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But first, What is ABM?



Introduction & 
Foundation
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What's Shaping ABM in 2026
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A. Strategy & Planning

ABM Business Case & 
ROI Calculator Metric Your Current 

Baseline
Data Source

Average Deal Size 
(ACV)

$_____________ CRM closed-won 
deals (last 12 months)

Sales Cycle Length _______ 
months

Opportunity created → 
Closed-won timeline

Win Rate _______% Opportunities → Closed-
won conversion rate

Customer Acquisition 
Cost (CAC)

$_____________ Total Sales + Marketing 
spend ÷ New customers
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Component Your Numbers

Expected Revenue Impact (Year 1)

Increased ACV × Faster Cycle × Higher Win Rate

Use the formula below to determine your ABM program ROI:

Source: Forrester Research, ITSMA ABM Benchmark Studies, Demandbase State of ABM Reports (2023-2025)

Total ABM Investment

Tech stack + Agency/Team + Content production

ROI %

(Net Gain ÷ Investment) × 100

Net Gain

$_____________

$_____________

$_____________

$_____________

Metric Expected ABM 
Lift Range

Your Projected 
Result

Average Deal 
Size (ACV)

Sales Cycle 
Reduction

Win Rate 
Increase

CAC 
Efficiency

+30% to +50%

(Reason: Targeted upsell, 
multi-product bundling)


-25% to -35%

(Reason: Buying committee pre-
alignment)


+15 to +20 percentage points


(Reason: High-intent account 
selection)

-20% to -30%

(Reason: Reduced wasted spend 
on unqualified leads)


$_____________

_______ months

_______%

$_____________

Pro Tip: Conservative modeling wins trust. Use the lower end of lift ranges (e.g., +30% ACV, -25% cycle) for your 
business case, then exceed expectations in execution. Always cite data sources when presenting to executives.
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Access the ABM Martech Architecture Guide 2026 →

ABM Martech Architecture Guide

Strategy & Foundation Platform Selection

Data & Enrichment

Implementation Roadmap Budget & ROI Framework

Integrations & Architecture

https://insights.thesmarketers.com/hubfs/2026/smarketers_abm_martech_architecture.pdf
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Access the AI Prompts Library →

ABM Prompts & AI Tools

https://insights.thesmarketers.com/hubfs/2026/ABM_Prompts_Library.xlsx
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ChatGPT (OpenAI) / GPT-4o

Genspark AI

Claude (Anthropic)

Gemini (Google)

Perplexity AI

Microsoft Copilot

Recommended AI Tools for ABM



Ideal Customer Profile
Product Specifics

Public or Private?

Employees

Situational

Revenue Current State

Location

Growth Rate

Decision Maker

Industry Segment
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Ideal Customer Profile

Access ICP Template→

https://docs.google.com/spreadsheets/d/1xeMCRV7EYl11MYnb54WGwMPalOyiCps7uv_px8TLr3I/copy
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Target Account List

Access Account List Template→ Access Stakeholders MappingTemplate→

Stakeholder Mapping
How to Use This : Map all your target prospects within an 
account and capture their contact information and other 

details.

https://docs.google.com/spreadsheets/d/1uLUhwf5YhYDfd9MMohWdrUyJbicz-YZPgddK3EWIjkc/edit?gid=139847432#gid=139847432
https://docs.google.com/spreadsheets/d/1uLUhwf5YhYDfd9MMohWdrUyJbicz-YZPgddK3EWIjkc/edit?gid=377930068#gid=377930068


Account Overview : Gather information about the company’s line of 
business, geographic presence, and revenue. Do a SWOT analysis if, required. 
Check out the market landscape into which your account falls.

Tech Stack :  Look for information about technologies like ERP, CRM, 
Finance, HR applications, etc., the company is currently using. (Add as per the 
relevancy to your business.)

Trigger Events /Scoops/ Recent Developments : Any signals that lead 
to an opportunity. For eg: change in CIO/CFO, entering a new market, etc.

CXO's Reflections / Verbatims : Collate conversations on transformation, 
disruption, innovation, tech implementations, focus areas, future strategy, 
etc., based on your target audience, business, and industry.

IT Vendors : Look for strategic alliances and partnerships, deals with tech 
vendors, and what work you’re doing with them.

ITStakeholder Mapping : Find out who are the decision-makers and 
influencers in a particular target account for your value proposition.

Analysis & Inferences : With the above, you can draw inferences to 
understand the target account’s pain points, focus areas, and intent.
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Account Research

Access The Template Here→

https://docs.google.com/spreadsheets/d/1uLUhwf5YhYDfd9MMohWdrUyJbicz-YZPgddK3EWIjkc/edit?gid=692338062#gid=692338062
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Content Audit

Access Content Audit Template→

https://docs.google.com/spreadsheets/d/1uLUhwf5YhYDfd9MMohWdrUyJbicz-YZPgddK3EWIjkc/edit?gid=1276668973#gid=1276668973
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Buyer Persona Research 

& Analysis

Access Buyer Persona Audit Template→

https://docs.google.com/spreadsheets/d/1uLUhwf5YhYDfd9MMohWdrUyJbicz-YZPgddK3EWIjkc/edit?gid=90815512#gid=90815512
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Buyer Persona 
Research & Analysis

Access Content Audit Template→

https://docs.google.com/spreadsheets/d/1uLUhwf5YhYDfd9MMohWdrUyJbicz-YZPgddK3EWIjkc/edit?gid=90815512#gid=90815512
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Messaging Framework

Messaging Framework Template→ Campaign Brief Template→

Campaign Brief
How to Use This : Make use of this format for creating a list 
of campaign themes or scenarios you intend to run the 

campaigns on. It can differ based on the type of ABM 
program, audience, and duration, and accordingly, map it to 

your use cases. Here, you can also mention possible subject 
lines to run A/B tests for different scenarios.

https://docs.google.com/spreadsheets/d/1uLUhwf5YhYDfd9MMohWdrUyJbicz-YZPgddK3EWIjkc/edit?gid=2119338688#gid=2119338688
https://docs.google.com/spreadsheets/d/1uLUhwf5YhYDfd9MMohWdrUyJbicz-YZPgddK3EWIjkc/edit?gid=357681962#gid=357681962
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Solution Mapping

Solution Mapping Template→ Account-based AdvertisingTemplate →

Account-based Advertising
How to Use This : Keep a track of your ad copies, audience 
creatives, budgets, duration, advertising channels you are 

leveraging, customer journey, and optimization plan while 
running ads via multi-channel platforms

https://docs.google.com/spreadsheets/d/1uLUhwf5YhYDfd9MMohWdrUyJbicz-YZPgddK3EWIjkc/edit?gid=471725126#gid=471725126
https://docs.google.com/spreadsheets/d/1uLUhwf5YhYDfd9MMohWdrUyJbicz-YZPgddK3EWIjkc/edit?gid=1322428240#gid=1322428240


Campaign Brief Template→
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Scoring Matrix Campaign Reporting
How to Use This : This will be a comprehensive sheet to track 
engagement with leads and accounts across various 

channels. Dates, assets being sent, and actions taken by the 
prospect on the assets across channels can be tracked here. 

Feel free to modify it as per your campaign plan and strategy.

Messaging Framework Template→

https://docs.google.com/spreadsheets/d/1uLUhwf5YhYDfd9MMohWdrUyJbicz-YZPgddK3EWIjkc/edit?gid=477862585#gid=477862585
https://docs.google.com/spreadsheets/d/1uLUhwf5YhYDfd9MMohWdrUyJbicz-YZPgddK3EWIjkc/edit?gid=762204663#gid=762204663
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Marketing and Sales SLA

https://docs.google.com/document/d/1t1xU7lL_ZIoqUukgUWKjbP7PqaZCneHIKdbXJwOKM2E/copy


Use Gen AI not just for copy, but for scale..

Gen AI for ABM Execution
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B. Campaign Execution

Multi-Channel 
Orchestration Matrix 

Day Marketing Action Sales Action

1-5 IP-Targeted Display 
Ads (Air Cover)

CRM closed-won 
deals (last 12 months)

6-8 Direct Mail (Physical 
Gift) arrives

Opportunity created → 
Closed-won timeline

9-12 Retargeting via 
LinkedIn

Opportunities → Closed-
won conversion rate
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Account-based Advertising Planner

https://docs.google.com/spreadsheets/d/1uLUhwf5YhYDfd9MMohWdrUyJbicz-YZPgddK3EWIjkc/edit?gid=1322428240#gid=1322428240
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Channel Best Used For

LinkedIn

CTV

Audio/

Podcast

Programmatic

Precision 

targeting, Lead 

Gen

Brand Prestige, 

Storytelling

Attention, 

Niche Topics

Reach, 

Frequency, 

Retargeting

Specific Job 

Titles / Roles

C-Suite / 

Executive 

Approvers

Learners / 

Researchers

Broad Account 

Buying 

Committee

$60 - $150+

$25 - $45

$15 - $30

$5 - $15

LinkedIn 

Campaign 

Manager

MNTN, The 

Trade Desk

Spotify Ad 

Studio, Acast

StackAdapt, 

6sense, 

Demandbase

Target 

Audience

Typical CPM 

Range
Key Platforms
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C. Revenue Operations (RevOps)

RevOps Alignment Framework



Activity Points

Visits Pricing Page +15

Third-Pa3+ 
Stakeholders active 
in 1 weekrty

+30 (Surge)

Content Download 
(Technical Spec)

+10
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Account Expansion & 

Upsell Strategy Score the account, not just the lead.

Account Scoring Matrix



Pipeline Velocity: Are deals moving faster?

ACV Lift: Are deals getting bigger?

Target Account Penetration: What % of our Tier 1 list is engaged?

Influence Revenue: Total pipeline influenced by ABM touches.

Executive ABM Dashboard

Pipeline Velocity & Attribution Modeling
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D. Campaign Execution

Report on the metrics that matter to the Board.



www.thesmarketers.com

Ready To Put This Into Action?

You need expert guidance, execution support, 
or lack the internal resources.

Strategy workshops & ICP development

Campaign design & content creation

Tech stack integration & setup

Ongoing optimization & reporting

Talk to a Smarketer

That’s what we specialize in - get in touch with us today!

Need help refining your 2026 ABM Strategy?

+91 7396 010 630 info@thesmarketers.com

https://www.thesmarketers.com/
https://na2.hubs.ly/H02Xjqx0
mailto:info@thesmarketers.com


Thank You
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