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Identify & Multiply Your Best 
Customers
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Hello 👋

Tamara Grominsky
VP Product Marketing @ Kajabi



Consider this:
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Can you name your company’s best 
customer segments?
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“I just published a lead 
gen piece for SMBs.”

- Marketer

“I’ve signed a new 
partner in automotive.”

- Partners

“I signed a big customer 
with 50 users!”

- Sales

“I’m building a new 
feature for realtors.”

- Product

Confusion across teams creates disjointed experiences
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Customer segmentation allows you 
to identify your best customers and 
build highly relevant products and 
experiences to acquire, engage and 
retain them.



71%
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of consumers express frustration when an 
experience is not personalized

Source: Segment

http://grow.segment.com/Segment-2017-Personalization-Report.pdf
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of customers say the experience a company provides 
is as important as its products and services

80%
Source: Salesforce

https://www.salesforce.com/content/dam/web/en_us/www/documents/e-books/state-of-the-connected-customer-report-second-edition2018.pdf
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of instances when a customer switched from one 
brand to another was driven by a lack of relevance

64%
Source: Accenture
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Identify Your Best Customers

Step One:



MAP your best customers
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Measure Volume

Cluster customers based on 
shared attributes

Analyze Performance

Validate the business 
performance of your customer 

clusters

Prioritize Potential

Assess your potential to win 
the market



14

M A P

Build your data set

● Demographic
● Geographic
● Psychographic
● Behavioral

Merge with account data
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Account Data Demographic Geographic Behavioral Psychographic

Goal

Link account 
data to 
business 
impact

Identify key 
demographic 
characteristics

Identify 
geographic 
location

Link product 
usage back to 
account value

Understand the 
human behind 

the account

Example 
Data

- Subscription 
start date
- Billing interval 
(monthly/annu
al)
- Monthly 
recurring 
revenue

- Business size
- Business 
vertical
- Job title

- Country
- State
- City

- Adoption of 
key features
- Depth of 
usage

- Whatever info 
is available, if 

any

M A P
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Donʼt just turn up the volume. Your largest group of 
customers are not always the best customers.

📻



Measure Volume
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Prepare a segment hypothesis based on 
your primary customer clusters.

Cluster customers based 
on shared attributes

For Example:

We believe our best customers are Dentists, Realtors 
and  Education companies who are located in North 
America and have less than 100 employees

M A P
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Performance 
metrics

Conversion 
Rate

Churn & 
Survivability

Lifetime 
Value 
(LTV)

Average 
Revenue 
Per User

Validate performance

Ensure that when you attract more of 
your segments they will drive positive 
impacts to revenue growth.

M A P



Analyze Performance
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Review your original segment 
hypothesis and select one to 
three segments who youʼve 
validated have high performance.

Validate the business 
performance of your 

customer clusters

M A P



Can you win the market?
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M A P

01 
Addressable 

Market

02 
Customer 

Acquisition

03 
Competitive 
Landscape



Prioritize Potential
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Proceed with the segments who youʼve 
confirmed:

1) You are currently attracting and have high 
volumes of

2) Have solid performance in LTV, conversion 
and more

3) Are markets that support your growth 
ambitions

Assess your potential to 
win the market

M A P
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Create Segment Profiles

Step Two:
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Multiply your 
best customers
Build relevant go-to-market to 
increase the ratio of segmented 
customers and improve 
business performance
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Focus on 
customer 
value
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Build Segment Profiles to guide your 
go-to-market strategy

Segment 1 Segment 2 Segment 3

Job to be done

Pains to be relieved

Gains to be achieved

Prefered features

Willingness to pay

Core value prop
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Segment 1

Jobs to Be Done GainsPains

Functional

Social

Personal

Undesired Outcomes

Obstacles

Risks

Required

Expected

Desired

*Framework from Value Proposition Design by Strategyzer
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Traditional feature preference does not work

● How you ask is just as 
important as who you 
ask

● Avoid a rank-order 
approach which 
provides very little 
value

Source: Price Intelligently
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Trade off feature preference provides clarity

● Customers must 
choose their most 
preferred and least 
preferred feature

● Allows you to focus in 
on the features that 
really matter

Source: Price Intelligently
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Conduct a Van Westendorp price sensitivity survey

to be  so expensive  you would not consider buying?

At what price would you consider the product:

to be  getting expensive  but you would still buy?

→
→

to be  a bargain  and a great buy for the money?

to be  so cheap  you would question the quality?

→
→
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Build positioning and messaging your segments 
find compelling

Segment 1 Segment 2 Segment 3

Job to be done

Pains to be relieved

Gains to be achieved

Prefered features

Willingness to pay

Core value prop

Communicate 
segmented value
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Build positioning and messaging your segments 
find compelling

https://certified.productmarketingalliance.com/?affcode=459083_2bg6drn9
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Design High-Converting G2M

Step Three:



Build segmented customer journeys
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Acquisition
Website Buying Flow
Competitive Campaigns

Onboarding
Product Tours
Onboarding Flows

🙂

Engagement
Adoption Campaigns
Monetization

Retention
Winback Campaigns
Cancellation Flows

��



Design segmented buying flows on your website
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Highlight the benefits that your segment’s value
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Talent 
Teams

Sales Teams



Feature segmented use cases
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Calls out sales 
teams and 
their pains

Choose 
your flow



Provide a sense of belonging
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Use the “voice of customer”
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Make it clear 

this site is fo
r 

them

Call out the 
differences 

between 
segments



Make it easy to find relevant resources
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Make it easy to find 

what they’re looking 

for



41MAP Your Best Customers Understand Value Deliver High-Converting G2M
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Thank You!

linkedin.com/in/tamaragrominsky

https://certified.productmarketingalliance.com/p/segmentation-certified

