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PRAISE FOR ABM IS B2B.

“What struck me most throughout ABM is B2B was the recurring theme of unity: unity between sales and marketing, between strategy and tactics; between measurement and goals. This principle is smart, accurate and transformative, and comes at a time when it’s deeply needed in the industry. And that’s just the tip of the iceberg of what’s contained in these pages.”

— MEAGAN EISENBERG, Chief Marketing Officer at TripActions

“Whether you look at it as ABM, B2B, or even H2H, marketing’s proper evolution is now clear. If you want to get off the ‘leads’ treadmill and start building real relationships and revenue, get new language, better metrics, smart frameworks, and illustrative case studies in this transformational book.”

— ETHAN BEUTE, BombBomb, VP of Marketing

“The power of marketing technology for B2B has exploded in recent years. However, there is a danger, because the more technology you implement, the less personal marketing can become. ABM, as outlined in this book, is a way to implement modern marketing tools while still treating each interaction on a personal level.”

— DAVID MEERMAN SCOTT, Marketing strategist, entrepreneur, and bestselling author of ten books, including The New Rules of Marketing and PR

“This is a book that should be required reading for anybody in marketing (and sales), and certainly for the C-Suite. This is just not a good read, it is a guidebook on how to adopt and implement ABM and see results. With these real-life examples, worksheets, and methodologies, any B2B organization looking to move to an ABM approach is doing themselves a disservice if they do not make this book core to their planning and strategy development.”

— CARLOS HIDALGO, CEO, VisumCx

“This book is the playbook on how to take a programmatic approach to B2B marketing. ABM is B2B marketing, and this book shows how marketing, sales, and customer success can work together to target the right customers faster, ultimately driving impact to the bottom line.”

— OMAR AL-SINJARI, McKesson, RelayHealth Senior Manager, Digital Marketing

“With over 90% conversion rate, ABM is clearly a no brainer when you are looking at improving pipeline and increasing engagement. With actual case studies & graphical representation of the ABM Maturity curve, Sangram’s “ABM is B2B.” will help kickstart a mindset shift for companies that are on the fence for ABM. The TEAM framework helps marketers build a roadmap of all the essentials for a successful ABM program. Last but not least the Episodes give you great insights into the hits and misses of companies that have ABM as a solid B2B strategy.”

— TRISH AGARWAL, Owner, Vsynergize

“The switch to ABM marketing can be overwhelming! The book shows us a fresh way to practically implement a transformed B2B strategy that improves outcomes and streamlines your marketing model, cutting through the numerous tactics and tools that can cloud your path to success.”

— JEREMY MIDDLETON, Pramata, Sr. Dir. Digital Marketing & Revenue Ops

“I was all-in on this book when I saw there was an entire section on ‘Make your customers heroes.’ From my perspective, this honest and human focus on customers in marketing and sales is still missing from a lot of leaders’ strategies, especially in the B2B world, and it’s hurting them. This book gives us all a roadmap to tap into the power of ABM is B2B. while building authentic relationships with customers, winning loyalty, and, of course, growing earnestly.”

— NICK MEHTA, Chief Executive Officer, Gainsight

“As any B2B marketer would tell you, cutting through the noise is challenging. The same holds true for marketers seeking new resources–the sheer number of courses, certifications, and industry books is overwhelming. This is, by far, the most actionable book on ABM I’ve read. Sangram leaves no stone unturned for B2B marketers and sales leaders looking to scale a business. It’s written by a category leader who lives and breathes what he recommends. I can think of no better ABM resource.”

— TIM KOPP, Managing Director, Hyde Park Venture Partners

“Sangram is a brilliant pioneer of modern account-based marketing. The practices and examples he describes here give you the playbook for winning in B2B. Worth reading at least twice.”

— SCOTT BRINKER, VP Platform Ecosystem at HubSpot; Editor at chiefmartec.com; Program Chair of MarTech

“As a CMO, I have worked with some of the best CEOs in business today. The truly great ones realized that they modeled how the brand would be understood and what the company stood for. They were intimately involved, not only in co-creating the brand, but in living it out very publicly. They understood that the buck started and stopped with them in this extremely important area of what former Honeywell CEO Dave Cote once called ‘identity in action.’ This is not just about brand – it is the very essence of leadership.”

— MARK STOUSE, ROI Analytics Software CEO, MegaValue.Live Host, Innovator of the Year, 2x Top 25 Innovator, Fortune 100 CMO / CCO

“We are witnessing a major shift in B2B sales and marketing. ABM is B2B. will bridge the gap from the old to the new.”

— MICHAEL ROSE, Author, ROE Powers ROI and Founder at Mojo Media Labs

“After reading both books back to back, I walked away from the experience thinking about book 1 as the practitioner’s field guide. Book 1 gives you a lot of actionable insight into building and executing as you transform your lead generation into ABM. In fact, two years into my own ABM journey, I walked away from book 1 with an action item list that was 19 items long. Whereas book 2 feels like the visionary’s narrative on why ABM. This is different from what you may have heard three years ago at choose-your-tech conference, because the fabric of this narrative is woven with real stories, real examples, and real results. The field now has many years of widely varied experience to pull from that can say, for itself: Here is what ABM is and why it matters. Book 2 takes the author’s personable, relatable communication style and blends it with real-life, in-the-trenches stories, all while shifting as much focus as possible onto the leading practitioners in the field today. Book 2 gives the framework to build a common understanding across the business. Both books are huge, and both are incredibly valuable. As counterintuitive as it seems, I’d almost recommend book 2 first, and then book 1. But do yourself a favor and read them both.”

— DANIEL ENGLEBRETSON, Director, Integrated Marketing

“This book will breathe new life and provide much-needed perspective into your B2B business development efforts.”

NIKOLE ROSE, President & COO at Mojo Media Labs

“I love that the title of this book is ABM is B2B, and I’d go so far as to say that Sangram himself is ABM. The depth of insight he provides into the challenges, rewards, and transformation that come with ABM are second to none. He understands technology in a major way, but he also understands how strategy and people come first—and that’s huge. You don’t want to miss this.”

— JILL ROWLEY, Partner at Stage 2 Capital

“I have built a career in sales consulting, and loved every minute of it. Sangram and I share many beliefs, but the one that resonates throughout this book is the concept of OneTeam. Having sales and marketing on the same page is a critical success factor, but never more so than in an account-based revenue strategy.”

— TRISH BERTUZZI, Founder & CEO at The Bridge Group

“ABM is B2B is incisive— a must-read for ABM leaders and neophytes alike. This book offers a poignant view on the abysmal state of traditional B2B marketing, and how account-based marketing practitioners are literally flipping traditional strategies to deliver unbelievable results. Most importantly, this book delivers real-world case studies, and, more importantly, a framework that can be implemented regardless of ABM maturity or funding.”

— MALACHI THREADGILL, Masergy, Director of Demand Generation at Masergy

“Building an account-based revenue organization is a labor of love. This book details everything, from the new common language and lexicon of ABM to building the team to aligning with others in the revenue organization and reframing how success is measured. ABM is B2B. prepares marketers to be the leaders of account-based transformation in their organization.”

— ERIC MARTIN, SalesLoft, Sr. Director, Demand Generation

“Finally, a book that recognizes the critical truth that ABM is B2B. Sangram brings his trademark charm to guide readers on their evolution from ABM experimentation into mainstream adoption in this how-to guide full of important advice and examples.”

— SAMANTHA STONE, Founder, the Marketing Advisory Network. She’s a fast-growth, revenue catalyst, researcher, speaker, and consultant

“This book imparts a transformative message for business leaders and marketers alike to help their companies win. Now is the time to operate with an ABM focus to drive marketing that nets substantial results.”

— JILLIAN GARTNER, Director of ABM, Thomson Reuters

“My first career was spent making plays on the football field, and my second career has been spent making plays in business and sales. Through both, the importance of teamwork and accountability has been utterly undeniable. ABM is B2B. got me fired up because Sangram hits the nail on the head in both of these areas. Marketers, salespeople, and executives alike will get a world of new perspectives by diving into this book. It’s a must-read.”

— REGGIE RIVERS, former Denver Bronco, Media Personality, Benefit Auctioneer, Motivational Speaker, Master of Ceremonies, and Author




We didn’t write this book for ourselves. We wrote it for others who dream big and use their entrepreneurial spirit to make the world a better place. That’s why all proceeds from this book are going to support New Story, an organization that is literally building a new life for thousands of people in North and Central America.
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SECTION 1 INTRODUCTION

Why Most B2B Marketing Sucks!

If you picked up this book expecting to learn what Account-Based Marketing (ABM) is, why you should do it, and why everyone is talking about it these days, we have some bad news for you. We’re beyond that. The ship has sailed and you’re on it, whether you know it or not. We want to help you navigate the waters properly based on your business goals. There’s no debate about if with ABM—this book is focused on how.

This book is titled ABM Is B2B. It’s not ABM Can Help You Do B2B Better. It’s not ABM Is the New B2B Trend to Look out for. It’s not Do ABM Now, Do B2B Later. We’re not here to mess around with soft introductions or offer suggestions. We’re here to make declarations and write new equations. Our favorite is ABM = B2B.

Here’s our proof: Account-Based Marketing is an organizational strategy designed specifically to create more revenue. Business-to-Business Marketing (B2B) is an organizational strategy designed specifically to create more revenue. Yes, they are the same.

You can’t be a successful B2B organization in today’s world (no matter what the date is today, whenever you’re reading this) without going after the right customers, creating experiences designed just for them, and turning them into advocates for your product or service. That is the essence of B2B marketing, and from the highest of views, it’s not rocket science. The philosophy behind it is pure and makes perfect sense, yet B2B marketers have found all sorts of ways to screw it up through the years.

[image: ]

It’s very easy for us to think we live in this mass-market world, but we don’t. We live in a micro-market world.



John Wanamaker, founder of one of the first department stores in the United States, said in the 1800s: “Half the money I spend on marketing is wasted; the trouble is I don’t know which half.” It was true then, and it’s still true now. Ask a CEO to pinpoint what works and what doesn’t in marketing, and they most likely can’t tell you.

Marketing research firm Forrester discovered that fewer than one percent of all leads turn into customers. Put that another way: 99% of what you’re doing now doesn’t work. It’s not turning into revenue. Your CEO and CFO are looking at marketing and wondering what is going on, and no one is sure what to say except that leads are coming in, and website clicks are up.

Even Seth Godin, author of 18 books and a New York Times best-seller, said this in Episode 316 of the FlipMyFunnel podcast: “It’s very easy for us to think we live in this mass-market world, but we don’t. We live in a micro-market world.”

[image: ]

It’s clear that B2B marketers have accepted the idea that B2B stands for boring to boring.



It’s clear that B2B marketers have accepted the idea that B2B stands for boring to boring. We look at Apple and Uber and think, “Wow, that’s groundbreaking creative work paired with amazing customer experience. How awesome is it that B2C companies get to do these cool things? Too bad I’m a B2B marketer :(“

We officially declare the B2B pity party over. You are no longer bound to data sheets, stale product-demo videos, and way-too-long case studies as your main marketing go-tos. B2B doesn’t have to suck, and this book is going to prove it. We have examples of companies creating phenomenal one-to-one experiences that customers fall in love with. Since ABM is B2B, once you start targeting the right accounts, engaging them in meaningful ways, and measuring your success, you’ll have customers loving you, too.

There’s a fundamental problem in B2B marketing, and ABM has presented itself as the fix. We know because we wrote the first book on it. Even then, we were doing what many marketing gurus have attempted to do since: Fit ABM into B2B, as if it were unique and different. We even flipped the funnel and created a new industry around ABM, complete with a top-50 daily business podcast called FlipMyFunnel, more than 10 conferences with thousands of attendees, and countless converts along the way.

The conversation around Account-Based Marketing has swelled in the years since our first book, and it’s been amazing. But we’re done with baby steps. Improving incrementally isn’t the goal; growing exponentially and challenging the industry’s assumptions is. It’s not enough to try to persuade you that ABM is right. We have to inspire you to evolve into a marketer who cares deeply about business outcomes and is excited to rethink the value of your profession.

As you read this book, you’ll notice that we use ABM and B2B interchangeably, and that’s if we even mention ABM at all. That’s by design, and that’s how we want you to think about marketing every day. We want you to train yourself and your teams to adopt an account-based mindset and let it worm its way into your entire operation until it becomes, for lack of a better phrase, just how you do things. It’s time to challenge the status quo!

[image: ]

ABM is transformative



ABM is transformative—the kind of change we haven’t experienced in more than a decade—because it’s about much more than the strategies and tactics within it. ABM is B2B. There’s no separating the two.

The ABM = B2B equation blew our minds when we realized what we had, but it’s not the only lesson we’ve learned since we wrote our first book. Because we’ve experienced firsthand the power of what’s possible with B2B, we
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