
The AI-Powered

ABM Blueprint

How B2B Teams Can Turn 

Static CRM Data Into Live Buying Signals, 

Sharper ICPs, and Qualified Pipeline



DATA LEADERSHIP

CONTENT SALES

MARKETING



he Iere BM Berit

Why ABM Has Always 
Been Hard to Do Well

ABM is simple in theory: identify the 
right accounts, understand their 
context, engage them with releant 
insight, and conert that engagement 
into pipeline. In practice, it has been 
difficult because proper ABM reuires 
extensie planning and co-ordination 
across sales, marketing, data, content, 
and commercial leadership to execute 
at a high standard, consistently until the 
desired results are achieed.

It reuires patience. It reuires 
discipline. And when both of those are 
present, blossoming relationships and 
results occur.

Robert Norum, ABM consultant 
and founder of Opportunitas, 
joined Do More With Less to 
explain why ABM is such a major 
focus for B2B teams and why it 
remains difficult to execute well. 
His central point is that ABM 
should not be treated as a short-
term marketing tactic. It works 
best when it becomes an 
account-based mindset: a way 
of aligning the whole 
organisation around the 
accounts that matter most.

Where ABM Usually Breaks Down

Barrier Why It Matters

oor RM uality
arget account lists are only as useful as 
the data behind them.

Limited research 
capacity

eams struggle to understand accounts 
deeply enough to personalise well.

Misaligned sales and 
marketing priorities

Marketing may optimise for engagement 
while sales needs urgency, fit, and pipeline.

hort-term pressure
ABM reuires consistency, but many teams 
are judged on immediate results.

Weak signal isibility
eams often miss the moments when 
accounts are actually moing into market.
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Your CRM Is a Decaying Asset

What Might Already Be Hidden in Your CRM



From Static Lists to Live Data

Static CRM vs Live ABM Intelligence
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How AI Agents Make ABM Practical

Step What Happens Commercial Value

Signals Worth Monitoring
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The Four-Week CRM Signal Audit
or teams not ready to uild a ull Ioered M system a CRM signal audit is
the most ractical starting oint he goal is to understand hat value already eists 
inside the CRM here the data is limiting erormance and hich accounts should 
e rioritised ased on oth historical it and current signals

he audit should also test hether the organisation has the right level o internal 
alignment to act on the indings M cannot sit ith mareting alone Sales Rs 
SRs customer success delivery teams and senior leadershi all need to understand 
hich accounts matter and hy

 useul audit should thereore anser to uestions at once here is the account 
oortunity and is the organisation set u to act on it I the data says one thing ut 
the sales motion content strategy esite and customer success teams are ulling 
in dierent directions the M engine ill still undererorm
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ICP and revenue 
analysis

Signal enrichment Prioritisation 
and activation

Key 
Questions

here are the 
dulicates 
missing ields 
outdated 
contacts inactive 
accounts and 
segmentation 
gas

hich accounts are 
shoing signs o 
movement through 
hiring unding 
leadershi changes 
revies e
activity or 
cometitor contet

hich accounts 
should sales and 
mareting act on 
irst and hat 
should they say

Output Cleaner account 
vie and clearer 
understanding o 
data uality 
issues

videnceased 
ICP reinement 
and clearer 
account 
rioritisation

 live signal layer 
across riority 
accounts

Prioritised account 
list sales ries 
camaign themes 
and netste 
recommendations
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Design the Audience Before 
the Destination
Many  companies begin growth proects by trying to fi the website. he instinct 
makes sense: the website is visible, often outdated, and easy to identify as a problem

he risk is that improving the website before understanding the audience often leads 
to surfacelevel changes.

Start With the Audience, Not the Website

A better principle is simple:


Design the audience before you design the destination.



Everyone in the CRM should represent the type of person or business you want visiting 
the website. Once you know who matters most, CRM analysis and live buying signals 
can help answer key questions:

hat should the website say hat proof points matter most

hich problems should it address hich conversion paths should it offer

What Buyers Actually Respond To

ete Markey, former Chief Marketing 
Officer of oots,  ank, the os
Office and RA, oined o More it

ess to share a buyerside perspective on 
what senior marketing leaders actuall
respond to

is message was straightforward:

Relevance is not the same as 
personalisation

enior buyers can quickly spot when a 
vendor has done only superficial research 
or made assumptions about their business.

www.orbital.com

Relevance is 
not the same as 
personalisation.



What This Means for Your Website

Why Specificity Wins

The Practical Test



Audience-Before-Destination 
Checklist



The New ABM Advantage

What Changes 
for Marketing

What Changes 
for Sales
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What Changes for Leadership

The Practical Advantage

MARKETING MARKETING

SALES SALES

LEADERSHIP LEADERSHIP

MISALIGNED ALIGNED
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Conclusion: Turn Your CRM Into a 
Live ABM Engine

SIGNAL

ENRICH

ACTIVATE

Turn Your CRM Into a Live ABM Engine

PRIORITISE

Book a meeting

https://orbitalx.com/contact

