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This isn’t your typical ABM webinar

Focus ) ABM Power Tactics ©TechTarget, Inc. or its subsidiaries 3



. One-to-many RO
Buying Sales outreach

roups o
J PS Attribution op

i ifi -to- Retargeting
Marketing qualified accounts ~ O1e00N€

Intent data
A B |\/| One-to-few
Target |
. I Stakeholder mapping
accounts Account intelligence

. Account selection ABX
Sales orchestration

Personalization Omnichannel

L ¥
Focus P4 ABM Power Tactics ©TechTarget, Inc. or its subsidiaries 4



The promise of ABM does not always match the reality
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While ABM definitions vary, its clear
ABM is more than a target account list

How do you define ABM?

Yet, in practice, many
marketing teams still rely

All ways heavily on named account

filtering as a key

| approach for ABM —
A comprehensive strategy across sales & . . . . .
marketing focused on priority accounts . Indicative of Immaturlty

of ABM overall

Any segmentation-based strategy that
focuses marketing and sales motions (may
include accounts, verticals, other
segmentation)

16%

A marketing-led media targeting strategy to 696
focus on priority accounts °




What's fishing got to do with ABM?




~
N\

More than you might think. |







And, what if you knew:
 When the season starts.
 Their favorite time to feed.

« What they like to eat.




But, also, what If there was a
limit to when, how, and how
much you could actually fish?




That's the reality of ABM today.




That's the reality of ABM today.

Quality and context matter.




Which brings us back to the
forgotten piece of ABM.
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A typical ABM framework
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EXECUTE

Marketing
campaigns

Sales plays
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MEASURE

Campaign tracking
KPI tracking
Optimize
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Kickoff

Account selection
Sales alignment
Stakeholder

mapping
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DEVELOP

Assess campaign
assets

Create new
collateral
Collaborate on sales
“plays”

Design custom
offers
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EXECUTE

Marketing
campaigns
Sales plays

Targeted advertising

MEASURE

Campaign tracking
KPI tracking
Optimize

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?



Buyers watch webinars, and many prefer webinars,
videos and event-based content over other formats

What kind of content do you prefer?

Webinars and videos 87%
Virtual events 48%
Online courses 46%
Whitepapers and eBooks 45%
Infographics 38%
Blogs posts 38%
In-person events 30%
Podcasts 29%

Books/textbooks 25%

Social media 21%

Q7%

Buyers watch webinars when
considering a vendor

(1%

Of buyers dedicate 2+ hours a
week to researching new products
and solutions

60%

Of buyers watch a webinar once a
week

L]
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Why does this matter for ABM?

28 28

Individuals Accounts

Identify key buyers Aggregate account-
and influencers Volume of activities level engagement

Depth of engagement

Recency of behavior

Attachments

Viewing Time Questions Asked Downloaded

Poll Responses



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

’, ¥ | Cyberthreat Threat Research Advisory
i Intelligence Analyst E Nov. 18 Center Briefing
y Webinar
| b InfoSecurity 2020 Data Breach
) Engineer @ Dec. 1 > Investigations Report
White paper
;‘ ; \‘ Sr. Systems Threat Research Advisory Telco provider’s
- ¥ Administrator E Dec. 2 Center Briefing @ security content
Researching g Webinar
Security
Lead Forensics Threat Research Advisory
Analyst E Dec. 16 > Center Briefing

Webinar

Chief Information 5 mistakes made when
Officer @ Dec. 21 > backing up VMs
SearchDataBackup com article
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Three considers when
leveraging webinars for ABM

1. Content format and delivery.
2. The promotional plan.

3. Sales activation.




Why are webinars popular? Key Takeaways

What kind of content do you prefer? . .
youp * Rich media like

Webinars and videos 87% webinars and videos
are great at getting

complex ideas across
Whitepapers and eBooks * They're highly
engageable and
Interactive — allowing
Blogs posts for significant intent
In-person events signals
» Easily sharable and
0 o
Books/textbooks accessible —
Social media facilitating content
surround

L ¥
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Virtual events tend to drive a lot of interest
and engagement

Content in Channel

@® Content in Virtual Event
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® ABM Power Tactics

Virtual Event

m Pre-registration

mlive

Virtual Event

® On-demand

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

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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Opening Keynote: How to be Agile in the Age of Change

10:00AM - 10:45AM ET | 4:00PM - 4:45PM CET

Now that remote and hybrid experiences have become standard, End User Computing
(EUC) teams have new opportunities to rethink their approach to digital workspaces
and applications and embrace a culture that delivers an engaging and seamless
experience. At the same time, IT still needs to address user support concerns,
manage ongoing deployments of updates and patches, and maintain critical endpoint
security. The challenge is how to improve both sides — speed up technology
transformations and satisfy greater LOB and employee expectations. The new normal
for keeping pace in the age of change requires an agile mindset and a different
approach. This keynote explores key EUC challenges and offers practical advice for

building and maintaining great digital workspaces

Expert Panel: The Future of End User Computing

12:30PM - 1:15PM ET | 6:30PM - 7:15PM CET

Over the past 25 years, end user computing has evolved dramatically and is today the
linchpin for driving digital workspaces, achieving efficiency and performance with a
powerful stack of solutions. But what does the future hold? In this panel discussion
we will challenge our panelists about recent developments and future trends that are
poised to reshape this market, including the impact of cloud adoption. Join this
session to gain insights from our experts on how to make technology work for you —

instead of causing friction, delay, and disruption.

Closing Keynote: Be Future Ready — Navigating Work in the
Post-Pandemic World

2:40PM - 3:25PM ET | 8:40PM - 9:25PM CET

Navigating disruptive change, getting people engaged in our ideas and inspiring them
to thrive all at the same time can be overwhelming! We may think we are ‘change
ready’ because of our expertise and experience. Yet, no one is ready for change that
might have a negative impact on them or increase the amount of work we have on
our plate! With Gregg’s experience in leading change with diverse populations, he will
leave the audience with new insights, relatable stories and solid takeaways all told

with a healthy dose of humor.

kaspersky

Resource Center v Webinars  Global Transparency Initiative  Managed Services v Connectwithus

One cybersecurity
partner for all your needs

Get Kaspersky multimedlia assets
at this Premier Resource Center

signin

Kaspersky Resource Center helps you stay up-to-date on current cyber threats and

get expert security tips.

Ransomware trends
in 2023
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Cryptocurrency Threat
Landscape Trends in 202

- -

kaspersky

July7 2023,1:00 PM SGT

Save your seat for upcoming webinars >

July 28 2023, 1:00 PM SGT

There is an urgent need for organizations to stay cyber resilient against
potential attacks and to be able to withstand the onslaught and resume
operations promptly in the event of a breach.

Kaspersky commissioned an IDC eBook “The C ofa Cyber Defe
Strategy”which discusses the importance of an enterprise-wide risk-based strategy to achieve
cyber resilience. It highlights the critical role of Asia Pacific leadership in driving a collaborative
approach to an extended ecosystem of partners, supply chain participants, and customers,

and calls for strong integration and visibility to strengthen their organizations’ cybersecurity
posture.

Download the e-book now to get the latest insights on how digital leaders are staying cyber
resilient and ready to future proof their businesses.

LEARN MORE

Crimeware and financial
predictions for 2023

August112023,1:00 PM SGT




Series have a cumulative effect - keeping
audiences coming back regularly — or
Increasing content engagement overall

600
@® Series content

@® Channel content

500

400

300
200

100

0 II Il IIII|III T

© TechTarget 25  Activity data from July 22- Feb23 for an enterprise software company

328

average views for
content in series

76

average views for
content in channel

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



Kintone Training Webinar Series
£ Jun 21, 2023 - Jun 30, 2023 Episodes

2, Register for series

About this series

Welcome! Kintone has prepared some great training webinars for you and your whole team. What is my user type? - Admin: | am a Kintone Administra

manage our system. - App Builder: | am building B n a o .
Scaling Applications and Services with Backblaze B2

Read more w Episodes

» Watch now
All episodes

Navigating Through Kintone as an End User Training

Navigating Through . .
Kintone as an End User Larissa Suguitan About this series
Presented by
During this training, we'll review how to navigate the different features of Kintone as an ..more In this series, we will unpack how businesses can leverage the Backblaze ecosystem to quickly build, run, and grow applications and services globally. With Backblaze B2,
developer teams have access to highly scalable S3-compatible object storage, and a ...
# Reserve place “5 Backblaze

Read more w

Kintone Administrator Training

Getting Started as a
Kintone Administrator Larissa Suguitan Featured
Leveling up a Global Gaming Platform While Slashing Cloud Spend by 85%
This is a great training for anyone who will be a Kintone Administrator because we'll .more .
Levellng Up A Global Pat Patterson (Chief Technical Evangelist), James Ross (CTO, Nodecraft)
> a
o Reserve place Gamlng Platform Come and join Pat Patterson, Backblaze's Chief Technical Evangelist, and James Ross, the CTO of _mare
While Slashing Cloud AR G e
) ) Spend By 85%
& - Creating a Kintone App from Scratch
Creating a Kintone App R

from Scratch Larissa Suguitan

This is a great training for anyone who will be a Kintone App Builder because ..more

> -
# Reserve place All eplsodes Sorthy v

[ySp—
Low Latency Multi-Region Content Delivery with Fastly and Backblaze

N for : Low .

Laeteec:lcoy I\ﬁﬁﬁ?-dRe;ion Pat Patterson, Backblaze and Jim Bartus, Fastly On-demand

Content Delivery with Backblaze B2 and Fastly are the perfect match, praviding customers with cost-effective content storage, distribution, ..more Jan 312023,

Fastly and Backblaze 42 mins
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The ABM engagement checklist

* Drive continuous engagement with a
proven promotional plan.

« Create a consistent brand experience.

« Eliminate friction wherever possible.
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Build out promotions with the end goal in mind

Speaker and
Launch direct Paid social and presenter “Starting now...” Nurture
email promotions display ads enablement email push campaigns

4-6 weeks out On-demand

BrightTALK Internal Reminder Live chat and demo Repackage and
organic and paid enablement emails request activity distribute
traction

L
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How we do it

E] BrightTALK

Partner Mark
Visionaries

TechTarget

Why BrightTALK

Products

Customers Company

Resources

Subject: Tomorrow: The Partner Marketing Visionaries Summit

Partner Marketing

TechTarget | Visionaries' Summit

Virtual Event
March 298-30, 2023

Watch the Latest Episode

Partner marketing professionals have pivoted quickly to achieve their goals despite a changed business environment.

Latest Episodes

The Intersection of Product,
Field and Partner Marketing

@6 @

The Intersection of Product, Field and

Partner Marketing

Juby 18,2023

Successfully Managing an
Evolving and Growing Ecosystem

@M= 9=

Successfully Managing an Evolving
and Growing Ecosystem

May9,2023

Partner Sales & Marketing:
Rising Above in a Competitive
Landscape

f

Partner Sales & Marketing: Rising

Above in a Competitive Landscape

Novamber 16,2022

Embedded webinar
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series page

Join us for The Partner Marketing Visionaries Summit, on March 29 and 30.
Choose from 11 sessions featuring 35+ Partner Marketing executives as they
explore key areas within strategic partnerships — where hidden challenges lie and
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Bringing the Partner Marketing Community Together

Bringing the Partner Marketing
fogether

Michasl Latchtord (TochTarger) v

Creating a Successful Marketing Plan with Partners

K

eisner, Soam Bitchelo, Trica Blade, Kirstan Ryan, and Lort

Gabrell v

29

TechTarget | Visk

Aar 29 2023,7

shareon: @ W €3

how best to solve them

ing the Partner O

The Partner Marketing organization is
several important teams that a CMO is
responsible for overseeing the growth,
development and success of. Join the
SoftwareOne, Ontinue and Alludo as ti
share insights to empower the Partner
Marketing organization.

Insights from a Strategic Partnershi
In this session, Partner Marketing exe«
from Pure Storage and Cisco as they ¢
actionable insights on how to develop
sustain a thriving partnership.

Reserve Your Spot

Branded email
promotions

drive further account
engagement

CMO Perspectives: Supporting and

TechiTarget Solutions  Products  Customers  Resources

Why TechTarget

JULY 20,2022 PARTNER AND CHANNEL MARKETING

Partner Success: Blending Strategy,
Innovation & Marketing

Fiona O"Connor

Senior Content Marketing Manager

0 much goadness o

ained simply by executing Partner Marketing really
well (and if you think it's easy, you must be new to the gamel), but how do you
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s

essful partner marke

1 teams do a lot of strategic thinking. In a continuaus innovation protatyping pr Pypolhesize and
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where this appraach has

When building in a way that constantly assesses market opportunity, Kimberly Payton of Infosys Finacle recommends quite regularly taking
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whal's the story that you need to be telling. Who has what traction and where, fram your competilors’ standpeint? Hw are you geing 1o

stand out amongs! them and their message?” she says. *A good exampla is back when Unix existad. There was a good opportunity 1o do a
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1 igrate, and that aligned well with many of the OEMs [and] software companies of the world

market and say, ‘You might be running a Unix envirenment, but you




Create a consistent brand experience to improve

conversions and increase ROl

BrightTALK Channel

E BrightTALK Summits Communities ¥  Log in Join now
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FastReg nets you 300% more conversions with
a BrightTALK webinar than any other provider

BrightTALK FastReg

From 500 email clicks... 120

Is registrations on
/ \ average from every

500 email clicks, by
dynamically converting
new prospects and
existing leads faster

VS.

15
[ 24%
email-to-reg rate is the FastReg is the email-to-reg rate
average industry with BrightTALK

Existing Lead Conversions

registration experience FastReg

m New Prospect Conversions
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Cloud Security vendor saw a 65% increase
In monthly channel activities when using
FastPass
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[ ]
>/ ABM Power Tactics Activity data from Feb 22- May ‘23 for large cloud security
company

1597

Average monthly active
users with FastPass (up
from 966 in 2022)

50%

Of promotions included
FastPass URL

/5

Average viewers per webinar
(up 27% over 2022)



Leverage your data for better sales engagement

Account s'_[akehol_der Data flows into CRM Lead/qontact/account Value—drl_vgn sales
engages with webinar creation or updates activity

HOME > PROSPECTS __

lucy+10jul@mazalon.com Edit Delete Sync with
il Edit Step #1 Template

Type:  Reply
Overview Lists  Profile  Related  Activities  Audits  Lifecycle  Opportunities

Hey {first_name}},

Contents Prospect Activities It was a pleasure speaking to you.
A, Any Type +  AnyCategol Thank you for taking the time to explain your business to me. After heari
. X ) Narme g din] y Typ ¥ y Category ¥ 9 ¥
BrightTALK field System field and what you are working to accomplish, | believe Outreach would be a
Email  lucy+10jul@mazalon.com .
ACTIVITY TYPE  SCORE DATE/TIME In the meantime, please check out this presentation and case study beid
e Company ~http://www.mazalon.com m =Y
- L Email »
Account Name  No account Outreach Executive Summary
Source Campaign Open 0 Jul10,20191241AM | Ultimately, there are 4 main things that Outreach will help you to accomy]
i user_id B
1. Increase activity, which wil increase pipeline, opportunities and reven
Conversion Point - saweand , - mn)
i = )
i) ActivityType Conversion Date Jul 10, 2018 12:32 AM 2. Save your sales teams valuable time (as i B i has seen)
3. Create a sales development process that can be duplicated, scaled, and predicted (as « «" has.
o ‘experienced)
webcastld

4. Track and measure what works (iike all of our logos have experienced)!

Webcast Activity - Webcast Title - webcastTile Also, please take a look at our training resources HERE. Please let me know if you have any questions,
and thanks aqain for your time.

A % @ @ O B &}

—

v

m BrightTALK Central
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An always-on ABM strategy fueled by relevant content

Series A, Ep. 4

Azirgf;t | Webinar
List 1 Series A, Ep. 1

Webinar
Series A, Ep. 3
Webinar
Series A, Ep. 2

Target Flagship Web_inar Replay
Account Virtual Launch Customer Series A, Ep. 1
List 2

Event Content Hub

Webinar
Series A, Ep. 5

Target - One Day User :
Account  —— ebinar Conference for Webinar
List 3 Series C, Ep. 1 List 3 Series C, Ep. 3

On-demand content promotion and derivative asset creation
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Key Takeaways

« 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.

L ¥
Focus .‘ABM Power Tactics ©TechTarget, Inc. or its subsidiaries 35



BrightTALK

by TechTarget

Questions?
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