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PROFILING YOUR CUSTOMERS

How to profile your best customers 

How to segment your customer base 

Understanding customer pains and gains 

How to develop customer solutions 

How to develop great case studies  

Prepared by Neil Falconer, Managing Director Printfuture: 

Printfuture’s consultancy services provide practical help and 
strategic direction for Small and Medium-sized Enterprises 
printers. Over thirty years of experience in technology 
deployment, operational improvement and business growth 
strategies have delivered consistent and proven results, 
for a diverse range of International clients working across 
publishing, commercial print, display, packaging and labels. 
Printfuture’s consultancy activities are supported by market 
research and the publishing of reports, white papers and 
content for business development programmes, giving them 
a deep understanding of the trends and challenges impacting 
the print industry of today.
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GUIDE TO PROFILING 
YOUR CUSTOMERS

 Introduction

Printing used to be a very simple process; people bought 
print in person or on the telephone and you just had to ask 
them a few simple job specification questions:

– How many copies do you want printed?
– What is the format and finished size?
– How many colours are to be printed?
– What stock is it printed on?
– What are the finishing requirements?
– When do you want delivery?

Today, life is unfortunately infinitely more complicated, with 
both offset and digital printing, inline and offline finishing 
options and a host of multi-channel communication alterna-
tives to integrate with print. 

Printing companies had always been focused on taking 
orders from clients and then producing the required 
product for pick up or delivery. They concentrated obses-
sively on the quality of their print and tried to provide good 
customer service and competitive pricing. 

The world has changed and print has become driven by 
marketing and IT-led services, and to provide the right 
applications to meet changing customer demands, printing 
companies need to be much more clued up and customer 
centric. The reality is that most print companies are poor 
and when it comes to sales and marketing they:

– Don’t understand their customer’s business
– Don’t understand the markets they operate in
– Don’t understand the value of marketing
– Don’t understand the value of business intelligence
– Don’t understand the real value of case studies and

PR activities
– Don’t have a defined sales process

Having a much more intimate relationship with customers 
to thoroughly understand their business objectives is going 
to be critical for success and, consequently, profiling your 
customers is an essential component.
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What markets/industries are common to this group? Segment, i.e. professional services or insurance, banks etc. 
 

What size companies are they? Revenue/number of locations

Where are they based? Local, regional, international

How many years on average have they been customers?   

What do they currently buy from you? What could they buy that they’re not buying?

What experience do you have in these market sectors? Number of customers/track record 
 

STEP 1
UNDERSTANDING WHO YOUR IDEAL 
CLIENT IS
Research your top 20% of clients. These will usually be the ones who deliver the highest profitability in your business. 
Use the following profile questions to understand any common characteristics and patterns, to come up with a profile 
of your ideal client.

 Work Tool 1: Profiling an ideal client
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How much do they spend each year? Top client 100k+ ; Middle client 50k – 100k; Small under 50k 
 

What function of the business are you selling to? Marketing, procurement, CEO, Owner 
 

What do they value about what you do? Advice, service, commercial outcome   

What are your points of differentiation from your competition?

How did you find/win these accounts? What did you do successfully from a sales and marketing perspective? 
 

What is the general level of satisfaction with these clients? 1=poor; 5= excellent/valued partner status 
 

Do you have testimonials and case studies from these clients? If not, what do you need to do to get them? 
 

What do you know about the specific needs of their markets? What regular business intelligence do you gather; 
which market events/conferences do you attend 
 

What specific added value are you delivering to these customers? E.g. W2P, data services etc. 
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STEP 2
BUSINESS PROFILE QUESTIONS
When you have understood the common characteristics of your top 20% of clients, you need to do a more detailed 
profile of individual customers using the following business profile questions. This will help you understand in greater 
detail the challenges or opportunities with each individual client and whether they fit into your company’s profile of an 
ideal client. 

 Work Tool 2: Business profile

How well does your product fit this customer?

1. What products does this customer use?

2. Who currently supplies these products?

3. If competitors supply them, is the door open to move the customer into our offerings

What are they buying?

1. What products and services are they buying?

2. Who is buying them?

3. Why are they buying them?

4. How do they buy them?

5. How are they using what they buy?

6. Which products are high margin?

7. Which products are low margin?
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Does the customer’s financial stability make them a good business partner?

1. What do you think the relationship might look like in 1/3/5 years?

2. Does the customer have a good credit rating?

3. Are you paid on time?

4. What short-term growth is there in the account?

5. What long-term growth is there in the account?

What is the revenue potential of this account?

1. How many orders does this account generate?

2. What might alter this number?

3. Is their business growing and by how much?

4. How is their industry sector performing – growing/declining?

5. What specific projects are in place or planned by the customer?

6. What kind of businesses are in the established customer base?

How can the customer be leveraged?

1. Would business with the account open up other opportunities?

2. Is there a learning curve on this account – making you better prepared in this sector for other accounts?

3. Would having this customer on your client list influence other prospects?

4. Could you obtain letters of reference or case studies to influence others? 
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STEP 3
SEGMENT YOUR CUSTOMERS

STEP 4
UNDERSTANDING THE CUSTOMER 
PAIN POINTS

Once you have gone through the process of profiling your 
individual customers, segment them into different markets 
and types of customer, e.g. revenue and job value, pay-
ment terms, profitable and non profitable, growth potential 
in the account, growth potential in the market.

Once you have done this you should have a good idea of 
where you should spend your time and effort in developing 
existing accounts. You should also have identified the 

As much as you might not like to think it, your customers 
are not lying awake at night stressing about where to buy 
good quality print. They cannot sleep because they are 
worried about their own business issues like:

– How do I grow revenue in a declining market?
– How do I take cost out of my business?
– How do I become more efficient?
– How do I do more with my marketing budget?

Make a list of all the potential customer pain points for 
each market and then for the individual customers in that 
market. Each customer will have generic market pains 
but also have very specific pains relating to their own 
business model. Use the list provided to add detail about 
the market, the customer, the pain point the person 
affected, the reason

attributes of an ideal client, which will allow you to look for 
similar clients when you go prospecting for new business.

Doing a thorough job of client profiling is essential be-
cause it will ensure you do not waste valuable resources 
either chasing business which is not a good fit for your 
company or customers who will deliver low value returns. 
You want to find and attract high margin clients who value 
what you do.

Here is a list of pain points which might be relevant to 
give you a head start in finding out why your customers 
are affected and the possible solution that you can help 
them with:
– Declining profits, sales or stagnant growth 
– Delayed time for new product launches
– Inefficient processes and poor productivity 
– Increased competition and pricing pressures
– Difficulty implementing new initiatives 
– Declining market share 
– Unhappy/unproductive staff 
– Unhappy customers
– Supply chain inefficiencies 
– Competitive pressures 
– Integrating communication channels
– Better RoI (Return of Investment) on marketing spend
– Attracting new customers 

When it comes to potential solutions that you can find 
to their problems, think about how you might assist 
them with:
– Entering new markets with new applications
– Growing sales, revenues, market share
– Improving operational efficiency 
– Printing less by using digital on demand
– Reducing costs of goods sold
– Shrinking their time to market 
– Outsourcing non-essential functions 
– More effective marketing
– Reducing inventory and waste
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When it comes to thinking about how you will solve 
customer problems with a print and communications solu-
tion, you need to focus on your unique capabilities and 
how this will deliver the best outcome. In this way you will 
get away from a conversation about price and be talking 
about lifecycle issues and commercial outcomes relating 
to time and money saving ideas linked to efficiencies and 
ease of use. Focus on the following elements:

Time: What impact will your solution have on people’s 
time and productivity? This could be through the use of 
automated workflow W2P or hybrid mailing options.

Money: How can you demonstrate cost savings or how to 
make them more money through new applications? 

Efficiencies: Demonstrate how, where and why they will 
be more efficient and productive, maybe through W2P or 
data management or on demand print. 

Growth: How can you offer them greater marketing RoI 
and increase customer acquisition? 

Ease of use: How will you simplify things and make life 
easier for their staff and customers? 

 Work Tool 3: Customer pains and solutions list

Market Market Market Market

Customer Customer Customer Customer

Pain point Pain point Pain point Pain point

Person affected Person affected Person affected Person affected

Reason why Reason why Reason why Reason why

Solution Solution Solution Solution
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STEP 5
CREATING A GREAT CUSTOMER CASE 
STUDY
After you have developed your ideal client profile, 
understood the pains of the market and the individual 
customer, it is then important that you develop case 
studies to demonstrate your unique value proposition. 
Case studies are extremely powerful tools to aid the sales 
and marketing process. 

Use the template below when developing a case study. 
Make sure you explain the situation very clearly, who 
the customer was, what their pain point was and how it 
affected their business. Be very clear about the solution 
you provided and your combination of skills and technol-
ogy that made it possible. Draw attention to the financial 
and operational results that were achieved and try to get a 
customer testimonial to bring it to life.

 Work Tool 4: Customer case study

Situation: What was the situation/industry/person/role

Issue: What was the customer pain point and who was affected?

Reason why: Why were they having this issue?

Unique capabilities: What technologies and capabilities did you use to solve the issue?

Results: What financial or business results were delivered as a consequence? 

Objections: What do you need to include to deal with typical objections?

Details: Supply source details, of customer and a relevant hedline.



BUSINESS GROWTH WORK BOOK   11

YOUR FAST TRACK
ACTION PLAN

1
2
3
4
5
6
7

Segment customer base

Identify common characteristics

Use business profiling questions

Create ideal client profile

Identify pains and gains

Develop customer solutions

Create case studies
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