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B2B Ideal Customer Profile (ICP) - SAMPLE

B2B Market Segment

Methodology:

Using Google Gemini and data from LinkedIn, CRM, and key stakeholders, Trust Insights
generated an ldeal Customer Profile. The purpose of this exercise is to give clear targets and
direction to the sales and marketing teams.

What can you do with this information?

Firmographics

Industry
e Prioritize: Technology/SaaS, Healthcare, Education, Finance, Non-Profit, Consumer
Goods, Manufacturing.
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pertise will be most impactful.
Technology Stack
e CRM Foundation: Target companies actively using a Customer Relationship
Management (CRM) system, with a strong preference for Salesforce.
e Marketing Automation Savvy: Prioritize companies who have invested in marketing
automation platforms such as HubSpot, Marketo, or Pardot.
e Data-Driven Mindset: Companies utilizing Google Analytics, or similar web analytics
tools, indicate an understanding of the importance of data in decision-making.

Target Roles

Primary Job Titles
e |Leadership:
o Chief Digital Officer (CDO)
o Chief Technology Officer (CTO)
o VP/Director of Marketing (especially in industries actively undergoing
transformation)
e Technology & Data:
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o Data Scientist

o Software Engineer/Developer
Customer Experience & Marketing:

o Head of Digital Marketing

o Content Strategist

o Social Media Manager

Department

Information Technology (IT)
Operations
Human Resources (HR)

Pain Points

Key Pain Points

1.

Demonstrating ROI & Proving Social's Value: Executives need convincing that marketing
investments have a tangible business impact. Marketers struggle to clearly link social
media efforts to key metrics like sales and revenue.

Content Creation Pressure: Consistently producing high-quality, engaging content for
multiple channels leads to burnout and a feeling of never being "caught up."

Lack of Clarity & Alignment: Unclear direction from leadership, misaligned goals, or
internal disagreement create obstacles to progress, and hinder the ability to demonstrate
social media success.

Limited Resources (Budget, People, Tools): Marketers often feel they don't have the
necessary budget, skilled team members, or the right software to achieve their full
potential.

Goals and Motivations

Goals
[ ]

Driving Business Impact: These professionals want their social media efforts to directly
contribute to key business metrics like lead generation, sales, and brand awareness.
Building a Strong Brand: Growing brand recognition, positive sentiment, and thought
leadership through effective social media strategies.

Innovation: Staying ahead of the curve with social media trends, finding new ways to
engage audiences, and experimenting with different platforms and tactics.
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e Fostering Customer Relationships: Creating loyal communities and turning customers
into brand advocates through social channels.

e Data-Driven Decision Making: Using insights and analytics to optimize campaigns, prove
value, and justify their efforts.

Motivations

e Seeing Results: They're driven by tangible outcomes and the satisfaction of seeing their
work have a measurable impact.

e Professional Growth: Candidates seek opportunities to expand skills, manage teams,
and take on more strategic responsibilities.

e Impact on Company Culture: Many desire to shape how the company engages online,
building a social-first, customer-centric mindset.

e Recognition: They may be motivated by awards and industry recognition for successful
campaigns or innovative approaches.

Buying Process

How They Research and Buy
° Staylng Informed: They likely follow industry publlcatlons blogs, and thought leaders on

potential

ecially tho8# related to

decision.

Key Decision-Makers and Influencers
e The Target Persona: The Head of Social Media (or equivalent) will be the primary
decision-maker or have a strong influence in buying tools or services.
e CMOs/Marketing VPs: These executives will likely sign off on significant budget
allocations and need to be convinced of the ROI.
e Procurement/IT: May be involved in vetting technology vendors and the contract
negotiation process, especially in larger organizations.
Additional Considerations
e Conference Attendance: Industry conferences could be key touchpoints where these
professionals discover new solutions or vendors.
e Length of Sales Cycle: Depending on the price point of the solution and company size,
the sales process may have a longer cycle involving multiple stakeholders.
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Action Plan: Targeting the B2B ICP

Optimize Messaging for Mid-Market and Enterprise Companies
Action: Develop messaging that highlights how your solution scales to the needs of mid-market
to large enterprise companies. Focus on your ability to help these businesses handle
organizational complexity, particularly with employee counts from 50 to over 10,000.
Tactics:
e Create case studies that demonstrate successful outcomes with companies of varying
sizes, emphasizing the ability to address large-scale challenges.
e Use segmentation in email marketing to tailor content based on company size, with
specific value propositions for mid-market versus enterprise customers.
Priority: High

Position Your Technology Stack as a Competitive Advantage

Action: Emphasize compatibility with CRM systems (like Salesforce), marketing automation
platforms (HubSpot, Marketo, Pardot), and analytics tools (Google Analytics). Highlight your
solution’s ease of integration with existing technology stacks to attract tech-savvy companies.
Tactics:

opular

Action: Develop content and tools that demonstrate clear ROI for marketing investments,
especially for social media efforts. Help your target customers overcome workflow inefficiencies
by showcasing automation features and best practices.
Tactics:
e Develop a downloadable ROI calculator or toolkit that prospects can use to measure the
impact of their marketing efforts.
e Offer webinars or workshops on how to streamline marketing workflows and efficiently
manage content creation.
Priority: High

Leverage Data-Driven Decision Making
Action: Highlight the ability of your solution to deliver actionable insights through data analysis.
Position your offering as the solution for companies looking to improve decision-making with
real-time, data-driven reports and dashboards.
Tactics:
e Partner with influencers or thought leaders who focus on data-driven marketing to co-
host a webinar or write guest blogs.
e Provide demo videos showing how your tool helps clients translate data into insights,
improving their marketing strategies.
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Priority: Medium

Target Key Decision-Makers and Roles with Tailored Content
Action: Develop a content strategy aimed at Chief Digital Officers (CDOs), Chief Technology
Officers (CTOs), and VP/Directors of Marketing. Highlight how your product addresses their
specific challenges, including demonstrating ROI, handling data overload, and staying
competitive in digital transformation.
Tactics:
e Create high-level content, such as executive briefs or video testimonials, that speaks
directly to these leaders' concerns about digital innovation and ROI.
e Leverage account-based marketing (ABM) to deliver personalized messages to C-level
executives, aligning your solution with their strategic priorities.
Priority: High

Shorten the Sales Cycle with Peer Reviews and Case Studies

Action: Given that your ICP is influenced by peer recommendations and vendor content,
accelerate the decision-making process by providing strong social proof through reviews and
success stories from similar industries.
Tacd

r website in sales

Capterra,

Participate in Industry Conferences and Engage in Direct Networking
Action: As many decision-makers in your ICP attend industry conferences, use these events as
key opportunities to network and showcase your product. Use targeted outreach to connect with
prospective customers before, during, and after the conference.
Tactics:

Sponsor relevant conferences or events where key personas are likely to be present, offering
demos or exclusive content to attendees.

Use LinkedIn to reach out to attendees before the event, offering to meet or share useful
insights during the conference.
Priority: Low (Long-term)

Conclusion:

By focusing on the needs and pain points of mid-market to enterprise-level customers, this
action plan emphasizes the importance of demonstrating ROI, leveraging existing technologies,
and positioning your product as a solution for overcoming workflow inefficiencies. Tailoring
messaging to specific decision-makers and using social proof will help build trust and accelerate
sales cycles. Finally, strategic participation in industry conferences will ensure long-term
networking and visibility.
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