
The Survival Guide for 
ABM Marketers
A personal toolkit to help you maximise the success 
(and minimise the stress) of your ABM programmes.



It’s people, 
not principles
We believe it’s time to shift the 
focus from ABM principles, to 
the ABM practitioner. We want 
to empower you with the tools 
and the confidence to navigate 
complex organisations and bring 
colleagues on the journey.

This eBook will help you to: 

—  change the way colleagues think  
about ABM

—  change the way colleagues behave  
when they’re participating 

—  be seen as the true customer expert  
for genuine customer conversations

—  ultimately, deliver better outcomes

It’s an exciting future for ABM. Are you in? 

This eBook will share 6 simple ways to get 
closer to that new future. 

We’re confident that understanding and 
executing these steps will change how  
you’re perceived internally and how you 
operate, so you can go out there and  
win in the marketplace. 
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6 steps for the ABM marketer:

1.  Think like sales
2.  Become the voice of the customer
3.   Only work with people that want  

to work with you
4.   Treat ABM as a marathon, not  a sprint
5.  Go to market as one
6.  Codify. Share. Promote



Introduction
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Do you ever get the feeling that 
ABM is way harder to execute  
than it should be? 

You have the strategy, the frameworks and the 
processes. You have the vision. So why the  
hell aren’t you knocking every campaign out 
of the park? Trust us, you’re not alone. As an 
agency working with ABM marketers in some  
of the biggest tech companies in EMEA we’ve 
seen your pains on repeat. And this is where  
Atomic can help. 

In this short book, instead of giving you more 
ABM frameworks or tactics, we’ll focus on the 
human barriers that hold ABM marketers back. 
And we’ll offer simple, human-centred solutions 
to help overcome them. 

A NEW HOPE

The ABM framework. Simple. Obvious. Intuitive. 
When ABM first appeared, it was seen as 
the grand solution to so many of the issues 
that plagued B2B marketing. We’d finally put 
away those old gappy fishing nets and replace 
them with newly sharpened spears, thrown 
by marketers now considered as thoughtful, 

consultative growth partners. Everything was 
going to be better. Right?

A VERY DIFFERENT REALITY

The reality we see are ABM programmes  
that are simply unworkable once they hit  
the real world.

Unworkable, because we see ABM marketers 
(often with very small teams and resources) 
spending less time actually engaging with 
customers and prospects, and more and 
more time managing stakeholders. Or more 
accurately, trying to get them to understand  
the value of ABM, engage wholeheartedly,  
and live up to their part of the bargain 
throughout the life of the programme.  

No matter how good the theory or strategy, 
if stakeholders don’t fully buy-in, the ABM 
programme will struggle. And your stress levels 
will skyrocket. Because if you lose stakeholders 
there’s no way to quickly turn the dial on sales, 
and those easily distracted sales colleagues 
will disengage even further and may end up 
questioning the marketer, and not the model.

In this short book, 
instead of giving you 
more ABM frameworks 
or tactics, we’ll focus on 
the human barriers that 
hold ABM marketers 
back. And we’ll offer 
simple, human-centred 
solutions to help 
overcome them.”
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Think like sales
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Teamwork for today’s selling
Sales teams are the key to successful 
ABM programmes. Time and time 
again, we see that when ABM works 
properly, it’s down to synergy with 
sales. Yes, we all know that sales and 
marketing alignment is the holy grail, 
but in reality true collaboration and 
engagement is rare.

Why do they matter?
It’s obvious, but salespeople know customers. 
Because it’s their job to read the room  
(or screen) daily.

They know existing customers’ pains, their future 
needs and what sales and marketing tactics have 

worked in the past. These insights are first-hand, 
immediate and invaluable and they can add real 
world colour to your research.

But most importantly, salespeople are a key point  
of influence in the organisation. Having their  
support is absolutely critical to success. 

So, why aren’t they engaging?
Salespeople are different. They work to a different 
cadence. And most importantly they’re rewarded 
differently to you (let’s not get into the rights and 
wrongs of this – it’s just the way it is – and not  
likely to change any time soon).

That’s why getting them to listen, getting time with 
them or getting their buy-in to your initiatives, is so 
damn hard.

If you don’t have marketing and sales  
aligned and using the same set of data,  
then you’re not really doing ABM”
 - Liam Doyle, SVP of Product Management @ Salesforce
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Let’s dig into some  
of the key differences 
between Marketing and 
our friends in Sales
Different speeds: 
Sales teams usually operate to quarterly cycles  
(vs ABM marketers who may operate annually).  
This means that end-of-quarter and end-of-year  
are intense. If you’re not helping them to make  
their targets, you’re just getting in their way.  
So picking your moments to engage is key.

Simple action: 
Sales teams just want short, simple, relevant 
information. And they’re tactics, not strategy  
driven. So, their eyes glaze over when you  
present your beautifully designed,  
multi-phase customer engagement journey.

Short-term highs: 
Sales teams are addicted to short-term highs.  
That’s why they often want swag for their  
customers, or tickets to an event. They don’t  
really understand or see the benefit of ABM  
as a value-driven, customer-focused tool  
because we haven’t explained it right and  
proven its value.

Long-terms lows: 
Because they’re addicted to those short-term  
highs, they care less about long-term brand 
considerations. When you tell them they can’t 
have their flashmob or parachutist landing in the 
customer’s back garden with your new ebook 
because it’s ‘off brand’, they just think you’re a killjoy.
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The steps to success
So, what should you do to think  
like sales? 

Be calendar smart 

Work to their calendar. Don’t put in meetings 
around key sales motions. Know when their 
deadlines loom. Know when they take a break. 
Find the moments when they’ll be most open  
and receptive to engagement.

Speak simply 

Explain ABM in the language they understand.  
We want to help you sell quicker. We want to help 
you overcome reservations from customers.  
We want to look at potential customers you can 
cross-sell to. We want to get you better leads.  
But to do that, we need some things from you  
and your colleagues. Boil it down to what  
matters and leave the jargon for another room.

Don’t waste time 

Make their time investment valuable to them.  
Run your account insight meetings efficiently. 
Keep them short. Ask structured questions  
around the industry needs and key customers  
and share short, concise notes. If you faff, they’ll 
see the whole thing as faff. Be disciplined and 
they’ll learn that you not only value their time 
but you focus on valuable things.

Really listen

The more you understand their needs, the more 
you’ll be able to partner with them. And that  
leads to more positive noise internally about  
your programme. But you need to actually listen.  
You need to actually hear what they’re saying, to 
process it and to action it. Contrary to their own 
belief, they don’t have all the answers, but they 
sure have a lot.

Give them some short-term highs 

ABM takes time. We understand. But they don’t 
always. They want short-term, immediate highs. 
So, while you’re building out your plan, give 
them simple assets they can use quickly - sales 
plays, conversation starters, email copy, simple 
infographics. Or even better, tell them something 
they don’t know about their account. Give them 
insights they can use immediately, that draws 
them in to want more.

Once you start thinking like a salesperson,  
there’s a better chance they’ll bring you into  
their tribe. You’ll be their go-to marketing buddy. 
They’ll protect the program when it’s struggling. 
And give high fives when things go great.  
They won’t share any of their commissions 
cheques though. But, hey, you were never in  
this for the money anyway, were you?!
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Become the voice 
of the customer



Time to put your 
customer hat on
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The customer. Those teeny weeny 
little data points in your CRM. 
Remember them? 
Well, lots of organisations are so flat-out doing stuff 
that they often forget to put customers front and 
centre. But understanding the customer needs, 
motivations and triggers is the whole point, right? 
Actionable customer insight is gold dust for your 
organisation, and probably why you got into  
marketing in the first place. 

Why do they matter?
Right, so here’s the thing. Becoming the customer 
expert raises your stock in the company. It’s that 
simple. Being the customer expert pushes you further 
up the food chain and positions ABM as an integral 
part of your company’s growth. Whoever ‘owns’ the 
voice of the customer gets a seat at more tables, and 
confidence and authority come naturally to them.  
But to be the customer expert you need to spend  
time with the customer. Seems obvious right?

We know that customers expect you to understand 
their unique industry, with all its nuances and quirks. 
If ABM doesn’t get that right messaging becomes 

bland, generic and ignored. So being that voice of 
the customer means messaging is tighter and more 
compelling. Creative resonates more. And that  
means better results. 

If it’s so valuable,  
why isn’t it happening?
Well, sales are naturally customer-facing. They’re front 
line. So understandably, organisations often lean on 
their knowledge first. But salespeople are there to sell. 
While they can be great listeners, they can be clouded 
by the immediacy of sales targets. For them, eaten 
bread is soon forgotten. What happens in that place, 
with that person, in that moment, matters. Not the 
long-term insights to be had.

Marketers, by contrast, are great listeners without 
any need to sell directly. They’re best placed to create 
that customer knowledge bank. And their analytical, 
strategic and creative skills can make more use of those 
insights that are collected. But, alas, marketing can 
often be too shy or polite to muscle in and make it their 
business to meet those customers. That’s a big mistake. 
ABM marketers need to step up and take ownership 
of the customer. They need to be the primary contact 
point for customer insight.

Being the customer 
expert pushes you 
further up the 
food chain and 
positions ABM as an 
integral part of your 
company’s growth.”
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So, what do you need to do to be the 
voice of the customer? 
You need to bring fresh customer insights and 
thinking that go beyond what exists already in your 
organisation. A fresh point of view that adds value. 
That’s it. Simple but not easy. Nothing valuable ever 
is though is it?

Here’s our list of hacks to take more ownership 
of the customer:

Become an industry expert

Yes, read all the publicly available stuff from 
Forrester or Gartner with industry insights. But go 
beyond that. Ask your account teams to set up a  
1-2-1 with an existing customer to get their view.

Become an account expert 

Again, you’ll need to go the extra mile here.  
Look beyond the annual report for account  
insights. See what people in the accounts  
are saying on platforms like LinkedIn or  
Twitter. Attend their webinars or online events. 
Hear what they’re saying but also how they’re  
saying it. 

Create a high def picture of 
your personas 

Ask the account team to intro you to customers. 
Find out directly from them what they’re struggling 
with. Uncover their real needs. Identify what’s 
holding them back. As you conduct those interviews 
those patterns and repeated behaviors will emerge. 
And that’s where real insights are born.

Live in their world

Go to their industry events. Sign up for their 
webinars. Listen to how they speak, document the 
language, the kinds of visuals you see and the kinds 
of things they find important.

Co-create and test with them 

Get out of the echo chamber that we all live in and 
ask customers that you’ve built a relationship with 
to tell you what they would like to see. Ask them 
to check your wording on value propositions or 
campaign messaging. They’ll be a lot more receptive 
than you think (who doesn’t like to be asked their 
opinion?). If they like it, their peers probably will too. 
You get free insights and you’ll probably be the most 
interesting meeting of their week!

Keep your colleagues informed 

Share your customer ‘pulse’ with your colleagues 
so they know you have the insights on industries, 
accounts and personae. Promote your insight and 
make sure you’re famous for it.

Put simply, being the voice of the customer has 
clear, tangible benefits to you and your ABM 
programme. It makes your campaigns more finely 
tuned for success but it also positions you as the go-
to person on customer insights. And that’s a pretty 
nice place to be.
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Only work with 
people that want 
to work with you
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Invest your time wisely
You know that feeling when you’ve 
wandered into a shop? You’re not  
really looking for anything in particular. 
Suddenly an enthusiastic assistant is 
in your face, jumping right into a pitch. 
You instantly tune out. You’re already 
planning your exit.

Don’t waste your energy or time on people or 
accounts that don’t want to buy. 

There are more than enough people who do 
want to listen, and who do want to buy.

It’s like the Pareto Principle. It suggests that 80%  
of results come from 20% of actions. And it‘s true 
across most things. So, most of your results will  
come from 20% of your account list.

Spending time on the other 80%, whether that’s  
trying to make the wrong customer buy or the  
wrong salesperson engage, reduces your time on  
the profitable 20%. And while we all love a  
challenge, you’ve already got enough on your plate.

Plus ABM, like most marketing in tech, is a numbers 
game. At some stage, you’ll need to prove that you’re 
turning the dial, and if you’re burning time on low 
potential, the pressure continually mounts.

You need to focus on the activities with the highest 
chance of success for you, the account teams, the 
brand and the business. That magic 20%.



Right account. Right AE. Right Customer
By the end of this article you’ll be humming this in 
your sleep. Here’s how we think about it:

Right account

We’re looking for that magic 20% that will give you 80% of your 
results. So, if you’re given a bunch of accounts to focus on, don’t  
just stick the head down and plough on (like that poor sales assistant), 
your time is too valuable for that.

Here are a set of five questions to ask yourself (and others) to figure  
out if you’re working with the right account:

1.  RELATIONSHIP: What’s the current relationship like (if any?).  
If they’re really not happy for any reason, de-prioritise. Your job is  
not to breathe life back into a dead relationship.

2.  FIT: Can we connect our solution to their specific needs? If it’s  
a stretch, look at the other accounts where there’s a clearer need.

3.  LOOKALIKE: Do we work with similar accounts that can give us 
valuable experience and best practice? 

4.  REFERENCES: Do we have customer success videos, quotes or  
even the ability to do a customer introduction?

5.  COMPETITORS: Are we trying to dislodge an incumbent, work with 
their existing stack or open up white space? Dislodging incubents is 
emotionally and organisationally challenging for many customers so 
put these to the back of the list.

Right Account Executives

AE’s matter. A lot. 

The right AE will be that priceless buddy on your road trip. The wrong 
one will be that creepy hitchhiker you should never have stopped 
for. Successful campaigns depend on their insight, co-operation and 
input. It’s a partnership. And like all important partnerships, before you 
commit you need to be sure you’re with the right one. 

So, how to choose?

1.  AVOID DUD ENDS: If you choose a receptive AE, but they  
manage dud accounts, you’ll have a lovely time but with no results.

2.  AVOID THE DISENGAGED: If you choose a disengaged AE  
with promising accounts - you’ll still get no results  
(and people will wonder how you missed the open goal). 

The trick is to identify an AE with a need that you can help solve.
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If you’re given a bunch of accounts to focus on, 
don’t just stick the head down and plough on - 
your time is too valuable for that. Ask the right 
questions to figure out the right plan of action.   



Right Customer

According to Gartner, the average buying team size is between  
14 and 23 people, depending on the size of the spend, but the 
reality is that there’s usually one key person with the ability to  
buy your solution.

Finding them is key to finding your 20%.

To help, think about finding the following people:

THE DOOR OPENER: We need to know who is the door opener for 
conversation. These can also be known as the “influencers” in the 
buying centre. They don’t make the final call on the purchase, but 
they are instrumental in helping the decision-makers to do it. 

THE AMENABLE BUYER: A lot of the time, the amenable buyer has 
a painful need and requires an urgent solution. There will always 
be exceptions to the rule, but the trick is to find that one customer 
that is most likely to buy at that particular moment in time. We need 
to see the patterns of the most amenable buyer, so we can quickly 
rinse and repeat the approach.

THE HERO CUSTOMER: In an existing customer base, we need to 
look for hero customers that will help us penetrate the account with 
webinars, customer events, use cases, etc. This helps your sales 
team with their land-and-expand strategy. 

Understanding and identifying who these people are significantly 
speeds up your chances of success.
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Let’s repeat again
1.   Right account  

Does this company fit with what we sell?

2.  Right AE  
Will the AE partner with you so we make  
progress quickly?

3.  Right customer 
Can we help this customer to see how we can help?

That’s it. Simple but powerful stuff.

It’s about driving authentic 
engagement. It’s about nurturing 
trust. It’s about realising value, 
building relationships.” 
 - Liz Demers, Partner Manager @ LinkedIn
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ABM is a 
marathon, 
not a sprint



Remember the story of the 
tortoise and the hare?
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You’ve probably heard this story 
before. In the race, the cocky hare, 
sprints ahead but gets distracted 
and falls asleep. The disciplined 
tortoise, meanwhile, keeps the head 
down, focuses long-term and wins.
Now let’s be clear, you’re no tortoise, but 
equally, you don’t want to be the distracted hare, 
responding to every short-term demand. It’s a 
balance, isn’t it? You’re like an air traffic controller, 
struggling to line up hundreds of mini interactions 
and short-term sprints and juggle them with your 
longer term goals and plans. 

Sales teams though, expect instant hits. 

That’s why ABM marketers are constantly  
trying to balance the two. 

Will it feel like you’re herding cats? Yes. 

Will you repeatedly explain the need to stick  
to the plan? Yep. 

Long-term plans fail mostly because we don’t 
stick to them. And we don’t stick to them because 
either we get distracted or we don’t keep our key 
stakeholders informed and bought into the vision.

ABM is about playing the long-game.  
Revenue continues to grow in  
year two, three and beyond.
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6 steps to keep your
campaign on track
So how do you do it? How do you  
keep your colleagues happy and stick  
to your plan? 
1. FIRSTLY, WRITE A LONG-TERM PLAN  
This is your compass. So design the perfect one (eg one 
year), to deliver your long-term objectives. Keep in mind 
the dependencies on other teams with the needs of 
sales teams. But relax, don’t share this with everyone, 
only show it to your boss, so they’re comfortable the 
plan is in hand.

2. NOW CREATE A  
SIMPLIFIED VERSION OF YOUR PLAN 
One with very little detail for your sales colleagues.  
This simplified top-line block plan, which can be  
quickly understood, can be shared with the wider  
team to get them on the same page.

3. PLAY IT SMART 
Make sure you front-load the first 3 months with key 
activities. This is the only horizon that matters for sales 
in particular. Keep them enthusiastic and energised.

4. GO MORE GRANULAR  
Front load the next 4 weeks with actions you 
specifically need from them. Remember, they’re action 
orientated so this is all they’ll care about. This is about 
maintaining momentum and moving things forward.

5. KEEP THESE THREE HORIZONS 
1 month, 3 months, 1 year, updated in real-time.  
Think of this plan like a willow branch, flexible  
enough to bend but strong enough to hold  
together your long-term objectives.

6. LASTLY, CREATE MONTHLY PROGRESS SYNCS 
Keep ‘em short to show the progress you’ve all made. 
Break this into 2 areas - progress on the long-term plan 
and last-minute reactive activities. This shows you’ve 
been busy firefighting AND moving the accounts and 
campaigns forward. It’s only by looking back that we 
can see the progress we’ve made.
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Go to market 
as one
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You’ve heard that African proverb, go 
fast alone, go far together? 

Like a lot of things, it’s easy to say, but harder to 
do. Successful ABM programs though, hinge on 
togetherness, co-operation and harmony. And even 
though it can sometimes feel like ABM Marketers 
and Sales are from very, very different planets, 
ABM only works when both sides work together in, 
well, harmony.

To be successful, ABM marketers are dependent on 
sales teams. And so ABM marketers need to really 
think about what those sales teams need to do their 
job. Our job is to help them generate leads, position 
them with industry credibility, create an amazing 
1:1 experience and give them messaging, snackable 
assets and industry POVs. And you can only do  
this together. As one.

If B2B buyers are typically 57% of the way to a 
buying decision before actively engaging with sales 
(CEB) then ABMs job is to lay the tracks. Show we 
get their needs. And connect your solution to  
those needs.

To be blunt, working in harmony makes ABM 
more successful. In fact, according to Forrester, 
marketing and sales teams that take an ABM 
approach together can be up to six per cent  
more likely to exceed their revenue goals. 

If B2B buyers are typically 57% of the way to  
a buying decision before actively engaging 
with sales, then ABM‚s job is to lay the tracks.  
Show we get their needs. And connect your 
solution to those needs.”
 - CEB
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Embrace the power of the many
In our experience, many ABM 
marketers create campaigns, without 
collaboration.
They hand over first-call decks or email templates  
to sales teams and wonder why they never use  
them. We’re giving them what we think they  
need. Not what they’ve told us they need.  
‘Sales enablement’ can’t be the stuff we hand over 
after we’ve done all our pretty marketing activities.  
When we go to market as one, the sales teams have 
co-created the content with us. This means you will 
have the assets that they will actually use for each 
stage, created and workshopped before going live.

So, whatever ABM campaign model you use they’ll 
usually fit into three distinct phases. 

Here’s how we do it:

Spark interest 

This is creating that lean-in from the customer by 
surfacing unconfirmed needs or scratching an itch 
they already have. Outputs here are usually social, 
digital, DM tactics etc.

Share knowledge

This enables the customer to browse or binge  
on your relevant, valuable content that helps  
them see their problem more clearly and how  
your people, brand and solution can help  
them. Outputs here are usually ebooks,  
landing pages, knowledge centres, webinars  
and customer events.

Develop conversations 

This is helping the customer make the decision to 
buy for the first time, or opening more doors with 
an existing customer. Outputs here are usually 
enablement materials, demos, customer videos, 
bespoke decks.



Forge a path that your 
sales team will follow
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So, how do we get our time-strapped, 
under-pressure sales colleagues to get 
onboard with is?

1. Find out what sales teams really 
need. 
Meet sales managers, meet AEs, meet BDRs.  
See what they currently use and ask them what 
would really help them. This will give a holistic 
picture from front lines, to manager level, of what 
and where the real needs are.

2. Design your GTM with sales in mind. 
You’ll have your own process but this is how we 
break it down:

SPARK INTEREST: Supply bashos, email copy, 
conversation starters and simple sales plays in  
a format they can access and play with 24/7.

SHARE KNOWLEDGE: Cut those long whitepapers 
and ebooks into snackable forms so sales teams 
can send to customers. Make the sales teams the 
hero by helping them run webinars or round tables. 
Do a podcast series and interview them and their 

customer together. Anything that helps the customer 
see the sales teams as consultative experts there  
to help.

DEVELOP CONVERSATIONS: Review existing sales 
decks and add your messaging, so it focuses on 
customer needs, not features. They usually have to 
take whatever HQ gives them. Anything targeted 
to their country, industry, persona or solution that 
improves their experience with customers will  
be used.

3. Get their feedback on the materials. 
Because we live in different worlds, we need to 
ensure they’ll find what we do valuable. So, test  
it with them at an early stage.

Listen and take their comments on board. It will 
make your campaigns better and show them that 
you’re a great partner and there to help.

4. Enable them. 
Explain how to use any of the assets you have 
created. Create simple homemade videos (keep  
it short though) on how they work. Don’t leave  
them guessing.

5. Make them easy to access. 
Make everything easy to access and easy to  
pull copy from using a DAM or just google docs.  
Sales teams are magpies and if you’re giving them  
an abundant nest from which to pull from, they’ll 
love you for it.

6. Check in on progress. 
Don’t expect the sales teams to tell you how great 
everything is - they’re hopefully busy using it every 
day. You’ll need to reach out to them to see how 
things are going. Get those calendar invites in early 
(and keep them to 15 mins).

Start actioning this stuff tomorrow and we promise 
you’ll notice a shift. By bringing the sales teams 
right into the centre of your ABM campaigns, you’ll 
increase your chances of success and the benefits 
for you and the organisation are huge.

You’ll have an aligned go-to-market campaign model. 
Sales teams will hopefully see better engagement 
with customers. And most importantly you and 
marketing will be seen as you should – as true  
valued partners in growth. Now go get ‘em.
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Codify. Share. 
Promote.
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3 steps to build a winning campaign
Getting ABM campaigns to launch is 
intense. Late nights. Negotiating with 
the web team. Getting stakeholders to 
sign off. By the time we launch we’re  
all ready for a rest. Then the next 
project comes along and we start the 
cycle again.
Frequently, we see ABM marketers with no time  
to reflect or assess what worked and what didn’t.  
So all those rich customer insights, all that knowledge 
transferred from the sales teams and all the tactical 
insight they’ve acquired, aren’t captured. And over 
time it decays and dies.

That’s a lot of IP left on the table. IP for the company, 
but more importantly for you.

Insight, knowledge and experience is a compounding 
loop. If we do, capture, learn and repeat as we go, 
our intelligence has compound results. So we improve 
and run better campaigns. And if we share this 
knowledge, we help other ABM marketers in other 
regions (who are most likely struggling with the same 
issues as us), and we let our colleagues and bosses 
know that you’re a centre of excellence for ABM in 
human form. 

ABM marketers aren’t always great at self-promotion 
but, to make progress we need to share. A lot.  
So, let’s resist the urge to sprint to the next fire or 
shiny thing, just because our curious little brains  
tell us it will be fun and exciting.

To maximise the impact of an ongoing learning 
strategy, we think about it in three distinct phases. 

Codify. Share. Promote. 
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Let’s get into what we mean
1. Codify (standardise)

Capture all your learnings and start to create your 
own systems, methods and frameworks. Ones that 
work in your world.

Create an easy-to-access ‘how-to guide’ for your 
latest campaign. Do this in whatever platform your 
company uses. At Atomic, we generally use Google 
slides with links to all the customer and account 
team insights (usually from Miro boards) with 
creative assets linked on Google Drive (and for our 
internal purposes catalogued on an Insights Bank 
on Notion). But, whatever will be presentable and 
shareable to your colleagues will do just fine.

Drag in those results from the account teams.  
Did our campaign drive more leads?

Did it accelerate the deal? Did your BDRs benefit 
from the sales plays for outreach? Would you run this 
type of campaign again? You need numbers - hard 
ones (results) and soft ones (feelings). Don’t let those 
pesky sales teams tell you they’re too busy. This is 
important stuff.

2. Share (socialise)

Growing, fast-paced tech companies have silos 
everywhere. It’s your job to let marketing and sales 
colleagues know that you have either a campaign 
or a methodology they may find useful. And your 
handy ‘how to guide’ with links to assets means they 
can use it almost instantly. Be that go-to person for 
advice and assets.

Share the good stuff, but don’t be afraid to share 
what didn’t work as well and why.

You need to hear it from others too.

3. Promote (publicise)

Do a joint lunch ‘n’ learn with one of your sales 
colleagues (to the sales org - not the marketing org - 
they already know you’re awesome). Salespeople like 
shiny things but usually only if other salespeople like 
them first.

Create a 5 page summary deck for leaders (what the 
campaign is, why we did it, how we did it, who we 
targeted, what were the results). They just want the 
core information so keep it short and sweet.

Create a short how-to-video for marketers on how to 
use the campaign assets and your learnings.

Push it on your internal channels too and @ mention 
everyone that helped make the campaign a success 
so they help amplify too.

And don’t forget to promote externally too. Look to 
present your campaign at events (with your sales 
buddy would be best), enter it into awards, suggest 
it for blogs or articles.

Making sure you get compounding results with ABM 
is important, and to do that you need to codify, share 
and promote. 
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Conclusion
That’s a wrap. We can’t believe  
it’s over. 

So let’s circle back on what we learned on  
our journey together:

—  We started out by discussing  
the benefits of thinking like sales.  

—  Then we talked about the power  
of becoming the voice of the customer.  

—  We discussed Pareto Planning and  
picking the right people to buddy up with.  

—  We reminded you of the need to  
recognise that ABM is a marathon not a sprint.  

—  We spoke of the benefits  
of going to market as one team. 

—  And we landed on the need  
for codifying and self promoting.

In this series we’ve shared with you the best  
ABM practices we’ve seen in top tech firms
across EMEA and APAC.  
 
It’s over to you now. Get to it you ABM legends.
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Atomic
Atomic is a strategic and creative 
partner to some of the world’s  
most ambitious B2B Tech brands.  
We help global marketers to understand 
their customers better – and create 
experiences, messages and campaigns 
that drive growth.

Get in touch

info@atomic.ie 
+353 1 407 0700
15A Bishops Street,
Dublin 8,
D08 DK37, Ireland
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