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What is a persona?

per·so·na
/ˌpərˈsōnə /

noun

the aspect of someone's character that is 
presented to or perceived by others.

"her public persona"
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What is a persona?

A fictional character who represents the 
essential traits of your customers.
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What is a persona?

A fictional character who represents the 
essential traits of your customers.

An actionable personas go beyond the demographics
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Essential Traits?
• Demographics

– Gender, Age, Income, 
Marital Status, Children

• Family role
• Interests

– TV, podcasts, Netflix, 
music, exercise, favorite 
websites…

• Work role
• Relationship status

• Education
• Location
• Buying motivation

– Self or others
– Spurge or necessity

• Buying concerns
– Price conscious
– By only the best there

• Past experience
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Constructing a customer personas

Step 1: Envision 
your ideal 
customer.

Step 2: Problems, 
issues, worries.

Step 3: Primary 
research -- Talk to 

your customers

Step 4: Secondary 
Research –

Google, Facebook, 
USA.gov.

Step 5: Align your 
marketing efforts 
to the personas
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Step 1: Envision your ideal customer

• Describe her in terms of the essential relevant 
traits
– What does she do
– Where does she live
– Her family life and work life

• Can you drawn on a past customer that was 
good for your business
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Step 2: Problems, issues, worries

• What is a concern or important issue for your ideal 
client?  

• What is really important to him?
– Money
– Convenience
– Reliability
– Service
– Trust or reputation
– Major brands
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Step 3 & 4: Primary/Secondary research
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Primary research 
How:
• Talk directly with your 

customers

Benefits:
• Great for understanding  

values and pain points

Limitations:
• Time consuming
• Small sample size

Secondary research 
How:
• Locate and interpret existing 

data (census.gov, GoogleTrends, 
etc.)

Benefits:
• Great for understanding broad 

trends (e.g., 60% of schools 
struggle with…)

Limitations:
• Limited insight into individual 

needs
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Step 5: Align your marketing efforts to 
the personas

• Use the media she use most often
• Share information that is important to the her
• Adjust your value proposition to meet her 

needs
• Put yourself in his shoes when writing copy
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Persona Template

Who are they? Purchasing decisions?

Goals & pain points

Name: _________________________ Customer segment: ______________________

Sample quotation

Picture
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SECONDARY DATA
A quick look at 
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Google Consumer Barometer
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Which, if any, of the following devices do you currently use 
- a computer, smartphone or tablet?

1 screen 2 screen 3 screen
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Consumer Barometer with Google
www.consumerbarometer.com

30%

11%

34%

15%

9%

Previous experiences

Discussions with other people

Pre-purchase research

Through advertising

Other

How did people first hear about the 
product / offer they bought?
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Food Network Online Users
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Food Network Online Users
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Starbucks Mobile App
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Starbucks Mobile App
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SAMPLE PERSONAS
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QUESTIONS?
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David Bernstein
davidb@nwaSCORE.org
https://NorthwestArkansas.SCORE.org

For additional assistance
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