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Gone are the days where companies cast wide marketing nets into
the sea to hook just about any fish.

With Account-Based Selling (ABS), marketing and sales substitute the
large net !or a harpoon that"s tailored to catch the pri#ed fish$ high-
%alue accounts and attracti%e logos.

ABS is a highly personali#ed customer engagement strategy in which
e%ery account is treated like a market o! one. &arketing and sales
work together in a multi-touch, multi-channel e'ort to close the key
accounts.

(he principles o! ABS aren"t new, but in recent years its interest has
become something o! a bu##word. (he key dri%ers behind its
popularity are$

The importance of customer centricity

An increasing number of stakeholders in the buying process

A non-linear buyer journey with multiple channels

Deeper niches and competitive markets
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What is account based selling? (he sales and marketing )oor reali#ed the need !or a refined and
cohesi%e approach to gaining new clients - and many o! them !ound
it with ABS.

�cco�ding to �a�tne�� businesses can�

Drive more wins

Shorten their sales cycles

!lose larger deals

through the coordinated and targeted approaches o! using highly
personali#ed, multi-touch outreach to specific accounts.

We"%e created this comprehensi%e guide to e*plain what ABS is, who
it"s !or, who it"s not, and to share the tactics on how to success!ully
deploy it.



1. How well do we know our customers?

Start by asking if you have enough data available to map your
customers’ firmographics and buying characteristics. Do you know:
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Without the evidence and insights into your most profitable and
engaged customers, the transition to ABS is e!tremely di"cult. #or it
to be successful in an organi$ation, you need to be laser%precise in
your outreach and marketing. &ou can only make decisions on target
accounts if you have enough knowledge about your e!isting
accounts.

't can dramatically boost your revenue and company growth.
(owever, it’s not suitable for everyone % it’s a resource%intense
methodology that works best with the right company, market, and
product.
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When should you consider making
the transition to ABS?

Five questions
to ask before
getting started
with ABS:
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2. Are our deal sizes big enough to justify the
investment in ABS?

The next step considers your average deal size. ABS is a resource-
intense strategy that demands a lot of time and budget. It’s
something of a sledgehammer approach for smaller deal sizes. As a
rule of thumb, ABS is typically applied to high-ticket enterprise
accounts or deals that are greater than !"#,###. It’s $orth caveating
that $ith the logos that have a lo$ value, but a high market presence
and credibility attached to them.

3. What type of product are we selling?

The third factor to consider is the nature of the product that you’re
selling. ABS lays the ground$ork for upselling and cross-selling
additional products and complementary services.

%or isolated deals it’s not al$ays $orth the investment, but for
subscription-based or multi-serviced out&ts, it’s often a good
direction. Are you dealing $ith one-time sales or $ith upsell
opportunities and rene$als'
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4. !ow many sta"eholders are involved in the
buying process of our product?

Are you talking $ith multiple people in the buying process' If you are,
ABS can help navigate the speci&c (uestions and pain points for
several internal stakeholders concurrently. Tailoring messages and
collateral that’s relevant to the di)erent roles in the buying process
can help decon*ict the delays and decisions in the buyer +ourney that
need internal consensus. It’s important to strengthen the positive
outcome of an opportunity by multi-threading your relationship $ith
the relevant stakeholders.

#. $s there enough alignment between mar"eting
and sales?

The &nal and most important (uestion to execute ABS relies on ho$
$ell marketing and sales are aligned' A seamless habitat is hard to
obtain, but organizations need to dismantle the siloes, secure the
handovers, and open the cross-channels of information for ABS to
$ork. ,nsure that marketing and sales have the operational
alignment and documented processes in place before you roll out
this methodology.



Enterprise sales

Above $50,000

Subscription-based

Upsell and cross-sell
potential

Average sales cycle is
longer than 3 months

Your market fit has been
established

!ore than one

"evel o# seniority

Stage involvement

$epartments involved

E%isting collateral #or relevant
stakeholders

&ommon characteristics

Employee headcount

Annual revenue

'nvestment status

"evel o# organi(ational)
technological maturity

CustomersMarketing-sales Alignment

*ecessary communication and
meetings

&ross-departmental +,'s

-riction points in customer
handovers

$ocumented understanding o#
.ualification, '&,, and stages

Automated activity capture and
accurate &/!

Number of Stakeholders

Type of Product Deal Size

0echnographics

&ulture

1udget

'ndustries)verticals

"ocations

A1S

Should I move to account based selling!

Intentions to move to A"S should take these #ve considerations
into their stride$
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Most organizations that struggle with an account��ase� a��roach ten� to
lac� cross��unctional align�ent across �ar�eting� sales� an� custo�er
success� �e�ore �o�ing to an account �ase� a��roach� �e �in��ul that
�ou�ll �e wor�ing colla�orati�el� with �e�art�ents across a non�linear
�ourne��



Which customer segments are most engaged, optimize their usage,
are light-touch, have the least support tickets, and fastest
onboarding?

Which content gets the most traction?

What are the critical pain points?

Which channels of acquisition produce the biggest profit?

How to create an Ideal
Customer Profile (ICP)
from your data
In order to create an ICP, you need to collect and analyze d��erent
data �et� to under�tand t�e co��on c�aracter��t�c� o� your ����e�t
�alue lead��

Marketing

Finance & Product

Customer Success

Sales and Sales Development

Sales !ps
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!easons cited for churn

Which accounts are least likel" to churn?

Which accounts and industries come #ith the highest number of
upsell and cross-sell opportunities?

$ustomer feedback derived from conversations #ith leads and
prospects?

What are the common bu"er ob%ections?

What is the compelling reason to bu"?

&o# long is the average sales c"cle?

What's the average close rate?

Who are "our most profitable accounts?

Which customer segments have the best $A$ to (T)?

What level of activit" and engagement do "ou need to close-#in?

Which stakeholders are involved at #hich stage?

"# Internal Data



2. Firmographic Data

Take a look at your most profitable accounts and historic
benchmarks to identify your target accounts.

Industry, market, and vertical(s)

Number of employees

Annual revenue

Financial performance

Location

Historical and predicted growth

Predicted deal si!e
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3. T�ch�ographic�

What other technologies are your target accounts using?

Identify if their tech stack is compatible with your solution. If they’re
using a competitor’s solution, it’s your opportunity to change the
narrative to emphasize the unique benefits that your product o!ers.

�. ��ha�iora� �ata a�� trigg�r ����t�

"ales #avigator, $ead%&, '"ense, $eadfeeder, and (bsta’s )evenue
Intelligence *latform are +ust some of the tools that can collectively
track behaviors and events that in,uence a sale. It helps you
measure buyer intent and engagement to move your accounts
forward. "ales #avigator and (bsta can also help identify the buying
committee of your target accounts.



Three groundblocks for A��

��� �our ��rge� �ccoun�s

You need to ask yourself how you want to organize and track your
target accounts. Account mapping allows you to visualize the account
information needed and organize your leads. With an account map,
you won’t lose track of the leads in your target accounts.

For account mapping, consider using a tool that helps you visualize
and score the relationships between the key stakeholders in your
target accounts. Plot the different !gures that play a role in the
buying decision and label their roles, stage of involvement, and
strength of relationship.

"bsta’s relationship mapping tool automates this process by
populating all the hidden relationships that e#ist in your mailbo#es
outside of the $%& and building an internal network of who knows
who. $ombining that with the help of engagement scoring brings
visibility to who has the best relationship, who you can leverage for
introductions, who’s losing engagement, and which key stakeholders
are still missing.
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Create an account map

Visualize information from your CRM

Attach or automate data-capture of the relevant information

Build out the org chart

La!el contacts in "ey roles

#dentify "ey relationships to $nd the !est path to sale

Build out the org chart and identify decision ma"ers



A look into Ebsta's relationship �appin� tool

Automated tracking of ever� engagement and noti�cation of ��en individua� �take�o�der� �eave t�e com�an��

�ring a�� t�e �eri��era� re�ation��i�� out�ide t�e ��� into �a�e�force to gain com��ete vi�i�i�it� of ��o kno�� ��o in an account and ��o �a� t�e

�e�t re�ation��i� to �everage� �o��a�orate �it� �our team to �ave time on introduction� and �ork t�roug� t�e cu�tomer �ifec�c�e toget�er�
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Marketing, sales, and customer success join their knowledge of the
customer and use data as a compass to define the buyer personas
and target account list.

Create Buyer Personas

Use the data available to create buyer personas that identify the
common stakeholders, their pain points, and outcomes of your
target accounts that align to your Ideal Customer Profile (ICP!.
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Which accounts to tar�et

Use your ICP and buyer persona breakdowns to create your target
account list. "his list gives sales development direction for their
outreach.

�e� c�a�acte�istics

An o�e�ational �da� in t�e li�e�

�e� c�allen�es

T�ei� �ole in t�e decision ��ocess

T�e co��ellin� �eason to bu�

�t�e� bu�in� �oti�ations

T�e na�ed accounts t�at t�e co��an� �ill en�a�e

T�e contacts �it�in t�ose accounts ��o �atc� t�e bu�e� �e�sona
c�ite�ia

Tie�ed in te��s o� �alue



How to segment
& tier the logos
you go ��ter
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It’s recommended that you segment your target account list into smaller
and larger tiers. Smaller tiers receive the most attention and resources.
The first tier typically consists of 20 to 50 accounts. These accounts are
similar to your highest value customers. Each of these accounts receive in-
depth research and personalized one-on-one communication.

The second tier are typically accounts that are a strong fit with the I!"# $ut
have a lower lifetime value. This list can consist of around 200 accounts.
%or these companies# mar&eting and S'(s wor& together in a multi-touch#
multi-channel approach to reach out to them. The outreach gets
personalized according to industry and $uyer persona.



How to create a channel strategy

Successful execution needs visibility of the customer journey within
your target accounts. ABS has a better ability to acknowledge that the
buyer’s journey is non-linear and will move back and forth across
channels, stages, and stakeholders.

In order to keep track of all the stakeholder interactions, sales and
marketing need to collaborate, or have a platform like !bsta that
automates and contextualises these journeys in the "#$.

It’s important that your marketing team understands the individual
wants and needs of the buying committee for the messages to be
relevant and valuable.
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Market�ng ���M�

�ales �����

Lead nurturing: in-depth research and personalization

ICP: understand their wants, needs, and stakes for relevance in
!our outreach

"u!er enable#ent content: $econ%icts the decision to bu! as the!
#ove through the sales funnel

C&': list seg#entation to keep the content organized

(rganize !our leads on the account-level instead of the lead-level

Track the engage#ent of individual leads in an account

)nderstand what roles the stakeholders pla! in the purchase
decision and tailor !our outreach efforts to the#

Infor# #arketing of collateral gaps in the bu!ing decision

Predict the potential deal size of the account



First steps to
gain a foothold

First Steps

Se�ond Steps
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ABS is not an overnight success and it’s important to make the
transition in stages with a bullet to boulders mentality. You might
dedicate 25% as a vanguard to establish the processes, map the
market, create the materials, and to signpost the key metrics. Once
you start seeing initial success with your program, you can invest
more time and budget ! until eventually you spend "#% or more on
this strategy.

As a rule o$ thumb, it usually takes organi%ations between &2 and 2'
months $or a $ull transition. Alignment across your revenue operation
will certainly accelerate this.

1) Map your total addressable market

2) Define your ICP

3) Define your buyer personas

!) Create a key messaging matri"

#) Attac$ a content strategy to t$is

%) &e'erage your data to create a target account list

() )egment t$e target accounts into tiers

*) Allocate one-t$ird o+ your re'enue operation to pursuing target accounts

,) Track t$e metrics

1-) )$i+t a +urt$er 2-. o+ your team to A/)

1) Analy0e your content strategy to re'ise messaging and c$annels

2) )$i+t t$e ne"t 2#. o+ your team to A/)

3) 1e'ise t$e key metrics2 leakage points2 and areas o+ +riction

!) )$i+t t$e remaining . o+ teams to A/)3

2

2 $ttps455blog3$ubspot3com5sales5account-based-sales



Tactics for ABS

As a final ste�� �o�r co��ercial tea�s nee� to �eci�e on t�eir �T�

c�annels� �e��e co��ile� so�e tactics t�at �ar�etin� an� sales can �se�

�ar�etin�

Creation of content: that supports sales in building a relationship
with the target accounts: you can use case studies, blog posts,
webinars, podcasts, etc. that help your leads gather information
during their purchasing process.

Develop prospect-specific offers: Create offers that are built
specifically for your target account. You can create offers that are
tailored to address their specific industry and pain points. Here, you
can show how their competitors are using your product or show
them that you understand the nature of their business.

Events: !f your company plans to attend or even organi"e events,
ma#e sure to send out personal invitations to leads from your target
accounts. $ive them incentives % e.g., free tic#ets or invitations to
e&clusive after show events.

Sales an� sales �e�elo��ent

'esearch of target accounts and trac#ing of industry news: (his helps
sales decide which logos to go after.

Cold calls: 'esearch before you start to dial. (hen reach out with
custom pitches that are tailored to the specific business needs and
that show that you)ve done your homewor#.

Custom emails: Customi"e and personali"e your email outreach to
the leads of your target accounts. *ddress the specific pain points
and attributes.

+ocial selling: Engage with leads from your target accounts, answer
their ,uestions and share relevant content with them.

(rac# the engagement: Ebsta scores how engaged individuals and
opportunities are and what activity is resonating the most with them.
(his information can be used to mitigate engagement ris#s in your
pipeline and capitalise on buying signals.
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Conclusion
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Account-Based Selling has enormous potential to move the needle in your
customer acquisition strategy. If executed correctly, ABS can increase the
number of deals closed, your average deal size and accelerate the sales
cycle. Before you get started with ABS, ask yourself if your organization is
suited for this methodology. It!s best suited to enterprise deals with
products that you can upsell and cross-sell. "or a successful transition to
ABS, there needs to be a tight alignment across your revenue operation.



Revenue intelligence to
make sales decisions
sim�le�� �aste�� and
���e��e�cient
Automate contact capture and build a relations�ip matri�
in �ales�orce� identi�� missin� sta�e�olders� and score
en�a�ement �it� �e� accounts to dri�e A���

��usted glo�all� �� t�e �o�ld�s leading � �astest g�o�ing com�anies

�ee it in action


