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Demandbase and Demand Metric recently completed research to illu-
minate the marketing technology stack challenges B2B firms face as 
they execute Account-Based Marketing (ABM) strategy. 

ABM is now a familiar approach to most B2B marketers, and for many 
of them the primary means of driving pipeline revenue.  

As is true for many modern marketing strategies, ABM is very tech-
nology driven and technology dependent. Now that ABM enjoys wide-
spread use among B2B marketers, the sponsors of this research wanted 
to measure the extent to which the marketing technology (martech) 
stack was helping or hindering ABM adoption and usage. 

It seems that the widespread assumption in the B2B marketing 
community is that martech stacks do a good job supporting ABM, or 
at worst they are benign. Demandbase and Demand Metric set out to 
determine what the current situation is with respect to martech stack 
support for ABM. 

This report shares the key findings from the study in which over 180 
B2B executives, marketers, sales, finance, IT, and operations team 
members contributed.

Introduction
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Key Takeaways
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KEY TAKEAWAY #1

KEY TAKEAWAY #2

70% of study participants rate their 
ABM adoption maturity as immature,  
21% at the median level,  
and just 9% at the mature level.

 ABM adoption maturity correlates to 
how well the marketing technology 

stack supports ABM. 

One-third of those reporting median 
to mature ABM adoption say their 

martech stack supports ABM well. 
Just 12% of those at the immature 
adoption level report this level of 

martech stack support.



KEY TAKEAWAY #3

KEY TAKEAWAY #4

Several ABM strategy areas were identified 
in which technology could assist. 

The top area was marketing with content, 
identified by 60% of study participants. 
Measuring account engagement  
was second (52%) and developing  
a target account list was third (50%).

The top ABM challenge was 
reporting ABM performance,  

experienced by three-quarters  
of study participants on the immature 

end of the ABM adoption spectrum.



KEY TAKEAWAY #5

Overall satisfaction with results  
that ABM programs are producing 
was just 21%. 

However, for those with median to 

mature ABM adoption, this figure 
jumps to 39%. Just 13% of those at 
the immature level are satisfied.

This report details the results and insights from the analysis of the study data.  
For more detail on the survey and its participants, please refer to the Appendix.
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STATE OF THE ABM TECH STACK
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ABM can no longer be considered a new approach to B2B 
marketing. Almost half (46%) of the study’s participants 
have an ABM component to their marketing program, 
with another 35% considering adding one. 

It’s a familiar approach in B2B marketing circles, with near 
a majority of organizations using ABM to some degree. 
Still, the majority of ABM adoption skews toward the 
immature side of the spectrum, as FIGURE 1 shows.

For the purpose of helping study participants rate their 
adoption maturity, the following adoption maturity defini-
tions were provided:

Immature

Just beginning implementation with  
limited or no usage

Median

Complete or near complete implementation  
with moderate usage

Mature

Complete implementation with regular or full usage

Mature

Median

Immature

9%

21%

70%

Maturity of ABM Technology AdoptionFIGURE 1

Adoption Maturity

Maturity of ABM adoption skews heavily toward the immature side of 

the spectrum.
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For most B2B organizations in this study, ABM offers true 
potential but has yet to achieve the goal of delivering 
substantial, realized value. This isn’t because ABM doesn’t 
work, however. As this report shows, the lack of maturity 
correlates to the marketing technology stack. 

FIGURE 2 shows the relationship to ABM maturity and how 
well the marketing technology stack supports the ABM 
program.

It’s clear that the impact of the martech stack on ABM matu-
rity show up at the ends of the spectrum:

ABM Tech Stack Support and ABM Adoption MaturityFIGURE 2

Well/ 
Very well

Very poor/ 
Poor

Neutral

33%10%

57%

Well/ 
Very well

Very poor/ 
Poor

Neutral

12%

38%

50%

ADOPTION MATURITY

Immature ABM adoption correlates strongly to poor martech stack 

support for ABM programs.

It’s clear that the martech stack configuration can generate 
lift or drag for ABM programs. B2B organizations that feel 
they are failing to progress along the ABM maturity adop-
tion curve might first want to determine how technology 
can supply an assist to their ABM efforts.

When the martech stack does a poor job of 

supporting ABM programs, it’s almost four 

times more likely for ABM adoption to land in 

the “Immature” category.

When the martech stack supports ABM 

programs well or very well, it’s almost three 

times more likely for ABM adoption to fall in 

the “Median” to “Mature” category.

IMMATURE

MEDIAN TO MATURE
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Technology Assist 
for ABM 
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ABM is a technology driven strategy, directly supported by 
a core set of technologies and enhanced by several other 
complementary technologies. 

FIGURE 3 shows the ABM strategy areas in which study 
participants are currently looking for technology to assist.

Interestingly, this list of strategy areas varied little when 
segmented by mature and immature ABM adoption status. 
Regardless of where an organization sits on the adoption 
maturity spectrum, they are likely to want an ABM tech-
nology assist in the same way.

ABM Strategy Areas Needing a Technology AssistFIGURE 3

ADOPTION MATURITY

Three technology areas made the list for half or more of the study’s 

participants.

Marketing with Content
60%

Sales Enablement 37%

Measuring Account Engagement
52%

Orchestrating and Launching ABM Programs
37%

Developing a Target Account List
50%

Identifying and Reaching the Buying Team
37%

Reporting ABM Performance
38%

Other area
3%

Technology Assist for ABM
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Developing Target 
Account Lists 

STATE OF THE ABM TECH STACK
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Not Knowing the Quality of My List

Not Having the Right Technology Tools

Not Knowing Which Accounts On My List I Should Focus On

Not Knowing Where to Start

Not Knowing How Large My Lists Should Be

Not Knowing Any Lists I Need

Not Knowing What Type of Companies Are Best to Target

No Challenges

Challenges in Developing Target Account ListsFIGURE 4

Median to mature adopters of ABM are less likely to face these 

challenges, with one exception: knowing how large lists should be.

Developing Target Account Lists

Developing a target account list is at the heart of ABM. 
It’s a fundamental task and this study measures the chal-
lenges that organizations face in doing so. 

FIGURE 4 shows the challenges for the overall survey sample, 
in addition to breaking it out by ABM adoption maturity.

49%

32%

40%

23%

32%

23%

23%

9%

39%

17%

26%

30%

26%

13%

9%

13%

46%

28%

36%

25%

30%

20%

19%

10%

IMMATURECHALLENGE MEDIAN TO MATURE OVERALL
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The rank of these challenges is the same regardless of 
adoption maturity. What differs is the severity. For all but 
one challenge, immature ABM adopters experience them 
at higher rates. 

The biggest maturity gaps for these challenges seem 
related to adoption maturity:

These challenges cascade into additional challenges, 
which are detailed in this report using the relative seri-
ousness of each as the ranking criterion. 

For each challenge area, the report presents data in three 
segments: those reporting immature ABM adoption, those 
reporting median to mature adoption, and the overall 
survey sample.

32%

17%

15%  

GAP

NOT KNOWING WHERE TO START

23%

40%

9%

26%

NOT KNOWING WHAT TYPE OF COMPANIES ARE BEST TO TARGET

NOT HAVING THE RIGHT TECHNOLOGY TOOLS

IMMATURE MEDIAN TO MATURE

14%  

GAP

14%  

GAP
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Top Seven 
ABM Challenges 

STATE OF THE ABM TECH STACK
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Challenge #1   Reporting ABM Performance

The top challenge overall for study participants is reporting 
ABM performance as measured by funnel metrics, as 
FIGURE 5 shows.

ABM adoption maturity doesn’t appear to impact the chal-
lenge of improving funnel metrics. These metrics, such as 
pipeline generation rates, win/close rates, deal velocity, 
ACV, and others, are equally challenging regardless of 
ABM adoption maturity.

The maturity-related differences are seen in finding the 
best metrics to show ABM’s impact: three-quarters of 
those at the immature adoption level experience it, while 
just over half of the mature segment does.

Not Having the Right Technology Tools

Reporting ABM Performance ChallengesFIGURE 5

The degree to which study participants experience ABM reporting 

challenges varies with ABM adoption maturity.

65%

33%

75%

40%

67%

10%

52%

19%

66%

25%

67%

33%

Improving Funnel Metrics  

(e.g. Pipeline, Win/Close Rates, Acv)

Finding the Best Metrics to Show ABM’s Impact

Under-Performing Lead & MQL Metrics

IMMATURECHALLENGE MEDIAN TO MATURE OVERALL



STATE OF THE ABM TECH STACK     20TOP SEVEN ABM CHALLENGES

The maturity-related differences are seen in finding the 
best metrics to show ABM’s impact: three-fourths of those 
at the immature adoption level experience it, while just 
over half of the mature segment does.

One-third of the immature segment is still dealing with 
not having the right technology tools in place to support 
ABM, while the mature segments report having the right 
reporting technology in place. 

Twice as many in the immature segment (40%) struggle 
with under-performing lead and MQL metrics compared 
to those in the mature segment (19%). 

One study participant summarized the root cause of this 
challenge: “Resources to set things up and too many 
other priorities.”

FIGURE 6 shows the relative seriousness of the ABM 
reporting challenge by maturity segment.

This ABM reporting challenge was the number one chal-
lenge overall, relative to other challenges in this study, 
and the top challenge for the immature ABM adoption 
segment. For the mature segment, this challenge ranked 
fourth. 

Clearly, the severity of ABM performance reporting chal-
lenges diminishes significantly as ABM adoption matures.

Relative Seriousness: Reporting ABM PerformanceFIGURE 6

Major to 
Very Major

Very Minor
to Minor

Neutral

42%10%

48%

Major to 
Very Major

Neutral

Very Minor
to Minor

70%

25%

5%

ABM reporting challenges are a far bigger problem for the 

immature ABM adoption segment.

IMMATURE

MEDIAN TO MATURE
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Challenge #2   Sales Enablement

Success with ABM requires a strong and fully integrated 
sales enablement process. This is so that ABM practices 
can really show impact farther down the funnel in terms 
of generating discovery calls and high-quality opportunity 
creation. 

The need for an effective sales enablement process is felt 
more keenly as ABM adoption matures. 

FIGURE 7 shows how study participants ranked the under-
lying sales enablement challenges.

Not Having the Right Technology Tools

Sales Enablement ChallengesFIGURE 7

60%

23%

60%

60%

59%

12%

59%

47%

60%

19%

60%

56%

Access to the Right Content and 

Knowledge at the Right Time

Developing the Right Content for  

Specific Situations and Scenarios

Measuring the ROI of Sales Collateral

The top two sales enablement challenges are experienced equally, 

regardless of ABM adoption maturity.

IMMATURECHALLENGE MEDIAN TO MATURE OVERALL
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Content–a component of many challenges this study 
examines–is listed as a key challenge within sales enable-
ment. These content challenges persist even as ABM 
maturity advances. B2B marketers must focus on content 
planning, creation, and distribution as a constant focus for 
ABM success.

The maturity difference around sales enablement shows 
up in measuring ROI and tools. Learning how to measure 
ROI and having the right tools in place helps organizations 
to move farther down the ABM maturity path. 

As one study participant shared, “This is my core strength, 
but I’m unable to develop an ROI without knowing some 
basics of the collateral and other materials.”

FIGURE 8 shows the relative seriousness of the sales 
enablement challenge by maturity segment.

The sales enablement challenge ranks second overall, 
relative to other challenges in this study. It is the top chal-
lenge for the mature ABM adoption segment and ranks 
third for the immature segment. 

Regardless of adoption maturity, sales enablement is a 
challenge for everyone. In fact, it grows in importance as 
ABM maturity increases.

Relative Seriousness: Sales EnablementFIGURE 8

Major to 
Very Major

Very Minor
to Minor

Neutral

59%12%

29%

Major to 
Very Major

Neutral

Very Minor
to Minor

56%

35%

9%

Over half of both maturity segments rated the severity of 

sales enablement challenges as major to very major.

IMMATURE

MEDIAN TO MATURE
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Orchestrating & Launching ABM Programs ChallengesFIGURE 9

60%

33%

7%

47%

40%

66%

34%

30%

64%

59%

64%

34%

24%

59%

54%

Orchestrating Campaign Messages  

Across Different Channels and Technologies

Determining Which Channels to Use to  

Reach the Buying Team at Target Accounts

Activating the Sales Team with Insights  

on ABM Campaigns or Target Accounts

Prioritizing the Best Accounts  

for an ABM Campaign

Not Having the Right Technology Tools

The top three challenges are experienced by more than half of  

those in the immature ABM adoption segment.

Challenge #3   Orchestrating and Launching ABM Programs

Perhaps more than any of the other challenges this study 
examines, orchestrating and launching ABM programs 
serves as a maturity and success indicator. 

This challenge is simply about getting started with ABM 
by executing campaigns. FIGURE 9 shows how study partic-
ipants ranked the underlying challenges of orchestrating 
and launching ABM programs.

TOP SEVEN ABM CHALLENGES

IMMATURECHALLENGE MEDIAN TO MATURE OVERALL
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Relative Seriousness: Orchestrating and Launching ABM ProgramsFIGURE 10

Major to 
Very Major

Very Minor
to Minor

Neutral

20%14%

66%

Major to 
Very Major

Neutral

Very Minor
to Minor

64%

25%

11%

Few of those in the mature ABM adoption segment rate see 

orchestrating and launching ABM programs as a major issue.

IMMATURE

MEDIAN TO MATURE

All levels of ABM adoption maturity deal with the top chal-
lenge of orchestrating messages across different channels 
and technologies. After this top challenge, the going is 
much easier for the mature ABM adoption segment. Acti-
vating the sales team and determining which channels to 
use is far less problematic for mature ABM users. 

The mature segment also has virtually no issues with having 
the right martech stack tools, while almost one-third of the 
immature segment struggles with technology.

FIGURE 10 shows the relative seriousness of challenges 
associated with orchestrating and launching ABM programs 
by maturity segment.

This challenge of orchestrating and launching ABM 
programs ranks third overall, relative to other challenges 
in this study. 

It is the second ranked challenge for the immature ABM 
adoption segment, but ranks seventh (last) for the mature 
segment. 

The ability to gain proficiency in orchestrating and 
launching ABM programs is a function of time, resources, 
training, and experience. The path to ABM adoption matu-
rity is contingent on the discipline to learn how to orches-
trate and launch ABM programs.

TOP SEVEN ABM CHALLENGES
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Measuring Account Engagement ChallengesFIGURE 11

The immature ABM adoption segment is more challenged in all areas 

of measuring account engagement.

64%

23%

43%

52%

63%

56%

22%

19%

48%

44%

61%

23%

35%

51%

57%

Improving Website Engagement/ 

Conversion for Target Accounts

Not Knowing What Channels  

Prioritize to Drive Engagement

Having Good Engagement but How to Rank, 

Score, or Prioritize It

Not Having the Right Technology Tools

Not Knowing If My Target Accounts Are Engaged

Challenge #4   Measuring Account Engagement

Measuring account engagement is fundamentally about 
identifying one of the key outcomes of ABM. Account 
engagement is a critical measure as it helps sales and 
marketing teams jointly understand when it’s time to 
move a relationship into a sales conversation. 

FIGURE 11 displays how study participants ranked the chal-
lenges of measuring account engagement. 

For most challenge areas, the immature ABM adoption 
segment experiences these challenges at a higher level. 

The greatest deltas for immature ABM adopters are seen 
in not knowing which channels to prioritize, and not 
knowing if target accounts are engaged. 

TOP SEVEN ABM CHALLENGES

IMMATURECHALLENGE MEDIAN TO MATURE OVERALL
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Relative Seriousness: Measuring Account EngagementFIGURE 12

Major to 
Very Major

Very Minor
to Minor

Neutral

48%15%

37%

Major to 
Very Major

Neutral

Very Minor
to Minor

53%

36%

11%

The seriousness of measuring account engagement is parallel across 

maturity segments.

IMMATURE

MEDIAN TO MATURE

FIGURE 12 shows the relative seriousness of measuring 
account engagement challenges by maturity segment. 

This challenge of measuring account engagement ranks 
fourth overall, relative to other challenges in this study. 
Both maturity segments show parallels in their severity 
ratings for this challenge. 

The mature segment, however, considers it more pressing 
as it ranks second for this segment. Those in the imma-
ture segment rank it fifth among challenges. This chal-
lenge becomes more acute as ABM maturity increases.

TOP SEVEN ABM CHALLENGES



STATE OF THE ABM TECH STACK     27EXECUTIVE SUMMARY

IDing and Reaching the Buying Team ChallengesFIGURE 13

Significant differences exist across maturity segments for most  

of these challenges.

61%

54%

54%

15%

59%

22%

63%

37%

32%

5%

42%

37%

62%

48%

47%

12%

53%

27%

Determining Appropriate Levels of Engagement

Identifying and Harnessing Anonymous  

Buying Activities

Targeting Members of the  

Buying Team Directly at Target Accounts

Determinings Which Members of the 

Buying Team Are Engaged

Knowing Who the Specific Buyers  

Are at Target Accounts

Not Having the Right Technology Tools

Challenge #5   Reaching the Buying Team

The ability to reach the buying team within an account is 
the core value proposition of ABM. The challenges asso-
ciated with doing that are shown by maturity segment in 
FIGURE 13.

TOP SEVEN ABM CHALLENGES

IMMATURECHALLENGE MEDIAN TO MATURE OVERALL
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Relative Seriousness: IDing and Reaching the Buying TeamFIGURE 14

Major to 
Very Major

Very Minor
to Minor

Neutral

42%21%

37%

Major to 
Very Major

Neutral

Very Minor
to Minor

54%

39%

7%

Identifying and reaching the buying team is slightly more serious  

for the immature ABM adoption segment.

IMMATURE

MEDIAN TO MATURE

Determining appropriate levels of engagement–often a 
matter of judgment–is equally challenging for both matu-
rity segments. The remaining challenges of identifying 
and reaching the buying team differ sharply. 

Of those on this list, mature ABM adopters are more chal-
lenged by anonymous buying activities. 

The immature adoption segment hasn’t progressed to the 
point in their ABM journeys where they experience this 
challenge in the same way.

FIGURE 14 shows the relative seriousness of challenges 
in identifying and reaching the buying team by maturity 
segment.

This challenge of identifying and reaching the buying 
team ranks fifth overall, relative to other challenges in this 
study. Both maturity segments rank this challenge as 
fourth most pressing.

TOP SEVEN ABM CHALLENGES
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Target Account Awareness ChallengesFIGURE 15

All maturity segments are challenged at similar levels when it  

comes to target account awareness.

58%

30%

37%

42%

57%

30%

48%

44%

58%

30%

40%

43%

Understanding the Best Way to  

Reach Target Accounts

Understanding if Target  

Accounts Know Who We Are

Shielding Awareness Efforts from  

Budget Waste and Negative Perceptions

Not Having the Right Technology Tools

Challenge #6   Target Account Awareness

The perennial challenge in marketing is target customer 
awareness. ABM provides a way to gain awareness in 
target accounts, but practitioners still have some chal-
lenges in doing so. 

FIGURE 15 shares how study participants ranked the chal-
lenge of making sure target accounts know who they are.

TOP SEVEN ABM CHALLENGES

IMMATURECHALLENGE MEDIAN TO MATURE OVERALL
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Relative Seriousness: Target Account AwarenessFIGURE 16

Major to 
Very Major

Very Minor
to Minor

Neutral

35%

4%

61%

Major to 
Very Major

Neutral

Very Minor
to Minor

49%

37%

14%

Almost half of the immature ABM adoption segment rates the 

severity of target account awareness as major to very major.

IMMATURE

MEDIAN TO MATURE

The level of maturity with ABM adoption seems to make 
little difference on target account awareness, with one 
exception: understanding how to shield awareness efforts 
from budget waste and negative perceptions. 

This challenge is clearly one associated with more mature 
ABM implementations.

FIGURE 16 shows, by maturity segments, the seriousness 
of making sure target accounts know who you are, rela-
tive to other challenges in the study.

This challenge of making sure target accounts know who 
you are ranks sixth overall, relative to other challenges in 
this study. Both maturity segments also rank this chal-
lenge sixth for severity.

TOP SEVEN ABM CHALLENGES
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Content Marketing in ABM ChallengesFIGURE 17

Content is a big challenge for all segments, but bigger for the  

immature ABM adoption segment.

58%

48%

24%

67%

55%

55%

41%

24%

52%

45%

57%

46%

24%

63%

52%

Producing Quality Content Fast Enough 

or In Sufficient Quantity

Amplifying Content to All Target Accounts

Tracking Consumption of  

Content by Target Accounts

Determining the Best Topics for  

Engaging Target Accounts

Not Having the Right Technology Tools

Challenge #7   Marketing with Content

Content is fuel for the ABM engine. Developing enough 
quality content is crucial to the success of any ABM program. 

FIGURE 17 shares the ranking of content marketing chal-
lenges experienced by study participants.

TOP SEVEN ABM CHALLENGES

IMMATURECHALLENGE MEDIAN TO MATURE OVERALL
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Relative Seriousness: Content Marketing in ABMFIGURE 18

Major to 
Very Major

Very Minor
to Minor

Neutral

44%15%

41%

Major to 
Very Major

Neutral

Very Minor
to Minor

42%

49%

9%

Content is a major challenge for close to half of all study participants.

IMMATURE

MEDIAN TO MATURE

The content challenge is formidable for both segments. 
One study participant commented, “I know what we need 
but don’t have the writing expertise.” 

As Figure 17 reveals, content challenges ABM users in a 
number of ways. In particular, tracking content consump-
tion is the top challenge (67%) for the immature segment, 
and less so for the mature segment (52%)–certainly a 
reflection of adoption maturity. 

Almost one-quarter in both segments don’t have the tech-
nology they need to deal with content challenges.

FIGURE 18 shows, by maturity segments, the relative 
severity of the ABM content challenge.

This challenge of marketing with content in ABM ranks 
seventh overall, relative to other challenges in this study. 
However, for those in the mature ABM adoption segment, 
it ranks as the third most serious challenge. For those in 
the immature segment, it ranks seventh. 

This difference in views of severity signal that content is 
a bigger challenge as ABM adoption maturity increases.

TOP SEVEN ABM CHALLENGES



Analyst  
Bottom Line
It’s important for ABM users to gain maturity for many reasons; among the 
most important is the acceleration of revenue, customer acquisition, and 
ROI. Mature ABM adopters have fewer challenges. 

Of the seven challenges this study examines, more than 50% of those in 
the mature segment rated just one of them–sales enablement–as being 
a major or very major issue. 

For the immature ABM adoption segment, five of the seven challenges 
were classified as major or very major by more than 50% in this segment.

STATE OF THE ABM TECH STACK
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Satisfaction with Results of ABM ProgramFIGURE 19

Satisfied to 
Very Satisfied

Very Dissatisfied 
to Dissatisfied

Neutral

39%12%

49%

Satisfied to 
Very Satisfied

Neutral

Very Dissatisfied 
to Dissatisfied

13%

55%

32%

ABM adoption maturity has a lot to do with ABM results satisfaction.

IMMATURE SEGMENT

MEDIAN TO MATURE SEGMENT

ANALYST BOTTOM LINE

It’s also very unlikely that ABM users who languish on the 
immature side of the adoption spectrum will have satisfac-
tion with the results their ABM programs are producing. 

FIGURE 19 shows the satisfaction picture with respect to 
adoption maturity.

Few ABM users will achieve satisfaction while they allow 
their ABM adoption to remain at an immature level. While it 
may seem intuitive, these results show how strongly adop-
tion maturity drives satisfaction with ABM results.

This study provides some key recommendations to help 
marketers get ABM where it needs to be. Topping the list is 
one that is simple to understand, but perhaps not so easy 
to execute: finish implementing ABM. 

As Figure 1 shows, the number of immature ABM imple-
mentations is 70%! The organizations that allow their ABM 
initiative to stay on the immature end of the adoption matu-
rity spectrum are leaving significant benefits on the table. 

This study points to several things these organizations can 
do to climb the ABM adoption curve.
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Evaluate your martech stack. 

A strong correlation exists between the martech stack and ABM 
adoption maturity. ABM doesn’t exist in a silo. To achieve maximum 
ABM effectiveness, it’s necessary to support ABM and integrate 
with several components of the martech stack. 

B2B marketers should evaluate their stacks to ensure that all 
ABM-enabling technologies are in place and working. 

The Demandbase ABM Stack Evaluator provides marketers with a 
valuable assessment tool to quickly learn where the gaps are and 
make progress in closing them.

Tackle the reporting challenge. 

The top ABM challenge coming out of this study is reporting ABM 
performance. Within this challenge, finding the best metrics to show 
ABM’s impact was highest on the list of barriers to overcoming the 
reporting challenge. 

ABM users should prioritize addressing this reporting challenge 
because the data will drive program effectiveness and flatten many 
of the other barriers this report discusses. 

Good ABM reporting metrics are typically those that measure 
engagement, such as completion actions at the top of the funnel, 
and meetings in mid-funnel.

1

2

https://www.demandbase.com/abm-tech-stack-evaluator/
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Create an effective content process. 

The content challenge shows up in many places throughout this 
report. Marketing with content is the top ABM strategy area that study 
participants indicate they need help from technology (Figure 3). 

Content issues are the root of the second most pervasive chal-
lenge in the study: sales enablement. Producing content to fuel 
ABM efforts actually becomes more chronic as ABM adoption 
maturity increases. 

ABM users should anticipate content as a critical input to ABM 
processes and invest in the resources from the outset to generate 
quality content in sufficient quantity to ensure ABM success.

ANALYST BOTTOM LINE

As Figure 2 shows, having the right technology stack in place drives ABM 
maturity. It’s important for those who have adopted ABM to finish the race with 
respect to implementation. 

Getting an ABM technology assist by shoring up the martech stack can get 
users across the finish line faster to enjoy the full benefits of a mature and 
successful ABM implementation.

3
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This 2019 ABM Tech Stack Benchmark Study survey was administered online 
during the period of August 28, 2019 through September 26, 2019. During this 
period, 346 responses were collected. 

Of these, 181 of the responses were from qualified B2B organizations that are 
either using or aware of ABM, and were also complete enough for inclusion in the 
analysis. Only valid or correlated findings are shared in this report.

Appendix: Survey Background

The representativeness of this study’s results depends on the similarity of 
the sample to environments in which this survey data is used for comparison 
or guidance. 

Summarized below is the basic categorization data collected about respondents 
to enable filtering and analysis of the data.

Revenue growth environment  
in most recent fiscal year Approximate annual revenue Role in the organization

15%
SIGNIFICANT INCREASE

36%
LESS THAN $10 MILLION

10%
CEO/PRESIDENT/OWNER

21%
FLAT

17%
$25 TO $99 MILLION

9%
SALES

54%
SLIGHT INCREASE

17%
$10 TO $24 MILLION

57%
MARKETING

10%
SLIGHT DECLINE 

19%
$100 TO $499 MILLION

5%
FINANCE

0%
SIGNIFICANT DECLINE

4%
$500 TO $999 MILLION

8%
OPERATIONS

7%
$1 BILLION OR MORE

5%
IT

6%
OTHER ROLE
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