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This isn’t your typical ABM webinar
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Buying 
groups

Target 
accounts

Sales outreach

Account intelligence
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Intent data

ICP

Marketing qualified accounts

Account selection
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Stakeholder mapping

One-to-few

ABX
Sales orchestration

Personalization

Retargeting

Omnichannel

One-to-many ROI

ABM
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The promise of ABM does not always match the reality
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How do you define ABM? 

6%

16%

29%

56%

A marketing-led media targeting strategy to
focus on priority accounts

Any segmentation-based strategy that 
focuses marketing and sales motions (may 

include accounts, verticals, other
segmentation)

A comprehensive strategy across sales & 
marketing focused on priority accounts

All ways

Yet, in practice, many 
marketing teams still rely 
heavily on named account 
filtering as a key 
approach for ABM – 
indicative of immaturity 
of ABM overall

While ABM definitions vary, its clear 
ABM is more than a target account list
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What’s fishing got to do with ABM?
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More than you might think.
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…fish where you know 
there’s fish.

Instead of fishing 
wherever there’s water…
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…fish where you know 
there’s fish.

• When the season starts.

• Their favorite time to feed. 

• What they like to eat.

And, what if you knew: 
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…fish where you know 
there’s fish.

But, also, what if there was a 
limit to when, how, and how 
much you could actually fish?
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…fish where you know 
there’s fish.

That’s the reality of ABM today. 
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…fish where you know 
there’s fish.

That’s the reality of ABM today. 

Quality and context matter. 
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Which brings us back to the 
forgotten piece of ABM.
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PLAN
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Account selection 

Sales alignment 

Stakeholder 

mapping 

DEVELOP
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assets 
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Design custom 

offers

EXECUTE

Marketing 

campaigns 

Sales plays

Targeted advertising 

MEASURE

Campaign tracking

KPI tracking

Optimize

A typical ABM framework
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But where are the fish

going to feed?

Have you considered:

• Where your stakeholders consume 

content and information? 

• How they prefer to learn about trends and 

technologies?

• What combination of information, format 

and offer appeals best to their needs?
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Buyers watch webinars, and many prefer webinars, 
videos and event-based content over other formats

97%
Buyers watch webinars when 

considering a vendor

77%
Of buyers dedicate 2+ hours a 

week to researching new products 

and solutions

21%

25%

29%

30%

38%

38%

45%

46%

48%

87%

Social media

Books/textbooks

Podcasts

In-person events

Blogs posts

Infographics

Whitepapers and eBooks

Online courses

Virtual events

Webinars and videos

What kind of content do you prefer?

60%
Of buyers watch a webinar once a 

week
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Why does this matter for ABM?

Individuals Accounts

Volume of activities 

Depth of engagement 

Recency of behavior

Aggregate account-

level engagement 

Identify key buyers 

and influencers

Viewing Time Questions Asked
Attachments 

Downloaded
Poll Responses



©TechTarget, Inc. or its subsidiaries 19

Nov. 18

Dec. 1

Dec. 2

Dec. 16

Dec. 21

Threat Research Advisory 
Center Briefing

Webinar

2020 Data Breach 
Investigations Report 

White paper

Threat Research Advisory 
Center Briefing

 Webinar

Threat Research Advisory 
Center Briefing

Webinar

5 mistakes made when 
backing up VMs

SearchDataBackup.com article

Cyberthreat 
Intelligence Analyst

InfoSecurity 
Engineer

Sr. Systems 
Administrator

Lead Forensics 
Analyst

Chief Information 
Officer

Researching 
Security

Telco provider’s 
security content

A multi-media approach is key to tapping into account-
level signals

Prospects interacted with the telco’s content 12 times over 2 months, in addition to logging 
16 TechTarget editorial interactions
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1. Content format and delivery.

2. The promotional plan. 

3. Sales activation.

Three considers when 
leveraging webinars for ABM
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Why are webinars popular?

21%

25%

29%

30%

38%

38%

45%

46%

48%

87%

Social media

Books/textbooks

Podcasts

In-person events

Blogs posts

Infographics

Whitepapers and eBooks

Online courses

Virtual events

Webinars and videos

What kind of content do you prefer?

Key Takeaways

• Rich media like 

webinars and videos 

are great at getting 

complex ideas across

• They’re highly 

engageable and 

interactive – allowing 

for significant intent 

signals

• Easily sharable and 

accessible – 

facilitating content 

surround
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Virtual Event Virtual Event

0

200

400

600

800

1000

1200

1400

1600

Pre-registration Live On-demand

Virtual events tend to drive a lot of interest 
and engagement

Sources: Activity data from July - September 2022 for an emerging 
security vendor.

Content in Channel 

Content in Virtual Event

Key Takeaways

• Virtual Events let 

audiences learn a lot, 

quickly, on topics they 

choose

• They appeal to more 

people – allowing wider 

reach to new audiences

• People dedicate more 

time to virtual events than 

webinars – enriching 

engagement
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Series content

Activity data from July ‘22- Feb‘23 for an enterprise software company

Series have a cumulative effect - keeping 
audiences coming back regularly – or 
increasing content engagement overall

Channel content

328 
average views for 
content in series

76 
average views for 
content in channel0

100

200

300

400

500

600 Key Takeaways

• Multiple touchpoints let 

audiences deep dive on 

topics

• Easy to align content with 

ABM profile and present 

that to audiences

• Stand out - encouraging 

audiences to engage 

more, and more 

frequently
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• Drive continuous engagement with a 

proven promotional plan. 

• Create a consistent brand experience. 

• Eliminate friction wherever possible. 

The ABM engagement checklist
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Build out promotions with the end goal in mind
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How we do it

Embedded webinar 

series page

Virtual event site

Branded email 

promotions

Derivative assets to 

drive further account 

engagement
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Embedded BrightTALK portalBrightTALK Channel

Create a consistent brand experience to improve 
conversions and increase ROI

Activity data from Oct ‘21-Sep ‘22

1,400+
leads 
driven by 
BrightTALK

54%
of audience 
driven by 
embed 

1,650+
leads 

driven by 
embed

Client 

logo

Client 
logo

Webinars

EMEA Mobility and Security Solutions
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FastReg nets you 300% more conversions with 
a BrightTALK webinar than any other provider

30
registrations on 
average  from every 
500 email clicks, 
users are all converted 
the same way

6.5%
email-to-reg rate is the 
average industry 
registration experience

24%
is the email-to-reg rate 
with BrightTALK 
FastReg 

Industry Average

From 500 email clicks…

BrightTALK FastReg 

15

70

15

50

Existing Lead Conversions

New Prospect Conversions

120
registrations on 
average from every 
500 email clicks, by 
dynamically converting 
new prospects and 
existing leads faster

30
registrations on 
average from every 
500 email clicks, and 
users are all converted 
the same way

Industry Average FastReg

VS.
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Cloud Security vendor saw a 65% increase 
in monthly channel activities when using 
FastPass

Activity data from Feb ‘22- May ‘23 for large cloud security 
company

0

500

1000

1500

2000

2500

Monthly engagements FastPass Registrations Expon. (Monthly engagements)

2023 growth 

with FastPass

1597
Average monthly active 

users with FastPass (up 

from 966 in 2022)

50%
Of promotions included 

FastPass URL

75 
Average viewers per webinar 

(up 27% over 2022)
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Leverage your data for better sales engagement

Account stakeholder 

engages with webinar
Data flows into CRM

82
85

Lead/contact/account 

creation or updates
Value-driven sales 

activity

MKTG
SDR + 

SALES
CSM
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An always-on ABM strategy fueled by relevant content

Q1

Target 

Account 

List 1

Q2 Q3

On-demand content promotion and derivative asset creation

Target 

Account 

List 2

Target 

Account 

List 3

Webinar 

Series A, Ep. 1

Webinar 

Series A, Ep. 3

Webinar 

Series A, Ep. 2

Flagship 

Virtual 

Event

Webinar 

Series C, Ep. 1

Webinar 

Series C, Ep. 3

One Day User 

Conference for 

List 3

Launch Customer 

Content Hub

Q4

Webinar 

Series A, Ep. 5

Webinar 

Series A, Ep. 4

Webinar Replay

Series A, Ep. 1
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• Marketers need to “fish” wisely. Without considering how and where you'll actually engage your 
audience, your ABM programs are destined to fail. Consider your buyers' content research preferences to 
align on the right content distribution method.

• Professionals turn to webinars for research and learning. Webinar programs offer a consistent, 
scalable approach for driving deep engagement across multiple stakeholders at an account. The ongoing 
cadence helps re-engage core buying team members, while the video-based format allows you to appeal to 
their preferred research methods.

• Tailor webinars to meet the needs of your audience. Webinar programs offer the flexibility to tailor 
your content plan based on the unique needs of your account list. While standalone webinars certainly have 
their place, series allow you to engage the same audience over time, while series create urgency and depth 
around priority topics.

• Build brand connections. Create a unified brand experience with target accounts by embedding your 
content on your site and streamlining the registration process to increase conversions.

• Activate sales. Sales is your most important activation lever - construct an enablement plan so you can 
maximize every touch after your webinar airs.

Key Takeaways



©TechTarget, Inc. or its subsidiaries 36

Questions?
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