Ideal Customer Profile Template
For B2B and SaaS teams. From growigami.com/tools/ideal-customer-profile-template
Grey text is guidance. Replace every [bracket]. Fill it from your own closed-won deals, not from opinion. One profile per product or segment.
Planning
	Field
	Entry

	Owner
	[Name. Usually the head of marketing or revenue operations]

	Product or segment
	[One ICP per product line or segment. Start with one]

	Data used
	[Closed-won and closed-lost deals from the last 12 to 24 months, CRM export date]

	Signed off by
	[Sales, marketing and customer success leads]

	Last updated
	[Date]

	Next review
	[Date. Every six months, and after any pricing or product change]


Evidence: your best customers
List 10 to 20 accounts that closed fastest, pay the most and stayed or expanded. Then list 5 closed-lost or churned accounts. The patterns in this table are your ICP.
	Account
	Why they bought (their words)
	Sales cycle
	Contract value
	Still a customer? Expanded?

	[Account]
	
	[days]
	[$]
	

	[Account]
	
	[days]
	[$]
	

	[Account]
	
	[days]
	[$]
	

	[Account]
	
	[days]
	[$]
	

	[Account]
	
	[days]
	[$]
	

	[Account]
	
	[days]
	[$]
	



	Lost or churned account
	Why it did not work
	Pattern to avoid

	[Account]
	
	

	[Account]
	
	

	[Account]
	
	




1. Firmographics
Facts about the company you can check before anyone talks to them.
	Field
	Your ICP
	Evidence (accounts, calls, CRM report)

	Industry and sub-vertical
	[Be specific: 'B2B payroll software', not 'technology']
	

	Employee range
	[Range from your best accounts, e.g. 50 to 500]
	

	Revenue or funding stage
	[Range or stage, e.g. Series A to C. Only what you can look up]
	

	Geography
	[Countries or regions you can sell to and support]
	

	Business model
	[Who they sell to, how: B2B, B2C, marketplace; sales-led or product-led]
	

	Team that owns the problem
	[The department and its rough size, e.g. 3+ SDRs, an HR team of 5+]
	




2. Technographics
The tools in their stack that make you a fit, or rule you out.
	Field
	Your ICP
	Evidence (accounts, calls, CRM report)

	Must have
	[Tools you integrate with or depend on, e.g. HubSpot or Salesforce]
	

	Signals fit
	[Tools that show the maturity you need, e.g. a sequencer, a data warehouse]
	

	Rules them out
	[A competitor on a fresh multi-year contract, a build-it-yourself stack]
	




3. Situation and buying triggers
Events that make a good-fit account ready to buy now. These go into outbound timing and ads.
	Field
	Your ICP
	Evidence (accounts, calls, CRM report)

	Hiring
	[Job posts for the role that owns the problem, or for roles your product replaces]
	

	Leadership change
	[A new VP or head of the function in the last 6 months]
	

	Funding or growth
	[A round, a new office, a new market, headcount growth]
	

	Tool or process change
	[Switching CRM, renewing a competitor, a migration project]
	

	Other
	[A regulation, an audit, a public goal from the CEO]
	




4. Buying committee
The roles that decide. Describe each person in the buyer persona template.
	Field
	Your ICP
	Evidence (accounts, calls, CRM report)

	Economic buyer
	[Title that signs and owns the budget]
	

	Champion
	[Title that feels the pain daily and will sell you internally]
	

	Users
	[Who logs in every day]
	

	Technical evaluator
	[IT, security, ops: who checks integration and data handling]
	

	Likely blocker
	[Who loses something if you win, and why]
	




5. Pains and outcomes
In the words your best customers used on discovery calls, not marketing words.
	Field
	Your ICP
	Evidence (accounts, calls, CRM report)

	The problem
	[One sentence, quoted from a call recording or a win note]
	

	What it costs them
	[Hours, missed revenue, risk. Only what customers told you]
	

	What they use today
	[Spreadsheet, a competitor, an agency, nothing]
	

	The outcome they buy
	[What changed for your best customers after six months]
	




6. Disqualifiers (anti-ICP)
Accounts that look like a fit but churn, stall or cost too much to serve. Sales should be allowed to walk away from them.
	Field
	Your ICP
	Evidence (accounts, calls, CRM report)

	Too small or too large
	[Where deals stall or churn]
	

	Wrong motion
	[e.g. no sales team, or procurement-led buying you cannot support]
	

	Wrong stack
	[Tools you cannot work with]
	

	Other red flags
	[Layoffs in the buying team, a fresh competitor contract, in-house build]
	


7. Scoring rubric
A starting point, not a benchmark. Adjust the weights until your last 12 months of closed-won accounts score highest. Maximum score 14. Tier A = 11 or more, Tier B = 7 to 10, Tier C = 6 or less.
	Criterion
	Max points
	How to score

	Industry
	3
	Core vertical = 3, adjacent = 1, other = 0

	Employee range
	3
	Inside the range = 3, within 50% of it = 1, outside = 0

	Team that owns the problem
	2
	Exists and has budget = 2, exists = 1, none = 0

	Required tools
	2
	Has every must-have = 2, some = 1, none = 0

	Geography
	1
	Supported = 1, not supported = 0

	Buying trigger in the last 90 days
	3
	Two or more = 3, one = 2, none = 0

	Disqualifier present
	-5
	Any disqualifier subtracts 5



	Tier
	Score
	What happens

	A
	11+
	Named account. Researched outbound, ads, sales owns it

	B
	7 to 10
	Sequenced outbound and nurture. Moves to A on a trigger

	C
	6 or less
	Marketing nurture only, no seller time


8. Where to find each field
	Field
	Source

	Industry, size, location
	LinkedIn company page, your data provider, the company website

	Funding
	Press releases, Crunchbase, the company's own news page

	Tools in the stack
	Job posts (they name tools), technology lookup tools, integration pages

	Hiring and leadership changes
	Careers page, LinkedIn job posts and people search

	Pains and outcomes
	Call recordings, win and loss notes, customer interviews


9. One-sentence ICP
Write the profile as one sentence the whole team can repeat.
[Industry] companies with [employee range] in [geography], running [required tools], whose [team] is dealing with [problem], usually right after [trigger].
Checklist before you share it
[ ] Every field is backed by at least three accounts in the evidence table.
[ ] Disqualifiers come from real lost or churned deals.
[ ] Your best accounts score Tier A on the rubric.
[ ] Sales, marketing and customer success signed off.
[ ] The fields exist in the CRM, so scores can be calculated.
[ ] A review date is set.




