








Why Connected TV Deserves a Permanent Place in Your
ABM Strategy

Connected TV solves a fundamental challenge in B2B marketing: influencing high-value stakeholders who are difficult to reach through
traditional digital channels. While many ABM tactics rely on clicks, form fills, and other measurable interactions, some of the most influential
decision-makers consume content anonymously and engage with brands long before they ever identify themselves. Here's why CTV is
indispensable:

High-Attention Reach Across Target Accounts

Most digital advertising competes for attention in crowded environments. Buyers are surrounded by emails, social feeds, websites,
notifications, and countless other distractions that make it difficult for messaging to break through.

CTV reaches audiences in a fundamentally different context. Streaming content is typically consumed on larger screens, in premium viewing
environments, and during moments when viewers are intentionally focused on the content they have chosen to watch. This creates an
opportunity to deliver brand messages with greater visibility and attention than many traditional digital formats.

For ABM marketers, this means extending reach across target accounts—including stakeholders who may never engage directly with
marketing campaigns—while ensuring messaging appears in environments designed for sustained viewing rather than rapid scrolling.

Emotional Storytelling and Brand Perception

Complex B2B purchases are rarely driven by logic alone. Trust, confidence, and brand perception play a significant role in how buying groups
evaluate vendors and make decisions.

CTV combines sight, sound, and motion to communicate ideas that are difficult to convey through static formats alone. Video storytelling
allows marketers to showcase customer outcomes, demonstrate expertise, communicate differentiation, and reinforce market leadership in
away that feels more engaging and memorable. This becomes particularly valuable in ABM, where multiple stakeholders must develop
confidence in a potential vendor over time. By shaping perception early and reinforcing key messages consistently, CTV helps establish the
credibility needed to remain under consideration throughout lengthy buying cycles.
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Connected TV's Biggest Challenges

CTV is a powerful channel, but it's not without challenges. Here are the most common pain points and practical tactics for
overcoming them.

Expensive CPMs

CTV typically carries higher cost-per-thousand-impression (CPM) rates than many digital channels, creating a higher
barrier to entry for both media investment and creative production. The key isn't maximizing reach—it's maximizing
relevance by focusing investment on the accounts most likely to influence pipeline and revenue outcomes.

Tracking and Attribution \
Unlike click-based channels, CTV doesn't generate a steady stream of direct-response sighals. While this can make
attribution more complex, it doesn't make CTV unmeasurable. Success requires looking beyond immediate

conversions and understanding how CTV influences account engagement, brand recall, and progression through the
buying journey.

Sales Readiness and Slow Handoff
CTV can create awareness and influence buying committees, but its impact is diminished when exposure data

remains disconnected from sales workflows. Without alighment between marketing and sales systems, valuable
engagement signals can be overlooked and follow-up opportunities delayed.

Throughout this guide, we'll explore practical ways to address these challenges through account-based targeting, multi-touch
measurement, CRM integration, and coordinated multi-channel execution.
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3. Select the Right Formats: Matching Channel to Objective
With your audience defined, choose the CTV format that best aligns with your objective and the level of engagement you want to create.

Format Objective

Best for awareness building and broad account coverage. These shorter ads are ideal for
15-Second CTV Ads introducing your brand, establishing category presence, and generating recall among target
accounts without requiring a significant time commitment from viewers.

Best for demand creation and executive engagement. The additional time allows you to connect
30-Second CTV Ads business challenges to your value proposition, communicate differentiation, and deliver a more
memorable brand story.

Best for consideration-stage and pipeline acceleration campaigns. Featuring customer
outcomes, success stories, and proof points helps build credibility with buying committees
evaluating potential vendors.

Customer Story and
Testimonial Ads

Best for Tier 1 account engagement and highly targeted ABM programs. Tailoring messaging to
Industry-Specific Creative specific industries, business challenges, or audience segments increases relevance and
demonstrates a deeper understanding of the viewer's needs.

Best for full-funnel nurture and long buying cycles. Rather than showing the same message
Sequential CTV Campaigns repeatedly, sequential campaigns introduce awareness messaging first, followed by proof
points, customer outcomes, and differentiation as accounts progress through the buyer journey.

The key is alighment: use format intentionally based on what you're trying to achieve—not just what's available.

Wyzowl reports that 51% of viewers believe the ideal video length is between 30 and 60 seconds—closely matching
the format most commonly used in Connected TV advertising.
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4. Deliver Sequenced Messaging: Aligning to the Buying Journey

Once your audience and formats are in place, effective CTV comes down to sequencing the right story at the right stage of the buyer journey.

Because CTV excels at building familiarity, trust, and recall, messaging should evolve as accounts move from initial awareness through active
evaluation.

e Focus onvision, category leadership, and market challenges

¢ |ntroduce the problem your solution addresses

Awareness » Use emotionally engaging storytelling and strong visual branding
e Avoid product-heavy messaging or immediate sales pitches

¢ |nclude soft CTAs such as "Learn More" or "Visit [vanity URL]"

e Connect specific business challenges to your value proposition

. . e Highlight customer outcomes and measurable business impact

Consideration e Use social proof elements such as customer stories, testimonials, or industry recognition
¢ |ntroduce solution capabilities without overwhelming viewers with technical detail

¢ |nclude CTAs such as "See How It Works" or "Explore the Solution"

e Emphasize differentiation, business outcomes, and competitive advantages

e Feature customer success stories, case studies, and proof points

e Address common objections around implementation, risk, or ROI

e Use stronger CTAs such as "Request a Demo," "Talk to an Expert," or "See the Results"

e Reinforce product value and continued success after purchase
. ¢ Promote educational resources, training opportunities, and customer programs
Retention e Highlight underutilized features or advanced capabilities

e Encourage deeper engagement with CTAs such as "Join a Training Session" or "Explore Advanced
Features"

e |ntroduce complementary products, premium tiers, or expanded capabilities

e Showcase outcomes achieved by customers who broadened adoption

e Connect additional solutions to evolving business challenges

e Use CTAs such as "Unlock More Value," "Explore Additional Solutions," or "See What's Possible"

Expansion/Upsell
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Amplifying Impact: Channel Pairing Strategies for

Connected TV

CTV delivers the most impact when strategically paired with
other ABM channels. Here's how to create powerful channel
combinations:

CTV + Content Syndication

CTV and content syndication work together to combine
awareness with education. While CTV builds familiarity and
trust through high-impact storytelling, content syndication
provides the in-depth information buyers need to evaluate
solutions and move forward in their research.

Implementation Strategy: Aligh CTV creative and syndicated
content around the same themes, challenges, and value
propositions. When target accounts engage with syndicated
content, reinforce those messages through CTV. Likewise, use
CTV campaigns to build awareness among target accounts
before and during content syndication initiatives, increasing
the likelihood that buyers recognize and engage with your
content when it appears.

CTV + Display Advertising

CTV delivers high-impact storytelling that builds emotional
connection. Display advertising reinforces that story with repeated
visibility and action-oriented messaging at the point of digital
engagement.
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Implementation Strategy: After target accounts are exposed
to your CTV narrative, deploy display ads that reference the
same themes but add urgency-based messaging and specific
calls to action.

For example, a manufacturing brand used CTV and display
sequencing and saw 32% more demo requests from exposed
accounts. The CTV campaign introduced the brand and value
proposition, while the display campaign reinforced the
message and drove conversion.

CTV + Audio Advertising

Audio advertising creates intimate brand connections through
voice and storytelling. CTV provides the visual reinforcement
that helps translate those moments of attention into ongoing
brand recognition.

Implementation Strategy: Use a unified script theme across
CTV and audio channels to amplify emotional storytelling. For
example, if your audio ad tells a customer success story, your
CTV ad can show that story visually with the same narrative arc.
This creates a cohesive experience across channels and
strengthens brand recall.













Turning Connected TV into an ABM Growth Driver

In the complex world of B2B buying, where multiple stakeholders independently research before coming together for decisions, CTV provides
the persistent visibility that keeps your brand in consideration throughout the entire journey. When implemented strategically—with precise
account targeting, compelling storytelling, and cross-channel orchestration—CTV becomes more than an awareness channel. It becomes an
account priming engine that prepares target accounts to engage more readily with the rest of your ABM program.

Use CTV to reach executive audiences in high-attention environments, then reinforce that exposure through display advertising, content
syndication, LinkedIn, and sales outreach. By integrating CTV into your broader ABM strategy, you create a coordinated experience that keeps
your brand top of mind throughout the buyer journey. With this approach, CTV becomes more than a media channel. It becomes a strategic
layer of influence that builds trust, strengthens engagement, and amplifies the impact of every other channel in your marketing mix.

Activate Your Multi-Channel ABM Strategy
with Madison Logic

Activating this kind of coordinated strategy requires the right technology and expertise. Madison Logic helps organizations execute multi-
channel ABM programs by connecting data, insights, and activation across the channels that influence modern B2B buyers—from CTV and
programmatic audio to content syndication, display, Linkedln, and beyond.

With deep experience supporting complex buying journeys, Madison Logic partners with marketing and sales teams to identify high-value
accounts, orchestrate coordinated engagement across channels, and drive measurable impact across the entire funnel. By combining
strategic guidance with scalable activation, Madison Logic enables organizations to turn multi-channel ABM from a concept into a repeatable
engine for pipeline and growth.

Ready to amplify your ABM strategy with a full funnel, multi-channel approach? Find out why today's leading marketers trust Madison Logic to
reach buying groups with the right message at the right time.

Contact Us Read the Blog Follow Us on LinkedIn
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