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EXECUTIVE SUMMARY O

Account-Based Marketing (ABM) has become a cornerstone for B2B
marketing, offering a strategic approach to targeting high-value
accounts with precision. However, traditional PPC campaigns often fail
to align with ABM's highly focused nature. The Account-Centric PPC
Methodology is designed to bridge this gap, enabling businesses to
optimize their PPC strategies for ABM, ensuring precise targeting,
personalization, and higher ROI.

This whitepaper explores how businesses can leverage quota-driven
PPC tactics to enhance ABM campaigns, improve engagement, and
drive revenue growth. We'll cover real-world examples, use cases, and
data-driven insights to demonstrate the effectiveness of this approach.
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INTRODUCTION TO ACCOUNT-BASED
MARKETING (ABM)

What is ABM?

ABM is a strategic marketing approach where businesses focus on
specific high-value accounts instead of broad, generic marketing
campaigns. It integrates sales and marketing efforts to create

personalized campaigns that resonate with the target audience.
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How Differs from Traditional
Marketing ?

Traditional Marketing

Targets a broad audience, focusing on
generating a high volume of leads.

ABM

Focuses on a smaller number of high-value
accounts, using personalized content and
tailored engagement strategies.

Why PPC is Critical for ABM?

Traditional PPC campaigns focus on high-click volume and broad
keyword targeting. However, for ABM, PPC must be highly targeted to
ensure ads reach decision-makers within key accounts. The Account-
Centric PPC Methodology optimizes PPC efforts to reach the right

audience, not just any audience.
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THE ROLE OF PPC IN ABM

Traditional PPC vs. ABM-Powered PPC

Aspect

Audience

Goals

Messaging

Metrics

Insights

Traditional PPC

Broad Targeting

Lead Volume

Generalized Ads

CTR, CPC, Conversions

ABM-Powered PPC

Specific Accounts

Account Penetration

Personalized Content

Account Engagement,
Revenue Impact
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How PPC Enhances

Insights

Laser-Focused Targeting

Using account-based targeting tools on Google,
LinkedIn, and Facebook to reach decision-makers.

Multi-Touchpoint Engagement

Creating ad experiences that align with the buyer’s
journey.

Data-Driven Optimization

Refining targeting and messaging using real-time
analytics.

Ensuring Minimum Output Levels

Implementing baseline engagement metrics to
optimize resource allocation.

Balancing Core PPC and ABM Initiatives

Dividing marketing spend between established brand
awareness campaigns and experimental ABM tactics.
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UNDERSTANDING THE ACCOUNT-
CENTRIC PPC

What is the PPC

The Account-Centric PPC Methodology structures PPC campaigns around
specific engagement quotas to ensure efficient spend allocation and

maximize ABM results.

How It

Identify Target Accounts

o1 Select key accounts based on firmographics, buying signals, and

intent data.

- Define Engagement Quotas

Set KPIs such as minimum engagement thresholds per account.
Optimize Bidding Strategies

03 Allocate budgets to accounts demonstrating the highest

engagement levels.
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Monitor & Adjust

04
Continuously optimize based on performance metrics.
e Align Sales & Marketing Goals
Establish unified quotas to ensure collaboration between teams.
SETTING UP A TARGETED AD
ALLOCATION
STEP 1 Identifying Target Accounts

Example: A SaaS company selling enterprise HR software
identifies 100 target accounts in the U.S. with 1,000+

employees and an active interest in HR technology.

STEP 2 Defining Campaign Objectives

e Goal: Increase engagement with decision-makers at key

accounts.
e Quota: Ensure at least 10 ad interactions per account per

week.

STEP 3 Budget Allocation

« High Engagement Accounts: Increase ad spend.
e Low Engagement Accounts: Adjust targeting or refine

messaging.
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Use Case: Platform

A company specializing in e-commerce Saa$S solutions used the Account-
Centric PPC Methodology to target 50 key retailers. By implementing
personalized ad creatives and budget adjustments, they saw a 40% increase

in conversions and a 25% decrease in customer acquisition cost (CAC).

CRAFTING PERSONALIZED

Best Practices for

e Use Personalized Messaging: Mention the company’'s name or industry.
e Leverage Buyer Intent Signals: Align ads with known pain points.
o Optimize for Decision-Makers: Tailor ads to resonate with C-level

executives.

Use Case:

A financial services provider implemented custom ad sequencing targeting
CFOs in mid-market enterprises. The results included a 3x increase in
engagement and a 50% shorter sales cycle due to high relevance in

messaging.

Insights WWW.INSIGHTSTAP.COM


https://insightstap.com/
https://insightstap.com/
https://insightstap.com/

ADVANCED TARGETING

o C\QP Customer Match (Google Ads & Linkedln)

Upload a list of known contacts and target them across
platforms.

Lookalike Audiences

Expand reach by targeting users similar to engaged
ii accounts.

. 2 .. Geofencing & IP Targeting

i ‘ G ’ & Show ads only to employees at a specific company’s
‘ Aw headquarters.

Use Case:

A cybersecurity provider used IP targeting to display security compliance

ads exclusively to IT decision-makers at Fortune 500 companies, resulting in

a 60% increase in demo requests.
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USING SIGNALS FOR

Types of

Website Visitor Intent:

o Tracking visits from target accounts and analyzing engagement

levels.

Job Posting Intent:
o Monitoring job listings from target companies to identify expansion

or new technology adoption.

Job Change Intent:
o |dentifying decision-makers who recently changed roles, sighaling
potential openness to new solutions.

New Feature Launch Intent:

o Recognizing when target companies release new products or

services that might align with your offering.
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Applying Intent

Website Visitor Intent:

o Retargeting campaigns tailored to site visitors from high-value

accounts.

Job Posting Intent:

o Custom PPC ads aligned with new hires in relevant departments.

Job Change Intent:
o Personalizing ad copy to acknowledge leadership transitions and

business shifts.

New Feature Launch Intent:
o Running awareness campaigns targeting accounts undergoing

product expansions.

Use Case:
with Intent-Based

A SaaS analytics platform used job change and website visitor intent to
trigger custom LinkedIln and Google Ads campaigns, resulting in a 45%

increase in engagement rates and a 30% boost in demo requests.
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CASE STUDIES

Case Study: Al-Powered Analytics Company

A global analytics SaaS company implemented the Account-Centric PPC
Methodology by prioritizing high-intent accounts based on their

engagement scores. The company saw:

e 50% lower cost-per-conversion.

e 30% faster deal closures.

e Higher retention rates from accounts targeted via PPC.

SR
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Case Study: Tech Startup Balancing Quota &
ABM Strategies

A fast-growing Al-driven startup balanced foundational PPC quota projects
with ABM campaigns. By allocating 70% of resources to traditional PPC and

30% to ABM-driven campaigns, they:

* Increased ABM-specific engagement by 42%.

e Saw a 20% uplift in sales-qualified leads.

e Reduced ad wastage by fine-tuning their ABM list dynamically.
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CONCLUSION

Incorporating these additional insights from the CXL article ensures
the whitepaper provides a more actionable, data-backed approach to

PPC tactics within ABM strategies, with emphasis on balancing core

PPC efforts and innovative ABM initiatives.
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@ InsightsTap

Transform your enterprise sales function with InsightsTap. Join
the ranks of industry leaders who are embracing the future of

B2B sales.

EMAIL:

info@insightstap.com
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