
 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

Stop the Madness. Start Making Sense. 

It’s 2025, and let’s just say it: most Account-Based Marketing (ABM) playbooks 
are full of overpriced tools, overhyped data, and underwhelming results. 

Marketers have been sold a lie: that ABM needs to be “scalable,” “platform-
driven,” and “signal-optimized.” Translation? Vendors want your budget, and 
you want something……anything……to work. 

But if you're reading this, you’ve probably realized the emperor has no clothes. 

Good. 

This guide is for the rebels, the realists, and the teams who are done wasting 
budget on tech and tactics that never pay off. 

Let’s strip ABM down to what works—and torch the rest. 

 

 

 

 

 

 

 



Part 1: Kill the Platform Myth 

You Don’t Need an ABM Platform. Yeah, I said it.  

If someone says you need a $100K ABM platform just to “do it right,” that’s not advice. 
That’s a pitch, a narrative like “dark social” and “signalverse” designed to imbed an over 
complicated bloated piece of tech into your GTM processes.  

Here’s what most ABM platforms are: 

• Fancy UIs over basic workflows for executing on basic campaign and marketing 
executions like programmatic.  

• “Signals” with no clarity on who engaged, and a very loose definition of what 
“engagement” is.  

• A CRM dashboard that reads back your own data in a prettier visual.  

 What You Actually Need: 

• A clear ICP 

• A la carte vendor options that allow for flexibility 
and speed, with no technology based vendor lock in.  

• Messaging that makes them stop scrolling 

• A smart mix of outreach channels 

 

The reality is most of the $100k+ annual “platforms” 
can be replaced by ala carte options and a decent 

project management and reporting tool.  They are currently lost between providing value for 
sales teams and marketing teams, and in the process providing little value too either.  There 
are stronger and simpler ways to identify signals, there are more cost effective ways to run 
campaigns and orchestrations, and there are certainly more cost effective and less time 
consuming ways to impact pipeline creation.  

 

 

You don’t need “orchestration.” You need execution. 

 



Part 2: Intent Data Is a Lie (Mostly) 

“Billions of Signals” = Billions of Bullshit 

The word “intent” has been watered down to the point of meaninglessness. 

What most “intent data” really means: 

• Some anonymous IP address on the same Wi-Fi clicked a blog 

• Someone read an article vaguely related to your industry 

• A company went to your website, and we’re going to charge you 10x to access your 
data in a pretty dashboard  

• White label noise. Hype. False positives. 

 

What’s Intent Overlap?  

Intent Overlap is when a group of vendors unknowingly are bombing a company 
or buyer at the same time because the “intent signals” are the same signals 
white labeled across dozens of vendors in the space.  Yes, if they are showing 
“intent” on your dashboard, they are likely showing intent on your five closest 
competitors.  

So What Works? 

Here’s how you build that: 

• Contact-Level Website Identification: Use modern tools that identify who visited 
your site, not just what company or IP.  

• Content Syndication: build an owned audience of consented ICP prospects, which 
become the fuel and foundation for your long term ABM plans, including “build your 
own intent” strategies.  

• Voice AI + Deep Signal Research: Use voice-based AI (e.g., real-time transcription + 
NLP) to analyze sales calls, inbound demo chats, or SDR convos. Extract actual 
buyer language and problems—real signals, not assumed ones. 

 

“Billions of signals”……… billions of bullshit.  



 

Part 3: ABM Isn’t Scalable. Deal With It. 

Stop Trying to Automate the Thing That Works Because It’s Manual. 

The magic of ABM is the focus. Not the volume. 

We’ve all been there.  You hyper focus on two to three killer accounts in an collaborative 
and creative effort and it PAYS OFF with a huge contract.  Now the suits want to “make it 
scale”.  Too many teams sabotage themselves trying to turn sniper campaigns into 
machine-gun blasts. That’s not ABM.  

Here’s what real ABM looks like: 

• A targeted, small group of accounts that everyone agrees actually matter 

• 3–5 buyer personas per account, deeply researched 

• Custom messaging and creative,  constructed by a team with a brain and a point of 
view 

• New mediums, new opportunities  

o Direct mail (yes, it works if it’s creative) 

o Text messages (where appropriate—fast, personal) 

o Voice AI (follow-ups, call analysis, even voicemail drops) 

 

The best ABM is scrappy, nimble and results oriented.  In the new world of AI technology, 
the organizations that eliminate the bloated “strategy discussions” will emerge victorious.  
You can’t “process” ABM, the very nature of what makes it successful is in the unique and 
creative approach to each account in your target list.  Modern marketing teams have to be 
able to eliminate the red tape to stand out from a crowded vendor landscape and 
prospects who are inundated with content from the moment they wake up to the moment 
they hit the sack.  

 

Too many teams sabotage themselves trying to turn sniper campaigns 
into machine-gun blasts. Just STOP.  

 



 

Part 4: Execution Channels That Actually Reach Buyers 

Beyond Display and Email: The Channels ABM Forgot or has never heard of.  

Too many ABM programs rely on emails no one opens and ads no one notices. 

The best ABM campaigns go where the buyer’s attention is, not just where your marketing 
automation tool lets you send stuff. 

Try this channel mix: 

• Direct Mail: A small, clever, physical package can break through the noise in a way 
no email ever will.  The secret is being able to unlock the address data that allows 
for direct delivery.  It’s out there.  

• Voice AI Outreach: ConversationAI isn’t about selling, it’s about collecting the data 
that’s can’t be scraped online.  

o Pains and challenges  

o Current vendors mix and renewal dates  

o Key buyer unit data  

These key datapoints give your marketing organization 
an opportunity to go past “personalization’ to the next 
level, relevance.  Relevance is about sending the right 
message, on the right channel, at the right time.  A 
shitty message executed at the right time, and/or on the 
right platform will outperform an amazing one executed 
at the wrong time and/or wrong platform.  

• Industry-specific communities: Slack groups, Discord channels, niche forums. 
Engage without selling—until it’s the right time 

 

ABM isn’t about personalization, it’s about relevance and ensuring your 
message can cut through the noise of a crowded landscape.  

 

 



 

 

 

TL;DR – The No-BS ABM Manifesto 

• Most ABM platforms overpromise, underdeliver, and overcharge. 

• “Intent data” is mostly vague noise unless you can map it to a human with a real 
problem. 

• ABM is effective because it’s hard. Don’t try to scale it—get specific. 

• Get real signals from voice conversations, not vanity metrics. 

• Break out of the email + display echo chamber. Use channels that feel human and 
stand out.  

• You don’t need more tools. You need more guts. 

 

Choose your accounts like your job depends on it. 
Show up with relevant messaging  
Say something that matters. 
Then? Shut up and let them respond. 

 


