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A ccount based marketing (ABM), has taken the modern day B2B 

marketing world by storm over the last several years. B2B buyers 

are often a complex committee of stakeholders with varying 

needs, interests, motivations, and levels of involvement in the decision 

making process. An ABM program executed well can win the favor of these 

complex buying committees, and make the difference between a sale or 

lost revenue. Plus, when done correctly, ABM can decrease the length of 

the sales cycle and increase the average deal size, positively impacting 

overall company success. 

ABM programs can be executed in a number of different ways. However, 

the basic principle of personalization is consistent, at either a one-to-

many, one-to-few, or one-to-one level. The goal is to deliver a buying 

experience tailored to an individual buyer’s unique needs and use case. 

In an era of hyper personalization, brands engaging in some level of 

personalization will see better results than a general marketing message 

or offer to the masses. In theory, the general principles of personalization 

as it relates to ABM are well-understood. However, as ABM best practices 

and technologies evolve, there will always be room for improvement and 

optimization.

This ebook serves to fill in the blanks of your ABM program. We will cover:

•	 A refresher of ABM best practices

•	 Trends in ABM

•	 Consistent ABM pain points

•	 Common gaps in ABM programs

•	 How AI personalization tools can help augment ABM programs

•	 And more!

We hope to get you thinking critically about your ABM efforts and how  

you might expand beyond _______________________ for your  

next campaign.
TRADITIONAL MARKETING METHOD
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Build a strategy
Strategy definition is the first step in building out an ABM program. There 

will be many stakeholders affecting an ABM strategy, all with slightly 

different goals for outcomes. It is important to define what ABM means 

at your organization, who the key stakeholders are, and what goals you 

are going to track. Then, determine how you will tier your program and 

where the team will focus first. Even if your ABM program is already off 

the ground, it is important to realign on the strategy and goals regularly 

to ensure continued success.

Actionable tip: Meet with your stakeholder group often and 

compare notes to ensure everyone is aligned on strategy and 

goals. Many ABM tools and vendors have extensive resource 

libraries that can help you define a realistic strategy for your 

program and business needs.

Most seasoned ABM marketers have their program basics down, however we’ve listed a short refresher on most of the ABM basics 

that marketers should ensure are in place for a successful program, before moving on to the optimization step of an ABM program.

A refresher on ABM best practices
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Product marketing Develops messaging by persona to use in outreach

Content marketing Identifies content gaps and build a plan and timeline to create missing 
content, also maps content to buyer journeys

Design Creates design assets required to support the program

Marketing operations Manages the tools and systems to track program metrics and success, 
along with engagement from key accounts

Digital marketing Runs ad campaigns to provide ‘air cover’ for key accounts

Demand generation Synchronizes integrated campaigns, marketing emails, webinars, and 
other demand generation activities within ABM efforts

Sales & sales 
development

Conducts research on accounts and drives engagement through 
outbound outreach 

Get team buy-in
With the hype around AI, it’s easy to assume that brands can automate 

many aspects of their ABM program. However, marketers know that 

human thought and skill sets are still required to do ABM well. Here’s a 

look at some of the roles that contribute to a successful ABM program: 

Actionable tip: Conduct an internal audit of the roles on your 

team and determine which are most critical for you to bolster 

before you start your program. Get everyone in this group on 

the same page in terms of roles and responsibilities for both 

creation and execution of the ABM campaign.



6I N T E L L I M I Z E F I L L I N  T H E                 O F  YO U R  A B M  P R O G R A Mblanks

1. https://asset.inboxinsight.com/abm-report-2023/section-6

Identify accounts to target
Determining which accounts to target and defining segments is an 

important task for ABM marketers. However, lack of data sources can 

make this process more challenging. With the help of intent data, you 

can see which accounts are shopping for a solution in a brand’s category. 

Over 50% of companies who are scaling their ABM programs struggle to 

identify in-market accounts1, and it’s often due to not leveraging action 

based intent signals. Brands should look at content consumed and 

behavioral signals like ad and email link engagement to identify more in-

market accounts.

Actionable tip: If you don’t have a tool in place, define your 

ideal customer profile (ICP) criteria and look at historical 

and first-party data to pull your initial list of accounts. You 

can further segment this list by focusing on one vertical or 

geography. With the help of intent data, you can layer on 

buying signals that will help make sure the accounts you’re 

going after are in the market for a solution.

https://asset.inboxinsight.com/abm-report-2023/section-6
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Get budget approval
Running a successful ABM program can get expensive. Often brands face 

challenges in budget approvals to arm themselves with the tools they 

need to be successful. From getting approval for an ABM tool such as 

6sense, Demandbase, or Rollworks to spending on landing pages, direct 

mail, events, and ads, budget is a big hurdle in getting an ABM program 

off the ground and growing it. Setting expectations on what your tool and 

program budget is early will help you plan and build a program that is set 

up for success in the long run. 

Actionable tip: Get budget approved early. Set expectations 

about what tools are necessary for a program to be 

successful, educate stakeholders on those tools and how 

much is needed to get engagement from your set of target 

accounts. By showcasing the ROI of how much you need to 

spend in order to get a certain amount of return, you will help 

to make the case for the ask. You will also help to calm any 

fears around mistrust of ABM tool functionality by educating 

your team properly.
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Set expectations early
Often, ABM managers are asked to show ROI within 90 days, but a 

comprehensive program requires more ramp-up time to show impact. It 

typically takes a minimum of six months to gather enough data points 

to accurately measure ROI, however most programs see pipeline build 

within three to four months.

Actionable tip: Lean on your stakeholder group to be clear 

about expectations for ROI up front. Leverage resources 

from third-party sources and reputable ABM tool vendors on 

realistic benchmarks for your category. 
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Noted as one of the top ABM trends to look out for in 20242, intent data is all about understanding buyer 

motivations and interests. It can help companies determine which accounts are actively shopping, and if they 

are looking at your solution or a competitor’s. Marketers can use this data to make informed decisions about 

which groups to focus on in any given buying cycle. Intent data is also incredibly helpful in identifying existing 

customers who might be shopping for alternatives to your product, and give your customer success team a 

head start in creating a plan to retain those accounts. If your program isn’t currently leveraging intent data, 

it’s something to think about and bake into your future ABM plans. 

Intent data
TREND

2. https://www.gartner.com/en/digital-markets/insights/account-based-marketing-trends#:~:text=ABM%20offers%20significant%20promise%20in,alignment%20between%20marketing%20and%20sales.

This next section covers a handful of trends occurring in the ABM landscape that are set to shape the future 

of personalization programs in 2024 and beyond.

Trends in ABM

https://www.gartner.com/en/digital-markets/insights/account-based-marketing-trends#:~:text=ABM%20offers%20significant%20promise%20in,alignment%20between%20marketing%20and%20sales.
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The buzzword that’s anywhere and everywhere, AI is here to stay and is impacting every corner of the 

modern business world. Another trend to watch and get on board with is the use of AI in multiple applications 

to bolster your ABM programs. From copywriting assistance to outlines for personalized content, AI can 

be helpful to develop the materials to use in ABM campaigns. It can also help automate workflows for 

ABM campaigns, give real-time analysis and insights on campaign performance, identify new targets for 

campaigns, and more. If you aren’t leveraging AI in your ABM program, this is another area to think critically 

about and start incorporating some of these capabilities into your strategy. 

AI
TREND
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ABM success is no longer determined by just increased engagement. Brands are looking at full funnel metrics 

that tell the full story and provide a comprehensive assessment of what’s resonating and what’s not in their 

programs. Metrics that look at synergy across the program and incorporate measurements around deal 

velocity in addition to lifetime customer value and upsell opportunities are all critical pieces of the picture 

that marketers should be looking at. Additionally, granularity on reporting at the one-to-one level will become 

critical as marketers are asked to prove out the value of delivering highly personalized campaigns.

TREND
Metrics and reporting
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Any ABM program’s power is amplified by technology. 

However, the technology itself is only half of the equation. 

How those tools integrate with the rest of your marketing 

technology stack is equally as important. When ABM 

marketers operate in a silo with their ABM platform alone, 

this can create a huge gap in the ability to turn data and 

insights into an actionable and scalable program. 

Now that we’ve covered the standard elements of an ABM program, this next section covers the common gaps in ABM programs 

and how you can leverage technology to fill in those gaps, ensuring your ABM efforts drive revenue.

blanks

ABM GAP #1

How Intellimize fills in the blank: Native Integrations

Intellimize makes it easy to connect your entire marketing tech stack 

together to improve your ABM program. Connect your CRM, marketing 

automation platform, and ABM tool directly in Intellimize to improve 

your match rates, directly speak to your target segments, and leverage 

dynamic content. 

Don’t have any ABM tools? No need to worry. Using Intellimize Enhanced 

Match, you can still create personalized experiences for your target 

accounts on your website with deanonymization built into the platform.

Fill in the                 of your ABM program

Technology
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Landing pages are a common method to customize an 

experience for potential buyers but they are notoriously time 

consuming and hard to build. Oftentimes an ABM manager 

has to work with a web developer or agency in order to create 

custom landing pages, which can take weeks for just one 

account! However to get a personalized message across to 

a buyer, landing pages are necessary and often one of the 

pieces that is left out of a program. 

ABM GAP #2

How Intellimize fills in the blank: Landing page builder

The landing page builder in Intellimize makes it easy to build custom 

landing pages for each industry, persona, account, or person you are 

trying to connect with. The robust Visual Editor allows marketers to build 

landing pages from a WYSIWYG editor without needing to code. Plus, AI 

Content Studio helps to generate headlines, subheads, body copy, and 

more. Combined with a powerful dynamic content feature, brands are 

able to pull data from Enhanced Match or any integration (Salesforce, 

6sense, Demandbase) to dynamically update pages with specific 

account names, industry-specific content, and more. These capabilities 

empower the creation of rich one-to-one experiences that are easy to 

scale and customize.

Landing pages
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When running an ABM program, it’s easy to get caught up 

in landing pages or other content that you’re personalizing, 

and forget that potential customers will also be visiting your 

website to gather information and educate themselves. 

Don’t forget about your base site! Personalize it for visitors 

in addition to landing pages to deliver a fully integrated 

experience from start to finish.

One-to-few, one-to-many, or one-to-one? Due to the 

challenges listed previously, some brands only have 

bandwidth to personalize for a specific industry and in fact, 

a recent survey polling brands showed that only 2-4% of 

companies were actually personalizing messaging down to a 

one-to-one level3.

Personalization scope
ABM GAP #3

How Intellimize fills in the blank: Easy website personalization that  

can scale

With Intellimize AI Optimize, users can leverage a combination of 

contextual data, behavioral data, and AI to serve visitors the version 

of a brand’s webpage with the highest probability of converting. This 

technology means one-to-one personalization, at scale, with minimal 

effort, empowering a strong and cohesive experience consistent with 

any ABM program efforts.

From there, brands can build on their personalization efforts at their 

own pace, working in dynamic content and adding in landing pages with 

powerful targeting and other customized elements.

3. https://asset.inboxinsight.com/abm-report-2023/

https://asset.inboxinsight.com/abm-report-2023/
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Because every ABM program is different and customized to 

an individual business’s needs and buyer profiles, it’s often 

hard to standardize the metrics that should be used as a 

benchmark. Then, once the metrics to measure success 

have been determined, actually measuring the results across 

different channels is difficult. 

Reporting
ABM GAP #4

How Intellimize fills in the blank: Audience Insights

Audience Insights is part of a powerful reporting functionality that shows 

brands which channels are driving the best engagement and which 

accounts have visited their site. 

If using outbound links, Intellimize will even show which individual 

contacts have engaged with your content. Providing these custom 

links to your sales team to use in outbound campaigns will not only 

personalize the experience, but help showcase which contacts are 

engaging with that content. Outbound links enable greater synergy 

between sales and marketing and lend themselves to powerful account 

based experiences.
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Using Intellimize, Coupa, a cloud-based Business Spend Management platform, developed personalized 

experiences with industry-specific variations of their headline, subheadline, logos, images, and more on their 

homepage for their ABM program. With AI Optimize, they were able to show multiple copy and image options 

within each vertical, resulting in 590K versions of their homepage running at the same time.

With Intellimize, Coupa was able to combine first and third-party data to ensure each of their target accounts 

saw the website variation most likely to result in conversion.

This next section highlights two B2B brands who are running successful ABM campaigns, and leveraging 

Intellimize and some awesome integrations to do so. Read on for campaign inspiration and motivation!

AI-powered ABM case studies
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Conversational marketing and sales software company, Drift, leveraged Intellimize to test their new website 

before launch. Using AI optimization to experiment with elements like the navigation bar, sign-up form, and 

more, gave Drift’s team the ability to test over 30 million different page combinations. Within just a 90-day 

time frame the team drove a 129% lift in conversions.

Drift uses full funnel personalization to execute several successful ABM programs at once. With the help 

of Intellimize, the Drift team experimented with different levels of personalization on their industry pages, 

and took the learnings and applied those to all of their target industries. This led to a 600% increase in 

conversions. They didn’t stop there, and applied their personalization learnings to one-to-one campaigns by 

ensuring the messaging on their ads matched their landing pages. Drift saw a 50% increase in conversion 

rate and 33X ROI with this one-to-one personalized approach.
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The future of ABM is
The evolution of ABM reflects a crucial paradigm shift in B2B marketing strategies. As marketers are tasked 

with making ABM strategies work, they must navigate complex buying committees, emerging technology 

trends, and complex decision-making processes, oftentimes all with reduced budgets, toolkits, and 

resources.

The fundamental principle of personalization, whether at a one-to-many, one-to-few, or one-to-one level, 

remains pivotal in delivering a tailored buying experience and it can be achieved with several layers using 

technology, a good strategy, and a bit of creativity on execution. The integration of AI, intent data, and 

advanced reporting metrics can help B2B brands differentiate from a good ABM program and a great one. 

Intellimize can help fill in these gaps, helping brands easily scale highly personalized ABM programs to drive 

optimal results.

Interested in learning more about how Intellimize can help you optimize and scale your personalized ABM 

program? Book a demo with our team ->

ADJECTIVE

bright

https://www.intellimize.com/demo

