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WELCOME!
THIS SESSION IS BEING RECORDED

LISA SHARAPATA
VP of Marketing

MindTickle

FIRESIDE CHAT & AMA

How to Fast-Track 
Your Path to ABM
Maturity

JON MILLER
CMO

Demandbase



Stop Random Acts of Marketing

MARKETING

Scared Lead

SALES

Leads

10pts

30pts

20pts

Processing Leads

Lead 
scoring

Pile of 
“Leads”

Customer Centric 
Approach

Ykes!

From:

Happy Customers

To:
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BUILD BACKWARDS:

$60 million year

$150M / Quarter

$15 million Quarter

$50M / Month

Revenue Plan

Quarterly Pipeline goal

Marketing = GTM GAME PLAN

1,500 accounts = $150M Quarter
500 accounts = $50M Month

NEW business

Converting at a 10% rate

Getting Started

ACV = $100k

*example only



Pretty hard to do account 
based marketing if you 
don’t know the account.

Even harder to personalize 
(chat, ad, web) if you don’t 
know anything about the 

account.

Use intent data to align with sales:
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Find
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The number of accounts you could pursue
is larger than the number you can pursue

Three strategies:
• Defining different styles of ABX 

based on account value. 
• Segmenting and rotating 

account focus.
• Triggering specific focus.
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Source: ITSMA and ABM Leadership Alliance, 2020 ABM Benchmark Study

• Deep dive account research
• Highly-customized programs for each account
• Investment per account: $36,000 - $50,000
• 84% accounts are current customers, 16% new

“Handful” – median 14, mean 39
$2M-$100M++1:1
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• Micro-clusters of ~20 accounts focused on similar issues
• Deep cluster research
• Highly-focused programs, moderate personalization
• Investment per account: $3,000 - $15,000
• 49% accounts are current customers, 51% new

Source: ITSMA and ABM Leadership Alliance, 2020 ABM Benchmark Study

“Handful” – median 14, mean 39
$2M-$100M++

“Dozens” – median 50, mean 177
$250K – $2M

1:1

1:Few
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• Many account-based programs live here
• Broad programs, light personalization
• More technology including intent data and advertising
• Investment per account: < $1,000 - $3,000
• 72% accounts are NEW customers, 28% current

Source: ITSMA and ABM Leadership Alliance, 2020 ABM Benchmark Study

“Handful” – median 14, mean 39
$2M-$100M++

“Dozens” – median 50, mean 177
$250K – $2M

“Hundreds” – median 500, mean 6.2K
$50K – $250K

1:1

1:Many

1:Few
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“Handful” – median 14, mean 39
$2M-$100M++

“Dozens” – median 50, mean 177
$250K – $2M

“Hundreds” – median 500, mean 6.2K
$50K – $250K

1:1

Targeted Demand Gen
(ICP)

1:Many

1:Few

“Thousands”
<$50K

Source: ITSMA and ABM Leadership Alliance, 2020 ABM Benchmark Study
10



© 2021 Demandbase  | 

Entitlements 
determine how 
many accounts 

you can 
manage by tier

Always On Extra for MQA

1:1

• Account plan
• 1:1 workshop
• VIP experiences
• 100% custom content, chat
• Advertising
• Proactive outbound
• Quarterly contact refresh 

(5)

• $100+ gifting
• Cameo message
• 100% customized 

response

1:Few

• Mini account plan
• 20% custom content
• Advertising
• Proactive outbound
• Quarterly contact refresh 

(3)

• $75+ gifting
• Highly customized 

response

1:Many
• Advertising
• Limited outbound
• Program-based content

• $50+ gifting
• Customized response

ICP
• General demand gen
• No outbound until trigger

• Lightly customized 
response

11



© 2021 Demandbase  | 

Use FIRE to find and identify top accounts

Pipeline Predict
Qualified accounts showing behaviors that predict buying 
activity 

AI + Big Data 
Finds and 

Scores Buying 
Patterns

F it Accounts in your ICP

I ntent Interest in your products and/or competitors

R elationship Context and history with the 
account

E ngagement Time spent with your company
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Time to select… Marketing-driven, Sales-owned
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Engage



Understanding the Stages

All Accounts
All Buyers
Unknown Intent
Unknown ICP Fit
Unknown Pain 
Unknown 
Challenges
No signs of life

Pain points
Researching 
Solutions
Generic keywords

Don’t know how 
to solve the pain

Researching 
vendors
(MindTickle & 
Competitors)

Learning about 
options

BDR Engagement
Set meetings. Qualify

Been to our 
website. Evaluating 
options.

Deciding Vendor of 
choice. 
Several contacts 
engaged.

Not “In-Market”

Goal: Make them 
aware of Mindtickle

Goal: Get them to a 
landing page where they 
can learn how we can 
solve their problem

“In-Market” (under the radar) In the “sweet spot”

Goal: Engage buying 
team. Solve problems 
and build relationships

Goal: Establish 
Contact. Surround 
buying team

MQA
ATTRAC

T WIN

Marketing establishes relationship Sales & Marketing build relationship

STAGE 0 STAGE 1

BDR / AE Establish 
contact

Deemed worthy
by AE / RVP

S
Q
O



Under the hood of the Revenue Rocket

Account Enrichment

ICP Fit
Ideal Customer Profile

Accounts

Persona Fit
Leads

Engaged Person
Marketing Qualified Lead

SQO
Pipeline

Closed Won
Revenue

Intent Accounts
Marketing Qualified Accounts
6Sense Stage = Purchase

*PRIORITIZED

SAO
Sales Working

Engaged Accounts
Marketing Qualified Accounts

6Sense Stage = Decision

M
Q
A

AWARENESS CONSIDERATION DECISION PURCHASESTAGES

ATTRAC
T WIN

🤔

🤔
🤔
🤔

🤔



Display/Paid/ 
LinkedIn Ads

Custom 
Landing Page 

Marketing

Sales

Multi-Channel Campaign Experience

Be Ready   |

Content 
Syndication

Marketing Email 
Nurture

Outreach 
Sequence

Chatbot

Organic 
Social
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Awareness

Engaged

MQA

Opportunity

Customer

Post-Sale

Qualified Matches our ideal customer profile (ICP) – FIT

Showing awareness for our category – INTENT

Engaging with our website, programs – ENGAGEMENT

Marketing Qualified Account – PIPELINE PREDICT

Open opportunity

Closed won opportunity

Adoption and expansion

Account journey

18 Customizable
Stages
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Early in the journey, focus on building your brand 
on a foundation of trust.

Move from emotion to logic with thought 
leadership and education.

Find when accounts are in-market and 
actually interested in hearing from you —
but before they raise their hand on your 
website.
Focus on validation and engaging the entire 
buying committee.

Enhance the post-sale experience with adoption 
best practices and finding expansion opportunities.

Align interactions to the buyer’s journey

Awareness

Engaged

MQA

Opportunity

Customer

Post-Sale

Qualified

Use deep account 
insights to ensure 
each interaction is 
relevant and useful 
enough to be 
worthy of their 
attention.
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ABX Stand Ups
The Secret Weapon for GTM Alignment

3
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Measure
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• Value
• Volume
• ConVersion
• Velocity
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ICP
Accounts

Ideal Customer Profile

SQO
Sales Qualified 

Pipeline

WIN
Revenue

Intent Accounts
6sense

Top of the Funnel Sales Funnel

MQA
Marketing 
Qualified 
Accounts

RETAIN
Renewals

Expand
Upsells/Cross-

sells

Adoption Expansion

Inbound 
Accounts

Measure: 
Retention/ 
Renewal

Measure:
Conversion 

Rates

Align on measurement

Measure: 
Win Rates

Measure: 
Upsell

Measure: 
Expansion

NPS

● # of SQLs (ICP-fit) 
vs. plan

● Conversion rate 
MQAs -> SQAs

● # of MQAs

● % of Tier 1 prospects 
with open opportunity

● Conversion rate First 
Meeting -> SQO

● # MQAs and # SQLs by 
BDR/AE/region

● ACV, DEAL CYCLE TIME

● ROI 
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JOIN US TUESDAY, SEPTEMBER 14

FIRESIDE CHAT & AMA

Building an Iconic B2B Brand – the Gong 
Case Study
FEATURING
Udi Ledergor
CMO of Gong


