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We are all about the customer. It starts with 
behavior. Understanding why people  and 
businesses do the things they do, and how 
they do them, and how we can influence 
them.

Harte Hanks – who we are
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ABM is now 
mainstream, and 
with good reason.

of enterprises with 

active ABM program
(2020 State of ABM report, Terminus)

94%

mature programs account 

for all sales opportunities
(2020 State of ABM report, Terminus)79%

of B2B marketers reported that their ABM 

initiatives outperform their other 

marketing investments in terms of ROI
(ITSMA)87%

of companies using ABM increase 

their average deal size, with 25% 

reporting an increase of over 50%91%
(Forrester Sirius)
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ABM is revolutionising demand 
generation and B2B marketing, but 
marketers are now facing a new 
challenge.

Creating account-specific content. 
At scale. 
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And content is 
only part of the 
challenge

Other ABM implementation challenges

• Lack of the right intelligence on accounts 

• Over reliance on AI and technology – practical processes and 

people also needed

• Insufficient marketable contacts at the key accounts

• Insufficient personalisation of messages and content

• Ongoing ABM programs must be carefully orchestrated, 

tracked and managed

• Sales and marketing alignment

• Everyone else is doing ABM too, so how can your ABM stand 

out?

• A lack of ABM’ers – a new breed of marketers, with new skill 

sets
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To be successful with ABM it 
is essential to follow a best 
practice approach which 
enables agile content 
creation.
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Best practices 
for 
ABM

An account, industry and buyer intelligence system

• Account insights

• Account buying intent

• Buyer behaviors

• Sector intelligence

A method for personalizing content and executing engagements 

with each account based on intelligence

• Playbooks to guide activities by all involved

• Account plans for top accounts

• Personalize content to use for each account and for key buyers

Real people and practical processes to deliver alignment, 

enablement and engagement, at scale

• ABM’ers

• Data builders

• Data analysts

• Tele-ABM’ers

• Researchers

• Content adaptors

• Digital sellers

• ABM concierges

• ABM squads

• ABM task tracking 

• ABM planning tools



The account journey

Our ABM model

8

Our approach to ABM uses intelligence as the foundation to every step in the ABM process

Preparation & 
personalization

Business / ABM 
outcomes

Business / 
ABM goals

Prioritization 
(Targeting & 

tiering)

Plan

ABM funnel 

Prospecting and Pursuit
(Orchestration, marketing execution, 

sales alignment & tracking)

Reach 

Reputation

Relationships

Pipeline

Revenue

Intelligence

Brand

Experience

Growth

Retention

Recovery

Efficiency

Buyer & journey 
intelligence           
to guide targeting, 
offerings, 
messaging and 
tactics

Market & industry 
intelligence           
to guide targeting, 
offerings and 
messaging

Account & contact 
intelligence           
to guide 
messaging, tactics 
and personalization

Behavioural 
intelligence 
(behaviors, needs 
and preferences) 
to drive tactics, 
personalization and 
messaging

Buyer intent             
to focus efforts 
and drive 
personalization, 
outreach and 
response  

Interaction & 
response 
intelligence                
to drive  response 
and support

Performance 
intelligence                
to drive 
optimization 

Strategy, planning and preparation

Insights

The accounts and their 
industries

Intelligence
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Let’s take a closer look at how 
we build content and 
messaging for ABM and 
demand gen programs



Insights for content

1
0

Scalable research per account / group of 

accounts to:

• Identify market / industry trends that drive and 

impact our target accounts / groups of 

accounts

• Understand the accounts needs, challenges, 

imperatives and initiatives

• Determine existing and planned technology 

footprint and projects

• Understand key partnerships and technology 

approach

• Map the accounts in terms of business units, 

locations and key contacts

• Profile key stakeholders and influencers



We see a world that others can’t, or don’t.

Consumer Sentiment

Language Comparison

Social Semiotics

Content Analysis

Audience Data

Shopping Data
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Plan

1
2

Workshops, analysis of insights and ABM planning:

• Share and review the insights

• Define the priority themes, imperatives and initiatives for 

the target account/ group of accounts

• Agree the ABM objectives

• Develop value propositions that tie back to the account’s 

key imperatives

• Map out “plays” and tactics

• Plan integrated marketing, sales and account activities

Through:

• Analysis and playback of research.

• Account Strategy Workshops (F2F or Virtual)

• ABM plan development including Messaging, Plays and 

Roadmap



Preparation and Personalization
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Preparing and personalizing the content & campaigns:

• Content and messages must be personalized to each account. 

• This can either be the content items, or the supporting delivery mechanisms (emails, cover letters, ad units, Inmails).

• Where possible leverage core campaigns and materials, especially industry specific campaigns.

• Create “hero” content items that can be repurposed in different formats and then adopted/adapted for different accounts, 

segments and micro segments.

Through:

• Play development

• Content and campaign creation services

• Email development and tele ABM

Outputs:

Personalized content and messaging for use by sales, marketing and Tele-ABM / Inside Sales



Preparation and Personalization
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ABM and sales content:
• Value reports / custom 

account reports

• Meeting & workshop materials

• Meeting Blotters

• Datasheets

• Bids / Proposals

• Welcome Packs

• Team cards

• Expert content

• Short form video

• Sales decks / templates

• Articles

• Case studies

• Infographics

• Ad units/Social post content

• GoBox – high impact DM for 
meetings, events, welcome 
packs

• Email/Inmail/ Social post 
templates

• Playbooks



1-to-1 Plays leveraging account specific content
• Mapping key plays, and multiple content items (mix of bespoke, customized and existing)

• Plan key flows and touchpoints including sales, marketing and tele-ABM

• Creating custom Value Reports designed to spark conversation, showcase existing partnerships

• Manage all activities end to end, coordinate with sales teams to achieve best in class execution through 

centralized ABM platform (Synergos)



Example outputs from start to finish

Content personalization 
and report creation

Local market research and 
contact build/validation

ABM workshop, including strategy 
and planning sessions

Account research 
report



Proven impact on account success

Just want to let you know that I shared the 
report with some important stake holders. The 
feedback is great and it will end up already in 
three workshops with different groups! That’s 
fantastic, isn´t it?”

Client - Global Account Lead



Proprietary and confidential. ©2021

Repurposing content at scale
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We typically develop the 
first report for an account, 
then, we adapt this report 
to create a more generic 
version, that can be 
customized for other 
accounts.



Tracking ABM content creation

As the volume of content items increases, it s important to track and manage what has 

been created, for which accounts and by when it’s needed.

Through tailored platforms and processes, we enable ABM execution support for 

account plans, campaigns (1-to-1, 1-to-few, 1-to-many), activity tracking, reporting, 

insights and account reports, as well as providing a consolidated content repository



Agile content creation is one part of the process
The complete ABM engine, for executing the end-to-end process

People

Quarterly ABM plan

Platform ABM Management Data & Insight Tools           Engagement Tools          CRM          Tracking & Reporting

ABM Campaign 
Manager

ABM 
Strategist

Marketing 
execution

Tele-ABM
Data/analytics 
/research

Prioritized accounts and 

segments

Template plays and content 

for profiling, prospecting

and pursuit

Program plan, 
target accounts 

and audience 
description

Playbooks and 
plays

ABM 
Foundations

The Harte Hanks ABM Engine

Sales

1:1 account plans

1:few segment plans

1:many campaign plans
Intelligence

Reputation

Relationships

Pipeline

Revenue

ABM Funnel ABM 
Outcomes

HARTE HANKS B2B 
INTELLIGENCE 
SYSTEM

Planning

Contact build/sourcing

Social listening

Desk research/account 

profiling

Industry research

Profiling

Personalisation

Messages

Content

Prospecting

Awareness

Relationship build 

(including contact 

acquisition)

Lead generation

Pipeline acceleration

Customer growth (existing 

customers)

Pursuit Support

Sales support 

Deal assist

Brand amplification



Learn more

hello@hartehanks.com

www.hartehanks.co.uk/account-based-marketing


