
Account-Based Marketing vs. Inbound: Which One Works 

Better Today? 
In the landscape of B2B marketing, there are two strategies that dominate the conversation: 
Account-Based Marketing (ABM) and Inbound Marketing. Each has its merits, but which one 
performs better in today's competitive environment? 
 
In this case, we will study the analytics from prominent experts such as Cognism and 
Demandbase, evaluate their effectiveness, and determine which approach—or blended 
strategy— serves the needs of today’s organizations. 
 

Understanding Account-Based Marketing (ABM) 
 
ABM refers to a highly tailored approach in which both sales and marketing departments come 

together to focus on specific high-value accounts with bespoke campaigns. Rather than using a 

broad approach, each key account is considered as a distinct market within themselves.” 

 

 
 
 

https://demandifymedia.com/how-account-based-marketing-can-drive-targeted-revenue-growth/


Key Features of Account Based Marketing 
 

• Personalization at Scale: ABM would individualize messages for certain decision-makers 
at target accounts. 

• Alignment Between Sales & Marketing: High priority accounts attract a team's combined 
effort. 

• Higher ROI: As per the Demandbase, 87% of marketers asserted that their higher ROI 
was achieved through ABM. 

• Tech-Driven: Uses tools like AI, Intent Data Bank, and predictive analytics to identify and 
engage accounts. 

 

When Does ABM Work Best? 
 

• Enterprise Sales: Sales that contain multiple stakeholders and have longer cycles. 

• High-Value Accounts: When a small number of clients generate the most revenue. 

• Complex B2B Industries: Cybersecurity, Fintech, SaaS, etc. 

 
Understanding Inbound Marketing 
 
Inbound marketing is more focused on proactively drawing in prospects using SEO, valuable 
content, and Lead nurture program, than targeting them directly. In contrast to targeting specific 
accounts, inbound works to build a funnel aimed at passively attracting potential customers. 
 

Key Features of Inbound Marketing 
 

• Content-Centric: Blogs, eBooks, webinars are widely used in conjunction with SEO for 
traffic generation. 

• Lead Nurturing: Converts leads through the use of email workflows, retargeting, 
automation, etc. 

• Cost-Effective: Has a lower cost per qualified lead compared to outbound marketing 
strategies. 

• Long-Term Growth: Increases brand authority slowly and steadily. 
 

https://demandifymedia.com/what-we-do/
https://demandifymedia.com/fuel-your-sales-pipeline-with-our-lead-nurture-program/


 
 

When Does Inbound Work Best? 
 

• SMB & Mid-Market Businesses: In this case, the volume of leads matters. 

• Early-Stage Awareness: When prospects that are looking and researching solutions. 

• Industries with High Search Demand: ECommerce, HR, Marketing, etc. 
 

Which One Works Better Today? 

Depends on which business objectives, industry and resources do you have. But according to the 

data we have: 

1. ABM is Winning for Enterprise & High-Ticket Sales 

• Demandbase shows as much as 80% of marketers are noticing an increase in win 

rates when using ABM. 

• Cognism stresses emphatically that the use of ABM cuts down on resources that are 

not efficiently used on accounts which have no primary intent and are focusing on 

accounts that do. 

• Best for: Companies with long sales cycles and complex buying committees. 

https://www.dropbox.com/scl/fi/e4ybjoswcb38dw03l3pxl/Why-B2B-Intent-Data-Is-Crucial-for-Effective-Content-Syndication-Services.pdf?rlkey=mk8gas6cbirfcd3n20fwxcvrv&st=9l4g3oy7&dl=0


 

2. Inbound is Still Effective for Lead Generation & Brand Building 

• HubSpot data shows inbound leads cost 61% less than outbound leads in acquiring 

them. 

• Better for Startups & SMBs that require a steady flow of leads. 

• Works effectively in industries where buyers educate themselves before making a 

purchase. 

3. The Hybrid Approach: Combining ABM & Inbound 

Most businesses nowadays practice employing ABM on their top-tier accounts while using 

inbound for the rest of the leads, for example: 

• Top 20% of accounts → ABM (personalized outreach, targeted ads). 

• Remaining 80% → Inbound (SEO, content, automated nurturing). 

Final Verdict: Which Should You Choose? 

• Choose ABM if: You offer high-value solutions to enterprises that have long sales 

cycles. 

• Choose Inbound if: There’s a need for scalable lead generation and building brand 

awareness. 

• Best option for most? A combination of the two: in which inbound fills the funnel 
while ABM is used to close high-value deals. 

Key Takeaway 

Neither is "better": ABM and inbound serve different purposes. The most successful B2B 

marketers are those who employ a blend of both to great effect. 

Do you want a more detailed explanation on how to integrate Account-Based Marketing and 

inbound for your business? Tell us in the comment section below! 

For More Information: 

The Importance of B2B Intent Data in Powering Content Syndication Success 

How B2B Intent Data Drives More Effective Content Syndication Campaigns 

Why Leveraging B2B Intent Data Enhances Your Content Syndication Strategy 

The Critical Role of B2B Intent Data in Content Syndication Services 

https://demandifymedia.com/how-account-based-marketing-can-drive-targeted-revenue-growth/
https://penzu.com/p/a00e5521612a765f
https://brandons.hashnode.dev/why-b2b-intent-data-is-crucial-for-effective-content-syndication-services
https://unleashed-spoon-41a.notion.site/Why-B2B-Intent-Data-Is-Crucial-for-Effective-Content-Syndication-Services-1f5d5d21ca0d804fae2cec30dc988ad5?pvs=4
https://demandifymedia00.blogspot.com/2025/05/why-b2b-intent-data-is-crucial-for.html


Boosting Content Syndication Results with B2B Intent Data: Here’s Why It Matters 

https://medium.com/@spadessandra3/why-b2b-intent-data-is-crucial-for-effective-content-syndication-services-9f586152ba4d

