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ABSTRACT: This study examines the impact of Account-Based 

Marketing (ABM) on organizational performance in the 

Nigerian manufacturing industry, with a specific focus on 

firms operating in Delta State. The study aimed to assess the 

level of ABM adoption, analyze its relationships and its 

influences on customer retention, sales growth, revenue 

generation, and operational efficiency. A survey research 

design was employed, utilizing a stratified random sampling 

technique to select 100 manufacturing firms in Delta State. 

Data were collected through structured questionnaires 

distributed to marketing managers, sales executives, and 

business owners. The key variables measured included ABM 

adoption, customer retention, sales growth, revenue generation, 

and operational efficiency. Data were analyzed using 

descriptive statistics, Pearson correlation, regression analysis, 

and ANOVA. Findings revealed that 45% of firms had fully 

adopted ABM strategies, with a strong positive correlation (r = 

0.72, p < 0.05) between ABM adoption and customer retention. 

Firms leveraging ABM reported 30% higher sales growth 

compared to non-adopters, while 80% of respondents agreed 

that ABM improved sales and marketing alignment. 

Additionally, regression analysis indicated that ABM explained  
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55% of the variation in customer retention (R² = 0.55, p < 0.05).Based on these 

findings, the study recommends that manufacturing industry in Delta State invest in 

affordable CRM and automation tools, develop sector-specific ABM strategies, 

collaborate with trade associations for data sharing, implement structured training 

programs, and integrate ABM with digital payment solutions to improve performance 

measurement and operational efficiency. These measures can enhance marketing 

effectiveness and drive business growth. 

Keywords: Account-Based Marketing, Manufacturing Sector, Customer Retention 

Sales growth, Operational Efficiency 

Introduction 

The manufacturing industry in Nigeria is a significant sector that contributes to the 

country's economic growth and development. However, the industry faces numerous 

challenges, including intense competition, limited access to finance, and inadequate 

infrastructure (CBN, 2020). To remain competitive and achieve sustainable growth, 

manufacturing firms in Nigeria must adopt innovative marketing strategies, such as 

account-based marketing (ABM). 

Account-Based Marketing (ABM) is a strategic approach that targets high-value 

accounts rather than casting a wide net to attract leads. By tailoring marketing efforts 

to specific organizations, ABM ensures alignment between sales and marketing 

teams, fostering deeper engagement with target accounts (Aliguma, 2021). In ABM, 

marketing and sales teams collaborate to create personalized campaigns tailored to 

the needs and characteristics of individual accounts or account segments. This 

method is typically used in Business to Business Marketing (B2B) markets, where 

understanding the key decision-makers and stakeholders within an organization can 

significantly enhance sales efficiency and effectiveness. The over-all concept of 

Account-Based Marketing (ABM) has been around for more than 25 years. It was 

previously referred to as Strategic Account Marketing or Target Account Marketing 

to match the Target Account Selling approach used by many sales teams as noted by 

(Chris, Peter, & Jessica, 2019). With marketers increased ability in digital marketing 

at scale and analytics capabilities largely driven by technology advancement, it has 

become clear that not all generated leads are the best fit. This has previously resulted 
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in wastage of time, budget, and resources on the wrong leads and therefore a need for 

targeted techniques and technologies (Marketo, 2019). 

This strategy has been widely adopted in industries globally, including 

manufacturing, where customer retention and satisfaction are critical to performance. 

In the Nigerian manufacturing sector, characterized by intense competition, 

operational inefficiencies, and economic uncertainties, ABM offers a pathway to 

enhanced organizational performance through focused customer acquisition and 

retention strategies (Okoro, 2020). 

The implementation of ABM in the Nigerian manufacturing industry has been 

relatively underexplored, despite its potential to improve organizational performance 

by optimizing marketing efforts and aligning them with revenue generation. This 

study seeks to bridge this knowledge gap by investigating the relationship between 

ABM strategies and organizational performance in Nigeria's manufacturing industry. 

Statement of the Problem 

The Nigerian manufacturing industry is plagued by challenges such as high 

production costs, limited access to markets, and inefficiencies in customer 

relationship management (Adebayo & Olamide, 2022). Traditional marketing 

approaches often fail to address these issues effectively due to their broad focus and 

lack of personalization. Consequently, many manufacturing firms struggle with low 

customer retention rates, reduced profitability, and suboptimal organizational 

performance. 

Although ABM has been recognized as a transformative marketing strategy globally, 

its application and effectiveness in the context of Nigeria's manufacturing sector 

remain underexplored. The absence of empirical research on the impact of ABM on 

organizational performance creates a knowledge gap that limits the adoption of this 

strategy by manufacturing firms. Addressing this problem is critical to enhancing 

marketing efficiency, customer engagement, and overall organizational performance 

in the sector. 
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Despite the proven effectiveness of ABM in enhancing organizational performance 

globally, there is limited empirical evidence on its application in Nigeria's 

manufacturing industry. Most studies in Nigeria focus on traditional marketing 

strategies without exploring the potential of ABM to address sector-specific 

challenges. Additionally, the role of ABM in aligning sales and marketing efforts and 

improving operational efficiency in the Nigerian context has not been adequately 

examined. This study aims to fill this gap by providing empirical insights into the 

impact of ABM on organizational performance in Nigeria's manufacturing industry. 

Objectives 

Broad Objective 

To evaluate the impact of Account-Based Marketing (ABM) on organizational 

performance in the manufacturing industry in Nigeria. 

Specific Objectives 

i. To assess the level of adoption of ABM strategies in the Nigerian 

manufacturing industry. 

ii. To analyze the relationship between ABM practices and customer retention in 

manufacturing firms. 

iii. To evaluate the influence of ABM on sales growth and revenue generation in 

the sector. 

iv. To examine the role of ABM in improving operational efficiency and aligning 

sales and marketing efforts. 

Research Questions 

i. What is the extent of ABM adoption in the Nigerian manufacturing industry? 

ii. How does ABM influence customer retention in manufacturing firms? 

iii. What is the relationship between ABM and sales growth in the manufacturing 

sector? 

iv. In what ways does ABM contribute to operational efficiency and sales-

marketing alignment? 
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Hypotheses 

H1: There is a significant positive relationship between the adoption of ABM 

strategies and customer retention in the manufacturing industry, Delta State. 

H2: ABM practices significantly influence sales growth and revenue generation in 

manufacturing firms in Delta State. 

H3: ABM adoption enhances operational efficiency and alignment between sales and 

marketing teams in the Delta State manufacturing sector. 

Literature Review 

Conceptual Review 

Account-Based Marketing (ABM) is a strategic marketing approach that targets 

specific, high-value accounts rather than broad customer segments. ABM involves 

tailoring marketing campaigns to individual accounts to increase engagement and 

drive revenue (Batra & Sharma, 2021). According to Kotler et al. (2020), ABM 

integrates marketing and sales efforts, enabling organizations to create personalized 

customer experiences that align with organizational goals. For manufacturing firms, 

ABM can improve resource allocation by focusing efforts on the most profitable 

clients, leading to higher efficiency and profitability (Okoro, 2020).  

While specific empirical studies focusing on the manufacturing industry in Delta 

State are likely limited, a broader review of the literature provides evidence for the 

positive impact of ABM on organizational performance across various industries and 

geographies. Several studies have indicated a strong positive correlation between 

ABM implementation and revenue growth within target accounts. A report by 

ITSMA (2020) found that companies with mature ABM programs experience 

significantly higher revenue growth compared to those without. Similarly, research 

by TOPO (2019) highlighted that ABM can lead to a higher return on marketing 

investment compared to traditional inbound or outbound marketing strategies. 

ABM inherently necessitates close collaboration between sales and marketing teams. 

Empirical evidence suggests that strong sales and marketing alignment leads to 
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improved lead quality, shorter sales cycles, higher win rates, and increased customer 

lifetime value (SiriusDecisions, 2017). ABM provides a framework for this 

alignment by focusing both teams on the same set of target accounts and shared 

objectives. The personalized and value-driven approach of ABM fosters stronger 

relationships with key accounts. By deeply understanding their needs and providing 

tailored solutions, manufacturing organizations can enhance customer satisfaction, 

loyalty, and retention, ultimately contributing to long-term profitability (Forrester, 

2018). 

ABM's focus on high-value accounts often translates into larger deal sizes. The 

tailored approach builds trust and demonstrates a deep understanding of the client's 

strategic priorities, making them more receptive to comprehensive and higher-value 

solutions (Corporate Visions, 2016). Furthermore, the targeted and personalized 

engagement can significantly improve win rates with these crucial accounts. Also by 

concentrating resources on a defined set of high-potential accounts, ABM can lead to 

more efficient marketing spending. The clear focus and measurable outcomes 

associated with ABM allow marketing teams to demonstrate their contribution to 

revenue generation and overall business goals, enhancing accountability 

(Demandbase, 2019). 

In the manufacturing sector, where long-term relationships and complex solutions are 

often involved, ABM can provide a significant competitive advantage. By becoming 

a trusted advisor and strategic partner to key accounts, manufacturing organizations 

can differentiate themselves from competitors offering more generic solutions 

(Kaplan & Norton, 1996). Targeting High-Value Accounts in manufacturing sector 

consists of various industries, including textiles, food and beverages, and consumer 

goods. ABM allows these companies to identify and focus on high-value accounts 

that will yield the best returns (Sokoya et al., 2021). Personalizing marketing efforts 

facilitates personalized marketing strategies where manufacturers can tailor their 

messaging, content, and offerings based on the needs of specific accounts (B2B 

Marketing, 2021). This personalization is crucial in Nigeria, where business practices 

often require relationship building and trust. Also improving customer acquisition 

and retention can reduce customer acquisition costs significantly. A targeted 
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approach ensures that marketing resources are spent on nurturing relationships that 

can lead to long-term partnerships, which is particularly important in an industry 

where touch points and negotiations can be lengthy (Nagappan & Mani, 2022). 

Consequently, ABM enables organizations to prioritize their resources effectively, by 

concentrating efforts on high-value accounts, companies can allocate marketing 

budgets and sales activities where they are likely to yield the highest return on 

investment (ROI) (Wong, 2020). This targeted resource allocation minimizes waste 

and improves overall productivity. The success of ABM lies in the collaboration 

between sales and marketing teams. This collaboration fosters better communication 

and shared goals, which can lead to quicker decision-making processes and 

streamlined operations (Harrison, 2022). Research indicates that organizations with 

strong sales and marketing alignment achieve 19% faster revenue growth (Harris, 

2021). ABM relies heavily on data to understand customer behaviors and 

preferences. Utilizing advanced analytics allows organizations to craft personalized 

messages and campaigns. Consequently, they can track the effectiveness of their 

strategies in real-time, enabling rapid adjustments that enhance efficiency 

(MarketingProfs, 2020). Furthermore, by nurturing relationships with specific 

accounts, ABM helps create long-term partnerships rather than transactional 

connections. This focus on relationship-building reduces churn rates and fosters 

customer loyalty, which is more cost-effective than constantly acquiring new 

customers (Kumar & Rajan, 2021). A loyal customer base often translates into lower 

operational costs over time. 

Customer Retention 

Account-based marketing plays a crucial role in enhancing customer retention rates 

within the manufacturing sector of Delta State. By focusing on personalized 

marketing strategies tailored to specific high-value accounts, ABM fosters stronger 

relationships between manufacturers and their clients (Peppers & Rogers, 2016). 

This targeted approach allows companies to address the unique needs and challenges 

of each account, leading to increased customer satisfaction and loyalty. 

https://zenodo.org/records/16786172


Page 8 of 29                                                                 https://zenodo.org/records/16786172 

Research conducted by Ogbuji and Uche (2018) in the Nigerian manufacturing sector 

revealed that companies implementing ABM strategies experienced a 25% increase 

in customer retention rates compared to those using traditional marketing methods. 

The study highlighted that personalized communication and tailored solutions were 

key factors in maintaining long-term relationships with valuable clients. 

Furthermore, ABM enables manufacturers to identify and prioritize their most 

profitable accounts, allowing them to allocate resources more effectively towards 

retaining these high-value customers. This strategic focus on key accounts has been 

shown to result in a 50% reduction in customer churn rates among top-tier clients in 

the Delta State manufacturing industry (Nwankwo & Ajemunigbohun, 2019). 

Sales Growth 

The implementation of ABM strategies has demonstrated a significant positive 

impact on sales growth for manufacturing companies in Delta State. By aligning 

marketing and sales efforts towards specific high-potential accounts, organizations 

can create more targeted and effective sales campaigns. 

A study by Okorie and Eze (2020) found that manufacturing firms in Delta State that 

adopted ABM experienced an average increase of 35% in sales revenue within the 

first year of implementation. The research attributed this growth to the ability of 

ABM to identify and pursue opportunities within existing accounts, as well as to 

attract new high-value clients through personalized outreach. 

Moreover, ABM enables sales teams to focus their efforts on accounts with the 

highest potential for growth, resulting in more efficient use of resources and higher 

conversion rates. Adegbuyi et al. (2019) reported that manufacturing companies 

utilizing ABM in Delta State saw a 40% improvement in their sales pipeline velocity, 

leading to faster deal closures and increased revenue. 

Operational Efficiency 

Account-based marketing has also shown to enhance operational efficiency within 

the manufacturing industry of Delta State. By aligning marketing, sales, and 
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customer service efforts around specific accounts, organizations can streamline their 

processes and reduce redundancies. 

Research by Olannye and Eromafuru (2021) demonstrated that manufacturing firms 

implementing ABM strategies in Delta State experienced a 20% reduction in 

marketing and sales operational costs. This efficiency gain was attributed to the 

elimination of generic marketing campaigns and the focus on targeted, high-impact 

initiatives for key accounts. 

Furthermore, ABM facilitates better coordination between different departments, 

leading to improved resource allocation and decision-making. A study by Iguisi and 

Agbonifoh (2019) found that manufacturing companies in Delta State using ABM 

reported a 30% increase in cross-functional collaboration, resulting in more efficient 

problem-solving and faster response times to customer needs. 

It could be rightly stated that account-based marketing has proven to be a valuable 

strategy for enhancing organizational performance in the manufacturing industry of 

Delta State, Nigeria. By focusing on customer retention, sales growth, and 

operational efficiency, ABM enables companies to optimize their resources, build 

stronger relationships with key accounts, and drive sustainable growth in a 

competitive market environment. 

Organizational Performance  

Organizational performance in the manufacturing industry is typically measured 

through financial metrics, customer satisfaction, operational efficiency, and market 

share (Adebayo & Olamide, 2022). Effective marketing strategies, such as ABM, can 

directly impact these metrics by enhancing customer retention, driving sales growth, 

and streamlining operations. In Nigeria, the manufacturing industry faces challenges 

such as economic instability, high production costs, and market fragmentation, 

necessitating innovative strategies like ABM to improve performance (Osakwe et al., 

2021). Organizational performance in the manufacturing sector can be assessed 

through various metrics such as revenue growth, market share, customer satisfaction, 

and operational efficiency. 
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Research has shown that companies that have adopted ABM strategies in the 

manufacturing industry often report accelerated revenue growth. By focusing on 

high-value accounts, businesses can streamline their sales processes and improve 

closure rates (Kohli & Jaworski, 2021). Implementing ABM can enhance market 

share of manufacturing firms in a competitive advantage in Nigeria’s crowded 

market. A survey by the Manufacturers Association of Nigeria (MAN) indicated that 

companies employing ABM strategies enjoyed an average market share increase of 

15% over two years (MAN, 2020). Customer satisfaction through ABM, leads to 

improved customer experiences since it emphasizes understanding customer needs 

and preferences. In the manufacturing sector, where repeat business is critical, 

ensuring customer satisfaction through tailored approaches can lead to higher loyalty 

and retention rates (Sokoya et al., 2021). Operational efficiency with specific 

accounts being targeted, organizations can allocate their resources more effectively. 

This efficiency is crucial in Nigeria, where economic conditions can strain resources. 

Firms can optimize their supply chains based on the insights gained from engaging 

with key accounts (Fadeyibi et al., 2021). 

However, studies have established a positive correlation between ABM and 

organizational performance. Aliguma (2021) highlighted that ABM fosters deeper 

customer relationships, which are critical for customer retention and loyalty. In 

manufacturing, where high-value contracts often dictate success, ABM enables firms 

to concentrate on critical accounts, reducing churn and increasing profitability. 

However, while the potential benefits of ABM are well-documented globally, its 

application in Nigeria's manufacturing sector remains under-researched. 

Challenges and Considerations 

While the potential benefits of ABM in Nigeria's manufacturing sector are 

significant, several challenges exist. Effective ABM data availability and 

management relies on accurate, real-time data about potential customers. In Nigeria, 

data collection and analytics can be inconsistent, hindering targeted marketing efforts 

(Anyim et al., 2022). The integration Technology: For successful ABM execution, 

manufacturers must invest in technology and tools that facilitate customer 

relationship management and data analysis. This can be costly for small and medium 
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enterprises (SMEs) often driving Nigeria’s manufacturing growth (Josiah & Olatunji, 

2022). In Nigeria, business relationships often play a significant role in transactions. 

ABM strategies must consider cultural nuances and the importance of face-to-face 

interactions, which may not always align with the digital focus of many modern 

marketing strategies (Olanrewaju et al., 2023). 

Account Based Marketing (ABM) Strategies 

Account-Based Marketing (ABM) is a strategic approach that focuses on creating 

personalized marketing campaigns aimed specifically at target accounts, rather than a 

broader audience. This methodology has gained traction in various sectors, including 

the manufacturing industry in Nigeria. Below, are the strategies employed in ABM 

within Nigeria's manufacturing sector, citing relevant literature and industry practices 

where applicable. The first step in ABM is to thoroughly understand the market and 

segment potential accounts. This involves analyzing different manufacturing sectors 

in Nigeria, such as food processing, textiles, and construction materials. According to 

Al-Mamary et al. (2020), effective segmentation can help organizations prioritize 

accounts that are more likely to yield higher returns on investment. It is necessary to 

Utilize data analytics tools to identify high-value accounts based on factors such as 

revenue, growth potential, and alignment with the company’s product offerings. 

Creating personalized content tailored to the needs and pain points of the targeted 

accounts is critical in ABM. This can include case studies, whitepapers, and 

testimonials relevant to the manufacturing sector. Value Proposition Development 

entails that Manufacturers should develop clear value propositions that articulate 

how their products solve specific challenges faced by their target accounts. For 

instance, a manufacturer of industrial machinery might highlight efficiency 

improvements and cost savings. ABM in the manufacturing industry benefits 

significantly from collaboration between marketing, sales, and customer service. By 

aligning these teams, organizations can ensure consistent messaging and a seamless 

customer experience. Integrated Account Teams needs to establish account teams that 

include members from sales, marketing, and technical support to provide 

comprehensive engagement with target accounts (Wright & Grosse, 2019). This 

promotes shared knowledge and a unified strategy. Digital tools and software play a 
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vital role in executing ABM strategies effectively. In Nigeria, where the 

manufacturing industry is increasingly embracing technology, these tools facilitate 

targeted marketing efforts. Marketing Automation Platforms, such as using tools like 

HubSpot or Marketo to manage campaigns, track interactions, and analyze 

engagement metrics. These platforms can help manufacturers automate personalized 

outreach and streamline communication with target accounts. 

Utilizing various channels to reach decision-makers within target accounts is 

essential in ABM. This can range from traditional methods like direct mail to modern 

techniques like social media engagement and webinars. Omnichannel Marketing 

Approach that blend of email campaigns, social media outreach (especially LinkedIn, 

which is popular among B2B), and face-to-face engagements at industry events. 

Engaging decision-makers on multiple platforms increases the chances of building a 

relationship. Host tailored events such as workshops or roundtable discussions for 

key accounts. These events can provide valuable insights into industry trends and 

showcase the company’s capabilities. Educational Workshops such that, a 

manufacturer could organize a workshop on the latest production technologies 

relevant to automotive manufacturing in Nigeria, inviting key decision-makers from 

target companies. Fostering long-term relationships rather than focusing solely on 

immediate sales is a hallmark of successful ABM. In the manufacturing sector, 

relationships based on trust and collaboration can lead to repeat business and 

referrals. Customer Relationship Management (CRM) is necessary for Implementing 

robust CRM systems that focus on nurturing leads and maintaining relationships 

through regular check-ins and offering additional value over time. 

The Account Based Marketing is a powerful strategy for companies in the 

manufacturing industry in Nigeria looking to drive growth and increase revenue. By 

identifying key accounts, personalizing marketing efforts, using multi-channel 

marketing, and measuring performance, companies can effectively target high-value 

accounts and achieve their business goals. By implementing these strategies, 

companies can gain a competitive edge in the market and drive long-term success. 
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Theoretical Review 

Several theoretical reviews underpin the concept of account-based marketing (ABM) 

and its impact on organizational performance in the manufacturing industry in 

Nigeria. These review provide insights into the mechanisms by which ABM 

influences organizational performance. 

Resource-Based View (RBV) 

The Resource-based view (RBV) theory posits that organizations gain competitive 

advantage by effectively utilizing their internal resources (Barney, 1991). ABM 

aligns with RBV by emphasizing targeted use of marketing and sales resources on 

key accounts, thereby optimizing resource allocation to achieve better performance. 

Resource-based view (RBV) theory is a strategic management framework that 

emphasizes the importance of a firm's internal resources and capabilities in achieving 

sustainable competitive advantage (Barney, 1991). According to RBV theory, a firm's 

unique resources and capabilities, such as technology, human capital, and brand 

reputation, are the primary sources of its competitive advantage and long-term 

success. Account-based marketing (ABM) is a strategic approach to marketing that 

focuses on targeting and engaging specific accounts or customers with personalized 

and tailored marketing messages and campaigns (Rosenberg, 2014). ABM aims to 

build stronger relationships with key accounts and drive revenue growth by 

delivering relevant and valuable content and solutions to meet their specific needs 

and challenges. 

The relationship between RBV theory and ABM lies in the alignment of resources 

and capabilities with customer needs and preferences. RBV theory suggests that 

firms should leverage their unique resources and capabilities to create value for 

customers and differentiate themselves from competitors (Barney, 1991). ABM, on 

the other hand, emphasizes the importance of understanding and addressing the 

specific needs and challenges of key accounts to drive revenue growth and build 

stronger relationships (Rosenberg, 2014). Therefore by applying RBV theory to 

ABM, firms can identify and leverage their unique resources and capabilities to 

create personalized and tailored marketing messages and campaigns that resonate 
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with key accounts. This alignment of resources with customer needs can help firms 

build stronger relationships with key accounts, drive revenue growth, and achieve 

sustainable competitive advantage in the marketplace. 

Finally, the integration of RBV theory with ABM can help firms create a strategic 

approach to marketing that leverages their internal resources and capabilities to 

deliver personalized and tailored solutions to key accounts. By aligning resources 

with customer needs, firms can build stronger relationships, drive revenue growth, 

and achieve sustainable competitive advantage in the marketplace. 

Customer Relationship Management (CRM) Theory 

CRM theory focuses on building and maintaining strong relationships with 

customers to enhance loyalty and long-term profitability (Peppers & Rogers, 1993). 

ABM operationalizes CRM principles by tailoring marketing efforts to meet the 

specific needs of high-value customers, improving satisfaction and retention. CRM 

theory emphasizes the importance of understanding and managing customer 

relationships to drive business growth and profitability. It involves the use of 

technology and data to track customer interactions, analyze customer behavior, and 

tailor marketing strategies to meet the needs and preferences of individual customers. 

By implementing CRM strategies, manufacturers can improve customer satisfaction, 

increase customer loyalty, and ultimately drive revenue growth. 

In the manufacturing context, CRM aids in tracking customer interactions across 

multiple channels, allowing companies to tailor their services and products to meet 

specific customer requirements (Ramsay & Smith, 2019). This approach is 

particularly beneficial for manufacturers seeking to navigate complex B2B 

relationships and long sales cycles characteristic of the industry. CRM theory 

emphasizes the importance of understanding customer needs and preferences to 

develop effective marketing strategies (Kotler, 2003). ABM involves identifying and 

targeting high-value accounts and decision-makers with personalized content and 

messaging (ITSMA, 2019). By leveraging CRM data and analytics, manufacturers 

can gain a deeper understanding of their target accounts' needs and preferences, 

enabling them to develop more effective ABM strategies. 
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CRM theory stresses the importance of building strong relationships with customers 

to drive business growth and profitability (Payne, 2006). ABM involves building 

personalized relationships with target accounts and decision-makers through tailored 

content and messaging (ITSMA, 2019). By leveraging CRM principles, 

manufacturers can build strong, long-term relationships with their target accounts, 

driving loyalty and advocacy. The CRM theory also highlights the significance of 

personalization and customization in building strong customer relationships (Kotler, 

2003). ABM involves personalizing content and messaging to specific accounts and 

decision-makers (ITSMA, 2019). By leveraging CRM data and analytics, 

manufacturers can personalize their ABM efforts, increasing the relevance and 

effectiveness of their marketing strategies. 

Empirical Review 

(Andini & Atik, 2023), conducted a study focusing on the B2B segment in Indonesia. 

Based on the results of in-depth interviews with two existing customers and three 

potential customers, it is known that in the early stages, they looked for suppliers 

through online searches. In addition, these customers expect potential suppliers to 

provide proposals or guidelines that specifically explain taxation in their industry. In 

this research, the author uses an AccountBased Marketing (ABM) strategy to realize 

customer expectations, increase the number of customers, and increase company 

revenue. The results show that there are several strategies that can be implemented to 

meet customer expectations. 

Batra and Sharma (2021) conducted a study on ABM in the manufacturing sector in 

India and found that firms adopting ABM experienced a 25% increase in customer 

retention and a 30% rise in sales growth. Similarly, Aliguma (2021) reported that 

ABM implementation in European manufacturing firms led to significant 

improvements in operational efficiency and market share. 

Okoro (2020) explored the application of ABM in Nigerian manufacturing firms and 

found limited adoption due to a lack of awareness and expertise. The study suggested 

that firms implementing ABM strategies reported higher customer retention rates and 

better alignment between marketing and sales teams. Adebayo and Olamide (2022) 
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highlighted that the absence of targeted marketing strategies in Nigeria contributes to 

inefficiencies and poor organizational performance in the manufacturing sector. 

A study conducted by (Kumar et al., 2023) demonstrated that manufacturing firms 

employing ABM strategies experienced a 35% increase in customer engagement 

levels compared to those using traditional marketing methods. This enhanced 

engagement translates into improved sales conversion rates and higher customer 

lifetime value. Research conducted by (Allen & Hamilton 2021) indicated that 

organizations implementing ABM report an average ROI of 300%, contrasting 

sharply with the mere 30% ROI achieved by conventional marketing strategies. This 

finding highlights ABM's potential to drive profitability in the manufacturing sector. 

According to a recent study by (Johnson et al, 2023), manufacturers that adopted 

ABM reported a 50% increase in the quality of leads generated. High-quality leads 

often translate into stronger sales and better alignment between marketing and sales 

teams. (Galletta et al, 2022) examined the impact of ABM on sales cycles in 

manufacturing firms and found that companies utilizing ABM reduced their sales 

cycle duration by 28%. This acceleration is crucial in manufacturing, where decision-

making processes are often prolonged due to the complexity of products and 

services.  

Methodology 

This study employed a survey research design to examine the impact of Account-

Based Marketing (ABM) on organizational performance in the Nigerian 

manufacturing industry. The design was appropriate as it facilitated the collection of 

quantitative data from manufacturing firms to establish relationships between ABM 

adoption and key performance metrics. A stratified random sampling technique was 

used to select participants, ensuring that small, medium, and large manufacturing 

firms were proportionally represented. The sample consisted of 100 manufacturing 

firms operating in Delta State, Nigeria, with respondents including marketing 

managers, sales executives, and business owners actively involved in ABM 

strategies. 
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Data were collected through a structured questionnaire, which was designed to 

capture information on ABM adoption, customer retention, sales growth, revenue 

generation, and operational efficiency. The questionnaire contained both closed-

ended and Likert-scale questions to ensure consistency and ease of analysis. The key 

variables included ABM adoption (independent variable) and customer retention, 

sales growth, revenue generation, and operational efficiency (dependent variables). 

These variables were measured using industry-standard performance indicators such 

as customer lifetime value, revenue growth rate, and marketing-sales alignment 

metrics. 

To ensure validity, the questionnaire was reviewed by industry experts and pilot-

tested among ten firms. Reliability was assessed using Cronbach’s alpha, which 

yielded a coefficient of 0.81, indicating strong internal consistency. Data analysis 

involved descriptive statistics, Pearson correlation, regression analysis, and ANOVA 

to test relationships and differences among firms. SPSS software was used for 

statistical computations, ensuring accuracy and robust interpretation of results. 

Data Presentation 

Objective Relevant 

Questionnaire Items 

Analytical 

Method 

 Results 

Summary 

1. Assess the level of 

adoption of ABM 

strategies in the 

Nigerian 

manufacturing industry 

Q5 (Familiarity), Q6 

(Implementation), Q7 

(Years of Adoption), 

Q8 (Integration 

Level), Q9 (ABM 

Tactics), Q10 (Target 

Account 

Identification) 

Descriptive 

Statistics 

(Frequencies, 

Percentages, 

Mean, Standard 

Deviation) 

- 60% of 

respondents are 

familiar with 

ABM. 

- 45% have fully 

integrated ABM, 

30% have partially 

integrated it, and 

25% have not 

adopted it. 

- Common tactics: 

Target Account 

Selection (70%) 

and Personalized 

Marketing 

(65%). 
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2. Analyze the 

relationship between 

ABM practices and 

customer retention in 

manufacturing firms 

Q12 (Customer 

Retention Impact), 

Q13 (Customer 

Retention Factors) 

Pearson 

Correlation & 

Regression 

Analysis 

- Pearson 

Correlation (r = 

0.72, p < 0.05) 

shows a strong 

positive 

relationship 

between ABM 

adoption and 

customer 

retention. 

- Regression 

model: ABM 

explains 55% of 

customer 

retention 

variance (R² = 

0.55, p < 0.05). 

3. Evaluate the 

influence of ABM on 

sales growth and 

revenue generation in 

the sector 

Q14 (KPIs Used), 

Q15 (Sales Revenue 

Change), Q16 

(Impact on Revenue, 

Sales, Market Share) 

ANOVA & 

Regression 

Analysis 

- ANOVA: F(3, 

96) = 6.85, p < 

0.01 – significant 

differences in 

revenue growth 

across firms with 

different ABM 

adoption levels. 

- Firms with full 

ABM adoption 

report a 30% 

higher sales 

growth than those 

without ABM. 

4. Examine the role of 

ABM in improving 

operational efficiency 

and aligning sales and 

marketing efforts 

Q17 (Sales-

Marketing 

Coordination), Q18 

(Operational 

Efficiency Factors) 

Chi-Square Test 

& Descriptive 

Analysis 

- 80% of 

respondents 

report improved 

sales-marketing 

coordination due 

to ABM. 
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- Chi-square 

results: χ²(3) = 

15.2, p < 0.01, 

showing a 

significant 

association 

between ABM 

adoption and 

sales-marketing 

alignment. 

The study's findings highlight the significant impact of Account-Based Marketing 

(ABM) on organizational performance in the Nigerian manufacturing sector. The 

results provide insights into the adoption level of ABM strategies, their effect on 

customer retention, and their influence on sales growth, revenue generation, and 

operational efficiency. 

Level of ABM Adoption 

The findings indicate that ABM adoption varies across manufacturing firms in 

Nigeria. Approximately 45% of firms have fully adopted ABM strategies, while 

30% have implemented ABM partially, and 25% have yet to integrate ABM into 

their marketing practices. Among the strategies used, target account selection 

(70%) and personalized marketing campaigns (65%) were the most commonly 

employed tactics. These findings suggest that although ABM is gaining traction, a 

significant proportion of firms have not fully embraced its potential. 

ABM and Customer Retention 

The analysis further reveals a strong positive relationship between ABM adoption 

and customer retention. Pearson correlation analysis confirms a significant 

relationship (r = 0.72, p < 0.05), indicating that firms implementing ABM 

experience higher customer loyalty and retention rates. Additionally, regression 

analysis shows that ABM accounts for 55% of the variation in customer 

retention (R² = 0.55, p < 0.05). This suggests that companies leveraging ABM’s 
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targeted marketing and customer engagement strategies are better positioned to 

retain their clientele. 

ABM’s Influence on Sales Growth and Revenue Generation 

The study also establishes that ABM has a significant impact on sales growth and 

revenue generation. Firms that have fully integrated ABM report 30% higher 

sales growth compared to those that have not implemented ABM strategies. The 

results from ANOVA analysis (F(3,96) = 6.85, p < 0.01) further confirm that 

significant differences exist in revenue growth among firms with different levels 

of ABM adoption. This indicates that ABM-driven marketing strategies 

contribute directly to improved sales performance and overall revenue 

expansion. 

ABM and Operational Efficiency 

In addition to its financial impact, ABM plays a crucial role in enhancing 

operational efficiency within manufacturing firms. Survey results show that 80% of 

respondents agreed that ABM improved the alignment between sales and 

marketing teams. Furthermore, chi-square analysis (χ²(3) = 15.2, p < 0.01) 

establishes a significant association between ABM adoption and operational 

efficiency. This suggests that ABM facilitates better collaboration, streamlined 

marketing efforts, and improved resource allocation, ultimately enhancing the 

overall efficiency of business operations. The study’s findings demonstrate that 

ABM adoption in the Nigerian manufacturing industry has a strong positive 

impact on customer retention, sales growth, revenue generation, and 

operational efficiency. Companies that integrate ABM strategies effectively gain a 

competitive advantage through improved customer engagement, targeted 

marketing, and increased sales performance. However, the varying levels of 

adoption indicate a need for greater awareness and investment in ABM strategies 

to maximize their benefits. 
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H1: There is a 

significant 

positive 

relationship 

between the 

adoption of ABM 

strategies and 

customer 

retention in the 

Nigerian 

manufacturing 

industry. 

Q7 

(Implementation of 

ABM), Q9 (ABM 

Tactics Used), Q12 

(Customer 

Retention Impact), 

Q13 (Customer 

Retention Factors) 

Pearson 

Correlation 

& 

Regression 

Analysis 

- Pearson 

Correlation: r = 

0.72, p < 0.05, 

showing a strong 

positive 

relationship 

between ABM 

adoption and 

customer retention. 

 Accepted 

(ABM 

adoption 

has a 

strong, 

positive 

effect on 

customer 

retention). 

- Regression 

Model: ABM 

explains 55% of 

the variance in 

customer 

retention (R² = 

0.55, p < 0.05). 

H2: ABM 

practices 

significantly 

influence sales 

growth and 

revenue 

generation in 

manufacturing 

firms in Nigeria. 

Q14 (KPIs Used), 

Q15 (Sales 

Revenue Change), 

Q16 (Impact on 

Revenue, Sales, 

Market Share) 

ANOVA & 

Regression 

Analysis 

- ANOVA: F(3, 

96) = 6.85, p < 

0.01 – significant 

differences in 

revenue growth 

across firms with 

different ABM 

adoption levels. 

 Accepted 

(ABM 

significantly 

influences 

sales 

growth and 

revenue 

generation). 

- Firms with full 

ABM adoption 

report a 30% 

higher sales 

growth than those 

without ABM. 

H3: ABM 

adoption 

enhances 

operational 

efficiency and 

alignment 

between sales 

and marketing 

teams in the 

Nigerian 

manufacturing 

sector. 

Q17 (Sales-

Marketing 

Coordination), Q18 

(Operational 

Efficiency Factors) 

Chi-Square 

Test & 

Descriptive 

Analysis 

- 80% of 

respondents report 

improved sales-

marketing 

coordination due to 

ABM. 

Accepted 

(ABM 

enhances 

operational 

efficiency 

and sales-

marketing 

alignment). 
- Chi-square 

results: χ²(3) = 

15.2, p < 0.01, 

showing a 

significant 

association 

between ABM 

adoption and sales-

marketing 

alignment. 
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The study investigated the impact of Account-Based Marketing (ABM) on 

organizational performance in Nigeria’s manufacturing sector by testing three 

hypotheses related to customer retention, sales growth, revenue generation, and 

operational efficiency. Using correlation, regression, ANOVA, and chi-square 

tests, the hypotheses were analyzed to determine the significance of ABM adoption 

in improving key performance indicators, as summarized on table 2. 

Hypothesis 1: ABM Adoption and Customer Retention 

The first hypothesis (H1) proposed that there is a significant positive relationship 

between ABM adoption and customer retention in the Nigerian manufacturing 

industry. Pearson correlation analysis confirmed a strong positive relationship (r = 

0.72, p < 0.05) between ABM implementation and customer loyalty. Furthermore, 

regression analysis showed that ABM explains 55% of the variation in customer 

retention (R² = 0.55, p < 0.05). These results indicate that firms leveraging ABM 

strategies, such as personalized marketing campaigns and targeted account 

selection, experience higher customer engagement and retention levels. 

Consequently, H1 is supported, reinforcing the importance of ABM in fostering 

long-term customer relationships. 

Hypothesis 2: ABM’s Influence on Sales Growth and Revenue Generation 

The second hypothesis (H2) examined whether ABM significantly impacts sales 

growth and revenue generation in Nigerian manufacturing firms. ANOVA results 

(F(3,96) = 6.85, p < 0.01) revealed significant differences in revenue growth among 

firms with varying levels of ABM adoption. Firms that had fully implemented ABM 

reported an average of 30% higher sales growth compared to those without ABM 

strategies. Regression analysis further confirmed that ABM adoption positively 

correlates with higher revenue generation and customer lifetime value. These 

findings suggest that H2 is accepted, highlighting ABM as a crucial factor in driving 

financial performance through targeted marketing and efficient resource 

allocation. 

https://zenodo.org/records/16786172


Page 23 of 29                                                                 https://zenodo.org/records/16786172 

Hypothesis 3: ABM and Operational Efficiency 

The third hypothesis (H3) explored whether ABM adoption enhances operational 

efficiency and sales-marketing alignment in the Nigerian manufacturing sector. 

Survey responses indicated that 80% of firms experienced improved collaboration 

between sales and marketing teams due to ABM. Additionally, chi-square analysis 

(χ²(3) = 15.2, p < 0.01) confirmed a significant association between ABM 

implementation and enhanced operational efficiency. These results suggest that 

ABM facilitates better coordination, data-driven decision-making, and 

streamlined marketing efforts, ultimately improving overall efficiency. Thus, H3 is 

supported, emphasizing ABM’s role in bridging the gap between sales and 

marketing functions. 

Discussion of Findings 

The findings on the objectives, confirm that ABM plays a vital role in driving 

business performance in the Nigerian manufacturing sector. The positive 

relationship between ABM adoption and customer retention, sales growth, and 

operational efficiency suggests that manufacturers should prioritize ABM strategies 

for better targeting, personalized marketing, and streamlined operations. The 

study highlights the need for increased technological investment and cross-

functional collaboration to enhance ABM effectiveness. This research provides 

empirical evidence supporting ABM as a performance-enhancing strategy, 

reinforcing its importance in modern marketing and business sustainability 

Also, findings from hypothesis testing provide strong empirical evidence that ABM 

significantly enhances business performance in the Nigerian manufacturing 

industry. The positive impact on customer retention, revenue growth, and 

operational efficiency suggests that companies should increasingly integrate ABM 

strategies to optimize their marketing efforts. The study underscores the need for 

investment in data analytics, marketing automation tools, and cross-functional 

collaboration to maximize ABM’s effectiveness. 
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In conclusion, the acceptance of all three hypotheses reinforces ABM as a strategic 

marketing approach that drives sustainable growth and competitive advantage 

in manufacturing firms. Future research could explore sector-specific ABM 

adoption models and assess long-term impacts on market expansion and 

profitability. 

Conclusion 

This study, titled The Impact of Account-Based Marketing (ABM) on Organizational 

Performance in the Nigerian Manufacturing Industry, examined how ABM adoption 

influences customer retention, sales growth, revenue generation, and operational 

efficiency. The study aimed to assess the level of ABM adoption, analyze its 

relationship with customer retention, evaluate its influence on sales and revenue, and 

examine its role in improving operational efficiency. Findings revealed that 45% of 

firms have fully adopted ABM, and those leveraging ABM strategies experienced 

higher customer loyalty, with a strong positive correlation (r = 0.72, p < 0.05). 

Additionally, firms with full ABM adoption reported 30% higher sales growth, while 

80% of respondents agreed that ABM improved sales and marketing alignment. 

Recommendations 

To help manufacturing industry in Delta State maximize ABM benefits, they should 

first invest in cost-effective CRM and marketing automation tools such as Zoho 

CRM, which supports targeted account selection without excessive financial burden. 

Secondly, manufacturing firms should adopt industry-specific ABM strategies, such 

as creating account-specific promotions for oil palm processing and textile 

production, which dominate the Delta State manufacturing sector. Thirdly, 

collaborative partnerships with local trade associations can help manufacturing firms 

access shared customer insights and refine their ABM campaigns. Fourthly, 

structured ABM training for sales and marketing teams can be implemented through 

business development hubs in Warri and Asaba to improve execution. Finally, 

integrating ABM with digital payment solutions, like Flutterwave and Paystack, can 

streamline transaction processes, making it easier for manufacturing firms to measure 

customer acquisition costs and lifetime value effectively. 
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