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INTRODUCTION
87% of B2B marketers have agreed account-based marketing (ABM)  
delivers a higher ROI than other marketing activities. But only 19% of 
companies pursuing ABM say they are confident in their ability to execute 
it properly.

Even with the rapid adoption of ABM, a lot of marketers are still unsure of 
exactly how to implement this potentially game-changing strategy. 

Adopting an ABM strategy gets particularly complicated when you begin 
evaluating ABM vendors. Trying to figure out all the new terms and jargon 
can be pretty daunting, so to help you navigate the language of ABM, 
we’ve put together this short pocket guide of terms and strategies.

You’ll not only learn what the most common ABM terms mean, but you’ll 
also understand the key ABM concepts and metrics that mean the most to 
your business.

As you become more fluent with ABM terms and concepts, the process of 
setting up an account-based strategy will seem a lot less complicated and 
a lot more approachable.

https://www.rollworks.com/blog/17-abm-statistics/
https://www.rollworks.com/blog/match-rates-explained/
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TERMS AND CONCEPTS
Account-based marketing (ABM)
Account-based marketing (ABM) is a targeted and personalized marketing 
strategy focused on engaging and progressing accounts toward purchasing 
your product or service.

Outbound marketing
Outbound marketing is the process of proactively getting your marketing 
message in front of a potential customer before they’ve exhibited interest 
in your product or service. Account-based marketing is often referred to 
as outbound marketing because you’re actively going out to find your 
customers rather than waiting for them to find you—a practice typically 
referred to as inbound marketing. 

While outbound used to have a negative connotation back when marketers 
blasted their messaging anywhere across the internet, new advances in 
targeting and technology have allowed outbound to become a very smart 
and strategic tactic. Using the tools of account-based marketing described 
in this guide, marketers can now go to their customer with thoughtful  
messaging that they specifically tailor to that customer’s needs rather than 
waiting for the customers to come to them—or worse, blasting everyone 
with their messaging.

Target account list (TAL)
A list of companies that you’ve identified as being a good fit for your  
product or service. This list should be well researched, but more importantly, 
it should be supported by data. 

We recommend starting with a smaller target account list at first and 
putting it to the test by targeting a couple of channels, such as display ads 
or direct mail. Testing and iterating your list is the best way to learn which 
companies are best influenced by your ABM campaigns. 
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To determine your first target account list, you should tap into your sales 
team. Since your sales team works day to day with the customers you 
want to engage, they are a perfect resource to identify patterns and build 
your target account list.

Once you have your initial list, you can also look into your past closed 
deals and look for any common patterns. Similar company sizes, revenue 
numbers, tech used, and industries are some of the most common 
patterns marketers find—but they certainly aren’t the only ones. 

Tiering
While you should be running ABM for all target customers, you shouldn’t 
necessarily be using the same account-based plays/tactics for each. It’s 
important to tier your target account list. This will help ensure you spend 
the appropriate amount of marketing effort based on the returns you 
expect from each prospect. 

Tier 1 targets are typically referred to as your “whale accounts.” 
These are usually enterprise or high-spending customer 
opportunities who can make a huge impact on your revenue. 
These customers can take 6, 12, or even 24 months to close.

Tier 2 targets are medium-to-large customers who contribute a 
sizable amount to your revenue. These accounts are the sweet 
spot to start with for your first ABM efforts. 

Tier 3 accounts are companies that contribute a smaller 
amount of revenue to your bottom line. They are still worth 
going after, but they usually don’t bring in enough revenue to 
merit a full ABM campaign. However, they may still warrant an 
automated ABM approach.

Tier 1

Tier 2

Tier 3
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Tier 1  
Classic ABM

~ 30 Accounts
Account plans  
$$$  -   Every touch is personalized

~ 250 Accounts
Light research + data build-out  
$$  -   Automation with personalization woven throughout

~ 4,000 Accounts
Automated touches OK  
$  -   Industry and persona customization

Tier 2  
ABM-lite

Tier 3  
Owned accounts 
Scaled ABM + inbound

Tier 2 is a great place to start with your first ABM campaigns for two reasons. 
First, ABM campaigns take more resources to execute, so starting with Tier 
3 probably won’t bring in enough revenue to justify a large spend. Second, 
Tier 2 accounts won’t take as long to close as your Tier 1 accounts, giving 
you the opportunity to get insights and learn more quickly. 

Total addressable market (TAM)
Your total addressable market is the complete universe of companies 
that could benefit from your product or service. A common mistake that 
marketers make is taking an account-based approach to their entire TAM.

Because ABM takes more time and effort than traditional demand-gen 
marketing, it’s important to be selective with which accounts or types of 
accounts you choose from your TAM to be in your ABM program.

Owned accounts
An owned account is any account that has been assigned to your sales 
team to work. Since all accounts in an ABM program should be owned 
accounts, most marketers refer to them simply as accounts.
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Named accounts
A named account is an owned account that you specifically select. These 
hand-selected named accounts are companies that you already know you 
want to secure and can be thought of like guests on a VIP list to a party. 
For example, if someone fills out a lead-gen form and is routed to your 
sales team, they become an owned account. But they aren’t a named 
account because they came to you; you didn’t go to them. The terms 
“named accounts” and “target accounts” are often used interchangeably.

Buyer persona
Nearly all B2B deals involve multiple stakeholders to make a purchase. These 
stakeholders can usually be split into decision makers and influencers. Most 
B2B sales reps spend the majority of their time targeting the decision maker, 
but what they don’t realize is that there’s an entire team around the decision 
maker that is influencing the purchasing decision.

One of the biggest strengths of ABM is that you can target both the 
decision maker and the influencers in order to win over the full team and 
accelerate the time to close. Using account and contact-level targeting, 
you can deliver different marketing messages to each persona that 
appeal to their individual needs. To learn more about persona-marketing, 
you can view our webinar: Intro to Persona-marketing.

Demand unit
A demand unit is a term popularized by 
SiriusDecisions that simply refers to the 
buying committee within an account. 
SiriusDecisions defines a Demand Unit as 
“a buying group that has been organized 
to address a need the organization is 
challenged with.” There can be multiple 
Demand Units (buying committees) 
within a single account. For example, 
if you sell productivity software, your 
product is suitable for the IT department, 
the marketing department, and the sales 
department within a company, so you 
might need to sell to multiple Demand 
Units within that one company.

IDEAL CUSTOMER 
PROFILE (ICP) 

An ideal customer profile 
(ICP)  is sometimes 
confused with a persona. 
An ICP in a B2B context 
should refer to the type 
of company that’s the 
best fit for your product 
or service. Personas, on 
the other hand, should 
refer to the people on the 
buying committee of that 
company.

https://www.rollworks.com/resources/webinar/advanced-persona-based-marketing/
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Lead quality
While a conventional marketing strategy would deem generating 1,000 
leads as success, in an ABM program, the number of leads is less important. 
What is more critical is the engagement you are having with each lead and 
with the account as a whole.

Usually, lead quality is measured based on the time spent interacting with 
your company and the lead’s similarity to your buyer persona and ICP. The 
longer the time, the more engaged an account is. Here are other metrics to 
evaluate lead quality:

ENGAGEMENT METRICS

Pages visited
Ad impressions

Email open rates
Time on site

Number of downloads
Number of signups

ICP-MATCHING METRICS

Size of company
Number of employees

Revenue
Tech used
Industry

Size of team

Lead-to-account matching
Lead-to-account matching is when you associate a given lead to an 
account. This is an incredibly important step in running an effective ABM 
campaign. By matching leads to accounts, you are able to fill out who 
is on the buying committee that you need to target to make the sale. 
Taking some time to work with your marketing ops team to get your data 
tagged and routed properly is a crucial step that is often overlooked and 
undervalued.

In addition, if your ABM vendor can record data into your CRM at the 
contact level, you’ll be able to track each lead and how much they’re 
engaging with your content. Having a view of engagement at both the 
account level and the contact level can be hugely helpful to both your 
marketing and sales teams.
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Intent vs. fit
Intent and fit are closely related to the table above. Intent refers to the 
actions of a company (i.e., its engagement level), whereas fit refers to the 
attributes of the company (i.e., its ICP match).

A high-intent account gives off engagement signals that tell you they are 
interested in your product. Maybe they’ve visited all your website pages 
and opened all your emails. A high-fit account, on the other hand, would 
be one that hits all your ICP attributes but may not have interacted with 
your company at all.

Keep in mind that you shouldn’t just consider high-intent, high-fit 
accounts. Sometimes, companies that you would deem low fit might be 
exhibiting high intent.

An example of this would be if a small startup of 50 employees is 
interacting with all of your content. They are reading your whitepapers, 
attending your webinars, talking with you at events, requesting a demo 
of your product, etc. At first glance, you may deem them low fit because 
they are part of a small company, but after seeing this engagement and 
digging deeper, you may find that they have $100 million in funding and 
are growing exponentially month after month.
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You can use fit as your initial criteria for choosing accounts, but it’s 
important to keep an open mind and also evaluate accounts based on 
their engagement and intent. Sometimes your customers will raise their 
hands for you, and it’s up to you to pay attention so you can serve them 
when they do.

Pipeline acceleration
Pipeline acceleration refers to the speed with which leads move through 
your funnel to become closed-won deals. One of the most important 
benefits of ABM is not that it necessarily brings in more deals but, rather, 
that it closes deals faster. ABM works by concentrating your marketing 
across multiple channels so that your marketing makes a bigger 
impression more quickly than a traditional campaign.

For example, in our own ABM campaign, we combined display 
advertising, direct mail, and email outreach. We coordinated all three of 
these channels to reach our target accounts at the same time to make a 
big impression and stand out from the crowd.

Once we booked a meeting with the prospect, the ABM campaign didn’t 
stop, though. We continued to use display ads, direct mail, and email to 
supplement the sales team’s efforts as they moved the prospect through 
the pipeline.

You can read more about this approach in the strategies section of this guide.

https://www.rollworks.com/blog/abm-campaign-example/
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Orchestration
In order to effectively execute an ABM campaign like the one described 
above, we needed to coordinate multiple marketing channels to reach 
a prospect at precise times throughout the sales funnel. Orchestration is 
the act of coordinating these channels and is essential to ABM working 
effectively. Here is an example of how we orchestrate our ads, direct mail, 
and sales touches across the lifecycle:

ATTRACT
LEAD  

LOCATOR  
ADS

CONSIDERATION

PROPOSAL

ONBOARDING

LIVE

PIPELINE  
ACCELERATOR 

ADS

SALES PLAY                   DIRECT MAIL

Contract enters  
pipeline

Email

Meeting Post-Demo  
Kit

Door  
Opener

Phone

Contract

Meeting

Proposal  
Kit

Phone Welcome  
Kit

Email Milestone  
Kit
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DIGITAL MARKETING ABM TERMS
Match rate 

TOTAL MATCH RATE
Definition: the total number of cookies found for the email  
addresses uploaded into your ABM platform.

Your total match rate can best be thought of as your total reach. Once 
you’ve uploaded your list of emails addresses (i.e., contacts) into your ABM 
platform, the platform will tell you the total number of devices (i.e., cookies) 
it has found in its data set that correspond to those emails addresses.

This metric is useful to get a general idea of how many devices you’ll be 
reaching, but it doesn’t tell the whole story.

For example, if you input 10 emails addresses and the ABM platform says 
it has found 15 cookies, what does that mean?

Intuition would tell you that you’ve found matches for all 10 emails 
addresses, right?

Wrong.

As is often the case, people nowadays have multiple 
devices that they log in to with the same email 
addresses. So, for the example above, the ABM 
platform might tell you that it’s found 15 cookies (i.e., 
devices) for the 10 emails addresses, but that could 
correspond to three people who have five devices 
each. Meaning seven of those emails addresses didn’t 
match any cookies at all.

Note: Cookies also apply to browsers. So if someone uses both Chrome 
and Firefox, they’ll have two separate cookies associated with their email 
addresses, even though they’re just one person using the same computer.



RollWorks  |  How to Become Fluent in ABM
12

TRUE MATCH RATE
Definition: the number of contacts that were matched to at least  
one cookie.

True match rate is a much more accurate representation of how strong an 
ABM vendor’s data set is. True match rate will tell you the total number of 
people you can target based on the email addresses you’ve entered.

True match rate isn’t based on the number of devices one can target; it’s 
based on the number of people one can target.

For example, if this were a game and we gave a point for each time you 
found a person, it wouldn’t matter if you found a person with one device or 
a person with five devices. Both matches would only earn you one point.

This is a very useful metric because, at the end of the day, you probably 
care more about how many people you’ll be reaching with your ads than 
how many devices you reach.

Combining total match rate and true match rate is a great way to 
understand how strong an ABM vendor is in terms of their data sets. If they 
score high on both, it means they can match your contacts to both a lot of 
people and a lot of devices.

Cookie-based targeting
Cookie-based ABM providers target 
based on the cookies on a person’s 
device. This means that cookie-
based providers can target a person 
both at the office and at home, on 
desktop and mobile, and on multiple 
browsers.

Cookie-based targeting also allows 
a marketer to provide different 
messaging to each person within an 
account. Cookie-based targeting is  
limited to the size of the ABM 
provider’s data set of cookies.

COOKIE

A cookie is a small piece of 
code that is placed on your 
browser to associate you 
with that particular device. 
For example, the reason 
you don’t have to log in to 
certain websites each time 
you visit is because the 
website identifies you using 
the cookie it has placed on 
your browser. Advertisers 
can also use these cookies 
to serve more relevant ads.
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IP-based targeting
IP-based ABM providers target based on the 
physical address of a company’s office. They 
do this by targeting the internet address of the 
physical office building that the company uses. 
However, this limits them to only targeting 
people in that office. This means they cannot 
target people working remotely. Also, if multiple 
companies are located inside the same building, 
there is a chance that the marketer’s message 
might be delivered to the wrong person.

IP-based targeting doesn’t give insight into who you’re targeting at that 
company, so you don’t know whether you’re targeting the CMO, the 
marketing manager, an intern, or an admin.

Account coverage
Also referred to as “account penetration,” account coverage refers to the 
number of stakeholders you are able to reach within a given account.  
On average, it takes 6.8 people to close a B2B deal. This is important 
because it will determine which accounts you go after. For example, 
even if you can reach an account as a whole, if you can’t reach enough 
stakeholders within the account, it might not be worth going after. That’s 
because it will be more difficult to influence the 6.8 people you need in 
order to close the deal.

https://news.cebglobal.com/2016-11-21-Leading-B2B-Sales-Organizations-Challenge-Align-Prescribe-To-Get-Deals-Done
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ACCOUNT-BASED MARKETING STRATEGIES
The inbound-to-ABM strategy
One way to get started with ABM is by converting part of your inbound 
marketing program into an account-based marketing strategy.

A metaphor we use for this is that it’s like throwing a party. You put 
together a theme, get some snacks and beverages (i.e., your content), you 
invite the people you know, they invite people they know and, eventually, 
you have a nice gathering.

This is what inbound marketing typically looks like. You create something 
that people want, and then they come over to your business to check it out. 
But what happens if someone way above average, maybe Elon Musk or 
Oprah, walks through the door?

Would you treat them the same way as everyone else?

Of course not.

Chances are, you’ll take notice and you’ll want to provide them with a 
VIP experience. Moving some of your guests into the VIP experience is like 
moving someone from your inbound funnel into your ABM funnel. We call 
this the Double Funnel:

ACCOUNT-BASED
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Display Ads

Retargeting

Conferences

SEO

Social Media 
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Creating an ABM program like this basically means creating a high-end 
set of marketing touches. You can do this by creating personalized pieces 
of content, such as adding a personalized intro to one of your guides or 
whitepapers. Or you can create a direct mail sequence of gifts. 

Regardless of what you choose, you want to make your VIP feel special.  
A big part of account-based marketing is simply showing your prospect 
that they’re important to you and that you’ve noticed them.

The ABM-lite strategy
Another way to get started with a more ABM approach is by adding targeting 
and personalization to your current marketing efforts. 

Rather than spraying your marketing all over the internet and then praying 
you’ve reached your prospects (i.e., a spray-and-pray approach), you want 
to ratchet down your targeting and ratchet up your personalization. 

You can still do account-based marketing without a target account 
list by using firmographic targeting. Firmographic targeting is based on 
certain company attributes such as revenue, industry, tech used, team 
size, etc. In a sense, by setting up these parameters, you’re selecting 
accounts without necessarily choosing them by name but, rather, by fit. 

Once you’ve chosen your firmographic attributes, the next step to move 
toward ABM is to add personalization, such as personalized ads, landing 
pages, or chatbots.
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A simple way to personalize your ads, 
for instance, is by adding the company 
name or industry to your ad. To the 
right is an example of how we created a 
simple, personalized ad for RollWorks.

When we tested this ad vs. the same 
ad that didn’t have personalization, 
we found that our cost per lead (CPL) 
went down by 42%. 

Although you’re not working off a set target account list, you’re still taking 
a more precise approach to your marketing efforts. What’s more, once 
you know the name of the company you’re targeting, you can pair it with 
a retargeting campaign and build a fully compelling ad strategy. 

It now takes 52% more marketing touches to close a B2B deal, so it’s 
understandable that using a one-and-done strategy won’t bring strong 
results. That’s why using firmographic targeting and a retargeting 
campaign is a one-two punch that works better than the sum of its parts.

The multichannel ABM strategy
The multichannel ABM strategy is based on coordinating multiple 
touchpoints within a short time period to break through the noise.

The idea behind this strategy is that rather than slowly dripping your 
marketing and sales touches to your prospect, you open the tap and 
coordinate your messages across multiple channels all at once. A common 
response marketers get to this approach is “I see you guys everywhere!”

The following three pages are a few examples of coordinated display, 
direct mail, and email outreach strategies we used to make a big 
impression on prospects within a short period of time.

http://www.brightfunnel.com/resources/infographics/BrightFunnel_Infographic_B2BMarketingShift2016_HIRES.pdf
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“Air cover” ads and direct mail
The first step in this approach is what’s usually called “air cover.” This 
involves a series of ads that introduce your company to the prospect. 
While these ads are being served, you would also send direct mail with 
matching messaging. For example, in one of our campaigns, we sent 
leads freshly roasted coffee so that we could “connect over coffee.”

Net Wt. 12 oz (340.19g)GROUND COFFEE

Always be 
connecting.



RollWorks  |  How to Become Fluent in ABM
18

Persona ads and content
Once we’ve established a connection with the prospect, we try to tailor 
our messaging to them specifically. One way to tailor these ads is based 
on persona. You can see the messaging is similar but has small word 
changes to speak to each persona the ad is targeting:

Note: you can only run persona ads if you’re using a cookie-based 
ABM vendor. Be sure to check with your ABM vendor to see whether 
they allow for this level of customization.

CMO Persona       

Marketing Persona       

Sales Persona       
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As these ads are running, we also coordinate with our sales team to have 
them send an email and direct mail package thanking the prospect for 
meeting with us. This package contains a notebook, a printed guide, a 
checklist, and a handwritten note saying thank you:

“Thanks for connecting with me. Check out our guides for some ABM 
inspiration, and I’ll be in touch to discuss how you can start making some 
meaningful connections of your own.”

                 

The guide and checklist we send via direct mail matches the content ads 
we send via our display campaigns.

Using a multichannel and multi-touch approach like this stands out 
from the one-off direct mail or ad campaigns that everyone else is doing. 
Getting a prospect to say “Wow, you really want this!” should be the goal 
of this type of ABM campaign.

The first step to your ABM strategy is building your target account and contact lists. This can be tricky (not 
to mention intimidating), which is why we put together this checklist to guide you through the process.

Regardless of whether you have a target account list or not, we have three ways to get rolling. Check off all 
the boxes that apply to you and share them with your account manager to talk about next steps.

I don’t have a target account list

I do have:           existing contacts          pipeline opportunities           customer lists 

I use:            Salesforce           HubSpot           Marketo

If you don’t have a target account list, RollWorks can help you build one. To do the groundwork, we’ve 
built integrations to Salesforce, HubSpot, and Marketo, allowing you to target existing contacts, pipeline 
opportunities, or customer lists. Our Growth Platform will help determine the accounts most likely to 
become customers.

I have a target account list, but I need contacts

I do have:           target account list            firmographic attributes I want to target

I want to:            find new contacts            reach accounts in more ways

If you already have a list of accounts you’d like to target, but don’t have all the contact information you 
need, the RollWorks Growth Platform can help fill the gaps. Tapping into one of the largest data co-ops 
on the market (over 1.2 billion digital profiles), RollWorks can analyze your target account list and 
proactively find the right contacts at those accounts. You can also enter firmographic attributes, and 
RollWorks will find high-fit contacts.

I have both accounts and contacts

I do have:           target account list            contacts I’d like to target

I want to:           reach accounts across devices   create personalized messages for contacts

If you already have target account and contact lists, you’re perfectly poised to take advantage of 
RollWorks’s cookie-based targeting. Rather than being limited to targeting only at the account level—like 
most IP-based platforms—you can target at the individual contact level. This means that within each 
account you can serve different ads to a CMO, marketing manager, sales rep, and more.

3 SIMPLE WAYS TO START ABM:

www.rollworks.com2300 Harrison Street, Fl 2, San Francisco, California 94110

Thanks for  
connecting. 
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CONCLUSION AND TAKEAWAYS
With more than 60% of companies planning on investing in ABM technology, 
it’s clear that B2B marketing and ABM are becoming synonymous. How 
you implement ABM, however, can mean the difference between great and 
lackluster results.

As you consider introducing or improving upon an account-based strategy, 
be sure to ask your tech providers plenty of questions. Tenured account 
managers who know the ABM landscape inside and out will be happy to 
provide clear answers.

If you’d like to see how 
other companies have 
implemented ABM, be sure 
to read the Big Book of ABM 
Campaigns. In it, we share 
examples of ABM campaigns 
from Bizible, Datanyze, 
LiveRamp, and Radius.

 THE BIG BOOK OF ABM CAMPAIGNS    |    13

Door Opener direct mail
Along with the landing pages and display ads, we also mailed a Door Opener Kit designed to get 
the conversation going. This kit included a note from the SDR and a book of customer-use cases 
to showcase how others have used AdRoll to “build better campaigns.”

Landing Page 1:   

Landing Page 2:  

Retargeting Ad: 

After clicking on the link and visiting the landing page, the prospect was retargeted across 
multiple networks and devices with matching display ads. We increased our bids and frequency 
for a 24-hour period to ensure that the prospect saw the SDR everywhere. If the prospect clicked 
the ad, they were taken to a personalized landing page where they could schedule a meeting.

How do you manage a balanced marketing mix personalized 
for diverse buyer personas—on time and within budget?

PROSPECTING RETARGETING EMAIL MARKETING CROSS-DEVICE

Prospects who received 
the Door Opener Kit 
alongside the SDR 
outreach and custom 
display ads were three 
times more likely to book 
an appointment (10.22% 
booking rate vs. 2.6%). 
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The next big question in ABM
Now that B2B marketers have stopped asking why they should be using ABM, they’re asking how 
they should be using ABM. And that’s where this guide comes in.

Most marketers know the components of an effective marketing campaign, so rather than 
taking you through every piece of an ABM campaign (which we do in our other guide, “ABM – A 
Practical Guide”), we decided to teach through examples. 

We teamed up with four of the leading companies in account-based marketing to show you how 
each of us approached our ABM campaigns and give you ideas about how you could approach 
yours. Feel free to borrow any of the strategies below and let us know what works and what doesn’t.

If if you have any questions as you read through the campaigns below, feel free to reach out to 
us, and an ABM specialist will be happy to chat all things ABM with you (it’s really their favorite 
thing to do).

Advice from the experts
Don’t have time to read all the case studies? Here are the top pieces of advice from the experts 
we spoke with.

It never hurts to start small. Jellyvision started with a modest pilot campaign on purpose—it was 
big enough to show real results, but small enough that if they failed, they wouldn’t blow their 
whole budget on one blowout campaign. A small pilot gives you the flexibility to learn what 
works in your market so you can scale it up quickly when you prove you can be successful.

For anyone who is considering an ABM approach, creating a strong and targeted account (and 
lead) list is just as important as running the campaign itself. Know what makes a great customer 
for your business and use that to your advantage when introducing prospects to your products. 
When you have great data, almost all marketing campaigns can, by nature, turn into ABM 
campaigns.

One of the most common misconceptions about ABM is that it replaces your existing programs. 
In truth, ABM is something you layer on top of your existing marketing initiatives to target the 
large accounts that take a lot more effort to close. Everyone is trying to close those big accounts, 
so if you’re only using traditional demand-gen, you’ll just get lost in the noise with everyone 
else. These large accounts require a targeted and personalized approach, which is exactly what 
good ABM provides.

It’s helpful to familiarize yourself with the sales process and the overall account journey. ABM 
isn’t a short-term “one-and-done” initiative—it requires cross-functional buy-in and should 
be leveraged as a long-term strategy. Work with sales to co-create account pursuit plans and 
journeys that make sense. This will help define your ABM road map each quarter. It’s also 
important to focus on relevancy and timing. Often, great campaigns can be overlooked or 
dismissed if your prospects are not ready for you.

Hyper-targeted ABM campaigns should never be “set-and-forget” campaigns. It’s very important 
to maintain tight coordination between the teams so you can closely monitor, test, and 
optimize. We showed that we take sales and marketing alignment seriously by having the sales 
development representative (SDR) team sit on the marketing team. This way, sales could give 
constant input to marketing about what was working and what wasn’t. Target account lists from 
sales are usually evolving, so build your program and launch quickly once you finalize your 
target account list with sales so that your campaign doesn’t lose momentum.

https://www.rollworks.com/blog/17-abm-statistics/
https://www.rollworks.com/resources/guides-reports/guide/big-book-of-abm/
https://www.rollworks.com/resources/guides-reports/guide/big-book-of-abm/
https://www.rollworks.com/resources/guides-reports/guide/big-book-of-abm/
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