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The Case for ABM:
A Letter to Your Leadership Team

How to use this: Replace the highlighted fields with your organisation's details. This letter is written to be forwarded directly to a CEO, Managing Director, CFO or board. Edit the tone to match how you normally write internally.

[YOUR NAME]        [DATE]
To [NAME / THE LEADERSHIP TEAM]
I want to make a case for account-based marketing — and I want to make it in plain terms, because I think this is one of the most significant shifts we could make to how we approach growth.
What ABM is
Account-based marketing is an approach where sales and marketing align on a specific list of target accounts and focus their effort on those accounts, rather than generating as many leads as possible and hoping the right ones convert.
Instead of broadcasting to a broad audience and waiting to see who responds, ABM means choosing who we want to work with — based on commercial fit, not just interest — and investing in relationships with those specific organisations.
<You could send them the link to the Challenge Accepted Podcast: Is ABM right for your business? if they want to watch/ listen for themselves>
Why this matters commercially
The standard B2B marketing model optimises for volume. More leads, more pipeline, more activity. The problem is that volume-led marketing fills the top of the funnel with contacts who were never going to buy from us. Sales wastes time qualifying out. Marketing measures activity rather than impact.
ABM inverts this logic. The target list drives everything. Effort concentrates where commercial potential is highest.
The numbers support the shift. Research from Demandbase and ITSMA consistently shows that ABM delivers higher average deal values, shorter sales cycles and better retention rates than traditional demand generation:
1. 87% of marketers running ABM report higher ROI than other marketing investments (Demandbase, 2023)
1. Accounts targeted through ABM show 30% higher engagement rates and significantly better conversion from pipeline to close (ITSMA, 2023)
1. Accounts reached before they entered the buying cycle generate 3x more revenue than those reached only during active consideration (Forrester)
These are not marginal improvements. They reflect a fundamentally different relationship between marketing effort and revenue outcome.
What this would mean for us
I am not proposing that we abandon what is working. I am proposing that we get more deliberate about where we focus. Specifically, I want us to consider:
1. Defining our ideal customer profile more precisely — not just sector and size, but the specific conditions that make a client right for us and us right for them.
1. Building a target account list from that profile — a manageable number of organisations where the commercial opportunity is real.
1. Aligning our marketing activity to those accounts — content, events, outreach and conversations oriented around the specific challenges those organisations face.
1. Agreeing on how we measure success — not leads generated, but relationship depth, pipeline from target accounts and revenue from named accounts over time.
What this does not require
1. A large budget. The most effective ABM programmes start small and scale what works.
1. New technology. The fundamentals — a clear target list, aligned sales and marketing, relevant content — can be operated with what we already have.
1. A long runway. A focused pilot on [X] target accounts could give us meaningful signal within a quarter.
What I am asking for
I am asking for [30 minutes / a conversation / a decision in principle] to discuss whether this is the right move for us, and if so, what a sensible starting point looks like.
I have been working through some of the frameworks and evidence around this in more detail and I am happy to share what I have found. I think there is a real case here — not as a marketing initiative, but as a commercial strategy.
[YOUR NAME]

Resources used in preparing this letter:
1. ITSMA: Raising the Game with ABM (2023)
1. Demandbase: State of ABM (2023)
1. Challenge Accepted, The Engagement Playbook: ABM — The Art of the Possible (April 2026)

This letter is a starting point. Edit it to reflect your organisation, your numbers and your voice. If you want to talk through how to make the case for ABM in your specific context, the conversation starts here. lucy@challengemarketing.co.uk
Remember, engagement is everything.
