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Sample Ideal Customer Profile (ICP)
B2B Market Segment
Methodology:
Using Google Gemini and data from LinkedIn, CRM, and key stakeholders, Trust Insights generated
an Ideal Customer Profile. The purpose of this exercise is to give clear targets and direction to the
sales andmarketing teams.

What can you do with this information?

Firmographics

Industry:
● Prioritized Industries:

○ Technology/SaaS: Companies that develop and sell software or technology-based
services. These organizations typically have a high degree of digital maturity and a
demonstrated need for data-driven insights. They tend to have high-growth
potential, and have a strong need to measure ROI, which aligns well with our
solution. Key sub-sectors include:

■ Cloud Computing
■ Cybersecurity
■ Fintech
■ Martech

○ Healthcare: Organizations involved in healthcare delivery, management, or
services. They often have complex needs around compliance and patient
communication, requiring a robust platform tomanage their requirements. Key
sub-sectors include:

■ Hospitals and Healthcare Systems
■ Telehealth Providers
■ Medical Device Companies

○ Education: Educational institutions and EdTech companies. They typically have
strong needs for data tracking, and effective communication strategies to engage
students and faculty. Key sub-sectors include:

■ Higher Education Institutions
■ K-12 Schools
■ Online Learning Platforms

○ Finance: Organizations in the financial services sector. These have a strong need
for data-drivenmarketing, client reporting, and compliancemanagement. Key
sub-sectors include:
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■ Banks
■ Insurance Providers
■ Investment Firms
■ Payment Processors

○ Non-Profit: Organizations serving a community or cause. They typically need to
demonstrate impact and ROI to stakeholders, and often have a limited budget,
requiring efficient and cost-effective solutions.

○ Consumer Goods: Businesses that produce or sell tangible products to consumers.
The need for brandmanagement, customer loyalty and social engagement make
them a strong potential client.

● Open Approach (Strategic Flexibility):
○ While the above industries are prioritized due to their demonstrated need, other

sectors will be considered where the organization exhibits the following qualities:
■ High-Growth Potential: Companies that are experiencing rapid growth and

need scalable solutions.
■ Digital Maturity: Organizations that are already leveraging digital channels

and are comfortable adopting new technologies.
■ Data-Driven Culture: Companies that value data-informed decision making

and are actively using analytics tools.
■ Customer-Centric Approach: Organizations that are committed to

enhancing customer experience and building strong relationships through
effective communication and data-driven personalization.

Company Size & Structure:
● Ideal Target: Mid-market and Enterprise companies that possess:

○ Revenue: Annual revenue between $10million and $10 billion+. This indicates they
have sufficient budget for our solution, but are also concerned with efficiency and
ROI.

○ Employee Count: 50 to 10,000+ employees, demonstrating a level of organizational
structure where our consulting expertise is most impactful.

■ Segmented by Stage: Companies with growth potential, and the need to
scale will be prioritized. This includes:

■ Fast-Growth Companies (Series B+) that are scaling quickly, and
looking to optimize their operations and growth.

■ Mature Companies that are looking for improved operational
efficiencies and need to enhance their current performance.

○ Business Model: Preference will be given to companies that are scaling, and looking
to optimize their operations and growth, rather than companies that are
experiencing slow growth.

● Rationale: This size range indicates a level of complexity that requires our sophisticated
solutions. Smaller companies may not have the need, whilst very large companies may have
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more specific requirements that are harder to solve. We are targeting companies who need
our particular strengths, but are not so large that we are unable to serve them.

Technology Stack & Tech Savviness:
● Ideal Technology Stack:

○ CRM Foundation: Actively using a Customer Relationship Management (CRM)
system, with a strong preference for Salesforce due to its robustness and flexibility.
Other CRMs (such as Microsoft Dynamics, or Zoho CRM) are acceptable if they
demonstrate strong integration capabilities.

○ Marketing Automation: Actively using marketing automation platforms (e.g.,
HubSpot, Marketo, Pardot) indicating an understanding of the need to scale and
automatemarketing activities.

■ Companies using these tools also tend to have a high-level of marketing
maturity and are more receptive to data driven and digital strategies.

○ Web Analytics Proficiency: Proficient in the use of web analytics platforms, such as
Google Analytics, Adobe Analytics, or similar, demonstrating the need for
data-driven decision-making and performancemonitoring.

○ Collaboration Tools: Use of cloud-based collaboration tools, such as Slack,
Microsoft Teams, or Asana, indicating a culture of digital communication and
project management.

● Tech Savviness:
○ Digital First Mindset: Demonstrated ability to adapt and utilize new and emerging

technologies.
○ Data Driven: Companies that are actively utilizing web analytics data to improve and

optimize their business.
○ Cross-Functional Integration: Companies that have a high-level of integration

across their different departments and actively encourage collaboration and data
sharing.

○ Scalable Infrastructure: Companies that have invested in the systems and
technologies required to scale their operations.

○ Innovation Oriented: Companies that are constantly seeking out innovative
strategies and solutions to improve business performance.

○ Tech Forward Leaders: Companies where decision makers are comfortable with
advanced technologies and prefer using data to drive business outcomes.
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Psychographics

Mindset & Attitudes:
● Data-Driven: They are deeply analytical and rely on data to guide their decisions. They

believe that data is essential to prove the value of their actions and to understand the
impact of their work.

● Results-Oriented: They are highly driven by achieving tangible outcomes and are focused
on demonstrating the ROI of their efforts. They seek clarity and quantifiable metrics to
measure success.

● Growth-Minded: They are always looking for ways to improve processes, learn new things,
and develop their skills. They are often early adopters of new technologies and are open to
experimenting with new strategies.

● Strategic Thinkers: They possess a strategic mindset, are able to see the big picture, and
develop plans that align with the company's overall business objectives. They think long
term.

● Problem Solvers: They actively seek solutions to operational challenges and are committed
to improving efficiency and productivity across their teams.

Values & Beliefs:
● Innovation: They believe in the power of innovation to drive business success and

understand that staying ahead of trends requires constant learning and experimentation.
● Efficiency: They highly value efficient processes and believe in the power of streamlined

workflows to optimize productivity and performance.
● Collaboration: They believe in the importance of collaboration and open communication to

achieve common goals and break down departmental silos.
● Transparency: They value open and transparent communication across all levels of their

company, using this to ensure that the company is aligned with its goals and values.
● Customer-Centricity: They believe in the importance of building strong customer

relationships, and strive to deliver great customer experiences and build brand advocacy.

Work Style & Preferences:
● Proactive: They are proactive in seeking out new opportunities and are not afraid to

experiment with new approaches and technologies, so long as they have good evidence
that these will be beneficial.

● Detail-Oriented: They pay attention to details and strive for precision in their work,
understanding that accurate data and analysis is crucial for informed decision making.

● Independent Thinkers: They value autonomy and are confident in making data-driven
decisions. They seek to challenge the status quo, and are not afraid of making decisions
that are not popular or politically advantageous.
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● Technologically Adept: They are comfortable using a variety of technologies and prefer to
streamline workflows with technology. They tend to be early adopters of new software and
are eager to find solutions that can help their teams becomemore effective.

Target Roles

Key Decision-Makers & Influencers (Primary Targets):

These roles hold the primary decision-making power or exert significant influence in the
purchasing process. They are responsible for strategic initiatives, budget allocation, and driving
business outcomes. They should be themain focus of sales andmarketing efforts.

● Executive Leadership (Key Decision Makers):
○ Chief Digital Officer (CDO): Responsible for driving digital transformation and

innovation strategies. They focus on leveraging technology to improve business
outcomes, and are most likely to have budget for new initiatives. They are often the
ultimate decision maker, or one of the key decision makers in enterprise accounts.

■ Key Alignment: Aligns with goals of "Innovation" and "Data Driven Decision
Making", will benefit from the "Data Overload" pain point being solved, and
will also benefit from solving the "ROI" challenge.

○ Chief Technology Officer (CTO): Responsible for the overall technology vision and
strategy. They are concerned with the technical feasibility and performance of our
solution. They are most likely to be involved when the implementation has
significant IT requirements.

■ Key Alignment: Aligns with goals of "Innovation", but also requires a clear
understanding of implementation and ease of integration with current
systems. They want to ensure that the "Data Overload" challenge is solved
using scalable and secure architecture.

○ Chief Marketing Officer (CMO) / VP of Marketing: Responsible for overall marketing
strategy and budget, particularly in companies where they don't have a CDO. They
are particularly keen to see ameasurable return on their investments in marketing
and will be looking to solve the “Demonstrating ROI” challenge.

■ Key Alignment: Focuses on achieving "Business Impact", "Brand Building",
and is highly attuned to the "Demonstrating ROI" pain point. This will be the
key executive in companies that are smaller or do not have a CDO.

● Strategic Influencers:
○ Director of Digital Strategy / VP of Digital Transformation: Responsible for

implementing digital strategies across the organization. They will provide
recommendations on how new technologies and systems can best be utilized, and
will be concerned with workflow and implementation.
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■ Key Alignment: They will be primarily driven by a need to improve process
and workflows, and will be keen to address "Workflow Inefficiencies". They
will be influential on product selection, particularly in enterprise accounts.

○ Head of Digital Marketing: Responsible for digital marketing activities and strategy,
and will champion new technology that improves their effectiveness.

■ Key Alignment: They are concerned with "Innovation" and "Data Driven
Decision Making". They will need to overcome "Content Creation Pressure"
and be able to clearly measure the "ROI" of their efforts. This person will be
heavily involved in mid-market opportunities, and will provide crucial
feedback on product features.

○ Head of Data & Analytics: Responsible for data strategy, analytics implementation
and data driven decision making.

■ Key Alignment: Concerned with "Data Driven Decision Making" and will need
to improve "Data Overload" through scalable solutions, they will need to see
tangible results from our proposed solution.

○ VP of Sales/Sales Operations: Responsible for revenue generation. This role will be
most relevant if your product helps them to close more deals through better data
insights.

■ Key Alignment: Concerned with seeing measurable "Results", and will be
interested in how your product can help them to achieve their "Business
Goals".

Tactical Users & Influencers (Secondary Targets):

These roles are typically users of our solution or have influence on the day-to-day use of our
product or service. They provide valuable feedback on usability, but may not be the primary
decision maker.

● Technology & Data:
○ Data Scientist: Responsible for analyzing data, extracting insights, and creating

models to solve specific problems. They may need to be convinced that our solution
will help them achieve their specific goals and will be interested in technical
implementation and ease of data integration.

■ Key Alignment: They are concerned with "Data Driven Decision Making", and
solving the "Data Overload" challenge, and will be interested in having
advanced data insights to support their business needs.

○ Software Engineer/Developer: Responsible for implementation, integration and
product development. They will be interested in the technical details, scalability and
integration with existing systems.

■ Key Alignment: They will want to ensure that their technology is well
supported, and easy to use, to minimize any "Workflow Inefficiencies", and
will seek to eliminate any "Data Overload".
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● Customer Experience & Marketing:
○ Content Strategist: Responsible for creating content strategies and will be

interested in how our product can enhance content effectiveness and efficiency,
particularly in regard to social media marketing.

■ Key Alignment: They will want to improve their results using innovative
approaches, whilst also eliminating "Content Creation Pressure". They are
highly interested in the creative features of a new solution.

○ Social Media Manager: Responsible for day-to-day management of social media
channels and campaigns. They are concerned with metrics, and how our product
can improve campaign performance.

■ Key Alignment: They will want to see an improvement in their results, and a
solution to "Content Creation Pressure". They are keen to adopt new
technologies that canmake their jobs easier.

● Departmental Considerations:
○ Information Technology (IT): Always involved in the vendor review process, they vet

solutions for technical suitability, security, and scalability. They are not the primary
users, but will need to sign off on solutions that have an impact on their current IT
infrastructure.

○ Operations: Sometimes involved as users, and can be key to ensuring operational
alignment with your solution. Their engagement is highly dependent on the specific
solution.

○ Human Resources (HR): Generally not involved in the direct decision-making or
usage of our solution, but may have a need for data analytics and improved
employee engagement. Their involvement is dependent on the specific client, and
the use-case of the product.

Pain Points
Here are the key challenges that our ideal customers face. They are grouped by theme, to highlight
commonalities.

Challenges Related to ROI and Impact Measurement:
● 1. Inability to Demonstrate Clear Marketing ROI:

○ Specific Problem: Executives demand a clear link betweenmarketing investments
and tangible business outcomes, such as increased sales or revenue. However, our
target audience struggles to accurately measure the impact of social media efforts,
which makes it hard for them to justify their budgets or prove the value of their
work. This can cause a lack of trust, and ultimately fewer resources.

○ Root Cause: They struggle with data silos, inaccurate tracking, attribution modeling
issues, and challenges connecting social media data to CRM systems and sales.
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They lack the tools and expertise to bridge the gap between social media activities
andmeaningful business results.

○ Impact on Roles: Primary pain point for CMOs/VPs of Marketing, CDOs, and Heads of
Digital Marketing. Also influences budget and strategy decisions for other
leadership roles.

○ Our Solution: Our solution offers robust, integrated analytics, and reporting
features that provide a clear view of ROI. We can help clients overcome data silos,
optimize campaigns, andmake better data-driven decisions.

● 2. Difficulty in Proving the Value of Social Media:
○ Specific Problem: Our target audience finds it difficult to prove that social media is

a viable and impactful business tool, not just a cost-center. This makes it
challenging to get approval for new strategies, and can undermine their importance
in the company.

○ Root Cause: They lack the ability to track meaningful metrics, link activity to
revenue and leads, and accurately show the value of their work. Their analytics tools
often report vanity metrics, instead of actionable business insights.

○ Impact on Roles: Primarily affects Social Media Managers, Content Strategists, and
Heads of Digital Marketing.

○ Our Solution: By providing detailed, business-focused reporting capabilities and
linking social metrics to business outcomes, we can help them demonstrate the
true value of social media, and gain credibility with leadership.

Challenges Related to Data and Insights:
● 3. Overwhelmed by Data and Lack of Actionable Insights:

○ Specific Problem: Our target audience is bombarded with data from various
platforms, but they struggle to analyze this data, and extract actionable insights
that can be used to inform their decisions.

○ Root Cause: The problem stems from the sheer volume and complexity of the data,
the lack of automated tools, and the lack of experience in data analysis. They are
often spending more time collecting data, than using it to inform their business
strategy.

○ Impact on Roles: Primarily affects Data Scientists, Heads of Data & Analytics, and
Marketing roles focused on data-driven strategy.

○ Our Solution: We provide real-time reporting dashboards, data visualization
capabilities, and AI-powered tools that will help them to translate raw data into
actionable recommendations. Our solutions cut through data noise, to focus on the
most relevant information.

● 4. Inability to Translate Data into Strategy:
○ Specific Problem: Even when data is available, the target audience struggles to

translate the findings into a well-defined and strategic plan. They may understand
their data, but lack the ability to translate it into actionable, well-defined goals.
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○ Root Cause: The challenge stems from a lack of clarity in objectives, and a lack of
analytical skills required to interpret data, create a strategic plan, and communicate
that plan effectively. They tend to lack the ability to align their operational goals
with the business strategy.

○ Impact on Roles: Primarily affects Heads of Digital Marketing, CDOs, and CTOs who
need to make data-driven decisions, and create business value from analytics.

○ Our Solution: Our team of strategic advisors, and our analytics dashboards will help
clients translate data into clear goals, a defined strategy, and help them
communicate the value of their work to the wider business.

Challenges Related to Process and Efficiency:
● 5. Inefficient Workflows and Lack of Scalable Processes:

○ Specific Problem: Many companies lack repeatable processes, and efficient
workflows for key tasks like content creation, data analysis, and decision-making.
This leads to inconsistency, wasted effort, andmissed opportunities. This also has
an impact on employee burnout.

○ Root Cause: Challenges stem from ad-hoc planning, a lack of automation, and
departmental silos that prevent clear communication. This can be a challenge when
new systems or technologies are introduced.

○ Impact on Roles: Affects all roles, particularly Social Media Managers, Content
Strategists, and Operations teams.

○ Our Solution: By streamlining data and workflows, our solution can help optimize
content creation, optimize campaigns, and improve overall team efficiency. Our
automation capabilities free up valuable time to focus onmore strategic tasks.

● 6. Pressure to Keep UpWith Rapidly Changing Trends:
○ Specific Problem: The social media landscape is constantly evolving, with new

platforms, algorithms, and best practices emerging frequently. It’s extremely
challenging for our target audience to keep up with these changes.

○ Root Cause: The root of this problem is that the target audience lacks time to fully
explore new opportunities, or the budget to try new things. They don’t have the
resources to devote to research and experimentation and often feel like they are
“playing catch up”.

○ Impact on Roles: Affects primarily Social Media Managers, Content Strategists, and
Heads of Digital Marketing, but also senior leadership that are keen to adopt an
innovation-led strategy.

○ Our Solution: Our solution keeps our clients up to date with current best practices,
and will help them identify and leverage new platform opportunities. Our solution
makes it easier to learn and scale to new platforms and opportunities.

● 7. Content Creation Overload and Inconsistency
○ Specific Problem: Our target audience struggles to produce high-quality content

consistently, across multiple platforms. They often feel under pressure to keep
publishing content, without having the resources or time to do it effectively.
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○ Root Cause: This is caused by the lack of a good content creation process, poor
management of resources, and time pressures. These issues are often made worse
by poor planning and inefficient workflows.

○ Impact on Roles: Affects primarily Social Media Managers, Content Strategists, and
Heads of Digital Marketing.

○ Our Solution: Our solutions offer tools to improve the content creation process, and
help to identify content opportunities and improve the efficiency of content
creation, ensuring consistently high quality, and reducing resource strain.

Challenges Related to Resources and Alignment
● 8. Lack of Clarity and Alignment on Goals and Strategy:

○ Specific Problem: Internal disagreements, misaligned goals, and unclear strategic
direction, will often hinder success. Our target clients struggle to get everyone on
the same page and working towards the same outcome.

○ Root Cause: The root cause of these issues is poor communication and a lack of a
clear vision. Teams are often focused on operational metrics, instead of strategic
outcomes.

○ Impact on Roles: Affects all roles, but it is particularly impactful on leadership roles
(CDOs, CMOs, VPs of Marketing) who need to ensure alignment with business
objectives.

○ Our Solution: By providing tools that enable clear goal setting and strategic
planning, we can help to align different departments and ensure that everyone is
working towards the same business outcome.

● 9. Inadequate Budget, People and Resources:
○ Specific Problem: Our target audience often feel like they lack the resources they

need to succeed, whether that be an insufficient budget, a lack of skilled team
members, or a lack of access to the right technologies.

○ Root Cause: This stems from a lack of understanding about the value that can be
generated, a lack of executive support and prioritization, and a lack of resources to
invest in new technologies or hire skilled talent.

○ Impact on Roles: Affects all roles across different levels of seniority.
○ Our Solution: Our solution will provide a way to justify budgets and resources, by

demonstrating an increase in ROI, optimizing their existing workflows, andmaking
themost effective use of their existing team.

Goals and Motivations
Here's what our ideal customers are striving to achieve, and what drives them in their roles.
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Strategic Goals:
These goals represent the overall strategic objectives that our ideal customers are working to
achieve. These are often aligned with key business metrics, such as revenue, growth, and customer
retention.

● 1. Driving Tangible Business Impact:
○ Specific Goal: They want their digital efforts to clearly contribute to key business

metrics, such as lead generation, increased sales revenue, improved conversion
rates, and growth in customer base. They want to be able to show that their actions
are driving positive business outcomes.

○ Ownership: Primarily owned by the CMO/VP of Marketing, CDO, and Sales
Leadership.

○ Why it Matters: Directly addresses the pain point of "Inability to Demonstrate Clear
Marketing ROI", and provides a concrete objective for our clients.

○ Metrics: Increase in leads, sales, revenue, average deal size, marketing sourced
revenue.

● 2. Building a Strong and Respected Brand:
○ Specific Goal: They are committed to building a brand that is recognized,

respected, and has a positive public perception. They want to increase brand
awareness, foster positive customer sentiment, and establish themselves as
thought leaders in their industry.

○ Ownership: Owned by the CMO/VP of Marketing, and Heads of Digital Marketing.
○ Why it Matters: Addresses the pain point of "Difficulty in Proving the Value of Social

Media", and provides a strategic objective for how digital initiatives should be used.
○ Metrics: Increase in brand awareness, positive sentiment, customer satisfaction,

number of brandmentions, press coverage, social media engagement.
● 3. Embracing Innovation and Leading in the Digital Landscape:

○ Specific Goal: They strive to stay ahead of the curve by adopting the latest social
media trends, finding innovative ways to engage audiences, and experimenting with
new platforms and tactics to expand the reach of their brand.

○ Ownership: Owned by CDOs, Heads of Digital Marketing, and Social Media Managers,
with support from other strategic stakeholders.

○ Why it Matters: Addresses the pain point of "Pressure to Keep UpWith Rapidly
Changing Trends," and provides a clear objective for how to be successful in the
market.

○ Metrics: Number of experiments, adoption of new platforms, improvement in
campaign performance and efficiency.

● 4. Fostering Customer Relationships and Brand Advocacy:
○ Specific Goal: They are focused on building loyal and engaged communities of

customers who become brand advocates. They seek to improve customer
experiences, build positive customer relationships, and increase word-of-mouth
recommendations.
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○ Ownership: Owned by Heads of Digital Marketing, Customer Experience and Social
Media Managers.

○ Why it Matters: Provides an objective for improving overall customer relations,
addresses the pain point of "Difficulty in Proving the Value of Social Media".

○ Metrics: Customer satisfaction (CSAT) scores, Net Promoter Score (NPS), social
media engagement, brand advocacy rates.

● 5. Data-Driven Decision Making and Continuous Optimization:
○ Specific Goal: They are focused on using data and insights to inform their decisions

and optimize their campaigns for maximum impact and efficiency. They aim to
prove value and justify their budgets based on robust analytics.

○ Ownership: Owned by Data Scientists, Heads of Data & Analytics, Heads of Digital
Marketing, and the C-Suite (CDO, CTO, CMO).

○ Why it Matters: Addresses the pain points of "Overwhelmed by Data and Lack of
Actionable Insights", and the "Inability to Translate Data into Strategy". It provides a
clear objective on how data should be used and applied to business results.

○ Metrics: Increase in data accuracy, insight to action conversion rates, measurable
improvements to campaignmetrics, data quality, efficiency in decision making.

Underlying Motivations:
These are the intrinsic factors that drive the behavior of our ideal customers. These personal and
professional motivations can influence their purchasing decisions.

● 1. The Desire to See Tangible Results and Achieve Impact:
○ Underlying Drive: They are driven by seeing the tangible impact of their work and

the satisfaction of achieving measurable outcomes, not just activity. They need to
see how their actions are making ameaningful difference to the business. This
provides a sense of accomplishment.

○ Impact on Purchase Decision: This motivation drives them to invest in solutions
that can provide clear, measurable improvements and demonstrate a clear ROI.
They will seek a solution that directly addresses the "Inability to Demonstrate Clear
Marketing ROI" challenge.

● 2. The Pursuit of Professional Growth and Influence:
○ Underlying Drive: They seek out opportunities to expand their skills, gain new

experiences, manage teams, and take onmore strategic responsibilities. They want
to advance their careers, be more effective and grow their professional impact.
They are motivated by new challenges.

○ Impact on Purchase Decision: This will motivate them to implement new and
innovative technologies, and to explore new strategies, that can help them increase
their effectiveness and gain more recognition. They will seek out innovative
products that can give them a competitive advantage.

● 3. The Ability to Shape Company Culture and Drive Innovation:
○ Underlying Drive: They want to have a positive influence on their company's culture

and values, and aim to champion a customer-centric and data-driven approach.
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They seek to create a more strategic and collaborative environment, and influence
the decisions of senior management.

○ Impact on Purchase Decision: They will be drawn to solutions that align with a
modern, innovative approach, and that champion the use of technology to create
better experiences. They will look for a collaborative approach to problem solving
and will prioritize solutions that can be easily adopted by all teams.

● 4. The Need for Recognition and Validation:
○ Underlying Drive: They are motivated by awards, industry recognition, and positive

feedback from stakeholders. This validates the positive impact they are having on
the business, and their team.

○ Impact on Purchase Decision: They will seek solutions that will help them achieve
demonstrable success that can be recognized both internally and externally. They
will be drawn to solutions that can provide data that demonstrates that their
campaigns are effective.

Buying Process
This section outlines how our ideal customers move through their buying journey, and howwe can
best align our sales andmarketing efforts.

1. The Buyer's Journey
Understanding the buyer's journey is crucial to engage and nurture leads effectively.

A. Awareness Stage:
At this stage, our ideal customers become aware of their challenges and potential solutions. They
are identifying their needs, exploring pain points, and looking for information.

● Buyer Behaviors:
○ Recognize a problem or opportunity.
○ Seek general information about potential solutions.
○ Follow industry trends and thought leaders.
○ Begin researching possible solutions.

● Marketing Strategies, Tactics, and Channels
○ Content Marketing:

■ Tactics: Blog posts, articles, and educational content that addresses their
pain points. This content must be highly SEO optimized to be discovered by
our target audience.

■ Channels: Company blog, industry publications, social media,
organic search.

■ Tactics: Thought leadership content, including expert interviews and
webinars.
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■ Channels: Company website, YouTube, and other video platforms,
and through industry webinars.

○ Social Media Engagement:
■ Tactics: Engaging content and participation in relevant groups and online

communities.
■ Channels: LinkedIn, Twitter, relevant industry-specific forums and social

media groups.
○ Industry Events:

■ Tactics: Participation in relevant conferences, and sponsoring industry
events that are attended by our target audience.

■ Channels: Key industry events and conferences.
○ Public Relations:

■ Tactics: Press releases, and other PR activities that raise awareness of your
solution.

■ Channels: Industry news publications, and online outlets.

B. Consideration Stage:
At this stage, our ideal customers are actively researching and evaluating different potential
solutions to their pain points. They are looking for specific information and vendor options.

● Buyer Behaviors:
○ Research different vendor options.
○ Compare features, pricing and benefits of different solutions.
○ Read reviews, case studies, and testimonials to validate their options.
○ Look for content that aligns with their specific needs.

● Marketing Strategies, Tactics, and Channels
○ Vendor Content:

■ Tactics: Providing downloadable white papers, case studies, ebooks, and
detailed guides.

■ Channels: Company website, landing pages, and email marketing.
○ Webinars & Demos:

■ Tactics: Hosting webinars and live demos that showcase our solution in a
practical way.

■ Channels: Company website, and through online event platforms.
○ Social Proof and Testimonials:

■ Tactics: Sharing client testimonials and success stories.
■ Channels: Company website, social media, and third-party review platforms

(e.g. G2, Capterra).
○ Email Marketing:

■ Tactics: Targeted email campaigns, with customized content that
addresses their specific needs.

■ Channels: Using marketing automation platforms to nurture leads through
email sequences.
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C. Evaluation Stage:
At this stage, the ideal customer is conducting an in-depth evaluation of specific vendors, their
solutions, and their capabilities, and will seek validation for their decision.

● Buyer Behaviors:
○ Requesting product demos and trials.
○ Looking for specific product information and integrations.
○ Engaging in direct communication with vendor sales teams.
○ Seeking answers to all of their specific questions.
○ Requesting pricing and a formal proposal.

● Marketing Strategies, Tactics, and Channels
○ Personalized Demos and Trials:

* Tactics: Provide customized demos and free trials that are specific to their
business needs.
* Channels: Direct contact from the sales team, and amanaged demo experience.

○ Technical Documentation & Support:
■ Tactics: Provide detailed technical documentation and support that address

specific implementation and security needs.
■ Channels: Through a secure online resource center.

○ Direct Communication with Sales:
■ Tactics: Providing a consultative sales process that answers their questions

and builds trust.
■ Channels: Phone, email, and video conferencing.

D. Purchase Stage:
At this stage, our ideal customer has selected their vendor and is ready to purchase.

● Buyer Behaviors:
○ Negotiating contract terms and pricing.
○ Securing internal approvals.
○ Finalizing the purchase.
○ Onboarding and implementation of the chosen solution.

● Marketing Strategies, Tactics, and Channels
○ Consultative Sales:

■ Tactics: Providing a seamless and supportive experience for the client as
they onboard with our solution.

■ Channels: Through direct support teams, and a customer success program.
○ Clear Documentation and Implementation Guides:

■ Tactics: Providing clear documentation and training materials, that can be
used to ensure success when adopting our solution.

■ Channels: Through a secure online resource center, and through onboarding
support calls.

○ Flexible Contracting:
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■ Tactics: Offering flexible contract and payment options that align with their
budget and procurement processes.

■ Channels: Through direct conversations with the sales team.

2. Purchasing Patterns and Process:
Understanding the purchasing patterns will help us to refine our sales process.

● Who's Involved:
○ The Head of Digital Marketing (or similar) is usually the primary decision-maker for

tools and services, and will be responsible for product selection, and securing initial
funding.

○ CMOs/Marketing VPs will sign off on significant budget allocations, especially for
enterprise accounts.

○ Procurement and IT will usually be involved in vetting technology vendors, and the
contract negotiation process.

○ Other influencers can include: Heads of Data, and senior technical roles that will
ensure the technical solution is viable.

● Purchasing Process:
○ The purchase of our solution often starts with an identified need for improved

performance, or as a way to resolve a key pain point.
○ The evaluation process is typically driven by research, reading reviews and

testimonials, and is followed by requests for demos and trials.
○ The budget will need to be approved by senior leadership, which will often require a

clear demonstration of ROI.
○ The process can take anywhere between a few weeks and several months,

depending on the size of the client and the complexity of the solution.
● Budget Allocation:

○ Budgets are often allocated on a per-department basis, and can be hard to get
approved for a new solution.

○ It’s important to have compelling ROI metrics that will convince leadership to move
forward with the adoption of a new technology.

○ It’s important to show that new solutions can be implemented in a simple and
scalable way, to reduce the amount of effort needed for implementation.

Key Marketing Strategies
Based on the above analysis of the buyer’s journey, here are key strategies we should implement to
reach our ideal customers effectively:

● Content is King: Invest in high-quality, SEO-optimized content, that will address specific
pain points and align with the customer’s buying journey.

● Omnichannel Strategy: Usemultiple channels to reach your audience. Combine content,
social media engagement, webinars and industry events to build trust and raise awareness.
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● Social Proof is Essential: Use testimonials, case studies and reviews to validate your
position in themarket, and reassure customers that others have achieved success using
your product.

● Data-Driven Approach: Use data to drive every decision, and improve overall efficiency. By
measuring success, you can continuously optimize your approach, and refine your overall
strategy.

● Personalized Experience: Cater to each individual customer’s requirements and offer
custom demos, flexible pricing options and personal customer service.

Action Plan: Targeting the B2B ICP
This section provides a strategic action plan to guide our marketing and sales efforts, based on a
detailed understanding of our ideal customer. We’ve organized these into stages of the customer
journey, and have provided specific, andmeasurable, tactics that can be implemented.

I. Building Awareness (Buyer's Journey: Awareness Stage)
These actions are designed to increase awareness of our solution, and connect with ideal
customers at the beginning of their buying journey.

● 1. Content Strategy (Priority: 1; Marketing)
○ Action: Develop a robust content marketing strategy that addresses the pain points

of our ideal customer, with a focus on SEO optimized content that can be
discovered through online search.

○ Tactics:
■ Create blog posts, articles, and educational resources that address the

specific challenges that our ideal customers face (e.g., "The Ultimate Guide
to Measuring Social Media ROI", or "5 Proven Strategies for Streamlining Data
Workflows").

■ Metric: Increase organic traffic to blog and other educational
resources by 25% in Q3 of this year.

■ Develop thought leadership content, such as interviews with industry
experts, or webinars on data-driven decision making.

■ Metric: Host two webinars per quarter featuring industry thought
leaders, with 150+ attendees each.

■ Publish infographics, and data visualization assets that showcase the value
of our solution.

■ Metric: Increase infographic and data visualization downloads by
15% per quarter.

○ Channels: Company Blog, Industry Publications, Social Media, SEO.
○ Why This Action: Content is a key touchpoint in the Awareness phase, and this is

how your target audience will discover your solution.
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● 2. Social Media Engagement (Priority: 2; Marketing)
○ Action: Engage with potential customers on social media, sharing valuable content,

and participating in relevant online communities.
○ Tactics:

■ Share insightful and informative posts that directly address the pain points
of our ideal customers.

■ Metric: Increase social media engagement rate by 10% per quarter.
■ Actively participate in relevant industry-specific groups on LinkedIn and

other professional platforms.
■ Metric: Share 5+ posts in relevant groups per week.

■ Share client testimonials and success stories on social media.
■ Metric: Share at least 2 client success stories per week.

○ Channels: LinkedIn, Twitter, relevant social media communities.
○ Why This Action: Will raise awareness and build trust, and position us as an industry

leader.

II. Generating Leads & Guiding Consideration (Buyer's Journey: Consideration
Stage)
These actions are designed to generate leads and guide prospects through the evaluation stage of
the buying process.

● 3. Lead Generation (Priority: 1; Marketing & Sales)
○ Action: Drive leads using targeted lead generation methods, that directly address

the needs of our ideal customers.
○ Tactics:

■ Create high-value downloadable assets such as white papers, case studies,
and ebooks that address the specific needs of each target role.

■ Metric: Generate 100+ qualified leads per month through content
downloads.

■ Offer gated webinars or online events, which can be used to capture leads,
and qualify prospects.

■ Metric: Collect 200+ new leads through online events, every quarter.
■ Implement a strong email marketing strategy, based on specific customer

segments, and using marketing automation tools to create effective
nurturing sequences.

■ Metric: Generate 50+ SQLs per month through email marketing.
○ Channels: CompanyWebsite, Landing Pages, Email Marketing.
○ Why This Action: Will generate highly qualified leads and allow us to tailor our

messaging to each specific segment.
● 4. Webinars and Demos (Priority: 2; Sales & Marketing)

○ Action: Host engaging webinars and online product demonstrations that showcase
the value of our solution.
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○ Tactics:
■ Host at least one live webinar per month, and create a library of recorded

webinars that can be used to capture leads, and qualify prospects.
■ Metric: Generate 100+ leads through webinars eachmonth.

■ Create a structured demo process, which includes key selling points for
each target audience, and specific data that demonstrates how our solution
can solve their unique needs.

■ Metric: Reduce demo to contract conversion time by 10% each
quarter.

■ Run live Q&A sessions at the end of all demos and webinars, to encourage
interaction and build trust.

■ Metric: Achieve at least 80% positive feedback on customer support
during live Q&A sessions.

○ Channels: CompanyWebsite, OnlineWebinar Platforms.
○ Why This Action: This is the best way to convert interest into a formal sales

opportunity.

III. Closing Deals & Securing Commitments (Buyer's Journey: Evaluation &
Purchase Stages)
These actions are designed to accelerate the sales process, and to secure commitments from our
ideal clients.

● 5. Sales Outreach and Consultations (Priority: 1; Sales)
○ Action: Use direct sales outreach to build a relationship with the target audience,

and to provide themwith a consultative, and personalized approach to sales.
○ Tactics:

■ Use targeted sales outreach techniques, such as personalized email,
LinkedIn connections and relevant industry events to connect with your
target customers, at the right time.

■ Metric: Increase lead to opportunity rate by 10% per quarter.
■ Run structured consultation calls that are tailored to the needs of each

specific client.
■ Metric: Reduce sales cycle length by 5% per quarter.

■ Ensure your sales teams are well versed in addressing common concerns
and overcoming common objections, with data and insights.

■ Metric: Reduce objection rate by 10% per quarter.
○ Channels: Direct Sales Outreach, Phone, Email, LinkedIn.
○ Why This Action: Allows us to build relationships with target clients, and understand

their needs in a more personal and tailored way.
● 6. Leveraging Social Proof (Priority: 2; Marketing & Sales)

○ Action: Ensure there is a high-level of social proof, and that this can be leveraged at
all stages of the buying journey.
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○ Tactics:
■ Create customer case studies, success stories, and video testimonials that

highlight the results and ROI of our solution.
■ Metric: Generate 1 new case study per month, and at least two video

testimonials per quarter.
■ Ensure client testimonials and case studies are easy to find on your website,

and other sales materials.
■ Metric: Increase page views for case studies by 15% per quarter.

■ Encourage existing clients to leave reviews on platforms such as G2,
Capterra, or TrustRadius.

■ Metric: Increase review count on key platforms by 10% per month,
with a focus onmeasurable ROI.

○ Channels: CompanyWebsite, Sales Materials, Third Party Review Platforms, Social
Media.

○ Why This Action: Social proof will build credibility and demonstrate that your
solution is trustworthy, and that your customers are achieving success.

IV. Building Long-Term Relationships (Long-Term Strategy)
These long-term actions are designed to improve client retention and generate more referrals.

● 7. Industry Conference Participation (Priority: 3; Marketing & Sales, Long-Term)
○ Action: Strategically participate in relevant industry conferences to network with

potential customers, and showcase our solution.
○ Tactics:

■ Sponsor relevant industry events that are attended by your target audience,
with a clear focus on lead generation.

■ Metric: Generate 50+ new leads from conferences per year.
■ Use LinkedIn to reach out to prospective clients before attending industry

events.
■ Metric: Schedule 10+ meetings with prospective clients before

industry events.
○ Channels: Key Industry Events & Conferences, LinkedIn.
○ Why This Action: Provides opportunities to build long term relationships, raise

awareness, and connect with new clients.
● 8. Customer Success & Ongoing Engagement (Priority: 2; Sales)

○ Action: Implement a robust customer success program that provides ongoing value
to your clients.

○ Tactics:
■ Offer clear onboarding and training processes, that demonstrate how to get

the most out of your solution.
■ Metric: Achieve a 90% customer satisfaction rating during customer

onboarding.
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■ Provide regular training webinars that improve user engagement, and that
keep clients up-to-date with new features and strategies.

■ Metric: Achieve 50+ attendees for regular training webinars, or 25%
client engagement per webinar.

■ Provide personalized customer support services, with fast response times
and high-quality support.
* Metric: Achieve 90% CSAT scores for customer support, with a goal of
resolving issues in under 24 hours.

○ Channels: Customer Success Portal, Ongoing Customer Support, Webinar Series
○ Why This Action: Ensures customer retention, and generates more referrals.
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