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In modern marketing, Account Based Marketing (ABM) has become a 
“need” rather than a “nice to have” for Large Revenue Businesses. There 
is some debate if ABM really matters, and there are many software 
companies trotting out quick-fix solutions that do not translate into any 
significant long-term impact. But we, at Couch & Associates, believe that 
ABM is truly about business process excellence in a company over the 
long-term.

The central idea around ABM is your accounts are going beyond the 
traditional B2B Buyer’s Journey to a true customer experience. The path 
to doing ABM successfully means the B2B marketing team’s role has to 
evolve from being a generic lead generation engine to a true demand and 
revenue-driven marketing team.

What Does Account Based Marketing 
Really Mean?

We consider ABM to be a marketing 
program that is delivered to a defined 
set of targeted accounts by identifying 
insights and integrating marketing 
with sales alignment initiatives. Most 
importantly, the ultimate goal of ABM is to 
deliver personalized campaigns. The value 
of ABM is that you are always measuring 
impact of marketing on revenue 
generation and customer experience.

Why is Account Based Marketing Necessary for Large 
Revenue Businesses? 

Recognizing your customers as Accounts and not just 
Leads, means that you have to educate, entertain, 
and delight. This requires the marketing team to work 
more closely with the customer success team to create 
brand fans and customer advocates.

Creating an ABM framework requires a significant change of mindset: 
first in how prospects & customers are viewed by the sales and 
marketing teams, and second, in the roles of the sales and marketing 
teams themselves.

Prospects and customers do not view your company as separate divisions 
such as marketing, sales, and customer service. Your customers think 
of your company as a single entity who provides them with a product or 
service.

Similarly, we cannot differentiate between prospects or current 
customers. We now have to change how we think of potential new 
customers as Leads and start calling them Accounts. We now have to 
think about the entire experience these Accounts have when they are 
interacting with your organization. 

Traditionally, B2B marketers are responsible for the Buyer’s Journey 
that is simply the path from interested to customer. We need to change 
this perspective to having our B2B marketers thinking about the entire 
customer lifecycle, from first contact to overall customer experience. 
When we look at the entire lifecycle of an account, marketers need to 
explore not just the steps of the Buyer’s Journey, but also what activities 
are most successful, and how to ensure our contacts consistently have 
amazing experiences as customers.

With ABM, lead generation is just the first step in a process that goes 
onto pipeline management, and finally revenue generation being the 
ultimate goal. This means that the marketing team shares the same 
responsibilities as the sales and customer service teams during a 
customer lifecycle — which is to contribute everything it can towards 
ensuring that the top 20% of accounts have the best experience. 

A recent study conducted by Sirius 
Decisions, showed that over 90% of 
companies recognized the value in ABM 
as a must-have, and yet only 20% of 
companies have had full ABM programs 
running for over a year. 

We find that many companies are unsure 
on how to start building out their ABM 
program. We have found a correlation 
between size of the company, and the 
efforts required for strategy. 

What Does Creating an ABM Strategy Mean for 
Your Organization?

TIP:
Keep in mind that there is a big pay-off here. 
Happy customers have a proven correlation to 
increasing the number of opportunities created. 
You become less reliant on your sales team 
“selling”, as your customers come to you rather 
than you going to them.
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How Do We Set Up Your Account Based Marketing Program?

 1. Account Selection - 
this is where we identify 
our major accounts, 
the accounts that are 
responsible for most of our 
revenue and prospective 
accounts that could yield 
big returns. Then we take 
the opportunity to build out 
personas of who we want 
to target in these accounts 
based on firmographic 
data (see next page), 
thereby allowing us to build 
segments.

2. Net-New Development 
Plans - this where we 
acquire accounts identified 
as prospective accounts. 
Digging a level deeper, 
we develop a plan to 
acquire contacts in those 
prospective accounts.

3. Activation - this is where 
we map the ABM activities 
(includes campaign 
planning) to our target 
accounts and execute 
on short-term tactics 
in pursuit of long-term 
strategy.

4. Measurement - this 
is where we identify and 
monitor metrics that 
would allow us to measure 
success of our ABM plans.

The sales and marketing process is typically set up using the process outlined below:

However, Account Based Marketing is a relatively new concept in the world of CRMs and in almost all cases, the 
existing process needs to be tweaked (or restructured) to allow an ABM model to be fully deployed. This process starts 
with building a basic behavioral scoring model using basic firmographic and behavioral criteria.

Tip:
Sales and Marketing teams need to be aligned 
on the customer lifecycle. The ABM framework 
is dependent on both teams seeing eye to eye.
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Account Selection
• Scoring
• Segmentation
• Personas
• Behaviors

Net-New Developement
• Account Acquisition
• Contact Acquisition

Measurement
• Pipelines
• Behaviors

Activation
• ABM Tactics
• Personalization
• Execute



What Are the Right Firmographics for Your Organization? 

Of course every large revenue business has some complex elements 
that require customization, but in general, these are the firmographics 
we tend to use:

• job title/role, 

• company size, annual revenue or number of employees 

• industries (segmentation)

• email engagement

• website visits and downloads 

• third-party activities

The typical approach is to start with identifying target accounts 
(Account Scoring). However, not all organizations are the same and 
therefore not all organizations have to follow the same exact blueprint. 
The decision is based on requirements, culture, current process, 
management of change process and overall appetite to absorb change. 
This is where the firmographic and behavioral data comes in. We 
recommend incremental changes to the process, utilizing the existing 
technology stack to its full potential and bringing in changes and new 
technologies along the way. 

We Have Broken This into a Three Stage Deployment Plan.

Stage 1
Deployment Plan with Focus Areas 

• Utilize the current personas at 
your organization to enhance your 
existing buyers’ journeys and 
develop sound nurture streams to 
map to these buyers’ journeys

• Establish a culture of 
performance management 
through reporting and analysis

Stage 2
Scoring Models

• Develop a scoring criteria 
based on existing data, such as 
industry, annual revenue or even 
technology budget to build an 
Account Scoring matrix.

• Build a basic behavioral scoring 
model using basic firmographic 
and behavioral criteria to help 
you identify profiles and behaviors 
that are most likely to make a 
purchase

Stage 3
Optimizing and Contact Acquisition 
Customer Marketing Strategy

• Redevelop personas on 
measurement and enhanced 
profile data

• Optimize the behavioral scoring 
model

• Develop an account and contact 
acquisition strategy

• Personalize marketing and sales 
content to the potential customer 

• Optimize account coverage for 
your sales team to introduce 
further efficiencies

• Introduce the concept of 
customer marketing
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What Does Firmographics Mean?

What demographics are to people, 
firmographics are to organizations. 
However, Webster (2005) suggested that 
the term “firmographics” is a combination 
of demographics and geographics. 



One of the biggest reasons that change is difficult and faces resistance in all organizations is the lack of buy-in 
and transparency among key stakeholders. While the most obvious changes are being made, there needs to be 
a team that educates the sales and marketing teams in how their processes and roles will change over time.

We recommend forming a Change Management Team, comprising of individuals from sales and marketing 
teams to be champions and advocates for this proposed change. 

The Change Management Team’s Role:

• Formulate a road map timeline for changes being introduced

• Develop and distribute educational content around Account Based Marketing best practices

• Inform the sales and marketing teams on the changes that they should be expecting down the line

• Clearly articulate the impact this will have to their day-to-day tasks and processes

• Establish a feedback loop with team members to get insights into pain points and suggestions

All the steps we have taken to implement an ABM model is putting 
all the pieces together for a functional ABM framework. Once the 
framework is complete, the focus shifts entirely to constantly analyze, 
optimize, and test.

From this point onwards, we use our ABM Success Measures to 
gauge the success of our model. This means that we are constantly 
developing fresh content, tweaking our personas, testing and utilizing 
new channels, and updating our tactics.

At Couch & Associates, we live and breathe this type of strategy. Reach out to us 
if you have questions or need support with your Account Based Marketing plan.

hello@couch-associates.com

couch.associates

Concluding Thoughts
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“We highly recommend that you create 
a Change Management Team. It is not 
essential that this team is only internal 
but there must be a stakeholder from 
each department.”
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