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Account-Based Marketing doesn't fail because the idea is flawed. It fails because

companies overcomplicate it—too many tools, too many campaigns, not enough alignment.

This lite playbook cuts the noise.

lt's the ABM system built for operators under pressure: minimal tools, maximum clarity,
ruthless measurement.
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The Problem & Why It Matters

The Problem

Most ABM programs don't fail for lack of ambition. They fail because they're built on:

o Too many tools: tech stacks layered without discipline.
o Too little focus: chasing every logo instead of the right few.

o Too little sales trust: marketing “plays” that never map to how deals are actually

won.

The result? Bloated spend, thin pipeline, frustrated sellers.

Why I+ Matters

Your go-to-market team doesn’t need more noise. They need a system of precision—a

way to cut through the clutter and consistently turn a list of accounts into real revenue.

When done right, ABM becomes the highest-leverage growth system in B2B. It aligns sales

and marketing on:
e Who to go after (tight ICP + in-market signals).
e How to win them (role-specific messaging + orchestrated plays).

e How to prove it works (account-level measurement that sales respects).

Opportunity

A lean ABM stack—focused, tiered, and accountable—delivers:
o Faster opportunity creation.
o Higher win rates on strategic accounts.

o Revenue growth with a clear, provable ROI.
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Visual Direction

Split layout: “The Problem” (dark background, sharp bullet list) vs “The Opportunity” (light
background, green/blue uplift arrows).

o Pull-quote in the middle:
“ABM isn’t broken. The way most companies run it is.”

The Framework at a Glance

The Lean ABM System

Eight moves. One spine. Everything else is optional.

ABM Strategy Stack — 8 Core Layers

8. Rhythm & Governance 1. ICP & Tiering

= P

7. Measurement 2. Data Spine

/

I

6. Sales Alignment 3. Message Spine + Offers

/ \

5. Personalization Kit 4. Orchestrated Plays

The ABM Strategy Stack is deliberately tight: each layer builds on the next, and nothing is
wasted.
Add tools only when a bottleneck blocks revenue.

Run it in 90 days or less.
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1. ICP & Tiering
Focus only on accounts that matter. Define ideal firmographics, technographics, and

triggers, then tier them into Al (1:1), A2 (1:few), and B (1:many).

2. Data Spine
ABM lives or dies on clean data. Centralize your CRM, enrich with firmo/techno layers,

plug in intent, and define routing rules so in-market accounts never slip.

3. Message Spine + Offers
Craft a simple but sharp MVVP, map value by role and pain point, then structure a 3-step

offer ladder—from value content to diagnostic to business case.

4. Orchestrated Plays
Replace random outreach with tier-based 4-6 week plays across ads, social, email, SDR,

and events. Every touch is multi-threaded and tied to relevance triggers.

5. Personalization Kit
Equip the team with assets matched to account value. 1:1 = exec one-pagers and tailored
cases. l:few = vertical pages and ROI calculators. 1:many = thought-leadership articles and

webinar kits.

6. Sales Alignment
ABM only works if sales trusts it. Define MQA criteria, enforce speed-to-lead SLAs, use a

shared discovery kit, and run weekly deal reviews by account.

7. Measurement & Attribution
Track Coverage — Engagement - MQAs — Opps — Revenue at the account level. Use

simple attribution rules, then report through a clear ABM Scorecard that execs believe.

8. Rhythm & Governance
Run a weekly 30-min ABM stand-up, enforce naming/UTM conventions, and refresh

account tiers quarterly. Keep it lean, disciplined, and experiment-driven.

This is the ABM Strategy Stack: simple enough to launch in 90 days, powerful enough to

prove ROl in six months.
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Target the Right Few:
ICP & Tiering

The Core Idea

ABM fails when you chase every logo. The wins come when you narrow focus—identifying

who actually matters and aligning resources accordingly.

“ABM success starts by aiming smaller, not bigger.”

Step 1: Define Your ICP (ldeal Customer Profile)

Use these lenses to get sharp on who belongs in your bullseye:
o Firmographics: Industry, company size, geography.
o Technographics: Core platforms, integrations, adoption stage.

o Pain Triggers: Events that create urgency (e.g., new funding, leadership change,
vendor churn).

Quick Check: If you can’t name 3 real triggers that push an account into buying mode, your
ICP is too vague.

Fit x Timing Matrix — Account Tiering

Step 2: Score Accounts for Fit
x Timing

A2 Al
(High Fit x Low Timing) (High Fit x High Timing)

e Assign a Fit Score (1-5) based on ICP
alignment.

o Layer in Timing Signals like intent

Timing (Low - High)

surges, job postings, or buying cycles.
(Low Fit x Eow Timing)

o Multiply the two to create a priority
ranking.

Fit (Low - High)
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Example: A Fit 5 x Timing 4 = Priority 20 (A-tier candidate).

Step 3: Tier Accounts for Focus
o Al (1:1): Top 10-20 accounts — white-glove pursuit.

o A2 (I:few): High-potential clusters — vertical or regional campaigns.

o B (I:many): The broader long-tail — worked with efficient, scalable plays.

Deliverables You'll Create
o ICP Dossier: One-pager with firmo/techno/pain triggers.

o Tiered Named Account List (NAL): Ranked and ready.

o Buying Committee Map: Key roles, objections, and relevance triggers.

Key Signals to Track

o Coverage % of key roles per account.
e Tier balance (Alvs A2 vs B).

o Disqualifications per week (a sign of focus, not failure).

Tiering isn't about exclusion. It's about precision.
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Build the Data Spine:
Your Source of Truth

The Core Idea

ABM is only as strong as the data that fuels it. If accounts are messy, duplicates pile up, or
intent signals never sync, plays collapse before they start. A clean, synced spine is non-

negotiable.

Data Spine — Clean Source of Truth

CRM Intent Tiering
(Clean) Signals (A1/A2/B)

Step 1: Clean Your CRM
o Deduplicate contacts and accounts.
o Standardize fields (industry, region, titles).
e Fix routing rules for ownership.
Step 2: Enrich the Record
o Add firmographics (size, revenue, HQ).
e Add technographics (platforms, tools).
e Update contact roles (champions, blockers, budget owners).
Step 3: Ingest Intent & Timing Signals
e Track surging topics, competitor research, product reviews.
o Define “in-market” rules (e.g., 3 surges in 2 weeks).

o Trigger alerts when accounts show buying behavior.
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Step 4: Lock Routing Logic
o Define ownership SLA (e.g., new intent account — SDR in <24 hrs).
e Push accounts into correct tier (A1/A2/B).

o Document routing in a clear Data Dictionary.

Deliverables You'll Create

e Account Selection Sheet (scored accounts ranked by Fit x Timing).
o Data Dictionary (clear rules for fields + logic).

o Routing SLAs (speed + accountability).

Key Signals to Track

e Match rate (enriched vs missing).
e Intent-qualified accounts (IQAs) per week.

e Time-to-route (intent signal — SDR touch).

Data isn't boring admin. It's the backbone of every ABM win.
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Message Spine & Offer Ladder

The Core Idea

Buying committees don't respond to generic campaigns. They respond when your message
speaks to their role, their pain, and their business case. The Message Spine keeps your
story consistent, while the Offer Ladder gives each role a reason to lean in.

Step 1: Craft the MVVP (Minimum Viable Value Proposition)
o Write a one-liner that explains why you exist in <15 words.
o Must tie to revenue impact, risk reduction, or strategic advantage.
Step 2: Build the Role-by-Pain Matrix
o List buying committee roles (CFO, CIO, Head of Ops, etc.).
e For each, identify:
o Core pain trigger.
o Value message that addresses it.
o Likely objection + proof point. Offer Ladder — From Content to Business Case

Step 3: Create the Offer Ladder

o Step 1: Value Content (I1:many) — POV Step 3:
Business Case
(Custom case, exec one-pager)

article, benchmark data, insights.

o Step 2: Diagnostic Session/Workshop
(I:few) — ROI calculator, scorecard, Step 2:

Diagnostic Session

(ROI calculator, workshop)

maturity model.

e Step 3: Business Case Asset (1:1) -
Custom mini-case, exec one-pager,

tailored deck.
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Deliverables You'll Create

o Narrative House: Foundation story + proof pillars.
o Role Talk Tracks: Short scripts that help SDRs sell to pain, not just persona.

o Offer Cards: Reusable one-pagers for each step in the ladder.

Key Signals to Track

o Reply rate by role.
e Meeting accept %.

o Take-rate on each offer step.

Committees buy when every role hears their pain solved.
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Orchestrated Plays:
Multi-Threaded Cadence

The Core Idea

Random one-off emails don’t move buying committees. What works is a structured, time-

bound play that surrounds an account with relevance across channels. The cadence is

multi-threaded, tier-specific, and capped to avoid noise.

Orchestrated Play — 6-Week Multi-Channel Cadence

Ads

Social

SDR |

Event/Meeting |

Week 1 Week 2 Week 3 Week 4 Week 5 Week 6

Step 1: Define Play Length & Flow
o Run 4-6 week plays.
e Sequence across: Ads — Social - Email - SDR — Event/Meeting.
o Warm IPs/domains before outreach begins.
Step 2: Match Cadence to Tier
e Al (1:1): Deep research, exec touchpoints, custom events.

o A2 (l:few): Vertical plays, shared collateral, cluster outreach.
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o B (I:many): Scalable touches—ads, webinars, nurture campaigns.
Step 3: Cap Touches & Embed Relevance

o Limit frequency (e.g., <2 touches/channel/week).

e Anchor outreach to real triggers (funding, hiring, product launch).

o Require personalization at SDR/email layer.

Deliverables You'll Create
o Tiered Playbooks (Al, A2, B): Channel mix + touch cadence.

o Touch Cadence Charts: Week-by-week sequences.

e SLA Handoffs: Marketing — SDR — Sales (MQL -~ MQA - SAL).

Key Signals to Track

e Account reach % (contacts engaged per account).
e Engagement Score per account (multi-channel weight).

e  MQAs created per week.

Plays win when they feel coordinated to the buyer—and invisible as
‘marketing.’
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Personalization Kit:
Right Asset for the Tier

The Core Ildea

Personalization doesn’t mean reinventing the wheel every time. It means matching effort to
account value and building a sharp kit you can reuse. One library, three levels of

personalization.

Personalization Kit — Match Effort to Tier

1:many
(Segment)

1:1
(Executive)

* Exec One-Pager * POV Article

* Mini-Business Case » Webinar Kit

* Tailored Case + Review-Site Play

1:1 (Executive-Level, White-Glove)
o Executive One-Pager: Tailored to the account’s priorities.
o Custom Mini-Business Case: Projected ROl in their language.
e Tailored Case Study: Similar customer + same challenge.
I:few (Cluster-Level, Scalable)

o Vertical Landing Page: Industry benchmarks, proof points.
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o Comparison Memo: Position vs competitors in that vertical.

o ROI Calculator: Self-service tool for early financial validation.
I:many (Segment-Level, Broad Reach)

o POV Article or Playbook: Publishable content that shows authority.

o Webinar-in-a-Box: Repeatable session with modular slides.

o Review-Site Play: Amplify peer reviews at scale.

Deliverables You'll Create

o Asset Library: Organized by tier, tagged for reuse.
o Naming Standards: Clear file naming for fast handoffs.

o Usage Rules: When to use 1:1vs l:few vs I:many.

Key Signals to Track

o Content consumption depth (scroll, time-on-page).
e ROl calculator completions.

o Meeting creation rate tied to assets.

Personalization isn't about scale or craft. It's about the right effort, at the
right tier.
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Sal

es Alignment + Measurement

The

Core Idea

ABM only converts when sales trust is high and measurement is unarguable. The solution: a

shared

system that defines qualification, enforces speed, equips discovery, and proves

progress at the account level.

Sales Alignment System

MQA Rubric (agree with Sales):

Clear definition of “ready” using role coverage, engagement thresholds, and fresh
intent.

Signals: =2 key roles known, Engagement Score =X for 14 days, latest intent surge
<7 days.

Speed-to-Lead SLA:
SDR touch <24 hours on new MQAs; escalation to AE at 48 hours; weekly SLA

compliance review.

Discovery & Handoff Templates:
o Discovery script by role (CFO/CIO/Ops).
o Mutual Action Plan (MAP) with buyer-owned next steps.
o Exit criteria (MEDDICC or equivalent).

Weekly Rev Syncs:

Review deals by account (not just stage).
Marketing, SDR, and AE share signals + objections.
Learnings captured into battlecards.
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Account-Level Measurement (what Sales respects)

Track the ABM spine per account: Coverage — Engagement — MQAs — Opps — Revenue,
and trend weekly.

o Coverage: % of essential roles captured.

» Engagement: Weighted multi-channel score (ads, email, SDR, meetings).
e MQAs: Accounts that meet the rubric.

o Opportunities: New opps from Named Account List.

o Revenue: Closed-won tied to account.

Example — Account Scorecard (excerpt)

(See: Account-Level ABM Scorecard example visual.)

A-Tier Gate Check (sample)

(See: Executive Gates — Al Account Check visual.)

Executive Gates (A-tiers)

o Coverage =2 contacts per key role.
e Engagement trending up 2 consecutive weeks.
e MQA - Opp = 25%.

o ABM-sourced pipeline payback < 6 months.

Deliverables You'll Create
e MQA Rubric (signed off with Sales).

o Discovery Kit (questions, talk tracks, proof).
o  MAP Template (shared with buyer).

o Battlecards (objections + competitive counters).
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e Account-Level Scorecard (exec + ops view).

Key Signals to Track

o Speed-to-first-touch.
e SAL - SQL conversion %.
o Multi-thread count per opp.

o Win rate (A-tier vs baseline).

ABM dies without sales trust. Measurement makes it undeniable.

Rhythm, Governance & Minimal Stack

The Core Idea

ABM isn’t won by the flashiest tech stack. It's won by discipline: a team that shows up
weekly, makes crisp account decisions, runs smart experiments, and keeps the system

ruthlessly lean.

The Weekly Drumbeat (30-Minute Stand-Up)

The agenda that keeps alignment alive:

e 5 min — Metrics: What's up or down (Coverage, Engagement, MQAs, Opps).

10 min — Signals: What's bubbling (intent surges, objections, competitor plays).

10 min — Decisions: What to push, pause, or pivot.

5 min — Commitments: Owners and deadlines.
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Every week, the team re-routes momentum back to the Named Account List. No dfrift.

The Governance Guardrails

A lean system only works if it's protected.
o WIP Limits: No more than 2 active plays per tier. Focus beats frenzy.
o Naming & UTM Conventions: The glue that makes reporting unarguable.
o Data Hygiene: Duplicates killed weekly; tiers refreshed quarterly.

o Experiment Velocity: >2 tests/week. Slow ABM is dead ABM.

The Minimal Stack (and Why It Wins)

Your ABM tech spine should fit on one slide:

e CRM (truth) - ESP (nurture) — Enrichment — Intent — Ads — (Optional)

Personalization — Reporting.

(Optional) ;
— MM s

Each tool earns its place. If it doesn't directly unblock revenue, it doesn't make the stack.

Add tools only when they unlock revenue.
Complexity kills speed. Clarity compounds pipeline.
ABM doesn’t need more—it needs less, done better.
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ABM Scorecard — Ops View (Detailed KPIs)

Metric This Week Quarter-to-Date ABM vs Non-ABM
Match Rate 89% t 87% 1t +18% 1
Time-to-Route 14 hrs { 16 hrs | 22 hrs 1
SAL-SQL % 42% 1 39% 1 +12% 1
Velocity (days) 27 - 29} -6 days 1
Win Rate (A-tier) 38% 1 35% 1T +10% 1

ABM Scorecard — Executive Snapshot (with Trends)

Metric This Week Quarter-to-Date ABM vs Non-ABM
Coverage % 72% 1 68% 1 +22% 1
Engagement Score High 1 Medium — +15% 1
MQAs 15 - 42 1 +30% 1
Opportunities 6l 18 —» +18% -
Pipeline $ $420K T $1.2M 1 +25% 1
What gets measured gets believed. What gets governed gets done.
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You've got this. And we've got you.

This isn't just another tool. It's a spark.

One that's meant to ignite clarity, courage, and momentum
so you can rise with intention—on your terms..

Craving more?

Tap into the Sterling Phoenix vault of resources and
clarity-fueled strategy at
SterlingPhoenix.net

Want to stay sharp and fired up?
Join the insiders list for weekly insight, strategic prompts, and
high-impact tools that actually move the needle.

Your rise is in motion.
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https://sterlingphoenix.net/

