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The Why, What, 
and How of 
Account-Based 
Marketing

Marketing to the people who influence purchases is hard. 
• At B2B companies, marketing teams generate only 20% of new leads, 
compared to 53% from Sales.2

• On average, less than 1% of those leads convert to revenue.3

Plus, procurement has become more complex.
• The typical large technology purchase involves 7 people.4 

• They download an average of 5 assets during the buying cycle.5

ABM is a strategic business initiative that shifts the focus of marketing 
from the top of the funnel to the bottom. It identifies the most valuable 
potential customers and invests in proactive outreach to them alongside 
sales. It doesn’t replace demand generation, but it puts resources where 
they’ll have the greatest impact for the company. 

What makes ABM different?
• Targets a list of high-potential customers based on revenue potential. 

• Segments campaign investments by priority.

• Personalizes campaigns and outreach to key stakeholders. 

• Requires Sales and Marketing to work closely throughout the funnel.

Combine the talents of Sales and Marketing 
Two-thirds of sales leaders report they have only an informal process in 
place to coordinate efforts between Marketing and Sales, or none at all.9 
ABM moves beyond the traditional handoff of leads to better nurture 
potential customers throughout the sale.

What

How

Why

Among companies using ABM:

38%

The tactics of ABM will be familiar 
The difference? More investment in high-priority accounts,  
plus high-touch outreach to the most promising prospects.12

P
op

u
la

ri
ty

Want to learn more?
Download our comprehensive guide, Quick Start ABM:  
How to Build Your Strategy and Drive Revenue.
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More people now search Google for “account-based marketing” than for 
“demand generation”.1 More than a buzzword, this framework to build 
revenue is mature, focused, and increasingly popular in B2B.

Report higher 
ROI6

Report bigger deal size, 
compared to a traditional 

GTM strategy7

Average increase 
in annual  

contract value8

53%
of ABM practitioners say coordinating 
programs across Marketing and Sales 
organizations is the most important 
factor in their success10

higher sales win rates are  
reported at organizations with  
close Sales-Marketing alignment11

Prioritization and personalization make ABM effective.

1-to-1
ABM

1-to-Few ABM

1-to-Many ABM

LOW

HIGH

Investment & ROI 
per Account

A small number of the highest- 
ranking accounts receive the most  
attention, with one-to-one personalization  
for members of the buying committee. 

Organizations in the second tier receive 
content personalized based on roles, such  
as technical experts, finance executives,  
or company leadership. 

Tier-3 accounts receive more  
automated marketing outreach  
with limited customization.

Sources
1. Google Trends

2. CSO Insights

3. Salesforce

4.  Harvard Business  
Review

5. IDG 

6.  ITSMA Third Annual ABM 
Benchmark Study: Moving  
to ABM Maturity

7.  TOPO 2019 Account Based 
Benchmark Report

8. ABM Leadership Alliance

9. CSO Insights

10.  TOPO 2019 Account Based 
Benchmark Report

11. MarketingProfs

12.  Moving to ABM Maturity:  
ITSMA & ABM Leadership 
Alliance 2019 ABM Benchmark 
Study Webinar

https://thepmgco.com/
https://go.thepmgco.com/account-based-marketing-guide-b2b-demand-generation/
https://go.thepmgco.com/account-based-marketing-guide-b2b-demand-generation/
https://thepmgco.com/
mailto:hello%40thepmgco.com?subject=
https://thepmgco.com/
https://go.thepmgco.com/account-based-marketing-guide-b2b-demand-generation/
https://trends.google.com/trends/explore?date=2013-06-01%202020-07-01&geo=US&q=account%20based%20marketing,demand%20generation
https://www.salesforce.com/blog/2014/11/b2b-sales-benchmark-research-finds-some-pipeline-surprises-infographic-gp.html#:~:text=Overall%2C%20our%20analysis%20shows%20that,%2C%20on%20average%2C%20to%20convert.
https://hbr.org/2017/03/the-new-sales-imperative
https://hbr.org/2017/03/the-new-sales-imperative
https://www.idg.com/tools-for-marketers/2018-customer-engagement-research/
https://www.itsma.com/research/moving-abm-maturity-2019-abm-benchmark-study/
https://www.itsma.com/research/moving-abm-maturity-2019-abm-benchmark-study/
https://www.itsma.com/research/moving-abm-maturity-2019-abm-benchmark-study/
https://resources.topohq.com/accountbasedbenchmark19/
https://resources.topohq.com/accountbasedbenchmark19/
https://www.abmleadershipalliance.com/wp-content/uploads/abmla-topo-research-report-2016-11-3.pdf
https://resources.topohq.com/accountbasedbenchmark19/
https://resources.topohq.com/accountbasedbenchmark19/
https://www.itsma.com/research/moving-abm-maturity-itsma-abm-leadership-alliance-2019-abm-benchmark-study-webcast/
https://www.itsma.com/research/moving-abm-maturity-itsma-abm-leadership-alliance-2019-abm-benchmark-study-webcast/
https://www.itsma.com/research/moving-abm-maturity-itsma-abm-leadership-alliance-2019-abm-benchmark-study-webcast/
https://www.itsma.com/research/moving-abm-maturity-itsma-abm-leadership-alliance-2019-abm-benchmark-study-webcast/

