ACCOUNT-BASED MARKETING
SERVICES
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Decades of Success
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Why Account-Based Marketing?

“92% of companies recognize the value of ABM,
going as far as calling it a B2B marketing must-have.”

“84% of B2B marketers say that ABM delivers higher
ROI than any other approach.”

“75% higher Close Rates, 26% larger Deal Sizes,
/% more Deal Velocity.”

SiriusDecisions » |[TSMAY  OEMANDBASE



Demand Gen vs. ABM

Traditional demand Account Based
generation s Marketing is
fishing with a net. fishing with a spear.

You put your content out there and start catching fish. You don't wait for a target account buyer to wander into your net.
You don't care what fish you catch, as long as you You reach out to target accounts directly — going after the big fish
pull in enough of them every month. You then nurture only. You don't get wasteful ‘by-catch’, focusing all your efforts on
and score them until opportunities come out the other end. the prospects you need to reach.

This raises the bar on the quality of your data and the
relevance of your marketing. ABM is laser-focused.

Source: Definitive ABM Guide written for
Engagio by Velocity Partners



THREE BEST PRACTICE ABM STEPS

RESEARCH Optimal Accounts & Contacts

CREATE ABM-Optimized Content

ENGAGE with Target Accounts
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STEP |I: RESEARCH

RESEARCH Optimal Accounts & Contacts
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Find Optimal Accounts & Contacts
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Gary Feinstein

Director of Information Security & Compliance at Michael Kors

Appt: 1247 at 9 AM

20 years expericnee directing Infarmation Technology sperations, personnel, networks and projects. Track recard of incr.
Fraff Management & Leadership T Governancs & Complianc:

Metwork & Data Center Management Infrastructure Design and Implementation Risk Assessment

Contract Megotiations and Management Cost Containment

Strakegic and Business Planning

CISA Y CISEP ! MECE ! CONA Y CCDA

Director of IT Security & Compliance at Mickacel Kors
Pavember 2012 - Present
Reporting te IO, overzees all zecurity operations For 3 glebal multi-billion dellar retziler, A<tz a2 primary laizen with o
Dlevelops corparate security policies and procedures. Manitors SIER, Anti-Wirus, Firewlls, Prozies,
Change Management, ldentity & Access Management systems and logs.
Director of IT at Asril Knitwear
2011 - Mevember 2012
Heldz prime responsibility For d day IT =p whils interfacing with corporate cxecutive and end uzer managen
Implement Infor Tyteline ERF, warehousing, inventory and manufacturing selutions. Perform internal
security and sudit eperations acress multi-national sites and create strategic actions plans based on findings.
Director of IT
2005 - 2010
&k oz kechnical advizar ko Chicf Exscutive and Opearating DFficers [CEQ & CO0) ke cffeckively autamats and streamling
Ferform staff revicws, training and prieritization & supervision of workloads, Fulfill dlient compliance requests and sud
“workFlow, Data Capture, Scanning, DCR and imaging applications.
Yice Presidest - iSeries Engincering at Bear Stearns & Co.
2006 - 2003
Mlanaged hardwars, «perating and application systems of 25+ B System i Power & zarvers running heritage Bear Frea
and IT best-practics palizics.

= Presented Findings and audit documents ko Senior Management and inkernal Audit Committees.
Systems & Network Manager
2005 - 2006
Fresponsible for all city-wids technalogies including; Financials, HR, water billing, permitting, imaging, risk management,
Commissioners. Managed firewalls & proxies; iSeries; Audiafisual; Wi-Fi; PC server!desktop; EMC 24H
= Major work recognized by Florida Governor's Award - Innovations in Communications and Technalogy for
Cikty'z with population ever 50,000 [2003),
= Designed metropalitan fiber-opric network including 350+ nods Cisco { Unity URE YolP Telephony
solution, reducing telecom aperating and support costs by 35%.
= "W orked with office of Florida &uditor General ko provide system assurance documentation and compliance
with Legislative Auditing of Public Fecords and Sunshine Lawes.
= Mlanaged PO [payment card induztry) complinnes: requirements including technizal and buzinesz security
revicws and regulatery reperting,
IT Manager
1336 - 2003
Flanaged beam of 10 emplopees including Latus Notes & LN AN sdministrators, applications and ASMO0 eperation
= Led company’s dizaster recavery ! buzinezs continuity projects and corporae security palizies For all T
nekwork systems, Successfully performed bi-annual restoration tests of all majer T systems,
» Coordinated and supervized the rellout of network and spplication systems to global locations in preparation
of grand openings.
- Managed IT and business projects by accurate budgeting, resource planning and time management.

Usirerzity at Albany. SUNT
Eachelor, Computer Science, 1331 - 1335

Ewrinzrr finalyrie
IEHiSorier

Micraraft S0l Sorver
S0l

Dirarkar Fiazauery

Verdor Management

ITStrakeay
Micrarnft Exchanqe
Enkerprire Ar<hitesture
Virtualization
Claud Computing




Find Unknown Urgent Risks (UURS)

“When engaging Decision-Makers early in the w
Journey, UUR Messaging motivates them to act.

N More M otivated
o W o



Find & Analyze Information

Effective, low-cost research gathering & analysis

Your Challenge Framework Profile

AMBITIOUS

“
:Ilill
Exceed Goals, Achieve Success

Confident & Driven Environment
Professional Success Focus

Your Profile
« Iom confident, driven and very goal and success oriented at work
+ 1am motivated, hard-working, easy-going, competitive, and enjoy schedules
1 believe in recognition for achievements and can easily adapt to situations and
roles

You are confident, driven and energetic. You are generally well - spoken, diplomatic and
poised, but can also be competitive and may have a tendency to “over work " At your best, you
are authentic, self - accepting, charitable, and strive o be a role model for other employees. You
have the ability to achieve great things in your work environment, and when you are genuine,
ofhers may admire and respect your and i You often
strive to contribute the best of your abilities to your work and enjoy motivating others to rise to
their best and accomplish more than they thought possible. As such, you are usually well
regarded by peers who appreciate your desire and motivation to help your firm attain its goals.

You are very goal oriented, highly organized, extremely hardworking. and usually
decisive. You will tend to gravitate toward executive, leadership, o management foles in
technology, politics, finance, legal professions, o entertainment. Since you enjoy performing,
you are ideally suited for acting, broadcasting, public office, public relations, or similar fields.
Free time is hard to come by, and you may actually feel guilty when not working. When you do
selax, you might enjoy philanthropic voluntecring or helping with a political campaign. You also
like athletic activities to stay fit and increase endorphins and working on various hobbies or

interesting projects

Your Primary Attributes
Optimistrc, competent, confident, hard - workig, mottvated, goal - oriented, competitve
+ You almost always display optimism about everything
« Most will say you are way too busy and tend to overwork

Qualitative Profile Scoring
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STEP II: CREATE

2 »  CREATE ABM-Optimized Content

LEVEL-4
CONTENT Y
DRIVES ACTION




Create Level-4 Content

LEVEL 1 to 3 CONTENT IS NOT
ADEQUATE FOR ABM

LEVEL-4
CONTENT
DRIVES ACTION

UNGATED OR
LIGHT-GATED =
NO ABM INFO

Storytelling Creates 1400% Higher
Customer Retention LONDON SCHOOL

OF BUSINESS AND MANAGEMENT



STEP IIl: ENGAGE

3 «  ENGAGE with Target Accounts
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Complete Surveys & Calls

CUSTOMER STORIES PARTNERS SUPPORT COMMUNITY

First name *

Last name *

Title: *

Company *

Email address *

Telephone =

Country *

Select From List

State/Province

M Add & Email & Print <3 Share|

Product Category *

Select From List

SURVEY

4

When solving challenges,
which of these frameworks do
you most often employ?

(select one quadrant)

Innovate Intelligently
Engineer Logically

Secure Predictability
Ensure Loyalty

Empower Excitement
Stimulate Versatility

Improve Relationships
Help Teammates

AMBITIOUS | Eycoad Goals
dll N Achieve Success

=

p éam,,, Encourage Creativity
2l

Ensure Differentiation
COMMANDING
‘ )

-~

Ensure Control
Strengthen Teams

>

l"

Simplify Processes

Avoid Compllcatlons

Attain Perfection
w Enforce Rules




Automated Personalized Content

LAMP system personalizes
guestions, messaging & content on-
the-fly based on ABM personas

O

Prospect receives
profile-personalized
content




Email & Social Selling

e ]

Title Chief Security Officer, CISO, VP/Dir Security, Security Operations Center Director/Manager/Sr. Manager,
IT Director/Manager, Security Operations/Analyst/Architect/Engineer

Seniority Level C-Level or VP or Director or Manager

Geography Per Region

Company Size 1001-5000, 5001-10,000, 10,000+ employees

Industry Accounting, Banking, Biotechnology, Capital Markets, Chemicals\Gomputer Software, Computer Hardware,

Consumer Electronics, Defense & Space, Electrical/Electronic Man
& Health Care, Higher Education, Information Services, Information Te
Insurance, Investment Banking, Investment Management, Law Enforcemen
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Manage Calendars & Reminders




Right-Sized Incentives

LAMP system auto-personalizes surveys Incentives are Tailored to Profiles & Qualifications
& messaging based on personas

When solving challenges,

which of these frameworks do

you most often employ?
(select one quadrant)

s - Ry

v, .

3 Q“éd’C\\I&

Innovate Intelligently
\\ Engineer Logically

= Secure Predictability
Ensure Loyalty

8l Empower Excitement
Stimulate Versatility

@ Improve Relationships

AMBITIOUS | Eycoad Goals

2 Help Teammates

Influencer

Y Achieve Success

Encourage Creativity |
.'\" Ensure Differentiation | -

Ensure Control
Strengthen Teams

Simplify Processes

Avoid Complications . | EV al u ato r

v Attain Perfection
Enforce Rules

Decision-Maker



Create Detailed Reporting
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Phase |I:
Data
Collection

Research
Design
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ABM Sales Enablement

Sales Pros get emails with links to prospect-personalized
tools & training and a Prospect Messaging Guide with
Profile Overview, Primary Attributes, Typical Mannerisms,
Primary Fears & Motivators, DOs and DON'Ts,

Sales Recommended Keywords

Enablement
Portal

= - ) T —

-.—/: 4 1 am confident, driven and very goal and success oriented at work T
1 am maotivated, hard-working, easy-going, competitive, and enjoy schedules P
1| believe in recognition for achievements ond can easily adapt to situotions and roles e

o

i Primary Attributes:

+ Excellent performer and offers great first impressions

* Almost always displays optimism about everything

* Much too busy and tends to overwork

*  Likes to work overtima

* Lives by schedules, goals, to-do lists, and calendars

* May ke impatientand does not like being blocked from a goal
+ Likes beingcomplimented and recognized for achisvements

* Islike a non-stop train and will not quit until arriving at a destination Profession
* Wants others tolive up to their potential and alse strive for perfection

*  May tend to tell white lies and cut cornars in the nama of expediency

* Likes to talk about professional life, but not so much about personal life

* Iz irritated when people leave jobs unfinished

* Sickness or debilitations are annoying as they block the path to getting things done

+ Profassional life tends to ba at the top of the priority list

* Have a unigue ability te detach from feelings when called for

* Rarely bored and can't understand how athers can be

" '.'u'arkinshard to provide for Famil-,'is paramaou it

* Communicateswell with near-perfect diction and is “fast on her feat” P
* Financial security and success are highlyimportant, ifnot allimportant __/"

+ Often wants to take the lead and receive recognition for doing so -"'"

f o

© Copyright 2018, MewronLeaders, All Rights Reservad ﬁ‘f\' MeuronkLeaders
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Client Endorsements

/

“...leveraged cutting-edge
neuroscience to dramatically

improve lead conversion rates,

shorten sales cycles, and
increase our closing
percentages.”

Walter Leverett
Director of Sales

== AVNET

“...a unique, quality-driven
approach to lead generation that
stays focused on the task at
hand - generating great
opportunities for our partners.”

Nicole Boss,
Product Manager

SSLOGICALIS

Business and technology working as one

“...a unique combination of cutting-
edge digital marketing,
neuroscience messaging, and
social media profiling, as well as
expert sales coaches on prospect
calls.”

Lisa Dreher
VP Marketing

\/y Symantec

“...insights, guidance, and high-

quality solutions that enabled
us to realize significant gains in
our sales team's ability to
execute.”

Matthew Weaver
Sr. Director of Global
Enablement



Case StUdy CYLANCE

Fortune 1000 ABM Campaign oIning @ Sl PERDUE.
ABM profiling, targeting, content-creation & personalization L VICHAELIORS  HarrIMAN '
resulted in 11 SQLs within 60 days. Va MassMutual \ 5o psTROM BARCLAY

100 ABM Target Accounts - - i —
==-%= ,* BNY MELLON

34 Decision-Maker Meetings N
@omcast. CrepiTSuisses illlly SUSHMAN &

WAKEFIELD
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S&P Global
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Case Study

ABM Partner Appointments — Retail Industry

Problem

* The client wanted to offer products to larger retail chain stores and needed ABM help
to research and contact target partners to gain account & prospect information.

B
Solution

* Brickwork contacted target partners via phone and verified decision-makers in charge of
managing vendors for the client's solutions.

* Brickwork engaged with decision-makers and gathered detailed firmgraphics, risks, concerns,
and solution requirements and scheduled appointments for the client's sales team.




Case Study

ABM Customer Appointments — Chemical Industry

Problem

* The client wanted to identity target chemical laboratory customers in the APAC region
with the capability to manufacture or supply a specific chemical compound via an organic
extraction process.

—w
Solution

» Brickwork conducted extensive ABM research to prepare a target list of 20 accounts that
matched the client’s stringent requirements and detailed firmographics.

» After identifying and analyzing target accounts, Brickwork contacted each via phone and
email to qualify the accounts and schedule appointments for the client.




Accolades

Ehe New Pork Eimes

esQuiire

M A G A Z 1 N E

ISTOMPANY

BusinessWeek

The 4-Hour

ESCAPE 9-5, LIVE ANYWHERE, AND JOIN THE NEW RICH

EXPANDED AND UPDATED

TIMOTHY FERRISS \

Unabridged * Read by Ray Porter

WINNER
FINANCIAL TIMES/GOLDMAN SACHS
BUSINESS BOOK OF THE YEAR AWARD

THE GLOBALIZED WORLD IN
THE TWENTY-FIRST CENTURY

T homas1..

Frledman

‘Exciting .
see 1lnnns in a new way’

you ¢ gs in a new way 7P
Joseph Stiglitz, The New York Times \ ‘ /i




Why Act Now?

3 &<

If your goal is to drive $50M this
year in ABM revenue, every

workday you delay will cost you

$192,000



ACCOUNT-BASED MARKETING SERVICES
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