


YOUR TARGET MARKET
IS EVERYONE WHO
COULD BUY.

[ @ DETERMINES REACH. ] [ DETERMINES FOCUS._]

‘ ‘ AN ICP DESCRIBES THE TYPE OF COMPANY

THAT FITS YOUR PRODUCT SO WELL THEY
CONVERT QUICKLY, RETAIN LONGER,
AND DRIVE THE MOST REVENUE BACK.




; 5 L E
o % L 5
L = E . R
3 T : . | .
" \ _,-.‘\! . o i
i g | "
] F . "
. | i ; ¥
X L
'3-‘ 3 g
% i |
- - T
e !

" THIS ACCOUN
4 ISWORTH @B
ol s PRSUING. TIME.

THIS ONE ISN'T
WORTH OUR

A good ICP lets your team confidently say

“this account is worth pursuing” or “this one isn’t
worth our time.” That distinction sounds simple.

In practice, most early-stage teams never actualy make it.




ASK MOST FOUNDERS
ABOUT THEIR ICP AND
YOU'LL GET A
DEMOGRAPHIC GUESS —
ONE THAT COSTS
SIGNIFICANT WASTED
AD SPEND AND
COUNTLESS HOURS
CHASING PROSPECTS
WHO WILL NEVER BUY.




A REAL ICP IS DEFINED BY
FIRMOGRAPHIC ATTRIBUTES,
TECHNOGRAPHIC SIGNALS,
BEHAVIORAL INDICATORS, AND
PAIN-BASED CRITERIA — THE
SPECIFIC PROBLEMS YOUR
PRODUCT SOLVES.

GET THESE RIGHT AND YOUR
MESSAGING, ROAPMAF, AND
DEAL SELECTION ALL SHARPEN. *

FIRMOGRAPHIC

ATTRIBUTES
Who they are.

TECHNOGRAPHIC
SIGNALS
What they use.

BEHAVIORAL
INDICATORS
What they do.

PAIN-BASED

CRITERIA

What problems your
product solves.




You build something that
solves a real technical
problem. You find
companies with that
problem. You call it
your ICP.

But technical fit is
only one dimension.
You're missing
budget authority,
urgency, and
switching cost —
each equally
important to
closing deals.
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LOW SWITCHING COST

Some accounts are a perfect
technical fit but locked into an
incumbent with painful migration.

Others run spreadsheets and
can switch in a week.

High switching cost means longer
cycles, more stakeholders, and
endless 'next quarter' deferrals.




PROBLEM
FEELER

Feels the pain.
Needs the solution.

J

BUDGET
OWNER

Controls the budget. =~ :
Approves the spend.
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/  Signs off.
Makes it official.

Developers explore tools independently but rarely
approve purchases.

You can win every technical evaluation and lose the
deal because the budget holder never felt the pain.

Your ICP must map: who feels the problem,
who owns the budget, and who actually signs.



MOST ICP TEMPLATES START
WITH ANALYST REPORTS AND
DEMOGRAPHIC RESEARCH.

THAT GENERATES HYPOTHESES—
BUT RARELY SURFACES THE /!
SPECIFIC TRIGGERS THAT
DEFINE A REAL ICP.

£ £ MANY FOUNDERS REPORT
- THEIR ICP BECAME SHARPER
AFTER THEIR FIRST 10
CUSTOMERS, NOT BEFORE.

THE INSIGHT COMES FROM

A HANDFUL OF REAL
CONVERSATIONS WHERE
SOMEONE EITHER PULLED oUuT
A CREDIT CARD OR SLAMMED
THE DOOR.
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% Pull top customers by revenue,
retention, and expansion.

# Identify what they share across
industry, size, tech stack,

and_ buying trigger.
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% Three or
ATTRIBUTES are your

load-bearing columns.
-—___..p-ﬂ.,..,._......d.._ ——————

12

CUSTOMER
#6

CUSTOMER




ilt in marketing silos. Sales brings
brings audience and competitive

ground truth. Marketing
uild something real.

insight. Together they b

Your first attempt will be wrong = start with
three core attributes, then sharpen as
evidence comes in.

Three attributes grounded in real data
beats twelve synthesized from a

Gartner report.
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Retool argués
re useful early:

David Hsu of
outbound is mo

“If you get
people will ta

a warm intro,
ke the call
and maybe ask for demo.
It’s very non-committal
and vague, and harmful

to startups becausé it can
make them think they have

praduct—market fit when
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IS A STRONGER DEMAND SIGNAL

THAN A POLITE MEETING FROM A FAVOR.



@ Low price sensitive “N@ 48

(O Slow decision-making Q.

y 4
N @ Drain on resources

( These are companies that consfstently
VWl fail, churn fast, drain support, and
make your teqm miserable.

Every hour spent on Wrong-fit
Prospects is an hoyy not spent on

Customers whe'|f actually syccee,
E




o REVENUE T0O LOW
70 IMPLEMENT PROPERLY

o NO DEDICATED OWNER
FOR THE PROBLEM YOU SOLVE

o INDUSTRIES WHERE COMPLIANCE

TURNS SMALL DEALS INTO
SIX-MONTH PROCUREMENT CYCLES

o ANY SEGMENT WHERE YOUR
WIN RATE IS CONSISTENTLY LoW ~ *
RELATIVE TO OTHER TARGETS

EXPLICITLY NAMING THESE
PROTECTS REP FOCUS,




A DEAL THAT CLOSES,

CHURNS IN 90 DAYS, AND SR,

TIES UP SUPPORT FOR WEEKS f &N V4 tr

IS WORSE THAN NO DEAL. | e NS . &V
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CHURN REPORT
CHURN RATE (90 DAYS)

TOP CHURN REASONS

* Not a fit
* Missing key use cases T
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WITHOUT A CLEARLY DEFINED ANTI-ICP,
SALES CHASES UNQUALIFIED LEADS,
MARKETING SPEAKS TO EVERYONE AND
RESONATES WITH NO ONE, AND YOUR
ROADMAP GETS PULLED IN TEN
DIRECTIONS BY CUSTOMERS WHO
SHOULDN'T BE CUSTOMERS.

THE ANTI-ICP IS THE MECHANISM
THAT LETS EVERY FUNCTION

% SAY NO — FAST.
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A FIT

CONFLICTING %
PRIORITIES
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ICP v1.0

First hypothesis

After first
(No customers yet)

5 deals changes
Date: Jan 2023 (enough data)

Date: Jun 2023
Date: Jan 2024

v1.x (explored)
Tested segment
(didn't fit)

Date: Sep 2023

WHAT CHANGES THE ICP?

€ @ i

Newproduct | A competitor Usagedata @ Market conditions
capabilities open enters and takes | reveals a segment | shift — a regulatory
up customer | your easiest wins, you hadn't . change makes the

segmentsyou  forcingyouto focus | prioritized is problem suddenly
couldn'tserve . on the segment activating faster urgent for a whole
before. . where your moat

. and churning less. category of
is strongest. companies.
\

" VERSION DISCIPLINE
REVISIT REGULARLY

' Version it explicitly U

2 EVERY
+ Document what changed

v Record the evidence E QUA RTER

' Keep the history competitive shifts, market events

; haven't revisited your ICP
L History matters — it keeps A {Lﬁg I::teﬁ months, i
& the team from regressing to it's likely worth a look.

earlier assumptions.

.,
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DATA MODEL | That model needs to be kept in sync
An ICP is a structured definition of the company-level with reality, or everything downstream —
attributes that predict which accounts will buy, succeed messaging, outbound targeting, sales
with the product, and produce above-average

. qualification, product prioritization —
lifetime value. runs on stale assumptions.




START WITH WHAT YoU KNOW.

aﬁribufﬂﬁ
+ Write dﬂw”{:ﬁ‘:ﬁ T:: conversations

tage, the
o Industry, caﬂ"P"';!":ﬁei: %},af made

specific {193 s ICP v1.0.

them move. Tha

ADD THE BUYING CONTEXT.
#_

« For each attribute, add the corresponding

" . = ?J
+ authority question ['wh? signs?),
5:;5:.::5: signal (what made this urgent now?),

and switching cost estimate (what would
they have to leave behind?).

o If you can't answer those three questions
for most of your conversations, go have more
conversations with those questions in mind.

DEFINE THE EXCLUSIONS.

+ Write down two or three account types
you've seen fail or drag. Be specific.
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* “Too small” isn't specific enough.
“Under $2M ARR, no dedicated ops hire” is.

(4) SET A REVIEW DATE.

. L-‘fer‘ni'-‘y put it in your calendar.
Quar'ten'y works for most ear—fy
companies.

* Review your win/loss data

our ch
patterns, and any sfgniﬁm;fymarfce:rn

events. Update the d
Contiars 4H it ocument.

-5 'hage.

__________
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(14 The logic holds that companies with a well-defined ICP tend
to spend less on acquisition, see lower churn, and scale more
efficiently — because alignment across teams reduces wasted
effort at every stage. That alignment is the real return on the work.

Building a product is the part engineers are good at. Getting it in front of the right
people, in the right context, at the right moment, is an engineering problem too —
it just runs on customer data instead of a codebase. Treat your ICP with the same
rigour you'd bring to a schema design or a system architecture, and it’ll pay you
back every time you talk to a new prospect.

Ready to put your ICP to work? Supramono is the Al venture engine
that helps founders discover validated opportunities, build production-
ready products, and fill the pipeline — without hiring a team.

Start for free and see the full loop from opportunity to revenue.
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