E.R.M. ADVISORY - FRAMEWORK

Account Activation Gap
Framework

Most ABM programs have a visible problem that goes unmeasured: the overwhelming
majority of target accounts are reached but never activated. This framework makes the gap
visible, quantifiable, and actionable.

THE PROBLEM

The Activation Gap in Numbers
At any given time, 85-95% of target accounts are not in an active buying cycle. Treating all of them equally
with the same campaign intensity is aresource allocation failure.

Why the Gap Persists
Most ABM reporting focuses on reach and engagement metrics rather than activation rates. The gap stays
invisible because it is not being measured.

THE FIVE ACTIVATION GAP DRIVERS

1. Low Intent
The account is not in an active buying cycle. No campaign activity will force urgency that does not exist. The
solution is better timing intelligence, not more campaigns.

2. No Signal Detected
The account may be in abuying cycle, but your signal infrastructure is not capturing it. A technology and
coverage problem, not a market problem.

3. Wrong Timing
Enterprise companies have budget cycles and planning periods that determine buying timing. Misaligned
outreach wastes investment on accounts that will not activate until next quarter.

4. Poor Fit
The account isin your target list but does not actually meet the |CP criteriathat predict activation and retention.
List hygieneis an activation lever.

5. Insufficient Coverage
Theright account at the right time, but only one contact reached when six are involved in the decision.
Coverage gaps kill activation.
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THE FOUR-STATE ACTIVATION MODEL

Cold — No signal, minimal coverage
Build brand presence, nurture passively, and monitor for signal change. Do not deploy high-cost activation
programs.

Warming — Some signal, limited coverage
Accelerate coverage and signal monitoring. Prepare the full orchestration playbook for rapid deployment when
signal threshold is crossed.

Active — Strong signal, meaningful coverage
Deploy full orchestration immediately and with urgency. Thisis the highest-ROI window in the account
lifecycle.

Engaged — Committed buying motion, full committee coverage
Focus on deal velocity and friction removal. Marketing's role shifts from activation to acceleration.

KEY TAKEAWAYS

01

At any given time, 85-95% of target accounts are not in an active buying cycle. Treating all of them equally is
aresource alocation failure.

02
Five distinct drivers create the activation gap — each requires a different operational response. Diagnosing the
driver matters as much as closing the gap.

03

Activation measurement — tracking the rate at which target accounts enter active buying motions — should be
aprimary KPI for ABM programs.

Download more frameworks at erikrmiller.com/frameworks
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