
Mistakes to Avoid 
While Executing ABM
(Account-Based Marketing) Programs



Introduction
Today, Account-based Marketing (ABM) is 
acknowledged as an efficient business strategy that 
adopts a holistic approach on an assortment of target 
accounts within a market to deliver fruitful results. It is 
becoming prevalent among B2B players because of the 
umpteen benefits that it offers. Moreover, according to 
the ITSMA Survey, 85% of marketers that monitor ROI 
states that ABM outperforms other marketing 
investments and campaigns. 
 
Furthermore, Marketo’s research supported these 
statistics by stating that more than 85% of marketers 
believe that ABM offers better perks that help the 
organization to maintain and amplify good client 
relationships. (1)



Instead of following rudimentary marketing techniques, marketers can 
employ a personalized marketing approach where they can easily tailor the 
communication according to the specific needs and attributes of their 
target accounts.

Account-based marketing fabricates an environment where marketing and 
sale teams can work together towards recognizing target accounts and 
crafting effective campaigns for them. Besides, it also boosts the lead 
conversion process.

One can ensure shorter sales cycles with account-based marketing. Major 
purchase decisions take into account varied stakeholders that ultimately 
slow down the sales process. But in account-based marketing, sales cycles 
get nurtured and streamlined that reduces the time and effort. Digital 
Kungfu's Account-Based Marketing (ABM) Survey claims that sales and 
marketing strategy results depend on ABM. Indeed, it is a real game-changer 
for any business organization. 

Benefits of ABM 
(Account-Based Marketing)
Account-based marketing follows a growth-focused approach that eliminates any obsolete business 
processes and aligns the marketing and sales teams towards long-term business growth and development. 
For organizations that strive to trade into extensive records with long deal cycles and managing plethora of 
accounts; account-based marketing offers numerous advantages-



Top 6 Account-based Marketing Mistakes 
to Avoid for Your ABM Program
In any case, regardless of its prevalence and popularity, there are marketing departments that, in general, 
commit rookie mistakes in the execution of account-based marketing. Those companies who can avoid 
these pitfalls can ensure better conversion rates, more revenue rivulet, and high lead generation 
opportunities.  Here is the rundown of the top six mistakes to avoid for Your ABM Program

Poorly defined strategy -  
The first and foremost mistake that almost 
every business makes is not defining their ABM 
strategy clearly. It is important to note that 
account-based marketing is not only a tactic 
but also a far-reaching plan. Without setting up 
clear parameters, nonetheless, ABM loses 
quite a bit of its effect. To release the inert 
force of account-based marketing, it is 
mandatory to have a well-designed action plan.

Lack of synchronization between 
marketing and sales department - 
As per the recent survey by Avention on B2B 
sales and marketing professionals, it was 
found that 31% of respondents believe that 
their organizations have accurate data for 
sales, and 24% opines that they have the 
correct form of data for marketing. Due to such 
disparity in data, in most cases, marketing 
departments expect sales to determine which 
accounts should be held at the top of the 
priority list. It hampers the collaborative ties 
between the two departments.

Lack of market analysis - 
In order to implement ABM effectively, it is 
critical to concede the state of the market. But 
most businesses ignore market analysis or 
invest minimal efforts in analyzing the 
marketplace. Market analysis helps in tapping 
actionable insights and in-depth information 
about a clear-cut view of the market 
ecosystem.

No Account Personalisation - 
Most of the time, ABM teams falter to locate 
accounts within the sales funnel. Such 
negligence leads to confusion in disseminating 
personalized content between bottom-funnel 
prospects and top-funnel leads. As a result, 
excess personalized content gets offered to a 
high-level funnel leaving no space for middle 
funnel prospects.

Lack of Regular monitoring -  
Auditing of the ABM program is one of the 
most underrated activities in business houses 
nowadays. It gets perceived that the ABM team 
never set clear and measurable KPIs. Due to 
this, at the time of auditing, no valid metrics 
can get devised. Auditing helps to obtain 
insights about trend analysis and process 
optimization. It is also helpful in formulating 
future plans and strategies.

Poor quality content - 
Many organizations follow the policy of 
quantity over quality. Content still holds a 
prominent place in the success of ABM. 
Deploying one of all content won't go well for 
clients. Most businesses manage different 
accounts in each tier that demand 
out-of-the-box tactics depending on the needs 
and requirements. Try to keep the content 
useful, unique, informative. 
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Conclusion
Committing these follies can hurt your business. Using some foresight and 
collaboration, one can easily tread these mistakes with ease. We at Zinoit 
help to identify such complexities and seek to lead the industry via customer 
satisfaction on the virtuoso solutions that are a vital part of B2B growth. We 
follow the policy of find, connect and engage. 

www.zinoit.com sales@zinoit.com 203-309-1097
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