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About me
• Joined Microsoft mid-September 2020

• 16 Years at SAP

• Developed the “award winning” Global ABM 
Program

• SAP Marketer of the Year

• ITSMA Diamond Award

• SiriusDecisions Program of the Year 

• Multiple ANA B2 Awards of Excellence

• Demand Gen Report B2B Innovator Award



• Account-Based Marketing (ABM) is a strategic approach to designing and executing 
highly-targeted, personalized marketing programs and initiatives to drive business 
growth and impact with specific, named accounts. 

What is Account Based Marketing (ITSMA*)

Strategic focus on improving 
business reputation, 
relationships, and revenue (if 
it’s just about lead gen, it’s not 
ABM!) 

Tight partnership and 
integration with sales (if there 
isn’t active, ongoing 
collaboration throughout the 
lifecycle, it isn’t ABM!) 

Tailored and personalized 
programs and campaigns based 
on deep customer insight (if 
customers get the same 
experience and inside-out 
messaging, it’s not ABM!)

Core principles for ABM include: 

*From ITSMA Research Report “Moving to ABM Maturity: 2019 ABM Benchmark Study”



Three levels of ABM

1-1
ABM

1 – Few

ABM

1 – Many 

ABM

(AKA Target Account Marketing)

One to one: 

• One marketer per account 

• Highly personalized, highly customized account marketing

One to few:

• Marketer manages multiple accounts (usually between 10-50 or so)

• The level of personalization and customization will be slightly reduced from the 1-1 (80/20)

• Aligned to account strategies of accounts within the program as well as 
sector or line of business 

One to Many:

• The marketer manages campaigns instead of accounts,  

• Campaigns target between 100 – 1000+ target accounts

• Campaigns are typically digital and are based on various intent 
signals.  Content may be personalized by name and usually is 
at least at industry or LOB level



Personalization of ABM Assets



Global ABM Program Account Coverage  

NA LAC EMEA -

North 
EMEA -

South

MEE APJ 

Industry 1 (5 Accounts)

Industry 2 (5 Accounts)

Industry 3 (6 Accounts)

Industry 4 (5 Accounts)

Industry 5 (5 Accounts)



Creating Content That Scales
Videos differentiated graphically and via the voice over language and scripts customized for each account. 



Interactive assets differentiated via color palette and slightly customizing the content/text for each account. 







Syndication of ABM assets at scale



ABM Asset 
Delivery 
Platform





Pitfalls to avoid as you go forward at scale

• Losing sight of the 
customer!

• Relying on one source of 
data for insights and 
direction.

• Building assets that are not 
scalable at the core.



What should I do now…

• Rethink your asset development strategy with your agency to make sure that 
assets are built from the initial thinking to be versionable.

• Look past just the primary account to see how the asset you are developing can 
be used in other accounts…..while in the concept phase.

• Enlist your field marketing team to become an ABM Lite extension of your team 
through utilization of versioned assets for sellers in their market unit.  

• If you want to pursue ABM you should check out the ITSMA’s Account Based 
Marketing Certification & Mentoring Program

• Reach out or link to me on LinkedIn - linkedin.com/in/dannynail/

https://www.itsma.com/account-based-marketing-hot-topic/
linkedin.com/in/dannynail/


Thank you.
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