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IMPORTANCE OF
CUSTOMER PROFILING,
SEGMENTATION

& TARGETING




Profiling, segmentation, and targeting is the key to a successful commercial model as it assists
the business teams (sales, marketing, digital engagement, and sales force excellence) to make
better decisions by understanding their customers better, translating brand strategy into
effective sales and marketing initiatives and allocate resources optimally to channelize the
management's effort in the right direction.

The output of profiling, segmentation, and targeting implementation is better allocation of
resources and higher productivity for the business. For example, by resulting in optimized usage
of sales and marketing investment, it helps marketing streamline their messaging and
promotional mix.

Robust customer targeting brings results. It enables better resources allocation decisions and
impacts the top and bottom lines; revenue improves and cumulates over time by focusing the
effort on high potential customers.
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Customer profiling, segmentation, and targeting is a three-step strategic process that starts with
gathering information about the customers (profiling) through different sources, grouping the
customers with similar attributes (segmentation), and efficient allocation of multichannel
resources (targeting).

We define profiling, segmentation, and targeting as follows:

Profiling

« Customer profiling is gathering business-relevant and aligned with brands strategy
information about the customers which would enable further segmentation and targeting.

« Customers can be profiled on a variety of criteria; however, the information requirements
should be defined based on brand/company strategy.

Some commonly used customer profiling attributes are:
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Segmentation

« Customer segmentation is the grouping of customers with similar attributes relevant to a

strategic objective.

« Customers can be grouped based on their economic potential to define their value for the
brands - Value segments to define investment levels, or they can be grouped based on their
behavior to certain business aspects - Behavior segments to define Activation strategy.

Value-based segments
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Targeting
« Customer targeting assumes allocation of resources to the relevant segments. Here we state
how much of each of the resources (promotional mix) should be assigned to this segment.

* With the growing customer acceptance, the channels to communicate have increased
significantly and therefore all available channels should be considered during resource
allocation.

* Matching the engagement tactics with customer needs is the key to successful engagement.

Brand objectives There are several key
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engagement tactics
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Key Takeaways on
Customer PST

When it should come to a good customer profiling,
segmentation and targeting (PST) process and valid
results we can summarize these 5 key takeaways:

1. An ideal Customer PST initiative should provide
insights across the sales and marketing
spectrum, informing who to target, what to
communicate, and how to engage

2. Alignment to brand strategy is the key for the
success of a PST initiative

3. PST should be a cross functional effort; engage
and align all stakeholders from the onset and
throughout

4. In order to create an impactful engagement
plan with a good channel mix, be sure to
consider all relevant factors such internal
capabilities, cust-omer preferences, sequencing
and workload etc.

5. It is important to monitor the execution of
customer PST by the sales force to avoid
deviations from the promotional plan; rules of
change management should be clearly defined.

Summary

These processes when applied correctly will
maximize ROI. Having a tool that will be able to
automate these processes and provide a step-by-
step guidance will not only be able to save time but
increase productivity in the organization. Xpower
customer targeting is a secure cloud solution
designed specifically to address the business
challenges of pharmaceutical and life science
companies. It is a global solution that fulfils regional
requirements.

Lookout for our next white paper in the series
where we deep dive on the customer PST in the era
of multichannel engagement.
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Xcellen was founded in 2015 with a vision to transform expensive consulting
engagements into products, making best practices affordable to many life sciences
companies. We are committed to innovation that adds value to our clients: our solutions
address true client needs and are built upon our extensive knowledge in the field.

Website

www.xcellen.com

Email

info@xcellen.com

Address

30 Cecil Street, #19-08,
Prudential Tower,
049712 Singapore
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