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INTRODUCTION
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For the past several years, we’ve been the leading advocates for Account-Based Marketing. And during that time, we’ve created white papers, 
blogs, eBooks and infographics on everything from the fundamentals of Account-Based Marketing (ABM), to how to execute a high performing 
ABM strategy.  But through our conversations with B2B marketers, we’ve learned that there isn’t one single path that companies can take as 
they implement ABM. Rather, that every company is different—with their own challenges, goals and technology stacks. 

So instead of talking more on why ABM is useful for B2B or how to get started—we’d rather show you how leading B2B companies are 
implementing, executing and measuring ABM. Their stories are packed with best practices, innovative strategies, results and inspiration 
that can help pave the way for your own ABM plan.

Through these stories, you’ll see how leading B2B organizations have implemented ABM to achieve results across the entire sales 
and marketing funnel.

92%
of companies recognize the value 

in ABM, going as far as calling 
it a B2B marketing must-have. 

(SiriusDecisions) 

96%
of B2B marketers leveraging 
ABM report a positive impact 

on Marketing’s success.  
(Demand Metric) 

71%
of B2B organizations interested 
in adopting ABM are testing or 

already using it.  
(Demand Metric)

72%
 of B2B companies employing 

ABM plan to increase their ABM 
efforts over the next 12 months. 

(Demand Metric) 

Account-Based Marketing is used by B2B marketers to identify and target the accounts they value 
the most. ABM solutions typically include account-based data and technology to help companies 
attract, engage, convert and then measure progress against customers and prospects. 



ALIGN AROUND A LIST OF TARGET ACCOUNTS 
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Skytap is a public cloud provider that extends enterprise Cloud and DevOps strategies 
to traditional on-premises applications. Like many B2B companies, Skytap was 
struggling to deliver high-quality leads, and as a result, their sales and marketing 
teams were not on the same page. 

Skytap wanted to go beyond traditional B2B marketing (which focuses on generating a high quantity of leads) and focus on a few 
select accounts. To achieve their goal, Skytap implemented an ABM strategy, which required them to build a target account list—the 
companies most valuable to them. Skytap worked closely with key stakeholders from Sales and Marketing to define their list. From 
there, Sales and Marketing were able to align around a set of key metrics. 

40% of their appointments 
came in from C/VP level 

within their target accounts 

40%

As a result of their efforts, Skytap saw the following: 

MQLs went from 60% 
conversion to pipe to 78% 

conversion to pipeline

60% 
78% 

KEY LEARNING: 
An effective ABM strategy starts with a target account list—the companies with the most potential to your business, 
which can include customers, prospects, partners or a mix of all three. This requires you to sit down with key 
stakeholders from your sales team and align over a list of accounts. 

We are finally 
utilizing our budgets 
efficiently—leads we 
generate are the same 
that sales is looking 
for. This is because 
we aligned on a set of 
targets to begin with. 

– CMO, Skytap 
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QuickMobile transforms meetings and events with mobile apps that engage and 
delight audiences. To stay ahead of their competition, QuickMobile needed to increase 
engagement and conversion of enterprise companies from select verticals. 

To better understand the types of companies and verticals coming to their website, Quickmobile leveraged account-specific data within 
their Web Analytics solution and then segmented their target accounts by industry: 

KEY LEARNING: 
Segmentation is a critical step when building your ABM strategy. It allows you to provide a more engaging 
experience through targeted content. In this way, each visitor is able to envision how your solution or product is 
valuable to his or her company. 

FINANCIAL 
SERVICES

TECHNOLOGY BUSINESS 
SERVICES

MEDICAL

+90%

+150%

+200%

+250%

Financial

Technology

Medical

Business 
Services

Through their segmentation efforts, QuickMobile saw a year-over-year increase in pipeline opportunities.

Based on these segmentation 
parameters, they created a 
personalized experience for 
each one on their website.

SEGMENT, SEGMENT, SEGMENT
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Surescripts is one of the largest information networks in healthcare, connecting fragmented information 
technology used by pharmacies, benefit managers, hospitals and care providers. Surescripts was looking 
to accelerate growth within its customer base by cross-selling new product offerings. 

One of the first steps to building an ABM strategy requires you to attract the right audiences. Most B2B companies rely on digital 
advertising (which often reaches people outside of the target audience) to bring their accounts to their websites. Instead of relying on 
traditional digital advertising, Surescripts implemented Account-Based Advertising (ABA). With ABA, they targeted the accounts most 
important to them with personalized display ads, which allowed them to reach individuals from their target accounts across the web and 
serve ads only to them— reducing the waste associated with most display advertising vehicles. 

With their initial ABA campaign, Surescripts was able to identify accounts across the web and run targeted display advertising campaigns 
that reached all the key stakeholders at their target accounts. 

KEY LEARNING: 
Account-Based Advertising is an ideal vehicle to target new prospects and extend your relationship with your 
customers, who you want to retain, upsell and transform onto brand advocates. By targeting accounts rather than 
individuals, you can eliminate waste and ensure the right people see your message. 

Their campaigns reached and attracted 300 target hospital accounts and 20 high-value 
electronic health record technology vendors and generated increases in page views for 
two key products:

With Account-Based 
Advertising, we can 
get our message to the 
hospital accounts we value 
most. By targeting multiple 
contacts within an account, 
and not just one job title, 
we reach the right decision 
makers and deliver more 
qualified leads to our sales 
team. It’s a win-win!

– Senior Manager, Interactive 
Marketing and Advertising, 
Surescripts 

Lifted 
Companies

Immunization  
Registry Reporting

Clinical Direct 
Messaging

Increase in product 
page views

Key Product

36% 26%

116% 36%

TARGET AND ATTRACT THE RIGHT AUDIENCES
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SAP SuccessFactors is the global provider of cloud-based human capital management 
(HCM) software. SAP SuccessFactors was looking to revamp its website to deliver 
results against marketing objectives and integrate its website with demand-
generation activities. 

To meet its marketing challenges, SAP SuccessFactors architected its new website with Account-Based Marketing in mind. The web 
team started by determining the primary segments and industries that were coming to the site, and from there, it was able to deliver 
dynamic, targeted promotions (such as industry-specific videos) to the accounts they cared about the most. 

KEY LEARNING: 
By personalizing the experience by segments (such as industry and revenue), you can provide a customized, 
relevant experience to all the key stakeholders at the companies you care about the most. 

As a result of their personalization efforts, SuccessFactors saw:

Not only are we seeing a lot 
of great results quantitatively, 
but qualitatively, there’s a 
lot we can do to improve 
the customer experience, 
which improves uplift, time 
on the site, and relevance, 
and ultimately it increases 
conversion.

–  SAP SuccessFactors 

Greater visitor 
ENGAGEMENT 

Increased 
CONVERSIONS

WEBSITE 
PERSONALIZATION

ENGAGE YOUR TARGET ACCOUNTS WITH A 
PERSONALIZED WEBSITE EXPERIENCE



Thermo Fisher Scientific is the world leader in serving science. Through their 
premier brands—Thermo Scientific, Applied Biosystems, Invitrogen, Fisher 
Scientific and Unity Lab Services—they offer an unmatched combination of 
innovative technologies, purchasing convenience and comprehensive support. Like 
many companies in their space, Thermo Fisher needed the ability to see timely 
results from marketing programs for their long tail accounts. 

Thermo Fisher Life Sciences Solutions Group approached this problem by bringing in account-level data into their Web Analytics 
solution—which gave them the ability to identify the accounts that were visiting their website to better measure, analyze and optimize 
their marketing programs. From there, they set up campaigns that were geared to the accounts visiting their website. They also created 
programs focused on declining accounts to move them back to stable ground.

As a result of their efforts, the team at Thermo Fisher Scientific saw: 

8.3%18.7%
Increase in “Add to 
Cart” conversions

Increase in 
revenue

KEY LEARNING: 
Measurement should happen at every stage of the funnel and focus on metrics important to B2B rather than traditional web 
metrics focused on individual behavior. Traditional marketing data doesn’t provide actionable insight on how to drive revenue 
or improve performance. You need an account-based view of site traffic, engagement and conversion rates and the ability to 
connect siloed datasets across the funnel. 

We can now capture 
valuable buying signals and 
actually predict purchase 
behavior for prospects 
based on past website visit 
patterns.

– Associate Director of Digital 
Sales, Thermo Fisher Life 
Sciences Solutions Group

MEASURE BY ACCOUNT  



BECOME AN ABM EXPERT
AT YOUR COMPANY

Demandbase o�ers two ABM Certification courses online that you and your 
team can take in the convenience of your home or o�ce. An Expert-level 

course is also o�ered in select cities throughout the year.

FOUNDATIONS ABM CERTIFICATION
Learn the importance of Account-Based
Marketing and gain how-to tips that’ll get

you started on the path to success.

ADVANCED ABM CERTIFICATION
Get best practices on topics including sales
& marketing alignment, target account list

development, metrics and budgeting.

Register now: www.demandbase.com/cert

http://www.demandbase.com/cert


Demandbase is a leader in Account-Based Marketing (ABM). The company offers the only Artificial Intelligence-enabled, comprehensive ABM platform that spans Advertising, Marketing, 
Sales and Analytics. Enterprise leaders and high-growth companies such as Accenture, Adobe, DocuSign, GE, Salesforce and others use Demandbase to drive their ABM strategy and 
maximize their marketing performance. The company was named a Gartner Cool Vendor for Tech Go-To Market in 2016. For more information, please visit www.demandbase.com 
or follow the company on Twitter @Demandbase.

CONCLUSION

Achieving success with ABM requires more than just following these best 
practices. To truly achieve ABM success, you’ll need to critically assess 
your business, identify goals and challenges and align key stakeholders 
around a set of metrics. From there, you can start building a plan that’s 
unique to your company. 

For more information on how to get started with ABM, visit the Expert ABM 
Resources page on our website at www.demandbase.com.

http://www.demandbase.com
https://twitter.com/Demandbase
https://twitter.com/Demandbase
https://www.facebook.com/Demandbase
https://www.linkedin.com/company/demandbase

