The Content-Driven
ABM Strategy

May 25, 2021 :
« | Orbit Mecha Studios



Account-Based Marketing (ABM)

“A focused approach to B2B marketing,
in which marketing and sales teams work together
to identify best-fit accounts and turn them into customers.”

Marketo
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The Net The Spear

Traditional content marketing Account-based marketing
1. Become relevant to a large audience 1. Identify your top prospects
2.  Maximize the % who fill out forms 2. Create content for them specifically
3. (Dis)qualify during the sales process 3. Follow up, build relationships/relevance
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“Flip the Funnel”

source: Sangram Vajre
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ABM marketing is great for...

 Improving the relevance of your audience
* Engaging prospects earlier in their process
 Aligning marketing and sales

« Making marketing more efficient
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ABM marketing is great for...

 Improving the relevance of your audience
* Engaging prospects earlier in their process
 Aligning marketing and sales

« Making marketing more efficient

High-value, low-volume value props (B2B, enterprise)
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This ABM program is great if...

* Your budget is small

* You're active on LinkedIn

* You have an active content marketing program
* Ablility to publish relevant research
* Ability to create video & webinars

* Ability to create long-form guides
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Identify your prospects
What is your ICP? (ideal client profile)
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Key Account Selection criteria

* Industry

* Revenue ($10M+)

» Marketing team roles

» Geography

* ...plus existing relationships
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Lead 411 o

-+

LI Sales Navigator / Ads __

-+

Current clients

-+

Old leads / Contacts

-+

LisPBFBrotnacts
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Research Tools
(new)

CRM

(current, old)

Conversation
(dream)
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The Research

Custom and industry-specific
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What do the top financial firms
put on their websites?
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What are the top X
companies doing with Y?



The Promo Video

We live in a golden age for LinkedIn video
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Acoustic tiles BN DSLR camera

\ ™ 4 " Camtasia
B /751 (record/edit software)




The Breakdown
0:00 Smile!

0:02 Introduce yourself

0:05 Tell the viewer what you’re doing here
0:45 Summarize the webinar

0:55 Your CTA: Suggest that they click!

1:00 Thanks for watching!

source: How to Make Social Media Videos, Orbit Media
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https://www.orbitmedia.com/blog/how-to-make-social-media-videos/

Social Promo Video Example

43
Hi, this i1s Andy from Orbit Media. We're a web
design company here in Chicago
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8 addng_captiors cmgpro

R 90 ¢ .

source: How to Make Social Media Videos, Orbit Media



https://www.orbitmedia.com/blog/how-to-make-social-media-videos/

A s WAL L st w il aik

Click on the first segment
In the captions track, then
type the caption in here...

source: How to Make Social Media Videos, Orbit Media


https://www.orbitmedia.com/blog/how-to-make-social-media-videos/

Social Metrics vs. Website Metrics

Social Engagement Website Engagement
& >

Shares Likes Comments Click through

Social Metrics
rate
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Social Metrics vs. Website Metrics

Social Engagement Website Engagement
> >

Shares Likes Comments Click through
rate

Social Metrics

Bounce Timeonpage/ Conversion

Analytics Reports rate Pages per visit rate
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1 Create vour campaign URL

Landing Page L

Campaign Source - 11 gecild 1 : it Pas )

Camgeaagn Moo

Campaign Narrae

2 Copy and paste vour campaien URL
3 o b

source: URL Builder


https://www.orbitmedia.com/campaign-url-builder/
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1 Create vour campaign URL

Landing Page L

Campaign Source - 11 gecild 1 : it Pas )

Camgeaagn Moo

Campaign Narrae

2 Copy and paste vour campaien URL
3 o b

source: URL Builder


https://www.orbitmedia.com/campaign-url-builder/
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The Landing Page
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‘:I Ot Madha Soute

Webinar: What do top

mapufactu.ring companies put on <—| Format + Question = Title
their websites?

Video with captions
(hosted on Vimeo, not YouTube)

Call to action

D mg a wre P st o b e



Dring Tes ome Aowr seviion poy T lears

ST Doww 50 WS w I BRI o TR e O ieet

Brief and direct

Specific benefits

Plenty of formatting
(subhead, bullets,
bolding, short paragraphs)

Another CTA




LinkedIn Ads

Paid channels supporting organic channels
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Sponsored content Steve Susina, Stephanie Walker and 81 of e

E Orbit Media Studios

BUdget $1 OOO May 18 (12-1 pm CDT) - We analyzed the top 100 manufacturing websites,

Now we're sharing the research and best practices in this webinar

Appears in streams

Q M o035/038

BONUS: Webinar includes live reviews of websites. Sign Up

o

Reactions
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Actual Lead Gen

Convert within the post
(fields are pre-populated)

—

Orbit Media Studios Content-Driven ABM Strategy

Orbit Media Studios

Join us on May 18 from 12-1 pm CDT

We are presenting the UX best practices (or at least common practices)

so we can all compare, contrast and find opportunities

We'll send this information to Orbit Med:a Studios , subject to the company’s privacy

polscy

shahin@orbitmedia.com

Shahin

Dejy

Orbit Media Studios




Who is registering and engaging?

Build a lead list, start tracking,
engage manually



The Webinar

Research + Recommendations + Live Interaction
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B -

0:00-3:00
Housekeeping

e Introduce the team

* Highlight experience / expertise

e What we’re covering

e We'll share the slides and recording
e How Q&A works




3:00 - 5:00
The Thesis




B B B — v 3% T% T 3% INL L L deLows
5:00 - 15:00
Big, impactful takeaway
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15:00 — 20:00
First key point with research,
data and examples




20:00-30:00
Second key point with research,
data and examples




30:00 - 44:00
Third, fourth and fifth key
points with research, data
and examples
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44:00 — 45:00
Close with summary and support




Joke slides!




The Interactive Portion
(the final 15 minutes)

Q&A « Capture questions
* Invite a panelist (relevant client)

Live Reviews « Demonstrate expertise (live consulting)
* Create FOMO

Promise more value « Send us your questions
in the follow up » Schedule a time to chat
« Who asked questions? Showed interest?
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Follow Up

“"Hope you had a chance to join us!
Here's a summary of the findings...”
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Follow Up

Typical Custom and High-Touch

Upload video / slides Post-event landing page

Bulk “thank you” email Personal emails, based on engagement

Reformat content into a PDF guide

Send a physical book

Offer to consult (review website/Analytics)

Orbit Media Studios | Content-Driven ABM Strategy
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_ Webinar: What do top financial
Flip the services companies put on their

event page! websites?

Post the video
(Vimeo, not YouTube)

Want moee webinars bke this?
| | . _ . Another CTA
source: Event Page



https://www.orbitmedia.com/events/webinar-financial-services/

Send your strongest printed piece
USPS ...the forgotten inbox






Next Steps

Rinse and repeat...

"+ | Orbit Media Studios



The next Webinar (o ) Ot Mo Sautte Wi Dusigh § Owvampenent AMsiytcs & Optmiaation  Pormeie  Bhg Abet Comisat
(guest presenter)

Webinar: Email Marketing Lessons

from 10 Best in Class Financial

Institutions

Want more webinars like this?
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The trade pub pitch
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A great guide has...

* An executive summary
* Strong visuals / charts
e A call to action




Guide vs eBook

E Limdend In Marketing Sokations H LimkexdIn Marketing Sokstions

Her's everything you need to know about comen marketing. Download Herm's everything you need to bnow about comem marketing. Download
the ebock today: http//biLly/2b)axQj the gede today: http/ /B ly/2bJaxQj

Linked [ - Linked T

’ Jquﬁ‘(:‘ | ’JuJ talled

MASKEIER'S MASKETER'S

Sudeo Gude 1o

CONTENT CONTENT
MARKETING phievel obectrelor et ESERRKETING

‘ 100% higher click through rate



Financial Architects

i 227
B2B Tech Services Construction  Manufacturing PEe

Webinar: Webinar:
website research website research

Webinar: Webinar: Webinar:
website research website research website research

Webinar: Webinar: Webinar:
digital marketing email marketing digital marketing

Ebook/Guide: Ebook/Guide:
website research website research

PR:

Trade pub article
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The Investment. The Returns.
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e e e oo

Research Virtual Assistant 4 hours
Prospect identification Marketing / Sales 4 hours
Presentation planning / prep Marketing 4 hours
Webinar logistics (publish, promotion)  Marketing / Sales 6 hours
Day-of presentation Marketing / Sales 4 hours
Follow Up Sales 8 hours

Total Time: 30 hours

Orbit Media Studios | Content-Driven ABM Strategy



1:1 Conversations with new prospects 18
Qualified leads 6*
Proposal generated 3
Projects won 1
Revenue impact $99,000

*We suspect that some leads snuck past us
and went straight through the website
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Thank you.

Reach out anytime.

Andy Crestodina
Co-founder / CMO
773.353.8301
andy@orbitmedia.com
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