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What is Multi-Channel 
ABM?



© Terminus Software, Inc. All rights reserved.  4



© Terminus Software, Inc. All rights reserved.  5

Why Multi-Channel?
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Why Multi-Channel?
Because it works...
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What the Market is 
Saying...

Increase in response 
rate on multi-channel 
campaigns compared 
to single channel

37%

of prospects want to 
engage with you on 
multiple channels 

72%

Number of devices 
your buyers use, on 
average

3-4 

What Customers 
are Saying...

Increase in ad 
click-through rate with 
Ads + Email6X

Decrease in bounce 
rate with Ads + Web 
Personalization 

77%

Increase in account 
engagement with Ads 
+ Chat

686% 
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Roadblocks to Implementing Multi-Channel

Limited bandwidth 
or resources

Keeping messaging 
consistent

Multiple channel 
owners

Orchestration 
complexity

Marketing & Channel 
Attribution

Data availability & 
accuracy
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A Crawl, Walk, Run 
Approach to ABM
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What is a ‘Crawl, 
Walk, Run’ Approach?

A scaled approach to 
go-to-market program 

planning and execution 
that involves 

continuous testing, 
measurement, and 

optimization.
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Poll!
Where are you on the 

crawl, walk, run spectrum?



© Terminus Software, Inc. All rights reserved.  12

 

Account-Based Metrics      

Awareness

Interest

Consideration

Purchase

Inbound Marketing

Lead-Based  Metrics      

Full Lifecycle Engagement



The TEAM Framework
AN OPERATING MODEL TO GUIDE YOUR ACCOUNT-BASED INITIATIVES 

 

TEAM

Target

Leveraging your data to align on key 
segments and prioritize account 
engagement investments

Engage
Aligning customer experiences across 
channels to ensure maximum 
efficiency and relevant, value-driven 
messages

Measure
Ensuring you have full visibility to 
channel performance and 
account-based outcomes to 
communicate results and optimize 
your programs

Activate
Identifying and streamlining how your 
sales organization will consume and 
apply account signals and 
engagement data



© Terminus Software, Inc. All rights reserved.  14

Planning Your 
Multi-Channel
Approach

● How well are we able to target 
(what data do we use) at each 
funnel stage?

● What channels are we using today 
at each funnel stage?

● How well do we work with our 
Sales & Customer Success teams 
at each funnel stage?

● What metrics should we / are we 
able to track at each funnel 
stage?
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Example Crawl 
Program
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Self-Assess Your 
Readiness Throughout 

the Entire Funnel

Use the TEAM Framework 
to create baselines across 
your entire funnel. Where 
are you strong? Where are 

your gaps?

Final Takeaways
If you’re only going to do 4 things after today, do these...

Start Small but Know 
Where You Want to 

Iterate

Align your first programs 
to your primary business 

objectives and know what 
you want to measure 

success against. 

Think About Your 
Objectives First, 
Channels Second

What are you looking to 
drive for your business? 

Your program and channel 
strategy should support 

those goals.

Use Our Campaign 
Planner or Develop 

Your Own

Approaching programs in 
a repeatable format is the 
best way to keep things 

manageable.
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Q&A

https://terminus.com
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For more information, please visit Terminus.com

Thanks for joining us! 

Questions?

Email: shea@terminus.com 

Connect with me on LinkedIn!

Shea Castle

https://terminus.com/
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