EXECUTIVE SUMMARY

Unlocking ABM Success Through Strategic Content

Driving Pipeline, Retention & Expansion with Personalized, Impactful Messaging

The Missed Opportunity in ABM
Content is often the weakest link in ABM — underfunded, underdeveloped, and misaligned. Too many
programs stall due to:

Disconnected sales, marketing, and account management teams
Generic messaging that fails to resonate with key stakeholders
Poor personalization and lack of account-specific insights
Inconsistent content across the buyer journey

Insufficient support for multi-threaded decision-making

Ignoring the value that 1:1 ABM content can deliver as teams have limited capacity or they focus
on scale.

What High-Impact ABM Content Delivers
Strategic ABM content is a growth engine. It must:

Activate new buying centers and deepen account penetration

Map to real account challenges, priorities, and outcomes

Equip sales with credibility, insights, and conversation fuel

Highlight the cost of inaction and the ROI of transformation

Align diverse stakeholders and build internal consensus

Reduce perceived risk and build lasting trust

Advance deals and drive upsell, cross-sell, and renewal motions

Teach for differentiation against the status quo, legacy tech/approaches, and the competition
Support new customer acquisition, retention, and expansion conversations

Strategic Shifts That Move the Needle

Going Beyond Scale: Many teams focus on scaling their ABM program with 1: few and 1:
many content, but they fail to create the connection that you can only do with 1: ABM content.
This is why pipeline ICP accounts do not move to revenue.

Have a Personalization Journey: As buyers progress in their buying journey, we need to
increase our relevance/ We need to go from telling an industry/persona story to telling a clustered
situational story to telling the account story. We need to have account, decision-maker, and
stakeholder relevance.

Own the Narrative from Your Buyer’s POV: The story needs to focus on account-specific
gaps and their impact on the different buyers/stakeholders, departments, the company as a whole,
and the ability to achieve strategic goals.

Shift from Pain to Impact: Speak to strategic value and long-term outcomes to drive urgency
with enterprise buyers vs. setting up a transactional deal.

Meet Buyers Where They Are: Tailor content to their maturity and decision-readiness.

Engage the Whole Buying Team: Enable cross-functional alignment and action.



Customer Stories Shared - ABM Content that Drove Revenue Results:

Sumerian: Went from buyers being left hanging halfway through their journey to driving the
revenue growth that the company needed to become acquired with 1:1 content that moves stuck,
indecisive accounts to revenue.

RGL: Went from being at risk of losing 40% of their revenue to protecting and expanding key
accounts with account-specific content that supports the why stay, why evolve, why expand
conversation.

Uniphore: Went from Bank of America and other tier 1 banks going dark to driving $500K wins
with accounts that were previously unresponsive with 1:1 ABM content that told the bank’s
specific story.

Digizuite: Went from consistently losing to lower-cost competitors like Bynder and legacy
platforms like Adobe and Sitecore, with content that taught for differentiation and showed the
impact that competitors would have on their target accounts’ strategic priorities. The content
made the competition irrelevant and increased enterprise win rates by 200%.

OpenWorks: Went from MoM, QoQ, and YoY revenue misses to driving revenue growth by
identifying who their true ICP was and aligning content with the newly defined IC,P where the
competition was irrelevant.

DAT Freight and Logistics - Went from being seen as a nice-to-have to a must-have with ABM
content that would embed their solution across the supply chain, operations, finance,
merchandizing, and sales/marketing organization.

Click here to read the case studies

The Path Forward

Winning ABM teams go beyond personalization — they deliver content that drives business
transformation. Content must evolve into a strategic lever across the full customer lifecycle:
acquisition, retention, and expansion.

The future of GTM lies in content that builds trust, reduces friction, and positions your solution as a
long-term capability, accelerating customer lifetime value (CLV) and net revenue retention (NRR).

(CLV) and net revenue retention (NRR).


https://www.personalabm.com/abm-case-studies/
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