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Segmentation is a hot B2B marketing
term right now. In fact,
» 37% of respondents in the “2011 Marketing Sherpa Summit
Survey indicated” that they consider employing segmentation
methods in the delivery of content as very effective in their
content strategy.

» Roughly one-third of B2B email marketers are working to  
improve list segmentation practices (36%), according to B-to-B
Magazine, “State of E-mail Marketing Best Practices, 2011”

» Untargeted email programs increase costs by as much as 3.6 
times the cost of targeted programs, According to the Relevancy 
Group publication, “Realizing the Value of Email Marketing” (2010) 

Knowing where to start can be daunting, and for B2B marketers, 
the data needed for segmentation may not always be there (or 
can get quite complex). The chart below shows the scarcity of 
data from leads,making it difficult to segment appropriately.

Segmentation Workbook
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4 Stops to Better 
Segmentation      

1.   Message Station
2.  Buyersville
3.  Persona City
4.  Behavioral Depot



Roadmap
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To try and simplify segmentation, we’ve created the following roadmap for you to consider when thinking  
about your segmentation strategy. Embark on the journey!

MarketingSherpa and KnowledgeStorm, Connecting through Content Phase III

Do tech buyers provide accurate information during registration?

Phone

Company Size

Custom

Job Title

Company

Industry

Email

Name

0%                      20%                    40%                    60%                    80%                   100%         

Never         Rarely         Sometimes         Always

12%                   23%                                27%                                           38%

11%               18%                             31%                                                  40%

10%                22%                                        39%                                            29%

4%    11%                        32%                                                          53%

4%    10%                        31%                                                        55%

3%  8%                   30%                                                                  59%

7%                 24%                                                                   68%

5%                 22%                                                        72%



Think about your customers and prospects. Should they both be receiving the same message from your 
company? Chances are, you’d want to talk to your customers and non-customers differently. Often this can be 
the easiest place to start. Here are some suggestions on how you might treat them differently.

Use content strategy to educate your audience why they might need your service, rather than hard sell your offerings. 
Map the content to each stage in your buyer’s journey. You’ll gain the respect and attention of your target buyers by 
serving up helpful and relevant content at key points along their journey.

»  A recent Forrester study found that only 6% of customers felt that B2B sales actually tried to align with their needs.

»  Another study found that 70% of B2B buyers rated how vendors engaged with them as more impactful than  
   what the vendor was selling.

What are your company’s key differentiators?
List the things that make your offerings stand out against all your competitors. You’ll want 

things that are important to your prospects and unique to your company’s product.

» ______________________________________________________________________

» ______________________________________________________________________

» ______________________________________________________________________

» ______________________________________________________________________

Segmentation Starts at Message Station

     Prospect To-do List          
      Build trust
      Establish credibility
      Prove differentiation

PArT 1 : Putting Together the Strongest Message for Prospects 
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What do you have to offer your current clients?
List new offerings or features that might be appealing to current customers:

» ______________________________________________________________________

» ______________________________________________________________________

» ______________________________________________________________________

» ______________________________________________________________________

PArT 2 : Putting Together the Strongest Message for Prospects 

A study by Marketing Metrics found the average company has a 60%-70% probability of selling again to existing 
customers and a 20%-40% probability of successfully selling to lapsed customers.

According to Malcolm Gladwell, your messaging to customers needs to break through the status quo barrier. “The 
real challenge in the customer’s story is what we call the ‘status quo barrier,’ which keeps prospects from wanting 
to change. You need a message that not only differentiates you from competitors, but also convinces the decision-
maker that she needs to do something different.

Your message needs to be about how the customer’s current story is changing, and how your strengths line up in 
response to those changes. Your story needs to be a little challenging, dangerous, and fearless rather than safe 
and self-satisfying.”

Source: MarketingProfs

Segmentation Starts at Message Station (Continued)

     Client To-do List          
      Cross-sell or upsell
      Educate on new offerings
      or features
      Keep in touch
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Ask yourself “who buys from my company?” Then, make a list and then back it up with data. You’ll want to 
extract data from your CRM system to determine what contacts from which companies are making the buying 
decisions. Make sure you look at enough data; a year’s worth would be great. You can look at many different 
things, but here are some starters:

1. Titles of buyers. Is your product being purchased by more than one title? For example, in the case of NetProspex, 
we sell to both sales and marketing decision makers and we use different messages with each of them.

2. Size of company. Are a significant portion of your sales coming from large companies? Or perhaps companies 
of all sizes? If your customers are coming from companies of all sizes, you’ll want to consider their needs and 
how they use your product. If it is different in different sized companies, perhaps your messaging should be too, 
which will require segmenting your list this way.

3. Industry vertical. Look at buyers by industry for the same reasons. If they use your product differently or have 
different pain points, you’ll want to address this in your messaging and segmentation.

4. Location. Factor in any geographical strengths or weakness of your offering.

Now Arriving: Buyersville

     Find Common          
      Demographic information
      Firmographic information

What do your top buyers look like?

Titles ________________________________________________________________________________

Company Size/Revenue ________________________________________________________________

Industry Verticals ______________________________________________________________________

Geography ___________________________________________________________________________

_____________________________________________________________________________________

6



once you determine who is buying from you, you’ll want to better understand their pain points and how to 
communicate with them. A great method of doing this is by building buyer personas that detail the preferences of 
each buyer in your segmentation strategy. There is a ton of research that’s been done on this topic and a simple 
web search will provide lots of useful information on how to do this.

The key is to obtain your persona information directly from the persona, meaning you’ll want to conduct  
interviews or focus groups with people to build out the persona. You should select customers as well as  
non-customers for your personal research.

Now Arriving: Persona City

Key facts about your target persona:
Dive deeper to understand who is typically behind your targeted title.

Title/Age Range _______________________________________________________________________

Educational Background _______________________________________________________________

_____________________________________________________________________________________

Reporting Hierarchy ___________________________________________________________________

_____________________________________________________________________________________

Common Challenges __________________________________________________________________

_____________________________________________________________________________________

Motivators and Goals __________________________________________________________________

_____________________________________________________________________________________
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These days, folks are getting more strategic about how they segment. The prevalence of technology used
in marketing allows for marketers to gather key behavioral insights. Leveraging these behaviors in your
marketing strategy can provide fantastic results, but developing a plan for capturing and using them will be
highly customized to your organization.

For example, you may learn by reviewing activity on your website that has led to sales that many buyers
download content about a particular topic. You may, as a result, decided to handle and communicate
those that download that content differently. Or, you may want to serve up several different messages and
see how they resonate and with whom. It may tell you a lot about which message is relevant to each of
your buyers. Once you know this, you’ll want to create differing messaging tracks for them.

Welcome to the Behavioral Depot

What are your potential behavioral triggers?
Inventory your best potential conversation points.

                 Content                                            Action                                      Message_______________________________________________________________________

_______________________________________________________________________

_______________________________________________________________________

_______________________________________________________________________

_______________________________________________________________________

“Need help making a 
decision about widgets?”Widgets pricing guide Send email from sales rep
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These are just a few of the ways that B2B Marketers are segmenting. There are certainly others, 
and perhaps different ones that will work for your business, but - as you know – marketing 
often includes some experimentation. And, with results others are getting with their  
segmentation strategies, it makes sense to do some experimentation around segmentation. 

NetProspex drives B2B lead generation through targeted prospect lists, data cleansing, 
and powerful analytics to understand data for optimal marketing results. Thousands of B2B 
organizations rely on NetProspex’s CleneStep™ verification technology to acquire and 
maintain clean, accurate prospect information to fuel high-performing marketing campaigns 
and create sales pipeline.

“Precise targeting of prospects translates 
in greater response yield, higher conversion 
rates, increased ROI and improved
employee moral. For us, targeting is key to 
client retention and competitive advantage.” - 

- James Hannagan, Vice President Strategy markITelligence Inc.

Summary

4 Stops to Better 
Segmentation      

1.   Message Station
2.  Buyersville
3.  Persona City
4.  Behavioral Depot
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When building a targeting and segmentation plan, use this handy checklist to ensure you’re organizing your contacts effectively. 

Good luck, and happy segmenting.

Segmentation Checklist

 Have it       Need it      Description________________________________________________________________________________________________________________

________________________________________________________________________________________________________________

________________________________________________________________________________________________________________

________________________________________________________________________________________________________________

________________________________________________________________________________________________________________

________________________________________________________________________________________________________________

Customer vs. Prospects. Is there an opportunity to speak to your customers and prospects differently? In your world, do you try to upsell or 
cross sell customers additional services? Or, have you added new functionality to your product that they customers should be made aware of?

demographics and Firmographics. Who buys from you? And, what are the patterns in what/how much they buy? Do companies in certain industries 
or of certain sizes tend to spend more or buy different things? To do this you will need billing data. Keep in mind that the billing contact is the person 
the bill goes to, not who said yes to the contract. You’ll need to marry these two data sources to maximize your learning about buyers and spend.

Pain Points. Why do they buy it? Now that you know who buys what, knowing why they buy it is critical to developing the messaging for that 
target. Many companies are building personas and playbooks that get into the details about why a certain buyer purchases a product. The key is 
to obtain your persona information directly from the persona, meaning you’ll want to conduct interviews or focus groups with people to build out 
the persona. You should select customers as well as non-customers.

buyer’s Journey. Where in the buying process are your contacts? Understanding how your buyers make their purchase decisions is critical to 
sending them the right message, with the right information, at the right time. Segment contacts who are, for example, in the consideration stage, 
and make sure you’re sending them different content than top-of-funnel or ready-to-buy contacts.

behavioral Information. As you learn about the customer, try to ascertain what occurred in their world that made them ready to buy. Ask your 
customers when they buy and how long they had considered it. Find out the exact catalyst that led to the sale.
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888-826-4877   |   www.netprospex.com   |  hello@netprospex.com

About Us
NetProspex drives B2B lead generation through targeted prospect lists, data cleansing, and powerful analytics to 
understand data for optimal marketing results.
 
Thousands of B2B organizations rely on NetProspex’s CleneStep™ verification technology to acquire and maintain 
clean, accurate prospect information to fuel high-performing marketing campaigns and create sales pipeline.


