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Hello FUjiTSU

A Quick bit of background

A My ABM journey

AWhat weodve done in Fujitsu
A Why bother

A ABM competencies

A My take on the anatomy of an ABMer

A What you can do to be one
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a bit about me FUﬁTSU

A Head of Account Based Marketing (ABM) and Deal Based
Marketing (DBM), Fujitsu, EMEIA

A 20 + years B2B marketing o
A CIM and ITSMA qualified I
A ITSMA ABM wall of Fame ACCOUNT:BASED

MARKETING

A One of the Magnificent 7 ABMers in this book A

Accelerating growth
in strategic accounts

e
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My AB

CSC launches
full-court press
pursuit marketing
and lands two
highly-visible,
10-year outsourcing
contracts worth
approximately
$170M with
General
Dynamics

Don Peppers and :

Martha Rogers
publish their

M)

>
accenture

UNisys

Accenture and
Unisys pioneer
Client Centric

seminal book, Marketing:
The One to One Account managers
Future can’t get enough—

demand outstrips

supply

ourney start edFrjasu

ITSMA launches

the first A new ITSMA
ITSMA introduces Certification survey confirms
the concept of Program for that 84% of
Account Based ITSMA introduces Account Based marketers find
Marketing (ABM) the Model for b Marketers (and that ABM delivers
igniting a implementing has now certified higher ROI than
groundswellin ~ T3MA e successful ABM hundreds of other marketing
B2B marketing : initiatives ABMers) initiatives
: Inauguration of ITSMA conducts : ITSMA :
ITSMAr the ITSMA AEM the first-ever ABM A inaugurates the
Account Based Marketing Council Benchmarking { '{‘?’ r £ ABM Skills R@I
Study proving Yk :_= Competency
ITSMA Account Based Marketing™ Framework that ABM is pNT Maodel and

indeed scalable Assessment

O
FUJITSU

3 © 2017 Fujitsu



Fujitsu adoption FUTfTSU

EMEIAT
13 accounts in
Top100 program,
UK - Reduced 8 others. DBM
to 29 accounts. overtakes ABM.

EMEIAT Lots of demand EMEIA i
Launched Top100 from the business Some light touch
Some UK program programme for more. ABM introduced.
ABM, no to 58 launches with Team contributes ABM ramps up as Scaling.
structured accounts: 13 accounts. 60% of marketing a extension from Martech enables
approach 11 Some DBM influenced pipeline  DBM activity ~ ABM Lite (1:few)
Field 58 people Fewer people Dedicated Dedicated
marketing, doing it part doing it part EMEIA team, EMEIA team
heroic efforts time. time 100% of role also acting as
Turned off lead centre of
gen excellence
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My definition FUjiTSU

Sal d Marketi Strategic
ales and Marketing: _
a close collaboration between appr_oach. .
sales and marketing. {)O;aCS![mipli c.ampialg[]naor‘
] ' /,"strate’g_y, n
Account Based Marketing is a[IETGIq -~ doneo. ites
always on for each

\\\ aPProaCh that coordinates m -------------- . account
S marketing and sales [S{[SI{®] open

e doors and deepen engagement Eli
specific accounts.

[ p——

Open doors and

deepen Relevant:

built on account-specific
engagemeﬂti insight, content, and
focus on landing and messages for maximum
expanding within accounts. relevance and resonance.
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Why bother ?
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57% of the
buying
journey is
done

BEFORE a
salesrep is
involved
CEB

7 people are
now involved
in the
average B2B
buying

decision

Gartner

75% of B2B
buyers now
use social
media to
research
vendors
IDC

90% of
decision
makers say
they never
respond to
cold outreach
Harvard
Business
Review

The way customers buy has changed...

74% of
buyers
choose the

rep that was
FIRST to add
value and
insight

0%

5 7 O/O 100%

Customer Purchase Timeline

Customer Cu s t omer 0s Customer

Due First Purchase

Diligence Ogtrea?h to Decision
Begins upplier

Source: CEB analysis.
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Also, the marketing metrics stack up

ABM delivers year-on-year
Revenue Growth

O Average growth rate: 57%
O Range: 30% to 100%

of companies say ABM delivers higher ROI
than for other types of Marketing

Source: 1 ITSMA, 2017 Services Marketing Budget Allocations and Trends Source: ITSMA MEA submission anal lysis
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Where to start?
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People -- Find or grow ? FUﬁTSU
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ITSMA ABM Competency Model FUJITSU

Career Path

Workstyle

4

Market and Account
Account Relationships

Intelligence and Strategy

Tailored Value Marketing
Propositions Communications

Business Acumen

Leadership

Cross Organizational Collaboration
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ITSMA ABM Competency Model FUJITSU

Market and
Account
Intelligence

-
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ITSMA ABM Competency Model FUJITSU
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Market and Account
Account Relationships
Intelligence and Strategy

Py
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ITSMA ABM Competency Model FUJITSU

r'

Market and Account
Account Relationships
Intelligence and Strategy

4

Tailored Value
Propositions
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ITSMA ABM Competency Model FUJITSU

r

Market and Account
Account Relationships
Intelligence and Strategy

-

Tailored Value Marketing
Propositions Communications
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Anatomy t
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