM strategy in the future. Only 14% of marketers are currently in the process of rolling out an
ABM pilot program while another 22% report having a measurable strategy in place.

What is the CURRENT STATUS of an ABM strategy?

34%

30%
22%
l 14%

ABM strategy is in Rolling outanABM  Planning forABMin  Not planning for ABM
place and measurable pilot program the future inthe future

Account-Based Marketing Approach Survey
Ascendz Conducted by Ascend?2 and Research Partners
RESEARCH-BASED MARKETING PUb“Shed July 2020


http://ascend2.com

Ranking Strategic Success

About two-thirds (65%) of marketing professionals would describe their account-based
marekting strategy somewhat successful at achieving the primary objectives set for it. Marketers
representing companies with strategies sophisticated enough to be considered "best-in-class”
represent about one-quarter (22%) of those surveyed.

Which best describes the SUCCESS of an ABM strategy at achieving
primary objectives?

Unsuccessful
13%

Very successful
(best-in-class)
22%

Somewhat
successful
65%
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Greatest Challenges to Success

37% of marketers find it challenging to get adequate budget and resources dedicated to account-
based initiatives. Marketing and sales alignment is also a top challenge for 32% of marketers who
recognize that the two working in harmony is essential to the success of an ABM program. Data
quality issues also present an obstacle for 29% of marketers to overcome.

What are the GREATEST CHALLENGES to the success of an ABM strategy?

Lack of budget/resources REIRL)
Marketing and sales alignment  BePEZ
Lack of quality data  ARZ)

Lack of technology WARL

Lack of a unified strateqy  RpX.L2)
Marketing attribution PEEZ

Inability to measure or prove ROl R kE%

Lack of quality content ERELZS

Lack of commitment by management RENEL
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Budget Allocation Details

The majority of marketers (62%) report that less than 25% of the marketing budget is currently
being dedicated to account-based efforts. Only 13% of those surveyed are operating with
budgets that represent greater than 50% of the overall marketing budget. These findings align
with a lack of budget being listed as a top challenge to the success of an ABM strategy.

What percent of the marketing BUDGET is being allocated toward ABM efforts?

62%

25%

10%

3%

L
less than 25% of the 25%-49% of the 50%- 74% of the More than 75% of the
marketing budget marketing budget marketing budget marketing budget
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Most Vital Account Data

ABM relies heavily on using data to personalize the experience for contacts from targeted, high-
value accounts. But which data is most important to keep track of? Lifetime customer value
and an account's financial information are the two most important pieces of data to collect and
track for ABM according to 41% of marketers.

What is the most VITAL DATA to acquire and track on an account?

Lifetime customer value

Financial information

Engagement history

Current or planned projects/initiatives  ge3:L78

Decision-maker profiles RedLLs

Strategic partnerships WXL

Technology stack architecture WAL
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Resource Allocation Details

Over half (54%) of marketers are focusing a majority of their ABM efforts on finding and
attracting new contacts. The other 46% of those surveyed are investing most of their resources
in existing accounts and contacts with 27% working to engage and convert existing contacts
and 19% focused on nurturing and cross-marketing to existing accounts.

Where are you investing the most RESOURCES for ABM differentiation?

Nurturing & cross-marketing to
existing accounts
19%

Finding & attracting
new contacts

Engaging & converting 54%
existing contacts

27%
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Most Effective Channels

As account-based marketing becomes a more widely-adopted approach, it is important for
marketers to differentiate themselves with their efforts. Half (50%) of marketing professionals
surveyed report that social media is the most effective channel to do so, followed by email
campaigns (45%) and the use of content or resources (42%).

What are the most effective CHANNELS for gaining a competitive advantage
with ABM?

Socialmedia B

Email RILLS

Content/resources YLV

Website Personalization BeXLA

Paid Advertising XLl

Webinar/virtual events Bl

Print/direct mail %R
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Key Metrics to Measure Success

Measuring return-on-investment for account-based marketing is essential to strategic success.
Metrics based on the account level, such as target account revenue generated and target account
engagement are reportedly the most helpful in measuring the success of an ABM program
according to 44% and 42% of marketers, respectively.

What are the KEY METRICS to measure the success of an ABM program?

Targetaccountrevenue generated EZEZ)
Target accountengagement YIS
Marketing Qualified Leads (MQLs) EIRZ)
Win rate PERL

Average contractvalue XL
Penetration within target accounts AR
Target accountpipeline  RpxL/s

Meetings set ERELLS

Pipeline created RERA
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RESEARCH-BASED MARKETING FOR
MARKETING TECHNOLOGY COMPANIES

Receive a Research-Based Content Blueprint that
provides proven strategies on how to demonstrate
thought-leadership, engage prospects, acquire new
customers, and generate media coverage.

Research studies by BuzzSumo, MarketingProfs, and eMarketer finds that
original research is the #1 type of content to engage prospects and convert
leads to sales. Find out how you can add research to your marketing mix.

v

GET STARTED WITH A FREE STRATEGY SESSION
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MARKETING POWERHOUSES USE ASCEND2 RESEARCH
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PUT THIS CONTENT TO GOOD USE!

This Survey Summary Report is part of a series conducted in partnership with our
participating Research Partners.

You may adapt, copy, distribute and transmit this work. However, you must attribute the
work as produced by Ascend2 and its Research Partners, but not in any way that suggests
that they endorse you or your use of the work.

When you share this content, please provide a link back to ascend2.com

Ascend2
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