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Account Deep Dive Question Sheet

Once the account is qualified, it’s time to dig deep.

This template is designed to help you collect detailed information about a target account to enable
personalized and effective 1:1 ABM campaigns.

General Information

Decision-Making Unit (Buying Committee)

1. Whatis the account’s primary business focus? 1. Who are the key decision-makers and influencers in their
i ?
2. Who are their end customers, and how do they serve them? buying process?
(e.g., CEO, CTO, CMO, VP of Sales, Technical Manager, Procurement
3. What is their unique selling proposition (USP) in their Manager, etc.
ket? . - . 4 B

marke 2. How big is their internal team responsible for this decision?
4, i i i ings? : s

What products or services are their flagship offerings 3. Do they have a dedicated team or individual focused
5. Are they currently facing any major market or industry on similar initiatives?

challenges? (e.g., a team or an individual that would be an end-user of your

product/service)

N N . What do decision-makers care about most?
Flrmographlcs (e.g., cost-efficiency; innovation; long-term reliable partnership)
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What is their preferred communication style or tone?

What is their revenue range? ) :
(e.g., formal, data-driven, conversational,...)

How many employees do they have?

What is their geographical presence? . .
Competitors Insights
Are they operating in a specific niche or vertical?

Are they a publicly traded or privately held company? 1
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Are they currently using a competitor’s solution or services?
Who are the competitors?

Business Goals 2. What frustrations might they have with their current
solution?
1. What are their top 3 strategic priorities over the next 12-18 (e.g., Budget constraints, Complexity of implementation, Lack
months? of measurable results)
. . . 3. Areth i | i luti -di i
2. Are they planning to expand into new markets or regions? re they usn:lg‘a ternative so utl'ons/non direct competitors
to address similar needs? Describe.
3. Arethey investing in digital transformation or operational . .
. 4. If not using any solution, why not?
improvements?
(e.g., Lack of budget, No internal expertise, Low priority)
4.  What outcomes are they aiming to achieve?
(e.g., revenue growth, cost reduction, market share)
5. How do they currently measure success? Engagement HlStOl‘y

(e.g., revenue growth, customer retention, efficiency metrics)
1. Have they visited our website? If yes, what pages did they

view?

Pain Points
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Have they interacted with our advertising? Which channels?
What ads have they engaged with?

1. What challenges are they currently facing in their Channels: Linkedin, Google, Display Ads
operations or market presence? Metrics: Impressions, Clicks, Engagement
2. Are they struggling with low ROI from marketing, sales, 3. Have they opened or clicked on our email campaigns?
or operational efforts? Which ones?
3. Are they experiencing inefficiencies in their processes? 4. Have they downloaded any of our resources?
4. Are they having difficulty scaling their business or entering 5. Have they attended any of our events or webinars?
markets? .
Remarkets 6. What topics or resources have they shown the most
5. What obstacles prevent them from reaching their strategic interest in?

goals?



