Account Ildentification Readiness Assessment

Section 1: Foundational Readiness

Are Sales and Marketing aligned Do we have an established Have we allocated people and
on the scope and goals of the budget allocated to support time to support ABM?
ABM program? ABM?

O Yes O No
O Yes O No O Yes O No

Which type of ABM are we doing?
O Large:

Very few accounts, one-to-one marketing

O Named:

Large number of defined accounts, one-to-many marketing (can be broken into clusters to narrow to a one-to-few approach)

O Industry:

Large number of defined accounts aligned to a specific industry, one-to-many marketing (can be broken into clusters to narrow

to a one-to-few approach

O Customer Lifecycle:
Customer accounts that receive differentiated outreach

O Mix:




Section 2: Systems and Data Readiness

Do we have an account view
of leads and opportunities in
our CRM or SFA system?

O Yes O No

O VYes

O No

If using marketing automation for a one-to-many program (named/industry approach),
insignts must be stored as data fields to be leveraged efficiently.

Do we have a data management plan
for additional account insights, such as
industry, persona or pain points?

Is our marketing automation synced with
our CRM or SFA to make use of custom
data fields?

O Yes O No

Where will we gather the information needed for historical and business opportunity analysis?

Data Insight

Accesmble Accessible in another system Accessible in historical reports Gather |np'ut from internal meetings

in our CRM T List source and inverviews

or SFA 4 List participants

Example & Met with Ed W. and Shirley S.

Which types of accounts have we sold most L
effectively in the past?
Which types of accounts have been most Ll
profitable over time?
Which types of accounts represent the largest -

share of revenue?

Which account characteristics are the best fit for

our product /service (play to our strengths)? O
Which industries or sub-industries do we have -
an advantage in or work with today?

Which industries offer the biggest future growth 0
opportunity for our product/service?

Are there any firmographics or profile 0

characteristics that would rule out an account?




Section 3: Profile Identification

Large (on-to-one) Program

with the sales team.

e [fyou are only targeting a small list of accounts, you may not
need to identify an Ideal Customer Profile (ICP).

e |fyour list of accounts is too big, gathering some of the
information below may aid prioritization and collaboration

Named/Industry (one-to-many) Program

e Defining your Ideal Customer Profile (ICP) can help you

identify critical characteristics to target in ABM.

e Your ICP can help you identify ideal customers or prospects
in your existing database that match the profile, or prioritize

the type of new accounts you want to target.

What information to identify an ICP do we already have, and where is it located? What information will we need to acquire?

Data

Need to acquire this data

Insight

Accessible | Accessible in Accessible in ) Gather input from internal | Not important

. o append, telemarketing, ) : . .

in our CRM | another system historical reports . meetings and inverviews | Do not include

. . e-survey, progressive ) - .
or SFA List system List source - List participants in ICP
profiling, etc.

Industry (NAICS, SIC or Description) O O
Annual Sales Volume O O
Total # of Employees O O
Geographic Location/Region O O

e.g. Technographics






