Saa$S Customer Journey — Key Insights

n The holy trinity is
product + marketing

+ sales

REVISE
NEEDS AFTER i
EXPLORING paln
OPTIONS

EXPLORE
OPTIONS

Different ICPs can enter at

different stages, especially
when there’s a buying PLG momentum = enabling users to easily

realize immediate value, then upgrade to
paid to realize even more value

committee, making content
and collateral tailored to
specific needs critical
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The length of the cycle is
driven by price + ease-of-use
+ ease-of-implementation +
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The discovery process can dramatically change
buyer needs
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AFTER n Success metrics = growth metrics (how
much, how fast), efficiency metrics (how
costly) and satisfaction metrics (how often,

how happy)
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YA ncreasingly, sales and marketing efforts overlap, so they need to be coordinated
at the management level so they’re complementary, not competitive
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n MQLs, PQLs and SQLs should topple like dominoes
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SaaS Customer Journey — Marketing

E Give value — establish trust
— build credibility

ICPs & mlcro—!CPs centra!lge o B “Community” can be a o
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B Good content is one-to-many, but should feel more like one-to-one E PLG content targeting free/freemium
. users should focus on tips & tricks,
Micro-ICPs

unused high-value features, use cases and
outcome-oriented case studies
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Engagement signals = MQLs
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SaaS Customer Journey — Sales

Goal for “nurturing” content &
collateral: establish trust,

REVIeE create opportunities for. mEVISE
hErsa deeper engagement, build a PNAEE

n ICPs & micro-ICPs = sales + marketing

Old way: book a demo to find out

OPTIONS stronger relationship VETTING pricing vs. New way: transparent pricing
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o n Sales-led motion means moving from a weak relationship Sales-led ~
. *i e, WwwsdriCPs.com to strong relationship; product-led motion starts with

A product discovery that progresses to regular usage, V Product-led
which triggers timely sales interventions that showcase
paid/upsell value

v
H Sales-led and product-led aren’t incompatible, but
entrenched and legacy approaches get in the way
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Sales involvement in product-led motion is triggered,
timely and focuses on adding value
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yAl nteractions, reactions, opt-ins
or ABM matches = SQLs -..
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Saa$S Customer Journey — Product

REVISE
NEEDS AFTER
EXPLORING
OPTIONS

Y

EXPLORE
OPTIONS

Pee

e
LA
LI g

.“ H ',. Www.powerpersonas.com
.“" "\ www.sdrICPs.com
VA | - _
B In PLG, anything that adds friction to the adoption
. . ' process is bad e.g. required demos, one-on-one
onboarding, non-one-click integrations, etc.
n Integrations that make implementation easier
are better than integrations that add
functionality

Micro-ICPs . . . . .
H Reverse free trial rationale: loosing something is a
more powerful motivator than gaining something
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n PLG product ideals:
* Discoverable

« Understandable
DL * Usable
AP * Shareable

VETTING
* Expandable

E Recurring pain > one-time pain
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n Perception of use = reality of use

CONVERT

LEADS

MQLs

yAl Usage signals = PQLs ="'
(volume, velocity, not using features,
ID-ing clusters of users within the same
organization, missing integrations,
helpline interactions, etc. )
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SaaS Customer Journey
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