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Account-based marketing (ABM) has become a pivotal strategy 
for driving growth, capturing the att ention of marketers across 
many industries. Its eff ectiveness in delivering high ROI and 
increasing the average deal size has led 70% of marketers 
around the world to activate ABM programmes1. Its undeniable 
potential means some marketers have become dedicated to 
perfecting their ABM strategies.

However, there is increasingly a cross-pollination of ABM and 
demand generation principles, especially in mature markets—
most notably North America—when ABM programmes are scaled 
to reach a broader set of accounts.

To help navigate the ABM landscape, this report looks at 
the evolving defi nition of ABM in North America, the UK and 
Europe. It explores the distinct challenges that marketers face, 
examines the diff erent levels of ABM maturity in these regions, 
and features the viewpoints and forecasts of senior ABM and 
marketing leaders. 

Going beyond typical B2B perspectives, it also examines the 
fundamental aspects marketers should consider when evolving 
their ABM processes, as they look to enhance customer 
experiences and ultimately improve results.

of marketers see higher ROI with ABM 
than any other marketing strategy2.

of marketers see an increase in average 
deal size within ABM accounts when they 
focus on quality over quantity of leads3.
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of marketers claim the current state of alignment 
between demand and ABM marketing eff orts is 
either broadly or fully aligned4.

76%

73%

62%



As part of our exploration into the state of ABM across 
the globe, MOI surveyed more than 200 marketers from 
North America, the UK and Europe.02 Who we

spoke to
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C-suite, 61%

SVP/VP, 9%

Director, 17%

Head of Department, 2%

Senior Manager, 7%

Individual contributor, 1%

Manager, 2%
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And to get deeper insights into the space, we conducted 1-1 interviews with senior 
marketers and ABM leaders from several high-profi le B2B organisations.
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Elise Miller

VP Customer Enablement and Data Strategy

Dara Such
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In the realm of marketing strategies, there’s a distinction between true ABM and other 
approaches that touch upon its principles. Among the senior marketers we spoke to, there are 
diff ering views of the role ABM plays and the value it brings, highlighting the varying levels of 
ABM maturity across the three regions. 

Marketers in North America—where ABM began gaining traction in the 2000s (though many 
companies had been practicing a form of it for years)—have developed a more progressive 
understanding of what ABM means and regard it more as an orchestrated business strategy 
than a sales and marketing approach. 

In enterprises in particular, ABM is evolving beyond even a matt er of ‘marketing as usual.’ And 
it’s much more than sales and marketing strategically working together—it’s becoming the 
primary business strategy to drive revenue.  It’s ABM, but it’s moved beyond ABM as we know it. 

UK and European marketers are at a diff erent level of ABM maturity and are still exploring 
how best to ‘use’ it. It’s more about personalising content and campaigns and addressing the 
ever-changing nature and needs of today’s buyer groups, with less (but growing) focus on 
account intelligence and insights. It’s still considered the remit of sales and marketing—not an 
overarching business strategy—and while it’s exciting that sales has embraced the concept of 
it, marketers often fi nd themselves serving specifi c sales requests rather than investing time 
and resources around a robust ABM strategy. 
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Marketing 
approach or
orchestrated 
business 
strategy? 
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Younger buying committ ees, shifts in customer expectations, complex 
tech stacks, and uncertain economic conditions are all factors that aff ect 
how marketers reach, engage with, and retain business customers.03 Separated by

common challenges



Against a backdrop of such diff erent applications of ABM in these 
markets, it’s becoming clear that the boundaries between ABM 
and traditional demand generation eff orts are blurring. 

03_Divergent Paths, Converging Strategies: ABM Realities and Opportunities in North America, the UK and Europe ©2023, MOI Global. All rights reserved.

Emerging knowledge vs deeper understanding

ABM is the primary strategy we use, at least for our 
enterprise accounts. We do apply intent signals to our 
commercial business for prioritisation, but that’s not really 
ABM—it’s more an extension of ‘old-world’ lead scoring.

Joe Schwartz
VP Marketing, Proofpoint
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The 1-1 account activity tends to be more bespoke, with 
an entire team that approaches it more holistically, but we 
connect the pieces with 1-few and 1-many through a single 
orchestrated strategy.

Jason Zaman
Global Digital ABX Manager, North America, Workday
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Our marketing generalists who partner closely with sales do 
programmatic ABM and cluster ABM to some degree. They are 
also piloting 1-1 ABM in a very small number of accounts. The 
opportunity lies in deep account insights and intelligence, and 
cross-functional collaboration. That’s the evolution.

Sarah Green
VP Marketing, EMEA, Zendesk
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There’s a lot of awareness of what ABM is across the 
business—so the demand is really high. Our challenge is 
meeting that demand, internally.

Elise Miller
Director and Head of ABM, EMEA, ServiceNow
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The challenges that come with a vast, complex, and highly 
competitive marketing landscape, and a growing need to shift 
from traditional, short-term marketing goals to long-term sales 
growth strategies, have seen marketers in North America using 
ABM’s targeted approach for some years. 

By focusing their resources on high-value accounts with greater 
potential for revenue generation, the ABM market in North 
America is expected to grow by more than 12% (CAGR) over the 
next fi ve years—from $819.79m in 2023 to $1.45b by 2028.5

Growing ABM revenue
in North America 

With the ABM market in North America being more mature, marketers in the 
UK and Europe look to their transatlantic counterparts for inspiration. In the 
UK, today’s buying committ ees are larger and feature a more diverse set of 
empowered buyers—so marketers are increasingly turning to ABM to address 
a wider range of business challenges, responsibilities, and preferences when 
engaging with their target audiences. 

In Europe, there’s an appetite for ABM, but adoption is lower than in North 
America and the UK. Challenged by many diff erent goals, laws, cultures, 
and go-to-market strategies across all the member states, marketers are, 
however, personalising more content and communications. 

But to achieve signifi cant and sustainable growth in the coming years, 
marketers will need to become more ABM confi dent. This means thinking 
diff erently about their entire go-to-market activity and adopting the most 
eff icientapproaches—account by account.

Growing ABM confi dence
in the UK and Europe
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Types of ABM programmes run by region
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North America

UK and Europe 
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UK and European marketers are often running 
all 3 types of ABM programmes simultaneously, 
while North America focuses primarily solely 
on 1-1, supporting the maturation of ABM and 
the blurring of lines across ABM at scale and 
demand generation programmes. 

41% of 
businesses in the 
UK and Europe
are running all 
3 types of ABM 
programmes, 
compared to
only 16% in
North America.
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Our research revealed several 
surprising observations:
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Most marketers across all three regions said 
ABM should be managed by a specialist team, 
but 60% say so only because that’s how they 
are currently structured.

21% of North American marketers (where 
ABM is primarily 1-1) believe ABM shouldn’t 
just be the remit of a specialised team, 
citing that ABM principles are ubiquitous 
and should apply to all activities, compared 
to only 3% in the UK/Europe, which is on a 
diff erent level of the maturity curve. 
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ABM teams are consistently 
large and growing across 
all regions —79% of them 
consisting of at least 15 
people, with almost a third of 
teams made up of 30 or more.
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Interestingly, the defi nition 
of ‘team’ in North America 
extends beyond marketing and 
sales, while in the UK/Europe it 
is still largely marketers.

Size of ABM teams
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Budget allocation for ABM activities 
continues to grow, with 44% of 
marketers allocating more than half 
their budget to ABM. 
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There is litt le diff erence 
in percentage of 
budget between 
companies in North 
America and companies 
in the UK and Europe. 

What percentage of your total
marketing budget is assigned to ABM?

47%

34%

7%

10%

1%

< 25%

We don’t separate out 
ABM when budgeting

25 - 50%

50 - 75%

+75%
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With businesses that are running ABM, 
confi dence in resources and skills is quite 
high, with the UK and Europe edging out 
North America — 83% selecting level 5 out 
of 5, compared to 62%.

In the UK and Europe, 
respondents cite 
experience as the 
greatest contributor 
to their confi dence.
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ABM is seen largely as a separate marketing discipline in North America, the UK and 
Europe—with many of our survey respondents agreeing it’s measured in diff erent ways to 
other marketing activities. This suggests that, while there may be a higher level of ABM 
maturity in the North America market, it potentially reinforces the existence of silos that 
ABM seeks to break down. However, there is an opportunity for ABM to become core to all 
marketing activity and organisations in all regions are already making this shift—calling on 
ABM expertise from other areas of marketing when needed. This is further supported by a 
signifi cant proportion of the marketing budget being taken up by ABM activity.

It makes sense that ABM teams in North America, the UK and Europe are large, as 
these regions are typically where global ABM programmes are running and indicates 
the resource-intensive nature of ABM—a view that’s shared by 45% of respondents. As 
a result, marketers need to ensure they regularly measure the three Rs—Reputation, 
Relationship, and Revenue—and pivot resources when required to get the most from their 
investments and avoid wastage.

While confi dence among marketers to deliver ABM programmes eff iciently (with the 
resources and skills they have) is similarly high, it is more so in the UK and Europe than in 
North America, in part due to the diff ering nature and maturity of ABM and the subsequent 
relationships with Sales and their executives.  The true test of the maturation of ABM to 
business strategy will be to closely watch how the sales and marketing relationship in 
North America continues to evolve under the ‘business as usual’ umbrella. 
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What’s giving 
them such
confi dence?

What do these 
fi ndings indicate?

Our experience

Access  to data

Ample resources 
and training

Support from the 
executives

Our relationship 
with Sales

83%

71%
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04 Fighting the good fi ght: The business case for ABM, and 
gett ing sales and marketing working in harmony (again)
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The marketers we surveyed are all dealing with shrinking budgets, greater 
centralisation, cuts to the workforce, and increased scrutiny. And they face 
similar challenges in ensuring ABM programmes drive revenue and results. 
When asked which specifi c areas of ABM they fi nd the most challenging, 
marketers in all regions agree that improving the quality, accuracy and 
availability of data is the trickiest. But when you move beyond that, a 
diff erent picture emerges.

In North America, taking the second slot is the age-old issue of sales 
and marketing alignment. An eff ect of ABM becoming more of a business 
strategy than a marketing approach is that sales is less involved in sett ing 
that strategy. Growing numbers of CROs—more and more of whom are 
coming from marketing—have a richer understanding of (and respect for) 
what makes a great customer experience, which at the end of the day 
is the reason for ABM. In a region where so much work has been done to 
align the teams, businesses are having to fi nd new ways to reunite the two 
under a more orchestrated strategy.

In the less mature but rapidly evolving markets of the UK and Europe, 
building a business case to support ABM comes in second. This is not 
surprising as ABM is still maturing to become part of a comprehensive 
business strategy defi ned at the executive level. 

Although at diff erent levels across the regions, tactical considerations like 
account prioritisation, insights and personalised content continue to be 
shared challenges, regardless of maturity.

Data quality, accuracy,
and availability01

02

03

04

05

Top 5 challenges of ABM

Account
prioritisation

Building a business
case for ABM

Personalised content,
communications,
and experiences

Account and audience
insights gathering

Sales and Marketing 
alignment

Data quality, accuracy,
and availability

Account and audience
insights gathering

Personalised content,
communications,
and experiences

Account
prioritisation

UK and EuropeNorth America
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0% 5% 10% 15% 20% 25% 30%

Data quality, accuracy,
and availability

Sales and marketing
alignment

Building a business 
case for ABM

Account and audience
insights gathering

Account prioritisation

Personalised content,
communications, and experiences

A complete view of the
customer journey

17%

24%

19%

18%

15%

26%

13%

11%

15%

9%

12%

5%

6%

3%
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Interestingly, when asked to select just one area to improve, marketers in North America say they’d prioritise their 
number two challenge of aligning sales and marketing. Those in the UK and Europe also saying they’d improve on their 
second-biggest challenge—building a business case for ABM.

The one area most needing improvement North America

UK and Europe
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Sales Reps

Sales Leadership

Product Marketing Team

Marketing Team

External Analysts

External Agencies

Executive Team

8% 22%

21% 18%

5% 10%

25% 23%

0% 2%

2% 3%

33% 26%

With the rise of ABM as a business strategy, we see a diff erent 
approach to creating one of the foundational pieces of ABM — 
the target account list. While executive involvement in the UK/
Europe has grown, sales reps still play much more of a role in 
their own account selection than we see in North America. 
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The power dynamics 
that infl uence ABM 

In the UK and Europe, we’re seeing relationships between 
Sales and Marketing form more organically when developing 
an ABM strategy—and therefore developing target account 
lists. While Sales and Marketing are in concert, we do see 
there are challenges with building a business case for ABM.

In North America, we are seeing more of a top-down approach 
where the ABM strategy and account selection are established 
at the executive level. This explains why building a business case 
is less of a challenge for marketers than in the UK and Europe. 

Who is responsible for developing the target
account list for your organisation?

U
K and EuropeN

or
th
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m
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05 Sage advice from 
the coal face
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Diving into data and
using it eff ectively 
As mentioned, the top challenge marketers across regions identifi ed is the quality and availability of 
the data they use for ABM programmes. It’s widely understood that the success of any account-based 
programme relies on insight-led planning and engagement. And that with the right data, they can 
bett er understand their target accounts and more accurately measure the success of campaigns. 

Tools such as intent data, marketing automation, predictive analytics, and purpose-built ABM 
platforms enable marketers to capture and measure behavioural data of both accounts and 
personas from a quantitative perspective. 

But quantitative data is just one part of the equation. Building a qualitative understanding of target 
accounts is equally important in terms of sett ing the context for engagement, which isn’t often 
captured in quantitative data.

Combining both types of data helps defi ne and create contextually relevant content, supports 
infl uencer discovery, and informs sales enablement initiatives. It also ensures websites and email 
comms are eff iciently personalised, customer segmentation is accurate, and value propositions 
and thought leadership content is tailored.

However, many marketers only use data to align their plans with the priorities laid out by their sales 
teams. To succeed in ABM, you need to use your data more eff ectively—to make bett er-informed 
decisions and tailor your overall strategies to suit your customers’ needs, not just those of the 
people selling to them.

Although we use a lot of tools, a lot of the 
work is still reliant on the best talent.

Elise Miller
Director and Head of ABM, EMEA, ServiceNow

Let’s have a look at how our experts suggest tackling the 
shared challenges, including automation in ABM—a topic that’s 
increasingly part of the conversation.

Having both quantitative and qualitative 
data is critical. If you don’t understand 
accounts’ challenges, corporate strategy, 
psychographics and your relationship with 
them, you cannot start a programme.

Maisa Fernandez
Director of Global Partner Marketing, ServiceNow
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Take a process-driven approach to technology and data.
Marketers have a complex tech stack to work with, including 
marketing automation, CRM, and intent data platforms. For larger 
organisations, integrating multiple technologies across the tech 
stack to ensure compliance can be a challenge. By reviewing your 
existing technologies and processes and having the right people 
in place to drive integration, you’ll ensure you have the right data to 
form a strong foundation for your ABM programmes.

Leverage data throughout the customer journey. Beyond 
simply using it to understand more about your customers’ 
challenges and needs. From using intent data in account planning, 
to web analytics to measure engagement, your data can help both 
Sales and Marketing build a common understanding of your whole 
customer journey.

Some strategies and techniques 
for using data and technology 
most eff ectively:

>

>
Driving successful adoption and integration 
of a marketing tech strategy requires strong 
alignment between the right internal and external 
partners to ensure we are eff ectively utilising 
what we have today.

Jason Zaman
Global Digital ABX Manager, North America, Workday

of marketers surveyed have more 
than six tools in their ABM tech stack, 
with investments split between 
holistic ABM platforms, tools that 
provide data and insights, and those 
that facilitate interactions.

61%

01
In

tr
od

uc
ti

on
A

bo
ut

   M
O

I
C

on
cl

us
io

n
06

H
ow

 w
ill

 w
e 

sh
ap

e
A

BM
 fr

om
 h

er
e?

05
Sa

ge
 a

dv
ic

e 
fr

om
th

e 
co

al
 fa

ce

04
Fi

gh
t t

he
go

od
 fi 

gh
t

03
Se

pa
ra

te
d 

by
co

m
m

on
 c

ha
lle

ng
es

02
W

ho
 w

e 
sp

ok
e 

to



05_Divergent Paths, Converging Strategies: ABM Realities and Opportunities in North America, the UK and Europe ©2023, MOI Global. All rights reserved.

Personalising your marketing at scale is a big ask. Despite being equipped 
with multiple data sources, gett ing hyper-personalisation right can be
time consuming and expensive.

Marketers fi nd themselves confronted with the diff icult choice between 
allocating resources and eff orts to personalise campaigns for individual 
customers and reaching a broader audience. 

According to a survey by the ABM Leadership Alliance6, 31% of European 
marketers cite language and cultural barriers as a challenge when 
implementing ABM strategies. Striking the right balance between 
personalised messaging and reaching a wider market is a constant 
challenge, one that requires thoughtful strategies and innovative 
techniques to eff ectively engage with the range of in-region audiences. 

Personalising
engagement at scale 

More ABM programmes are using a power combo of 
account and contact-level intent data to achieve scale 
and stronger results. Scale is often associated with 
automation and AI but how you use those tools and 
with what data is so important. Applying data at the 
account and buyer levels improves what you get out of 
ABM tactics from the even the simplest cadence to the 
most complex propensity model.

Dara Such
VP Customer Enablement and Data Strategy, TechTarget

39% of UK and Europe
respondents, and 42%

in North America say 
delivering personalised 

content, communications, 
and experiences is one 
of the top challenges in 

deploying successful
ABM programmes. 
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Customer experience is key. Marketers in all the regions 
we surveyed recognise that ABM is not just about marketing 
campaigns. It’s an orchestration of multiple teams to deliver a 
personalised customer experience. Instead of focusing on siloed 
sales and marketing activities, you need to create a consistent and 
unifi ed experience for target accounts whether they’re engaging 
with SDRs or Customer Success teams.

A growth approach to segmentation. Prioritise accounts by 
the size of opportunity before segmentation, to determine the 
level of att ention (or resources) to dedicate to personalisation. 
For example, consider focusing resources on developing unique 
account plans and off ers for larger, late-stage opportunities, to 
ensure your campaign resonates suff iciently with them, to convert.

Some strategies and techniques 
to help you up your ABM
personalisation game:

>

>

52%

of marketers are running 1-1 ABM programmes, a leading
indicator for organisational commitment to customer centricity.
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ABM has something of an identity crisis—the term includes the 
word ‘marketing,’ yet its success relies on alignment among an 
organisation’s whole go-to-market team. This means Sales too (at a 
minimum — let alone product, customer teams, operations, etc).  Aligning 
their goals, and the approaches to achieving them, demands a shift 
in mindset that will see them collaborating. As key players, Sales must 
recognise that ABM programmes require a true partnership with Marketing, 
one that goes beyond merely seeking assistance or support.

Eff ective alignment demands continuous collaboration, with Sales not 
only feeding into the programme strategy but also off ering valuable 
inputs, based on customer and prospect interactions, to refi ne and 
optimise strategies. Apart from improving customer and cross-functional 
relationships, alignment with Sales can also help Marketing to bett er 
plan resources and shift the working model from deal-based or pursuit 
marketing, to achieve strategic, long-term growth.

And it’s equally important to ensure buy-in at the C-level. Sales and 
Marketing leaders need to ensure that the C-suite is aware of the impact 
ABM is proven to have improving reputation and relationships, not to 
mention its potential for driving revenue.

Unifying Sales, 
Marketing, and the 
C-suite ABM done right has the whole go-to-market team 

marching to one strategy, with Sales and Marketing 
being probably the two most key partners.

Joe Schwartz
VP Marketing, Proofpoint

One of the challenges of being an ABM marketer is 
balancing the long-term view with the short-term. We aim 
to shift from a reactive approach to a more proactive one by 
providing sales with options to balance priorities rather than 
appeasing every request. This helps to gain their respect 
and gives you more fl exibility, but also an advantage in 
longer-term planning of resources and budget.

Elise Miller
Director and Head of ABM, EMEA, ServiceNow
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Align on shared goals and customer objectives. For ABM 
programmes to work, Marketing and Sales should treat ABM as a 
shared responsibility and orchestrate multiple teams, including 
Field Marketing, Customer Success, Product Marketing, and 
others. ABM programmes typically involve diff erent roles and 
responsibilities for Sales and Marketing—and regular reviews among 
the core team can help maintain the momentum towards these 
shared goals.

Take the lead on sett ing expectations of responsibility. ABM 
in North America, the UK and Europe is recognised as a marketing 
discipline that provides added value to Sales, but this demands 
constant education and engagement. Sett ing clear expectations 
on outcomes and resourcing can reduce friction between 
executives in Sales and Marketing when it comes to justifying 
investments in ABM.

Some strategies and techniques 
to encourage alignment:

>

> Part of our ongoing conversations are focused 
on continuous reinforcement and education of 
what our ABX strategy represents and its role 
in supporting the broader goals we’re striving 
towards as a marketing org.

Jason Zaman
Global Digital ABX Manager, North America, Workday

53%
of ABM teams running 1-1 ABM 
programmes meet with Sales 
weekly or in real time.7
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The B2B buyer’s journey is no longer a linear experience—and has become 
as fragmented as today’s buyer groups. So, understanding where audiences 
are at any time and personalising communications that resonate with them 
is a huge challenge. 75% of our survey respondents say they’re employing 
more scaled ABM approaches, like 1-many or 1-few, so the ability to scale the 
prioritisation of accounts and personalisation of experiences could be the 
diff erence in whether their marketing eff orts resemble demand generation 
or ABM.

Many marketers are already leveraging some kind of automation technology 
to augment certain areas of ABM programmes with buyer insights, to power 
contextualised and personalised buyer experiences — but not to the extent 
of what’s possible.

Powering ABM at
scale with automation

Be opportunistic with automation. A simple, yet 
eff ective, approach: sync your ICP & ABM lists to 
automatically identify and add new members of 
buying groups from sources like Priority Engine to fl ow 
into existing campaigns and workfl ows. This simple 
exercise expands access to active buyers and helps 
eliminate “silent buyer blindness” common in today’s 
enterprise buying groups.

Dara Such
VP Customer Enablement and Data Strategy, TechTarget
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Use automation for real-time insights. While ABM is a long-term 
strategy, buyers won’t wait around for marketers to update their 
databases and systems—they’ll be moving onto the next stage 
in their buying journey whether you’re ready or not. With greater 
demands for personalisation and the need to meet buyers where 
they are, the real-time view of the customer that automation can 
provide gives marketers a sturdy foundation to succeed with ABM.

Identify where ABM eff orts can benefi t most from automation. 
ABM isn’t about generating a large quantity of inbound enquiries; 
it’s about maximising the potential of specifi c target accounts. 
And with 1-few or 1-to-many programmes, certain tasks are a 
strong candidate for automation. Using chatbots or personal 
assistants enable you to personalise and contextualise common 
conversations—enhancing customer experiences while also 
resolving issues faster.

Some strategies and techniques 
to leverage automation for
powering ABM:

>

>

Conversational automation is part of our business 
today, so we do a lot of experimentation in 
marketing around personal assistants and chatbots, 
to use them as part of our ABM strategies.

Sarah Green
VP Marketing, EMEA, Zendesk

There are so many aspects to a buyer’s journey 
that make it more dynamic and complex than 
ever before. Our ABX strategy has evolved to 
incorporate algorithms to track key milestones 
at the account level to deliver optimised digital 
experiences, supported by dynamic orchestrations, 
that eff ectively meet buyers where they are in their 
respective journeys.

Jason Zaman
Global Digital ABX Manager, North America, Workday
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06 How will we shape
ABM from here?

06_Divergent Paths, Converging Strategies: ABM Realities and Opportunities in North America, the UK and Europe ©2023, MOI Global. All rights reserved.

According to Gartner analysis, B2B buying is what’s known as “the spaghett i 
bowl”8, with buyers taking detours, making revisits, and jumping beyond expected 
stages. In future, customer engagement will centre on personalised and 
meaningful interactions with everyone throughout the journey, tailored to their 
unique needs, preferences, and challenges at any single point in time. 

We strive for this reality now, and as more businesses get on board with ABM as 
a business strategy, unifying all teams across the customer lifecycle, this level of 
relevance, resonance, and value can be realised — even at scale. 

And with customer experience at centre-stage, marketers will increasingly move 
towards account-based experiences across all marketing, where each decision 
maker and infl uencer within any buying group is engaged through consistent, 
relevant, and personalised journeys. 

The good news is that we are seeing successful application of automation and 
AI for ABM programmes, cutt ing across areas such as prioritisation of accounts, 
personalisation, and localisation.

Soon, we’ll see AI-driven large language models (LLMs) such as ChatGPT 
revolutionise personalisation and language translation. As these LLMs improve 
over time through bett er data training, hyper-personalisation at scale could soon 
become commonplace.

I’m most excited about the velocity of which 
we’re going to be able to execute with tools 
like AI, and bett er data and research, to run 
hyper-focused marketing.

Maisa Fernandez
Director of Global Partner Marketing, ServiceNow
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It won’t change
how we do ABM

2%

6%

We haven’t explored 
generative AI yet

17%

10%

Automating
workflows

52%

51%

Lead
distribution

45%

31%

Personalised content, 
communications,
and experiences

74%

65%

Audience
behaviour

28%

48%

Customer
preferences

36%

69%

Account
prioritisation

51%

58%
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How will Gen AI aff ect your ABM programmes? 

To achieve truly eff ective customer engagement, marketers will need to leverage both data and technology, without losing touch with the humanity required to 
create great experiences. Comprehensive data insights will enable a deeper understanding of customer behaviour and preferences, so that marketers can produce 
hyper-relevant content and deliver it at the right time — while advanced marketing technologies (think AI-driven personalisation engines and marketing automation 
platforms) will do the ‘hard miles’ in terms of delivering seamless and consistent customer experiences, across all relevant touchpoints and channels. 

North America

UK and Europe
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What our marketing leaders say excites 
them about the future of ABM

We have a lot of young talent whose eyes are popping at 
the thought of learning about ABM and applying more ABM 
approaches to marketing—so that is super motivating.

Sarah Green
VP Marketing, EMEA, Zendesk

We’re looking at tools that will help us to reach the end result 
more quickly—potentially some eff iciencies around the use of 
AI voice in development of videos for example.

Elise Miller
Director and Head of ABM, EMEA, ServiceNow

AI will help marketers in general be more intelligent and relevant 
in how we talk to people. What that looks like in practice will be 
a lot of smart marketers talking to each other and sharing what 
they’ve experimented with.

Joe Schwartz
VP Marketing, Proofpoint

We’re all excited by AI—it’s been stimulating to see how 
much marketers have been able to accomplish through 
the power of AI, and I think there’s so much more potential 
that is yet to be realised in terms of how it can enhance 
digital experiences for audiences and streamline complex 
decision-making for marketers.

Jason Zaman
Global Digital ABX Manager, North America, Workday

There are some exciting possibilities in using high-quality 
contact & account intent together in ABM GTM motions. 
With the amount of research account buying groups do 
outside of vendor-owned channels, visibility into what 
they do without you provides a far more complete picture 
of real prospect & customer behaviour. Using multiple 
kinds of intent is key to realising value from AI and enables 
more personalised experiences today’s buying groups 
expect from vendor interactions.

Dara Such
VP Customer Enablement and Data Strategy, TechTarget
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C
on

cl
us

io
n The organisations we surveyed and the marketing leaders we interviewed 

agree that the dynamic landscape of ABM in North America, the UK and 
Europe, combined with the increasing applications of technologies like AI 
and automation, present marketers with a range of challenges as well as 
exciting opportunities. 

But to balance quick wins with long-term growth, ABM needs to move 
beyond the realm of sales and marketing and become core to the business 
strategy. Customer-centricity must be the remit of the entire business, 
informed by the creative use of data and orchestrated across the complete 
customer lifecycle.

In North America, marketers understand the growing scale of ABM, but while 
the UK and Europe may be behind in the ABM maturity curve, this needn’t 
be a daunting evolution. Adopting a new mindset and identifying the small 
changes required to evolve go-to-market strategies will result in greater 
value from budgets, higher win rates, and larger deal sizes.

01
In

tr
od

uc
ti

on
A

bo
ut

   M
O

I
C

on
cl

us
io

n
06

H
ow

 w
ill

 w
e 

sh
ap

e
A

BM
 fr

om
 h

er
e?

05
Sa

ge
 a

dv
ic

e 
fr

om
th

e 
co

al
 fa

ce

04
Fi

gh
t t

he
go

od
 fi 

gh
t

03
Se

pa
ra

te
d 

by
co

m
m

on
 c

ha
lle

ng
es

02
W

ho
 w

e 
sp

ok
e 

to



About MOI_Divergent Paths, Converging Strategies: ABM Realities and Opportunities in North America, the UK and Europe ©2023, MOI Global. All rights reserved.

MOI Global is a multi-specialist B2B agency with off ices in Singapore, Sydney, 
London, New York, and Dubai. We turn traditional marketing on its head by 
putt ing bett er customer experiences at the core of growth. Instead of relying on 
old playbooks and recycled tactics, we’re redefi ning what ‘eff ective marketing’ 
looks like in the on-demand digital economy.

We believe it’s time for B2B marketing to feel a litt le less like B2B. Less about how 
you want to sell, and more about how your customers want to buy.

Our expertise in Account-Based Marketing, Account-Based Applied, and 
Account-Based Experiences combine with our core services—Intelligence, 
Creative, Content, Events, Media, and Digital—to deliver predictable growth from 
being a brand customers believe in. 

Through our divergent thinking methodology (known as Turning Heads™), we 
make room to think more laterally about your customers—building brands that 
speak to their ambitions, delivering simplicity across their experiences with you, 
and capturing their demand in ways that don’t feel so demanding.  

Learn more about MOI’s perspectives and how we help
organisations improve their ABM programmes.

Connect with us here.

1 Not Another State of Marketing Report 2022

2, 3, 6 ABM Leadership Alliance and ITSMA, 2020 ABM Benchmark Study

4, 5 Forrester 2022 State of ABM Survey

7 Bombora and B2B Fusion: The 2022 State of ABM

8  Gartner 2023 CSO Update: The new B2B buying journey and its implications for sales
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