
 

 

Defining Your Ideal Customer 

The first step in creating a sound pricing strategy is to gain an understanding of 

who your target customers are. Why do you need to have a target customer 

profile? Because it's a fact that you can't please everyone. It's not even possible to 

target everyone, and indeed is extremely unwise and expensive to try and do so.  

 

Many businesses fail to create a customer profile because they mistakenly believe 

that their services will appeal to everyone. After all, if a prospect has a use for 

your product, they have to be an ideal customer right? NO! Trying to appeal to 

everyone who may have a use for your services is a massive mistake, because by 

trying to appeal to everyone, you will actually appeal directly to no-one.  

 

For example, if you do try and target everyone, your 

message that will appeal to high income earners will 

not appeal to low income earners, and vice versa. 

To create your target profile, you need to create a 

profile that defines the segment of your customer 

base that is most likely to find true value in your 

services, be able to afford your services and actually have a desire to pay your 

charges. 

 

When you define your target, you can then figure out exactly how to tailor your 

marketing message, boost your appeal, brand your company, and set your prices 



 

 

accordingly. When you know who your target customer is, you can understand 

how they feel about your company, and fashion your strategy accordingly. 

 

Remember that unless you create a target customer profile, you will not be able to 

set your prices accurately. Why? Surely the lowest prices mean the most sales so 

the more profit for your business right? 

Unfortunately not. That would be way too easy. 

While a certain section of the population would only want the cheapest goods and 

services, the chances are that a) these are not the most profitable customers for 

your business and b) a heck of a lot of the population are not impressed by low 

prices as this infers poor quality, shoddy, budget materials and very low standards 

of work. 

 

Another reason to accurately target your customers is that it cuts down on 

unnecessary costs. For example there's no reason to advertise on a website or in a 

magazine your target market would never visit or read, so accurate customer 

profiling makes the best use of your marketing budget too. 

 

When you define your target, don't worry too much about leaving prospects out. 

There are likely to be many customers that will fall outside of the definition of your 

target market who will still buy from you. Defining your target is just about 

focusing on who you want as your ideal customer. 

  



 

 

Creating Your Customer Profile 

You may already have a good idea of who your target customer is, but you need 

to be as specific as possible, so avoid being general at all costs. A demographic 

like "ladies" is way too generic. You need to create a full profile of your ideal 

customer, just as if they were a single specific individual. So, who is your target 

customer? What do they look like and where are they? 

The information you should look for falls into two categories; demographics and 

psychographics. Demographics include basic data, while psychographics are more 

personal and psychological in nature. 

 

 

Demographic information to look for includes: 



 

 

 Age 

 Geographic location 

 Gender 

 Income level 

 Education level 

 Marital status 

 Family composition 

 Occupation 

 

Psychographic information includes: 

 Personality 

 Attitudes  

 Values 

 Hobbies 

 Lifestyle 

 Behaviour 

 How the individual sees himself or herself 

 

One final very important category of data to search for is buying behaviour. This 

data should answer questions such as: 

 Where does your ideal customer buy? 

 When does your ideal customer buy? 

 What is your ideal customer's buying strategy? 

 How does your ideal customer feel about buying the products they need? 

 How important is price to your customer? 



 

 

Once you've narrowed down your target market enough to make an individual 

profile, ask yourself these questions: 

 

 Are there enough people that fit my criteria? 

 Is there any point that could be made more specific? 

 Will my target customers really benefit from my services 

 Do my target customers have a need for it? 

 Do I understand what drives my target market to make buying decisions? 

 Can my target market reasonably afford my services? 

 Can I reach my target market with my message of value? 

 

If the answer is no to any of those questions, you may need to think about 

changing your profile so that it does include enough people for you to serve.   



 

 

Know Your Customers - Workbook 

Create a profile of your existing and ideal customer types. If you do not have access to your customer 

information, consider surveying them. How does your existing customer type align with your ideal customer 

type?   

DEMOGRAPHICS Existing Ideal 

Age   

Geographic Location   

Gender   

Income Level   

Education Level   

Marital Status   

Family Composition   

Occupation   

Other   

PSYCHOGRAPHICS   



 

 

Personality   

Attitudes   

Values   

Hobbies   

Lifestyle   

Behaviour   

How they see Themselves   

Other   

BUYING BEHAVIOUR   

Where?   

When?   

Strategy   

Emotions   

Price   

Other   

 


