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Ideal Client Profiles 
 
Introduction 

All of us have a limited amount of time which we can spend on business development so it’s vital 

that we don’t waste any of it working on the wrong prospects.  

Most experienced sales people instinctively know the difference between a good and bad prospect 

but less experienced sales people may not. We need a quantified way to do this which will assign 

each prospect a number between 1 and 100: the bigger the number the better the prospect. 

We do this by using a Power sales Tool called an Ideal Client Profile or ICP. 

Definition of an Ideal Client Profile 
 

 

“An Ideal Client Profile is a checklist of 

characteristics that describe what your best 

clients look like. 

Each of your major products and services will 

have their own ICP although if they are similar 

the ICPs will be similar too.” 

 
7 Common ICP Characteristics 
 

 

The following list contains some common criteria that you can use to create your 

own ICPs. Of course you may need to add or subtract criteria to make it work for 

you but these are very common in most ICPs. 

1. What they buy and what they’ll pay for it: they must buy what you sell and be prepared to 

pay what you like to charge to score well on this ICP item. If they don’t do either move on. 

2. Their need: why are they actually talking to you right now? You need to know this. High 

scores if they are looking to buy what you sell for the first time or are displeased with their 

current suppliers. Low scores if they’re just testing the water or want to beat up their current 

suppliers. 
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3. How they buy: is it a formal Suppliership panel, a loose arrangement or perhaps just a free-

for-all? The ability to become a preferred supplier and when this can take place is crucial 

ICP data. 

4. Incumbent suppliers: what is the strength or relationship between the prospect and their 

suppliers? I’ve wasted bags of time on prospects who weren’t likely to ever become clients 

for the simple reason that they were very happy with their existing suppliers – don’t be that 

person! 

5. Decision makers: can you get access to the decision makers and if you can what’s your 

rapport with them like? I’ve noticed over the years that I’m always more successful when I 

have a strong rapport with the decision makers – I bet it’s the same for you too. 

6. Potential revenues: in simple terms how much money can you make from the account if 

you win it. The bigger the prize the bigger the score. 

7. Segmentation: any criterion that would typically segment a group of prospects such as 

location; ownership (private/PLC/etc.); size (employees or turnover) and sector. Whatever 

you would use to segment your clients into groups of relative value to you. 

ICP Composition 

An ICP is actually made up of two parts: - 

 Headline: how you answer the question “and what kind of leads can I pass to you?” 

 Buried: ICP criterion that you would need to identify over time – not obvious. 

Headline Criterion 

Ideally this will be 3 or 4 things that are easy for somebody to commit to memory. Avoid the 

temptation to reel off a complete list because people just won’t remember it so it’s a pointless 

exercise. Here’s my Headline ICP for my Exponential Growth Clubs: - 

“Privately owned SMEs based in the Midlands or London who are B2B and not happy with 

their growth.” 

Now I could have broken it down still further to focus on recruitment companies or IT services firms 

but that would probably be one step too far. Having said that in the right circumstances I might 

replace the locations and “privately” criteria with recruitment or IT services. 
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You can also use your Headline ICP in your marketing material, on LinkedIn, on your 

business/referral cards and when introducing yourself. Getting this right is one way to improve your 

referral rates. 

Buried Criterion 

These are the checklist of conditions that usually apply to prospects you know you’re most likely 

to convert into clients. They should be easy to collect, as quantifiable as possible and try and limit 

it to no more than 6. Too many can be self-defeating but if you feel you need them in there then 

feel free to give it a go. 

Here are mine as an example: - 

 They’re prepared to pay for value – don’t just buy on price alone. 

 The decision maker wants to do something right now – a positive reason to act. 

 The decision maker is the owner and wants to sell the business at some point in the future. 

 There is a small sales team usually centred on the owner. 

I know that when these condition apply I am more likely to convert them into a paying client. 

Scoring your ICP 
 
Now, one of the benefits of running ICPs is that it provides clear guidance 

to the less experienced sales people on how hard to pursue a prospect. 

To make this work we need to score the leads out of 100. 

What you need to do is apportion a weighting to each item in your ICP checklist so that the most 

important ones count for more. That way better leads get higher scores. Here are mine from the 

above ICP:- 

 Headline ICP: location; size; ownership and need [30] 

 They’re prepared to pay for value – don’t just buy on price alone. [30] 

 The decision maker wants to do something right now – a positive reason to act. [25] 

 The decision maker is the owner and wants to sell the business at some point in the future. [8] 

 There is a small sales team usually centred on the owner. [7] 
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So clearly I’m looking for somebody in my location who’s an SME; has an immediate need; buys 

on value and wants to act now. 

Building and Refining your ICP 

This is a crucial piece of the jigsaw. ICPs take some time to refine. Whatever you start with is not 

necessarily what you end up with.  

Start by examining all your current clients and decide what characteristics they have in common. 

This will give you a version one. Score it up and you’re good to go. 

Run with this for a while and see if it reflects the reality of the situation. If you find that there are 

some superfluous or missing characteristics then refine; re-score and re-launch. 

In reality the world will prevent you from ever getting a perfect ICP model and besides on some 

occasions you need to follow your instinct, but get something that works most of the time and you’ll 

find that the less experienced sales people (and maybe some of the more experienced people too) 

will benefit. 

And on that point let’s look at the benefits of relying on ICPs in your business. 

The Benefits of ICPs 

Well, there are quite a few but they broadly fall into 6 groups as follows: - 

 Focus: making sure all your effort is focused on the prospects most likely to be converted 

and clarity around what data needs to be collected about a prospect. 

 ROI: for obvious reasons ICPs maximise the return on your investment of time and money. 

 Referrals: they also make it easy for people to remember what kind of leads you want so 

tend to increase your referral rate. 

 Speed: usually ICPs will also indicate the best route a prospect should be approached, so 

reducing the conversion time. 

 Control: with the right reports managers can not only help individual sales people get 

stronger ICP prospects but can see at a glance how the whole team is performing. 

 Personal development: by constantly focusing on the ICP checklist less experienced staff 

soon learn to distinguish between poor and strong leads. 

All in all a whole load of benefits and well worth the initial effort of building them in the first place. 



                                                                      The Flair Business Growth Programme           

 

 
www.flair.co.uk 

 
Be In Control of How Your Business Grows 

Volume Section Page 

1 2 6 
© 2005 - 2015 Flair Business Growth Consultancy Ltd 

Summary 

What ICPs mainly do is make your business scalable because it de-skills the crucial challenge of 

knowing which prospects to focus on and when to let go. 

It is a trial-and-error process but the results and benefits to be gained more than outweigh the small 

amounts of time and effort you need to develop them in the first place.  

 

 


