
INFUSE.com

5 B2B ABM PLAYS
THAT ACTUALLY 
DRIVE PIPELINE,  
NOT JUST ENGAGEMENT

https://infuse.com/
https://infuse.com/


INFUSE.com 2
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Executive Summary

Marketing teams hold lead generation responsibility at 56%, but carry revenue 
responsibility at only 46% (INFUSE Voice of the Marketer, 2026). This gap helps 
to illustrate why account based marketing programs often generate engagement 
without converting into pipeline.

This guide covers five strategies that close that gap across buying group 
composition, intent, orchestration, sequencing, and personalization.

Key insights:

Map each ABM play to a specific conversion failure point rather than treating 
tactics as interchangeable engagement drivers

Validate account selection against buying group composition, not firmographic 
fit alone

Align activation timing to intent signals that indicate group-level progression

Build measurement frameworks that track buying group advancement instead of 
individual lead activity

Prioritize plays that close the leads-to-revenue gap through coordinated sales and 
marketing execution

Read the full guide to apply the five B2B ABM plays that convert buying 
group engagement into qualified pipeline.

https://infuse.com
https://infuse.com/
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ABM tactics that generate pipeline vs tactics that 
generate activity
B2B purchase decisions now involve an average of nine stakeholders (INFUSE Voice 
of the Buyer, 2026), yet many account based marketing (ABM) programs measure 
engagement at the individual contact level. While click rates and content downloads 
generate dashboard confidence, six to seven members of the buying group often remain 
unaware of the solution under evaluation.

This measurement gap creates a structural disconnect between reported performance 
and actual pipeline contribution.

When marketing teams optimize for contact-level metrics, they train their programs 
to pursue activity volume over group coverage. A single champion downloading three 
whitepapers registers as "strong engagement," but that activity does not advance the 
account if procurement, finance, and technical stakeholders have not entered the 
evaluation process.

INFUSE Voice of the Marketer 2026 identifies a progression from individual contact 
targeting to full buying group orchestration, yet most organizations remain focused 
on individual buying group members.

Buying group coverage is the leading indicator that distinguishes pipeline-generating 
ABM from activity-generating ABM. Programs that track how many roles have been 
engaged (and at what stage) can identify accounts ready for sales activation versus 
accounts that require broader stakeholder development.

Understanding demand generation fundamentals provides the methodological 
foundation for this shift from contact metrics to group progression tracking.

Discover why demand generation generates better ROI than lead lists

https://infuse.com
https://infuse.com/
https://infuse.com/insight/infuse-insights-report-voice-of-the-buyer-2026/
https://infuse.com/insight/infuse-insights-report-voice-of-the-buyer-2026/
https://infuse.com/insight/infuse-insights-report-voice-of-the-marketer-2026/
https://infuse.com/glossary/buying-group/
https://infuse.com/insight/demand-generation-vs-lead-generation/
https://infuse.com/insight/why-demand-generation-generates-better-roi-than-lead-lists/
https://infuse.com/insight/why-demand-generation-generates-better-roi-than-lead-lists/
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5 ABM tactics that drive revenue
The following strategies can be applied for greater ABM pipeline acceleration and 
consistency across industries and verticals.

PLAY 1: Activate the buying group instead of individual contacts

Buying group activation shifts from targeting a single champion to engaging the six 
to twelve stakeholders who typically influence each purchase decision.

Most ABM programs still run wide and shallow, targeting hundreds of accounts with limited 
penetration per account. Higher-maturity programs invert this pattern, concentrating 
coverage on fewer accounts and reaching more of the group inside each one.

The following steps can be applied to activate buying groups effectively.

STEP 1   Map stakeholder roles per target account

Identify six to twelve roles within each priority account that influence or approve 
purchase decisions. Include technical evaluators, budget holders, end users, and 
executive sponsors.

Role identification across complex buying groups starts with mapping each 
function's purchase influence; INFUSE's overview of account based marketing 
fundamentals frames how committees actually compose.

STEP 2   Audit current engagement coverage

Review existing engagement data to identify which mapped roles show zero activity. 
Flag accounts where engagement concentrates on a single contact, indicating 
vulnerability to champion departure or role change.

STEP 3   Build role-specific activation sequences

Develop content and outreach cadences tailored to each stakeholder function. 
Technical evaluators require different messaging than financial decision makers.

Repurposing content for each funnel stage enables teams to address role-specific 
concerns without creating entirely new assets for every stakeholder type.

https://infuse.com
https://infuse.com/
https://infuse.com/glossary/account-based-marketing-abm/
https://infuse.com/glossary/account-based-marketing-abm/
https://infuse.com/insight/demand-marketers-guide-to-repurposing-content-for-each-funnel-stage/
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STEP 4   Establish coverage thresholds for sales handoff

Pipeline probability rises sharply as more buying group members engage before 
sales outreach. Set minimum engagement thresholds that accounts must meet 
before qualifying for sales activation.

STEP 5   Track group progression, not contact volume

Measure how many distinct roles have engaged at each pipeline stage rather than 
total contact touches. Group progression metric reveals whether marketing activity 
is building consensus or generating repeated engagement from the same individual.

Explore 6 steps to engaging your defensive buying groups

PLAY 2: Turn intent signals into pipeline-ready outreach

Intent-triggered outreach converts research behavior into qualified meetings by applying 
threshold logic that separates active evaluation from background research. Many 
intent‑triggered campaigns produce unqualified meetings because signal volume 
overwhelms signal quality.

The operational gap lies not in data collection but in the rules that determine when 
a signal warrants sales activation. Without threshold discipline, every keyword match 
triggers outreach to accounts that are not in-market, eroding both sales capacity and 
buyer trust.

https://infuse.com
https://infuse.com/
https://infuse.com/insight/6-steps-engaging-defensive-buying-groups/
https://infuse.com/glossary/intent-signals/
https://infuse.com/insight/6-steps-engaging-defensive-buying-groups/
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To turn intent signals into pipeline-ready outreach, apply the following process:

STEP 1   Define topic surge thresholds that indicate active evaluation

Raw intent data flags any account researching relevant keywords. Establish baseline 
consumption patterns for target accounts, then set surge thresholds at two to three 
times normal activity levels. Only accounts exceeding these thresholds should enter 
active outreach queues.

STEP 2   Replace static target lists with live intent-triggered lists

Many B2B organizations collect buyer signals and use them for targeting. Convert 
this collection into dynamic list management by configuring CRM workflows that 
automatically add and remove accounts based on real-time intent scores.

This is critical to boost efficiency, as it reduces outreach to accounts no longer 
in active research cycles.

STEP 3   Establish 48-hour response windows for high-intent triggers

Intent signals decay rapidly. Account generation campaigns that convert require 
response protocols that route high-intent accounts to sales within 48 hours 
of threshold breach. Delayed outreach reaches buyers who have already moved 
to competitor evaluation.

STEP 4   Combine intent scores with buying group coverage for prioritization

Accounts showing high intent and multi-role engagement receive immediate sales 
activation, while high-intent accounts with single-contact engagement return 
to marketing nurture for group expansion.

Read the Demand Marketer's Guide to Intent Activation

https://infuse.com
https://infuse.com/
https://infuse.com/glossary/high-intent/
https://infuse.com/insight/demand-marketers-guide-to-intent-activation/
https://infuse.com/insight/demand-marketers-guide-to-intent-activation/
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PLAY 3: Achieve sales and marketing co-orchestration at the account level

Sales and marketing co-orchestration replaces separate pipelines with a shared account 
playbook owned by both teams. Marketing teams report ownership of lead generation 
at 56% but revenue responsibility at only 46% (INFUSE Voice of the Marketer, 2026). 
This gap surfaces as misalignment with sales when accounts move from MQL 
to qualified opportunity.

Alignment breaks when sales and marketing look at different engagement signals, use 
different scoring models, and report against different pipeline numbers. The following 
steps address how to fix it:

STEP 1   Build a unified account scoring model owned by both teams

Combine firmographic fit, intent signal strength, and existing sales relationship 
depth into a single tiering framework. Both marketing and sales must contribute to 
defining weighting criteria and approving threshold definitions, eliminating disputes 
over account prioritization.

STEP 2   Establish weekly account review cadences by tier

Tier-1 accounts require joint weekly reviews where marketing shares engagement 
data and sales reports conversation progress. Tier-2 accounts move to biweekly 
reviews. This rhythm surfaces gaps in buying group coverage before they stall 
opportunities.

STEP 3   Create trigger-based handoff protocols with documented criteria

Define specific engagement thresholds that initiate sales outreach:

•	 Three or more contacts from the same account engaging within seven days

•	 Executive-level content consumption combined with pricing page visits

•	 Intent score crossing the predetermined activation threshold

https://infuse.com
https://infuse.com/
https://infuse.com/insight/infuse-insights-report-voice-of-the-marketer-2026/
https://infuse.com/glossary/firmographics/


5 B2B ABM Plays That Actually Drive Pipeline, Not Just Engagement

INFUSE.com 8

STEP 4   Synchronize marketing air cover with sales outreach timing

Marketing campaigns, including display ads, targeted content, and social touches, 
must precede SDR outreach by 48 to 72 hours, creating recognition before the 
first call.

Sales activity data must flow back to marketing systems to suppress converted 
accounts or accelerate campaigns for accounts showing momentum. Driving ROI 
with demand intelligence requires this bidirectional data flow between teams.

STEP 5   Report on shared influenced-pipeline metrics

Both teams must own the same pipeline number rather than defending separate 
MQL and SQL figures. When marketing and sales share accountability for influenced 
pipeline, scoring disputes over lead quality drop. 

Discover 7 sales and marketing alignment best practices

https://infuse.com
https://infuse.com/
https://infuse.com/insight/how-to-drive-roi-with-lead-intelligence/
https://infuse.com/insight/how-to-drive-roi-with-lead-intelligence/
https://infuse.com/insight/7-sales-and-marketing-alignment-best-practices/
https://infuse.com/insight/7-sales-and-marketing-alignment-best-practices/
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PLAY 4: Calibrate multichannel sequencing to the buyer journey

Multichannel sequencing fails when channels operate on separate campaign calendars 
rather than a unified view of the buying group's evaluation stage. This misalignment 
leads to inconsistent messaging and content distributed without referencing where the 
buying groups actually sit in their evaluation process.

Sequencing becomes productive when each channel is assigned a specific function in the 
journey, and each activation is tied to a behavioral trigger. The following steps can help 
organizations achieve this:

STEP 1   Map channel roles to specific buying stages

Assign each channel a primary function within the journey:

•	 Paid social for awareness and problem education

•	 Content activation (also referred to as content syndication) for solution exploration

•	 Direct mail for executive engagement

•	 SDR outreach for active evaluation

•	 Personalized landing pages for decision acceleration

STEP 2   Define entry triggers based on intent signals, not launch dates

Each channel should activate when specific conditions are met: intent score 
thresholds, engagement recency, or stage-appropriate behaviors.

Aligning content deployment with these behavioral triggers is what separates 
modern content activation from calendar-driven distribution

STEP 3   Establish weekly feedback loops between channel performance and 
journey assignments

To optimize performance, leverage channel engagement data to update journey-
stage classifications on a regular cadence. When a prospect downloads a pricing 
comparison guide, their stage assignment should shift within days, not remain static 
until the next quarterly review.

Omnichannel marketing vs. multichannel marketing: what is the difference?

https://infuse.com
https://infuse.com/
https://infuse.com/insight/the-cmo-guide-to-modern-content-activation/
https://infuse.com/insight/omnichannel-marketing-vs-multichannel/
https://infuse.com/insight/omnichannel-marketing-vs-multichannel/
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PLAY 5: Personalize at the buying group level, not the individual level

Buying-group personalization creates a shared account narrative that speaks to multiple 
stakeholders, rather than just adding a first name to an email. It outperforms basic 
name-based personalization, which loses impact when an average buying group includes 
around nine people.

The following steps can help organizations achieve greater buying group 
personalization.

STEP 1   Build account-level narratives from public intelligence

Weave industry trends, earnings call statements, press releases, and known 
technology stack details into messaging that resonates with the entire buying group. 
This approach creates contextual relevance without relying on personal data tokens.

STEP 2   Create stakeholder role sets with differentiated value emphasis

Develop message variants for the four primary roles within the buying group:

•	 Economic buyer: ROI, risk mitigation, budget alignment

•	 Technical evaluator: Integration requirements, security, scalability

•	 End user: Workflow impact, adoption ease, daily efficiency

•	 Champion: Internal positioning, cross-functional benefits

Each variant maintains the same account narrative while emphasizing 
role‑specific outcomes.

STEP 3   Template narratives across industry verticals for scalability

Account-level narratives can standardize around vertical-specific pain points and 
regulatory environments, enabling teams to generate qualified leads at scale. This 
templating makes ABM scalable without requiring fully custom copy for every 
target account.

https://infuse.com
https://infuse.com/
https://infuse.com/insight/how-to-generate-qualified-leads/
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How to sequence the five plays across a quarter
Launching multichannel orchestration before signal infrastructure exists creates 
expensive noise rather than pipeline.

A successful multichannel orchestration program builds in sequence, starting with 
foundational data and progressing through structured activation, measurement, and 
optimization. A practical 13-week sequence:

WEEKS 1 TO 3   Data infrastructure and signal integration: 

Establish intent data feeds, CRM hygiene protocols, and cross-platform tracking 
before any activation begins

WEEKS 4 TO 5   Buyer persona validation and account tiering: 

Confirm that target personas reflect current buying group composition and assign 
accounts to appropriate ABM tiers based on signal strength

WEEKS 6 TO 8   Content mapping and message variant development:

Align existing assets to buyer stages and roles, identifying gaps that require 
high‑impact content before outreach scales

WEEKS 9 TO 11   Channel activation and orchestration: 

Deploy coordinated sequences across email, advertising, and sales outreach with 
role-specific messaging variants in place

WEEKS 12 TO 13   Measurement baseline and iteration planning: 

Capture initial performance data to establish benchmarks, enabling optimization 
cycles in subsequent quarters

https://infuse.com
https://infuse.com/
https://infuse.com/glossary/multichannel-marketing/
https://infuse.com/insight/content-performance/
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Key takeaways
Focus on intent-triggered ABM outreach: ABM plays that connect targeting and 
messaging to actual buying group dynamics convert engagement into pipeline. Plays 
without that connection produce activity metrics without conversion lift.

Map plays to buying group composition: B2B purchases involve an average of nine 
stakeholders (INFUSE Voice of the Buyer, 2026), requiring plays that address multiple 
roles rather than single contacts.

Validate targeting against marketing responsibility data: The 56%/46% lead-vs-revenue 
ownership gap means plays that connect marketing activity to revenue receive 
sustained investment.

Build plays using intent signal infrastructure: Organizations collecting and acting 
on buyer signals report higher ABM effectiveness.

Refresh plays as buying groups expand: Buying group sizes continue growing, requiring 
quarterly reviews to ensure plays address current stakeholder configurations.

Treat ABM plays as ongoing pipeline acceleration infrastructure, not static campaign 
deliverables: Static play libraries degrade as market conditions shift, making continuous 
iteration a pipeline requirement.

TURN B2B ABM PLAYS INTO PIPELINE RESULTS

Our INFUSE demand experts build campaigns grounded in current 
buyer behavior and market intelligence.

Speak to a demand expert to apply research-backed ABM strategies  
to your demand generation programs.

https://infuse.com
https://infuse.com/
https://infuse.com/insight/infuse-insights-report-voice-of-the-buyer-2026/
https://infuse.chilipiper.com/round-robin/infuse
https://infuse.chilipiper.com/round-robin/infuse
https://infuse.chilipiper.com/round-robin/infuse
https://infuse.chilipiper.com/round-robin/infuse
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FAQs
Which ABM tactics drive revenue, not just engagement?

ABM tactics that drive revenue share one characteristic: they measure group progression 
rather than individual contact activity. Buying group coverage thresholds, intent-triggered 
activation, shared sales and marketing scoring models, journey-calibrated multichannel 
sequencing, and account-level personalization all tie execution to a specific conversion 
failure point.

How do ABM plays differ from broader demand generation programs?

ABM strategies concentrate resources on a defined account list with coordinated 
outreach across the full buying group, while demand generation programs build category 
awareness and intent across a wider market. The two work together rather than compete. 
Demand generation creates the signal infrastructure and content assets that ABM plays 
activate against specific accounts.

How many accounts should a B2B ABM program target?

Account list sizing depends on program maturity and the personalization depth each tier 
requires. Tier-1 accounts with 1:1 personalization typically support far fewer accounts 
per rep than tier-3 accounts running 1:many programs. Pipeline impact tends to cluster 
in programs that concentrate coverage on fewer accounts rather than thinning attention 
across many.

What ABM metrics actually predict pipeline?

Buying group coverage, intent signal clustering across multiple roles, and coordinated 
sales and marketing engagement scores are the leading indicators most correlated 
with pipeline progression. Total contact touches, click-through rates, and single-contact 
engagement depth track activity but fail to predict whether an account will convert.

How long does it take to see pipeline results from ABM plays?

ABM plays deployed on top of existing signal infrastructure can produce qualified 
meetings within a quarter, while programs that must first build the data and scoring 
foundation typically require two quarters before conversion metrics stabilize.

https://infuse.com
https://infuse.com/
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