
Part 4: 
Implementing and Optimizing 

Campaigns

THE ACCOUNT BASED MARKETING: 2021 PLAYBOOK



Today’s Presenter
• Adam Turinas, CEO and Founder 

healthlaunchpad
• “Healthtech Sales & Marketing Guy”
• 20+ years in marketing
• Then founded, grew and eventually 

sold Uniphy Health
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ABM for Healthcare
Strategy

Insight and Targeting
Optimization

Market Entry
Validation

Go-to-market Planning
Marketing

Marketing Programs
Content & Social
Digital Marketing

Webinars



How the Program is Structured
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Healthcare 
Technology 
Marketing

Survey

Foundations of 
ABM

Best Practice in 
Targeting 

Implementing 
and Optimizing 

Campaigns 
Lessons from the 

ABM All-Stars 
What’s next in 

ABM 

March 25th April 8th

Webinars

Healthlaunchpad Workshops (Free)

March 31st April 17th

• Putting theory into action
• Hands-on session
• Interactive and social



Today’s Learning Objectives
• How to get started without 

spending $100,000+
• How to plan your first ABM 

campaign
• How to inject ABM into your 

current programs
• How to develop an ABM roadmap
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• Examples
• New Ideas
• Best practice
• Actions you can 

take immediately



Modern ABM is About…

1. A strategic focus on improving revenue, reputation, 
and relationships with best-fit accounts

2. Tight partnership and integration with sales
3. Tailored and personalized programs and campaigns 

based on deep customer insight
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Three Flavors of ABM

1:1
Strategic ABM

~50 accounts

Deep account research
Highly tailored marketing

Focus on relationship 
development

1:Few
Segment ABM

50-200 Accounts

Organize accounts into 
clusters

Marketing tailored to 
clusters 

1:Many
ABM At Scale

>200 Accounts

Use of Intent data to 
identify in-market accounts

Digitally-driven 
personalized experiences



ABM Process
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Customer 
Intelligence and 

Targeting
Engagement Conversion Optimization

Measurement

Alignment



Three levels of tech stack investment
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$$$$ $$ $



Nuvolo’s Approach to ABM

• Nuvolo is a global SaaS firm with a 
platform for enterprise asset 
management

• They help healthcare systems 
manage, support, protect and 
maintain connected devices

• Customers include Kaiser 
Permanente, the Mayo Clinic, 
Parkland Health

• Have used Terminus for ~1 year
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Nuvolo’s Approach to ABM

1:1
5-10 major accounts per 

quarter

Highly targeted experiences, 
custom content and branded 

web sites

1:Many

100s of targeted accounts

Intent-based experiences 
to identify and engage “in-

market” prospects

1:Few
10s of accounts

Targeting based on keyword 
interest, e.g. facilities 

management



Nuvolo: Data Segmentation Approach
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Industry

Healthcare

Lifesciences

Financial Services

Retail

ServiceNow

Size

Intent to buy
(50 topics)

Competitor’s 
Customers

1:1

1:Many

Switching

1:Few



1:1 Account-Customized Experiences
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Sales and marketing 
select 5-10 targets

Marketing analyzes 
account engagement 

and intent
Build Account-branded 
landing pages based on 

analysis
AE’ Sale prospect with 

account-branded pages



1:1 ABM Example
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1:1 Curated 
Content

Proprietary & Confidential. All rights reserved 14



1:Few Dynamic Targeting 
Based on Intent
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Named Account 
searches on a keyword, 

e.g. Facilities 
Management Account is automatically 

put into an automated 
“Facilities” campaign Reach named account 

based on intent 
keywords and display 

“Facilities” Ads
Target based on 

department and job title
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1:Many Competitive Switching

Proprietary & Confidential. All rights reserved 17

>200 major accounts 
tagged in Salesforce as 

using a competitor’s 
solution

Run campaign targeting 
competitive accounts

Competitive Switch ads 
run via Terminus Display 

Network
Directs prospects to 
Competitive Switch 

Landing Page



1:Many Competitive Switching
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Company X

Company x

Company X

Company x
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Company x



How ABM Helps With Conversion

• Real-time alerts about “in-market” opportunities
• Flag most actively engaged opportunities
•Creates ”warmer” leads for SDRs
• Identify stalled or un-engaged targets
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Help Sales Team Prioritize
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Provide Sales with Better Information
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Proactive Reactive



Optimizing: Reacting in Real-time
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Sales and Marketing can 
mobilize on this insight



What It Takes To Do This

• A deliberate strategy
• Dedicated ABM expert expert
• Campaign Manager
• Terminus license
• Integration with Salesforce and Hubspot
• Display campaign budget
• More creative assets
• And a lot of work
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$$$$ $$ $

*no new tech



Lower-cost alternatives 
to High-end ABM Software

• Can help you determine which accounts 
are evaluating you
• Help you take action
• Can be automated
• Personalize online experience
• Optimize real time
• A baby step to Intent-based marketing
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Live Situation

• High growth healthtech company gets 3K unique visits to its 
web site each month
• Majority are new visitors
Questions:
• How can we tell which accounts are visiting?
• How can we move towards intent-based ABM?
• How can we automate the process?
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Stepped Budget Approach
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Identify when target 
accounts are visiting
Partial ($200/mo)

Automate account-
based workflows in 

Hubspot

Identify when target 
accounts are visiting
Complete ($25K)

Implement intent-
based campaigns

Retarget on 
LinkedIn
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Simple Hubspot Integration

• Alert AE when an account is surging with Note in account
• Set-up automated email campaigns targeting individuals at 

each surging account
• Determine what content accounts are engaging with



Integrating Bombora – Next Step Up
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Create Automated Campaigns
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And run intent-
based campaigns 
through Bombora’s 
integration with 
various DSP’s



Using Bombora to Run ABM 
Campaigns
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$$$$ $$ $



ABM Via LinkedIn
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• Upload list of named accounts
• Target by department and job 

functions



Campaign-based Approach
via HIMSS
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HIMSS
Database

Your
Target

Account List
(TAL)

ABM
Program
Audience

First Party Data:
• Intent
• Engagement
• Topics



ABM Insights Dashboard
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Data Collection, Reporting and Analysis

Providing your marketing and 
sales teams with actionable 
insights

• Create your marketing plan 
based on account 
engagement

• Prioritize follow up efforts on 
hot accounts

• Accelerate sales enablement 
for accounts with a high 
number of engaged personas

ABM Insights Dashboards 
include:

• Engagement by Account

• Engagement by Persona

• Engagement by Channel 
(social, display ads, email, 
web visits)



1: 1 Account Analysis –
Improve Sales Effective

• Organizational priorities
• Market dynamics
• Stakeholder Map
• System
• Facilities
• Hierarchy

• Press
• Social Media
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• Prioritization and 
scoring

• Who to target
• How to message



1:1 Customer Insight Research:
Current Customers and Warm Prospects

1:1 Interviews
• Current and future needs 
• How is your organization 

viewed
• What does your firm need to 

do to be successful
• How can you be of greatest 

value to them
• What are the obstacles
• Who are supporters and 

detractors
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• How to win 
business

• How to accelerate 
deal flow



Developing Your Roadmap
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Approach to Long-term Planning

• A series 90-day cycles
• Divide your sales cycles into 90-day sprints
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Sprint 1
Leads from TAL

Sprint 2
Generating quality 

opps with TALs

Sprint 3
Pipeline Velocity

Sprint 4
Closing more TAL 

sales

12-Month Sales Cycle
4x90-Day Sprints

Expand and 
Optimize

Expand and 
Optimize

Expand and 
Optimize

Expand and 
Optimize



90-day Sprint Plan

Proprietary & Confidential. All rights reserved 44

Team Goals

TAL

Metrics

Personas

Content

Workflow

Sales
Process

Tech 
Stack

Implement
& Measure



90-Day Goal

Specific
To close 5 deals this year, we will need to grow pipeline of opportunities by 
25% by end of Q2

Measurable

100 MQLs
25 Qualified Opportunities
TAL engagement 100%

Attainable and 
Realistic

This is achievable if we focus our marketing on in-market prospects

Timebound 90-day
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90-day ABM Pilot Framework
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Persona Example
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“How To” on Inbound 
Marketing

Content strategy is driven 
by your customers’ 

questions



Possible Metrics
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Target account  
list 

engagement

Pipeline (% 
accounted for 

by TAL)

#of TALs 
engaging on 

web site

TAL Conversion 
rate

Influence as an 
alternative to 

attribution

Customer 
retention and 

upsell

Cost per 
opportunity



Checklist

• Team
• Flavor ABM 
• Number of accounts
• Personas
• Engagement Objective

• Needed and available assets
• Needed and available 

technology
• Measurement Plan
• Budget
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GO!



ABM Kickstart Workshop
Plan a 90-Day Sprint

• 2-Hour free group workshop for marketers starting their ABM 
journey
• Begin to apply the concepts of ABM to your business
• Structured exercises in small groups
• Design an experiment
• Tools and process to develop your 90-day plan
• A little bit of preparatory work required
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https://healthlaunchpad.com/abm-
kickstart-workshop/
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What’s Next?
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Healthcare 
Technology 
Marketing

Survey

Foundations of 
ABM

Best Practice in 
Targeting 

Implementing 
and Optimizing 

Campaigns 
Lessons from the 

ABM All-Stars 
What’s next in 

ABM 

March 25th April 8th

Webinars

Healthlaunchpad Workshops (Free)

March 31st April 17th

• Putting theory into action
• Hands-on session
• Interactive and social



ABM All-Stars Panel
March 25th 5pm EST

Proprietary & Confidential. All rights reserved 54

Christine Slocumb
President, 

Clarity Quest Marketing

Ben Person 
VP Global Marketing 

Nuvolo

Melinda Dropka-MacDonald
Marketing Program Manager 

Asia-Pacific
InterSystems



How to Access Previous Webinars

Proprietary & Confidential. All rights reserved 55



How to Reach Me

https://healthlaunchpad.com/

adam@healthlaunchpad.com

Search for Adam Turinas on 
LinkedIn
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mailto:adam@healthlaunchpad.com
mailto:adam@healthlaunchpad.com


Q&A
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