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For mid-sized B2B teams running 20-30 pilot accounts. 1 week = 5 days.

GOAL CORE PRINCIPLE

Launch a focused pilot, prove it moves Start small. Run 20 to 30 accounts.

pipeline, and earn budget to scale.

The 100-Day Timeline

m Marketing Actions Sales Actions

Days 1-30 Build ICP, pull 100-150 account long Sponsor the plan, review and cut the
Foundation list, map buying committees, set tiers,  account list, agree the SLA for follow-
build CRM dashboard. up speed.
Days 31-80 Create tiered content and assets, Run personalized outreach on Tier 1/2,
Build & Launch launch paid ads and email nurture, turn  join weekly account reviews, re-
on intent signals. engage stalled accounts.
Days 80-100 Compare results to baseline, build the Share quotes and feedback on what
Optimize & Scale results summary, document the worked, support the budget ask for
playbook. scaling.

¥y Sales Role

(O Selection — review and cut the list. Buy-in beats a perfect model.

(O Buying-committee mapping — help identify the 4-6 contacts per account.

(O Coordinated outreach — personalized sequences aligned with marketing touches.
(O Weekly account reviews — 30 minutes with marketing on engagement and stalls.
(O Feedback — share rep quotes and signal quality to prove and improve the program.




;]| Metrics to Track

Stage Metric

Engagement Accounts engaged, buying-committee coverage

Pipeline Meetings booked, opportunities created, pipeline
value

Revenue Deal velocity, win rate, average deal size

Judge the first 100 days mostly on engagement and pipeline creation — revenue lags.

I\ Key Risks

. X Too many accounts
Sales not in account selection

Personalization breaks above what the team

Reps ignore lists they did not help build. can handle.

Measuring leads, not accounts No stalled-account plan

ABM success is account progression. This is where most programs lose momentum.



