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Pipeline Innovators: Today’s Agenda

=% Intro to the Forum

=R Ground rules and logistics

iﬂ Featured speaker: Greg Hessong, Sr. Director Advisor, Gartner
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What do Pipeline Innovators have in common...

The process of developing novel methods to increase potential sales opportunities

SEICRIER[oM Segmented
marketing Pipeline [EBEICEBIgIVICT
Integration Strategy

Robust Buyer- Hyper-
Tech Stack centric Automated
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Why Pipeline Innovators Meetings Work

"Tear down™ = visibility into a

pipeline strategy with a focus on U
the people, process, tech, Format
tactics, and metrics

Pipeline

Innovation
Forum

Participants ask
guestions and
provide their
Insights

World-class
insights you can't b
get anywhere else
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Ground Rules and Logistics

7

Each session runs no more than 60 minutes

© 2022 Gartner, Inc. and/or its affiliates. All rights reserved. Gar

tne

. To ask a question or make a comment, type a question in the Q&A
. All participants currently in listen-only mode (i.e., muted)

. If you're having trouble with audio over the internet, use the dial-in number

. This is a learning process. Feedback/Suggestions welcome!

r is a registered trademark of Gartner, Inc. and its affiliates.
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Over to you, Greg!
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72% of organizations cite improving
pipeline creation as their top priority

n =69 CSOs
Source: Gartner's CSO Priorities Pulse Survey — H2 2021
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Pipeline generation is the No. 1 priority
for new sales technology investments

n =69 CSOs
Source: Gartner's CSO Priorities Pulse Survey — H2 2021
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0
r9'| 70 A) of reps cite access to stakeholders as their top challenge?

‘I_Il 1 7% of the buying process is spent meeting with sales®

o
0 uyers prefer a rep-free sales experience®
66 % o828 buyers prefer arep-free sales exper

n =285

Source: Key Virtual Selling Challenges Sales Enablement Must Solve (G00745647);2
5 Ways the Shift in B2B Buying Will Reconfigure B2B Selling (G00737874);P

2021 Gartner B2B Buyer Survey®

Gartner
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Cross-functional exeé?lth\

is mandatory to counter
declining engagement



Cross-Functional Alignment Is Increasing

6 in 10 CSO’s spend more time with
marketing than before the pandemic.”

Source: Gartner's CSO Priorities Pulse Survey
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But Alignment Is Hard Too

Sales-marketing misalignment is
estimated to cost businesses
more than $1 trillion each year*

90% of sales and marketing
professionals report misalignment
In terms of strategy, process,
culture and content in their
organizations*

Source: Are Your Marketing and Sales Teams on the Same Page? Harvard Business Review.
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Why is sales not
following up on
new leads?

o

Marketing

These “leads”
aren’t qualified

N

Sales

Gartner


https://hbr.org/2021/12/are-your-marketing-and-sales-teams-on-the-same-page

is the coordination
of valuable, relevant experiences
delivered across all functions to
drive engagement and conversion
at a targeted set of accounts.
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Account-Based Strategy Is ...

Gartner
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Account-Based Strategy Has a Proven Framework

Drive Strategic Results
Focus account-based programs on critical business objectives

Target Orchestrate Measure
Align on target accounts Execute personalized multi-channel / multi-function Measure efforts via an account-centric
programs and plays measurement model

Define ideal customer profile Select engagement plays and program strategy Align-on and track account-based milestones
Create a list of target accounts Identify impactful insights about target accounts Assess contribution to business objectives
Tier and prioritize target account list Design high value offer plays Develop account engagement reporting
Create account selection process Build cross-functional execution plan Design engagement scoring model
Ensure full buying group coverage Enable frontline to implement plan Optimize play and program strategy

Pipeline Operations Account-based Technology Stack
Create a platform for account-based execution: data, enablement, Build a tech stack to drive scale, automation, and efficiency
workflow and visibility

Aligned GTM Organization
Design organizational structure, governance and operating models to drive cross-functional execution

*Many of the concepts presented in this framework will be explored throughout the presentation
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Account-Based Brings Siloed Functions Together

Marketing @ De

From

Loosely defined targeting criteria

Customer

Success

Shared focus on specific high priority
accounts

Uncoordinated outreach

Highly orchestrated across GTM functions

Marketing generated leads

All hands-on deck to drive engagement

General content

Relevant, timely and high value experiences

General messaging

Insight-driven, account and contact specific

Lead-based demand metrics

Account-centric measurement
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Account-Based Drives Noteworthy Results

0
ﬁ 60 A) have seen meaningful pipeline lifta

(o)
increased deal size and win rate
41 (1] d deal d teP

3-2X Increase in key account customer spend¢

Source: Emerging Technology Analysis: Leveraging Intent Data for Marketing and Demand Generation (G00451392);2 How to Measure Account-Based Marketing Success (G00739842);P
Gartner Key Account Benchmarking Survey (757240_C)¢
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3 Keys to an Account-Based Pipeline Strategy

Align on Priority High Value Offers Cross-Functional
Target Accounts Orchestration
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3 Keys to an Account-Based Pipeline Strategy

Cx«

Align on Priority High Value Offers Cross-Functional
Target Accounts Orchestration
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Alignment Begins With Clear Focus

\"CHET
Market

The total universe of
potential buyers

ideal The accounts you
Targets should be focused on
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Identify Your Ildeal Customer Profile (ICP)
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Gather ICP Inputs From All Available Sources

Key Questions

Where do we win most often?

Which accounts have larger deal sizes?
Which accounts are less likely to churn?
Which have high growth potential?
Strongest partnership potential?

Where is new demand coming from?
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Define Your Ideal Customer Profile

lllustrative Enterprise ICP Attributes

Firmographics Technographics Business Situation
inni

Large, private U.S.-based - D: Significant investments in ‘/jl Established sustainability;

hospital system with more = = facilities management and highly regulated, especially

than 1,000 employees “FIT - environment, health and relating to operating risk
safety software and safety

Business and Operating Model Psychographics

Prioritizing sustainability; R?Z Disciplined approach to Large, in-house
'ﬁ' highly regulated, especially (_IQI_) incorporating new products IqQHQ| facilities team
relating to operating risk and services, prioritizing
and safety decisions around patient
care and safety

Source: Gartner G
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Tiers Align to Account Value

« Top strategic accounts (5%-10% of total)
* One plan per account
« Highly customized

One-to-One

« Highest priority segments (20% of total)
* One plan per segment
« Segment-level customization
« Other good-fit targets (70%-75% of total)
« Automated or scalable customization
« Pursue opportunistically

Segment-Based

One-to-Many

/ Inbound and broad demand \
/ generation only \
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3 Keys to an Account-Based Pipeline Strategy

3\

Align on Priority High Value Offers Cross-Functional
Target Accounts Orchestration
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A High Value Offer (HVO) is a sales
meeting that provides such unique
and timely business value that it
compels a prospect to engage
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Build Programs to Support the High-Value Offer
(HVO)

High-Value Offer (HVO)

A sales meeting that provides
such unique and timely

business value that it compels a
prospect to engage

artner
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Build HVOs That Deliver Undeniable Value

High-value offers leverage account insights and situational
awareness to customize offers that compel accounts to engage.

ai 2] o

Market Trends, Peer Use Subject Matter
Data or Vision Cases Expert Sessions
Inform or challenge Share stories from Solve buyer challenges
a buyer with the latest industry peers with by offering a point of
market vision, proprietary similar challenges, view and a collaborative
or third-party data processes, tactics plan of action.
and analysis. and tools.
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What Creates High Value?

Relevance

High

Low

High value

Highly relevant

but common offers

Ubiquitous & not Not relevant but

relevant feels important
Common Uncommon
Exclusivity
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Timely and relevant content
or experience with a unique
POV that exceeds buyer
expectations
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Identify the HVO Type That Delivers What Buyers
Need in the Moment

x
H SME planning workshop
X
Custom ROI or
benchmark report review
@ Presentation from industry peer [g Technical feasibility workshop

P 1o

3; Exec-to-exec meeting

Market trends report

=
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3 Keys to an Account-Based Pipeline Strategy

Align on Priority High Value Offers Cross-Functional
Target Accounts Orchestration
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Cross-functional orchestration
coordinates outreach centered
on a high-value offer
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Cross-Functional Expertise

|Q|")|Q| Marketing Brings to the Table |-Q|$|Q| Sales Brings to the Table

Nuanced understanding of account

Account behavior across digital channels ——— ) o
behaviors and common objections

Understanding of how market
conditions affect individual accounts

V' N
v

Relevant market insights affecting accounts

Expertise in digital and
multi-channel engagement

V' N
v

Conversation management expertise

V' N
v

Content creation capabilities Ability to quickly personalize content

Source: Gartner
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Multichannel Outreach Increases Engagement

Who, inside your organization, will plan and execute account-based
strategies?

Targets Within an account, which stakeholders will you engage?

Touches How many touches will you need to meet your objective?

Channels Where do your customers spend time and how do they learn?

What cadence will message delivery and campaigns follow?

Personalization How will you ensure resonance with different customer stakeholders?

Source: Gartner
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“Traditional” Engagement Playbook

lllustrative

Campaign Kickoff Tradeshow, Phone Call and Live Sales’
_ } Through Search, Social } Webinar and Email Outreach Representative Visit
Business and Display Advertising Event Follow-Up With Individual Lead
Focus

Source: Gartner Ga rtner@
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Orchestrate Your Engagement “Plays”
Sample “Play”, Adapted from Couchbase

Buying Group 2 : : Engage With
R R - =R

Biz Tech. _
Leader Email From Phone Call InMail Event

Sales Executive From SDR  From SDR Invitation

> E

Persona-Relevant
Content

Source: B2B Marketing; Gartner Analysis
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Cross-Functional Orchestration Plan

Marketing Air Cover
Digital Advertising ®© © 000000000000 0000000000 0° 00O OCOEOOEOOEOEOOODONOSEOSOSOOSOPS

| pay|r|2]s[4fs] | [e|7]s|sfwo] | [m]rz|ws]ua|ss] | [t6]rr]18]10]o0] | [a1]22[zs]2s]a5] | |o]2r]2s[20]a0
Marketing ArCver

WebsitePersonalization ©e¢ e @ ©¢ ¢ ® ® ¢ ©¢ © © © © © ©¢ © ©¢ ©¢ 0 0 0 ¢ 0 00 00000000000 0000
Marketing Email ® o e

Pre-Outbound

Direct Mail ®

Executive Outreach °

SDR Email ® ® ® ® ® ® ®
SDR Phone C ) ® ® ® o0 ® ®
SDR LinkedIn

SDR Video ®

Source: Gartner G
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Account-based strategy focuses
existing resources for maximum impact.
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3 Keys to an Account-Based Pipeline Strategy

Align on Priority High Value Offers Cross-Functional
Target Accounts Orchestration
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Recommendations

© Assemble a cross-functional team to define your Ideal Customer
Profile (ICP)

© Review available account insights to understand the current
situation for each high priority account

@ ldentify or develop High Value Offers (HVOs) that target accounts
can't refuse

© Develop a cross-functional orchestration plan to drive
engagement and generate new pipeline
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Ask your questions

9 Ask a question Attachments Rate this Details

Ask a question

Type your question here...

P

> [omomen
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Gartner CSO & Sales Gartner;

L eader Conference

17 — 18 May 2022 | Virtual | Americas

This conference is designed to help chief At this year’s conference, you’ll learn how to:

sales officers and B2B leaders navigate the Accelerate the customer buying journey and
changing landscape of customers, =| achieve revenue growth
technology and talent with sessions backed

Engage in peer-learning and thought
by the latest research. 'QEQEQ'

leadership in an interactive learning
environment

_ Discover tools and methodologies to build and

Register with code WEBINAR
for an exclusive discount.
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Gartner for Sales on Social
Media

Linke dm Jobs ¥

Get daily updates and
Insights to help you lead a
faster, better, smarter sales
organization.
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Gartner delivers actionable, objective
insight to executives and their teams.

, (
Our expert guidance and tools enable e
faster, smarter decisions and stronger
performance on an organization’s | Lead a faster, better, smarter sales organization |
m O St C r | t| C al p r | O r | t | eS . Gartner for Sales can help you catapult growth with:
Q ) © &
Best practices Expert guidance Actionable Smarter
and tools for on elevating sales insights on sales strategies to
a datav-dri’ven gnablement’s growth drivers help you Ie;ad
Learn More organization impact zﬁ:;jfderaes into

—> Learn More

Gartner.
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Maximize Yield from
your Pipeline

The key to increasing the volume and quality of your
pipeline is sales and marketing collaboration.

Learn where sales and marketing need to come together
and how to start establishing collaboration with your
CMO.

Download Now
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Improve Your
Pipeline Generation
Strategy

3 Questions CSOs Must Ask Their CMOs

Joffrey L Cohen
Director Analyst
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Get more Gartner insights

Download the research slides

at gartner.com/webinars

Rate this webinar

E View upcoming and on-demand Gartner webinars
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This session is
experiencing technical
difficulties.

We’re working to resolve =
the situation. Please |
stand by. P




