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Alright marketers! ABM is here to stay.
So whether you're a veteran
account-based marketer or are just now
rising to the challenge, take a lesson
from your peers and see what's working
and what's causing frustration. Uberflip

and Ascend2 surveyed 123 B2B
marketers to find out how their ABM
priorities and challenges are lining up
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a smaller percentage chose
social media as the medium to
engage ABM accounts
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