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Are you ready for an Account-Based
Sales Development Model?

What is your
Average Selling
Price?

$100K+
Five- and six-ﬁgure deals support
the unit economics of dedicated
SDRs and one-to-one marketing
investments.

$20K - $50K
Requires a higher volume of
opportunities per month per rep
to hit quota, so a one-to-many
ABSD strategy may make sense.

Yes

Maybe

What is your
market
maturity?

No

Yes

Yes

What is your
typical sales
cycle?

Maybe

Are competitive
installs easy to
rip and replace?

Yes

90 days +
It helps to have Account-Based
Marketing campaigns. Long,
complex sales cycles require an
ABM approach followed by ABSD.

Not ready

Commodotized
Buyers typically have a solution in
place, which hinders outbound
success. Leverage partner
channels and inbound to surface
companies that are ready to
make a change.

Mature
High value offers become a key
differentiator in competitive,
mature markets. ABSD teams are
critical to delivering these offers.

When you are creating a new
category, traditional inbound demand
gen tactics (SEO, SEM, etc.) don't work
well since qualiﬁed prospects are not
seeking you out. Outbound is a must.

No

30 - 90 days
Sales cycles under 3 months
beneﬁt from one-to-many
account based marketing efforts
with semi-personalized content.

Not ready

30 days or >
Short transactional sales cycles
lend themselves to a traditional
inbound model, where buyers are
engaged deeper in their journey.

Maybe

Yes

How large is your
Target Addressable
Market (TAM)?

No

Does your sales
cycle stall
routinely?

Yes

Hundreds
A TAM in the hundreds is
account-based by default.
Strongly consider multi - function
plays including SDRs and the
C-level.

How many buyer
personas or
stakeholders do
you serve?

No

Is there a land
and expand
sales model?

Yes

Evangelistic

Yes

$0 - $20K
Unless you have a major land and
expand motion with sizeable LTV,
ASPs below $20K don't justify the
acquisition costs of account
based marketing or SDRs.

No

Thousands
With proper prioritization, ABSD
teams can deliver meaningful
account engagement while
covering enough of the market.

Yes

Not ready

Tens of Thousands
This is where you cast a wide but
purposeful net, unless you are an
enterprise/strategic team
targeting a small subset of the
TAM.

Maybe

Do you have a
sales team
focused on a
small subset of
the TAM?

Yes

Many Buyer Personas (3 or )
ABSD was invented to engage
multiple stakeholders with
disparate interests in a surgical
fashion - this requires human
precision.

No

Not ready

Few Personas (3 or > )
ABM may be a ﬁt if the buyer
personas are different enough e.g. a sales leader and an IT
approval function.

>

Maybe

Yes

Are the buyer
personas
dramatically
different?

No

Not ready

Yes

It’s time for your team to adopt
Account-Based Sales Development
Contact us: team@salessource.com

