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Welcome to your 
ultimate ABM toolkit
For senior marketers at data analytics and tech brands,  
ABM isn’t just part of the playbook—it’s one of the most  
powerful ways to differentiate. 

In a market where messages often sound the same and 
incumbents dominate the narrative, ABM offers a chance to cut 
through the noise - not by shouting louder, but by connecting 
smarter. It allows you to shift from generic, one-size-fits-
all messaging to tailored experiences that resonate with real 
business pain points. That way, you can build relevance, trust and 
standout positioning where it matters most.

But delivering truly unforgettable (and commercially successful) 
ABM campaigns isn’t an easy task.

That’s why we’ve created this incredibly practical ABM toolkit. It 
contains the frameworks we use every day at Radish to plan and 
execute our programmes.

They’re designed to help you break down the barriers of 
traditional ABM and unlock new insights that power unforgettable 
campaigns. Plus, each framework has a downloadable template 
which means you can use them straight away.

The sector/vertical 
prioritisation matrix

The account  
funnel framework

The account 
nomination form

The customer  
experience map

Stakeholder  
advocacy tracker

The customer 1:1 account 
scoring framework

The 1: Few account 
factsheet template



Use for What we like about it
Deciding a priority sector to focus your 1:few 
programme. Or generally deciding where to 
prioritise resources and marketing spend across 
your different sectors.

Gaining internal agreement on sector priorities  
can be difficult – especially when sales people 
are aligned to sectors and all want support. 
This framework uses data to build a business 
case and, when using conditional formatting to 
highlight positive and negative factors, becomes 
a visual tool to add to a slide. 

The sector  
prioritisation 
matrix
Many companies structure their businesses and 
offerings by vertical/sector. This is a great way to 
cluster a number of 1:few accounts and find the right 
balance of personalisation to scale. It means that 
multiple accounts can share content and messaging. 

This matrix enables ABM practitioners to decide 
where the best opportunity for their sector 1:few 
programme is by using a combination of data points 
to review those opportunities and how well you 
currently serve them. By working through these, you 
can rank the opportunities — helping to identify the 
steps and resources needed to capitalise on them. 
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scoring framework

LINK TO TEMPLATE
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https://docs.google.com/spreadsheets/d/1aA1RtJmh4N61Z6zzFysSjBEtA8umgw75EIsPPeNCyxQ/edit?gid=1182382590#gid=1182382590


Use for What we like about it
Once you’ve narrowed down your accounts 
to a shortlist, the matrix is populated with a 
combination of sales person insights, general 
account firmographics and technographics, CRM 
data and intent data — if you have a platform. This 
can then be used as a way to engage sales and 
reach a collective decision on final accounts for 
your 1:1 programme. You’ll find you can easily alter 
this to be used for non-customer accounts, too. 

strength and attitude, which can make or break 
an ABM programme, as well as balancing data 
inputs with an element of gut feel.

The customer 1:1 
account scoring 
framework
This is designed to help narrow down an already 
small number of important customer accounts. The 
framework covers account fit, account opportunity, 
account relationships and intent and engagement. 

But we can’t stress this enough: it’s not designed 
to be used for hundreds or even tens of accounts. 
That number you’re thinking of? Too high. Go 
smaller. Smaller… 

The customer 1:1 account 
scoring framework

LINK TO TEMPLATE
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factsheet template
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https://docs.google.com/spreadsheets/d/1aA1RtJmh4N61Z6zzFysSjBEtA8umgw75EIsPPeNCyxQ/edit?gid=703421506#gid=703421506


What we like about it
Structuring light-touch account research 
that can be used for personalisation for 1:few 
programmes or providing insights to sales.

The 1: Few account 
factsheet template

LINK TO TEMPLATE

The 1: Few account 
factsheet template
This framework helps you create assets that speak 
directly to your audience, helping you build stronger, 
longer-lasting relationships. It’s a template that should 
streamline account research and inform personalisation 
for your 1:few campaigns.

Use for
We particularly like the unique marketing language 
section. It gives us a chance to understand the tone 
of the company, and any special ways they address 
customers or their teams (so we can mirror that in our 
communications). Some account intelligence can be 
30 slides long. That’s necessary in some situations, 
but programmes with more accounts (or fewer 
resources) benefit from a shorter format, which is more 
manageable and referenceable. It captures useful info, 
which is ideal for creating more personalised outreach. 
And with the chart at the back, it’s very handy to get a 
sense, at a glance, of where the accounts priorities are 
— the labels can of course change.
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https://docs.google.com/presentation/d/1lGGtCDGjW-9MflG2PDSRO64KJEzaz5DTX4-e07tMvlg/edit#slide=id.g175b9bad565_0_11


The account  
funnel framework

The account  
funnel framework

This framework helps you create assets that speak directly to your 
audience, helping you build stronger, longer-lasting relationships. 
It’s a template that should streamline account research and inform 

personalisation for your 1:few campaigns.

Use for What we like about it
Mapping your account universe to each 
stage of the funnel to build a clearer picture 
of where the strengths and weaknesses 
(or blockers) are. Once mapped, progress 
and velocity of accounts at each stage can 
be monitored building the outline of a KPI 
framework. It can be modified to fit  
the stages of your specific  
marketing/sales funnel.

Enables businesses to be much more focused 
and measurable with their ABM objectives.  
And helps align marketing and sales around 
shared objectives.

For example, an objective might be to focus 
on making more category-aware accounts 
familiar with your brand. Or perhaps the focus 
is further down the funnel to improve your 

opportunity win rate.

Meet scoring criteria/ match ICP

PREQUALIFIED ACCOUNTS

Showing 3rd party intent but limited brand awareness
CATEGORY AWARE

Engaged with your brand - e.g. visited website 
pages, engaged with ads, downloaded content, 

showed event interest

BRAND AWARE

Activity increase, threshold for 
engagement reached

QUALIFIED

Sales having active conversations  
& open opportunity

OPPORTUNITY

Closed won
CUSTOMER

Active promoter of your brand, 
seeing account retention and growth 

ADVOCATE
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LINK TO TEMPLATE

The account 
nomination form
The clue is in the title as to what this is – it’s, err, a form 
to gather and structure account intelligence information 
from sales or customer success teams. In one place 
you can ensure all aspects of the account history and 
landscape, their perception, stakeholders and awareness 
is captured and discussed.

Use for

What we like about it

As part of the inputs for account selection for  
a 1:1 programme. This tends to work best when we 
send out to sales in advance and then follow up with 
a call to discuss the answers in more detail.

This quickly weeds out accounts with little or no 
intelligence, or rationale, for submission. It can identify 
the most engaged sales/customer success leads 
(some fill it out in detail and some don’t) and engages 
sales teams in the process and makes it transparent. 

The account 
nomination form
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The customer 1:1 account 
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https://docs.google.com/spreadsheets/d/1aA1RtJmh4N61Z6zzFysSjBEtA8umgw75EIsPPeNCyxQ/edit?gid=746416432#gid=746416432


LINK TO TEMPLATE

What we like about it
A great tool for visually illustrating the customer 
journey and having a consistent reference. 
We like to print large copies and put them 
on the wall, helping to keep focus and retain 
information. It can be particularly useful for 
content planning as it allows you to really 
understand the typical questions, issues and 
frustrations at each stage and create content to 
help solve these. 

The customer 
experience map
A one-page template structured around a typical B2B 
buyer journey (including post sale), this enables you to 
get into your ideal customer’s shoes and understand the 
experience they go through when interacting with you. 

Use for
Understanding, as a business, the drivers, barriers 
and typical experience of an account and their 
interactions with you. Often this will include any 
questions they have, the touchpoints they have 
available, and their emotions at each stage. It will 
help you identify opportunities to improve the 
experience, or have a greater influence in order 
to improve conversion. Ideally, this needs to be a 
collaborative exercise and the output of discussions 
with prospects and customers, as well as sales and 
customer success teams.
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experience map
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https://docs.google.com/presentation/d/1qZPUoHfu4624RjQSeWBHeqkenVjfN7kyKHB4VcI0WA8/edit#slide=id.g30cf4b8a067_0_0


LINK TO TEMPLATE

The stakeholder 
advocacy tracker
ABM is, at the end of the day, all about building 
relationships. This template allows you to put some 
metrics around relationships that are typically hard 
to measure.

Use for

What we like about it

Mapping known and unknown stakeholders within 
customer accounts. It can help you to assess the 
current relationship strength and trajectory, enabling 
you to plan engagement programs. Populated by 
interviews with sales/customer success as well as 
engagement data, such as number of meetings, 
events attended, frequency of communications.

So much of ABM success both within the target 
account and influencing net new business, relies on 
stakeholder relationships and nudging more people 
towards advocacy. This is a useful planning exercise 
and valuable KPI to monitor and improve.

Stakeholder  
advocacy tracker
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The customer 1:1 account 
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https://docs.google.com/spreadsheets/d/1aA1RtJmh4N61Z6zzFysSjBEtA8umgw75EIsPPeNCyxQ/edit?gid=1209803375#gid=1209803375


THAT’S A WRAP
Well, what can we say? We know there’s a lot to read and absorb in this toolkit, but fear not, 

help is on hand. Just drop us an email a info@radishagency.co.uk, or feel free to message the 
team through LinkedIn if you have any questions on how to use each framework.

If you’re curious to see how we’ve used them in our previous ABM campaigns for data 
analytics and tech brands, head to our website where you’ll find our case studies. These 
include our Gold B2B Marketing Award winning programmes for Neo4J and Exasol, plus 

Quantexa, winner of ‘Best Enterprise Targeted Campaign’ at Ignite’s B2B Elevation Awards.

mailto:%20info%40radishagency.co.uk?subject=
https://radishagency.co.uk/our-work/neo4j/
https://radishagency.co.uk/our-work/exasol/
https://radishagency.co.uk/our-work/quantexa/
https://radishagency.co.uk/our-work/applaud/
https://radishagency.co.uk/our-work/quantexa/
https://radishagency.co.uk/our-work/neo4j/

