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Whoever understands the customer best wins! 

HOW WELL DO YOU UNDERSTAND YOUR CUSTOMERS? 

?
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PERSONA UNIVERSE 

Trader Joe’s Persona Whole Foods Persona 
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 What does not 
having a persona 
look like?
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PROMOTING TOO MANY FEATURES 
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LOTS OF INFIGHTING 
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TOO MANY REWRITES 
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 What does a 
persona look 
like?
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 Our target market is 
Chief Information 

Officers of the Global 
5000. 

IS THIS A PERSONA? 
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 Our target market is 
Chief Information 

Officers of the Global 
5000. 

IS THIS A PERSONA? 

•  It’s too broad 
•  All CIOs don’t think alike   
•  What’s the empathic connection 

with CIOs? 
•  What is their objective or problem? 
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IS THIS A PERSONA? 

 We are going after 9 
segments, each with 

9 sub-segments! 
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IS THIS A PERSONA? 

 We are going after 9 
segments, each with 

9 sub-segments! 

•  Feels like “everybody” 
•  81 sub-segments, really?! 
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SEGMENTATION IS NOT ENOUGH 

We need a 
personal 
connection 



© Mike Gospe, KickStart Alliance 2015   www.kickstartall.com 

WHAT IS A PERSONA? 

•  A personalized extension of the target segment 
•  A fictional representation of a set of real people who share 

similar traits, goals, objectives, or experiences 
•  While a Persona isn’t a real person, he or she must feel like a 

real person 
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Respect
Personas must not be treated negatively as stereotypes 
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 How do you create 
a buyer persona?


10 
STEPS 
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STEP BY STEP 
1.    Clarify your marketing objective 
2.    Gather your resources 
3.    Form a team 
4.    Demographics 
5.    Ideal company profile 
6.    Psychographics 
7.    Put it together 
8.    Socialize it 
9.    Apply it 
10.  Learn from it 

10 
STEPS 
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STEP 1: CLARIFY YOUR MARKETING OBJECTIVE 

•  Identify market priorities 
•  Focus 
•  Make it easy on yourself 
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PERSONA IMPLICATIONS 

Marketing Objective Persona implication 

Win 10 new customers Persona looks like your last “win” 

New customer acquisition “Vertical” industry personas vs. 
“horizontal” functional personas? 

Grow installed base Limit your persona universe to 
current customer base 

Defend a current segment Address persona’s fears likely to be 
exploited by your competition 

The more focused your objective, the clearer your persona 
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HOW MANY PERSONAS DO YOU NEED? 
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ANSWER 

No more than . . .  

You don’t have enough time, money, or resources to do more! 
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BE “PERSONA SMART” 

ü  Share personas across your company 
ü  Think “family” of personas 
ü  Trust your gut instincts 
ü  Focus 
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STEP 2: GATHER YOUR RESOURCES 

HOW TO GET STARTED? 
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THERE IS NO “PERFECT” 
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STEP 2: GATHER YOUR RESOURCES 
Dig through your files 

You may already have a starting place. 
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STEP 2: GATHER YOUR RESOURCES 

Ask a sales rep Tell me about your 
latest win. 
 
Who was the buyer? 
 
What problem were 
they trying to solve? 
 
Why did we win? 

Duplicate your latest win. 
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STEP 2: GATHER YOUR RESOURCES 

Spy on a competitor 
o  Review their website 
o  Compare analyst reviews 
o  Read their press 
o  Analyze their client list & 

case studies  
o  Find out why they win 

Make use of all publically available data. 



© Mike Gospe, KickStart Alliance 2015   www.kickstartall.com 

STEP 2: GATHER YOUR RESOURCES 

Search LinkedIn 

Review a few customer profiles 
 
What industries are they in? 
 
What are their responsibilities? 
 
What do they have in common? 

Build your own list. 
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STEP 2: GATHER YOUR RESOURCES 

Attend a conference or tradeshow 

o  Look who attends 

o  Ask prospects what they want 

o  Investigate their needs 

o  Explore competition 

Conduct real-time market research. 
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STEP 2: GATHER YOUR RESOURCES 

Interview experts 
o  Industry analysts 

o  Target companies 

o  Academia 
 

Always be learning. 

Who has the problem? 

 
What are they looking for? 

 
How do they evaluate options? 

 
What’s most important to them? 
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STEP 2: GATHER YOUR RESOURCES 
Interview a few friendly customers . . . 

1.  What is your primary area of 
responsibility? 

2.  Tell me about your goals and objectives. 

3.  What problems are you trying to solve? 

4.  What does the “ideal solution” look like? 

5.  What factors played into your purchase 
decision? 

6.  Why did you decide to buy our product/
service? 

Take time to listen the your customers’ words. 
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STEP 2: GATHER YOUR RESOURCES 

    Host a Customer Advisory 
Board or an Executive 
Roundtable 

o  Industry trends & drivers 
o  Business priorities 
o  Issues they care about (that you can help with) 
o  Joint opportunities 
o  “Ecosystem” relationships 

Explore topics such as: 

Allow customers to talk to each other. Listen carefully. 
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STEP 2: SUMMARY 
Expanding current 

markets 
Entering new 

markets 
Dig through files/CRM ü    ü    
Ask a sales rep ü    ü      
Spy on  a competitor ü    ü    
Search LinkedIn ü    ü    
Attend a conference ü    ü    
Interview experts ü   (Medium) ü   (Medium) 
Interview customers ü   (Medium) 
CAB or ERT ü   (Advanced) 
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STEP 3: FORM A TEAM 
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If you go it 
alone, you 

politicize the 
output! 
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WHO, EXACTLY? 

People who have relevant knowledge to share 
People whose opinions you trust and value 
People who will help you socialize the output 
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WHERE ARE THESE PEOPLE? 

Sales 
Marketing 

Product management 

Customer support 
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UNFORTUNATELY, 
CORPORATE 
MEMORY IS SHORT 
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DOCUMENT THE PERSONA 

•  Build a persona hypothesis 
•  Challenge assumptions 
•  Discover gaps 
•  Align the team 
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TEAM RESPONSIBILITIES 

•  Core team: 4-6 people 
•  Participate in the exercise 
•  Document the persona 
•  Socialize with a broader audience 
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STEP 4: DEMOGRAPHICS 

A basic categorization of a target population. 

Include 
only 

elements 

that matter 

Avoid 
extra 

details 
Be relevant to 
the purchase 

of your product 

More details are NOT always better 
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STEP 4: DEMOGRAPHICS 
Who they are: 
Gender/age 

Education 

Title/responsibility 
Goals/objectives 

Role in the purchase 
process 

Attitude 

Reputation 

This is only a guide. Customize the template with characteristics and other details 
relevant to your specific business and target market. 
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Who they are: 
Gender/age 

Education 

Title/
responsibility 
Goals/objectives 
Role in the purchase 
process 

Attitude 

Reputation 

STEP 4: DEMOGRAPHICS 

This is only a guide. Customize the template with characteristics and other details 
relevant to your specific business and target market. 

“Responsibilities” are more 

important than titles 
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STEP 4: DEMOGRAPHICS 
Who they are: 
Gender/age 

Education 

Title/responsibility 
Goals/objectives 

Role in the 
purchase 
process 
Attitude 

Reputation 

This is only a guide. Customize the template with characteristics and other details 
relevant to your specific business and target market. 

When in doubt, focus on the buyer 
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STEP 4: DEMOGRAPHICS 
Who they are: 
Gender/age 

Education 

Title/responsibility 
Goals/objectives 
Role in the purchase 
process 

Attitude 
Reputation 

This is only a guide. Customize the template with characteristics and other details 
relevant to your specific business and target market. 

What is their attitude toward the 

purchase process? Their job in 

general? 
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STEP 4: DEMOGRAPHICS 
Who they are: 
Name/gender/age 

Education 

Title/responsibility 
Goals/objectives 
Role in the purchase 
process 

Attitude 

Reputation 

This is only a guide. Customize the template with characteristics and other details 
relevant to your specific business and target market. 

What are they known for? 
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STEP 5: WHERE DO THEY WORK? 

Target the types of companies you want to win.  

What is the 

easiest to 

win? 

Where must 
you win? Be consistent 

with your 
objectives 

Focus your proactive marketing outreach 
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IDEAL COMPANY PROFILE DIMENSIONS 

Installed base 
Net new clients 
Greenfield sites 
Fortune 500 
Start-ups 
Geography 
Revenue $$$ 
Number of employees 
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STEP 5: WHERE THEY WORK 

Where they work 
Ideal company 
profile 
 
 
 
 
 
 
 

This is only a guide. Customize the template with characteristics and other details 
relevant to your specific business and target market. 

Not all companies are good targets 
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STEP 6: PSYCHOGRAPHICS 
Why you think they are a good target for your product. 

Affinities 

Behaviors 
Past 

purchases 

Highlight the opportunities for an emotional connection 
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STEP 6: PSYCHOGRAPHICS 
Why they are a good target: 
Problem they are 
trying to solve 
Values 

Fears 

“Pet peeves” (about 
the buying process) 

Information sources 

SEO search terms 

This is only a guide. Customize the template with characteristics and other details 
relevant to your specific business and target market. 

Focus on them, not you or your product! 
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WHAT IS THE PROBLEM? 

vs. 

Is the customer buying a “thing” or a “business outcome”? 
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STEP 6: PSYCHOGRAPHICS 
Why they are a good target: 
Problem they are trying 
to solve 

Values 
Fears 

“Pet peeves” (about 
the buying process) 

Information sources 

SEO search terms 

This is only a guide. Customize the template with characteristics and other details 
relevant to your specific business and target market. 

What are their values? 
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STEP 6: PSYCHOGRAPHICS 
Why they are a good target: 
Problem they are trying 
to solve 
Values 

Fears 
“Pet peeves” (about 
the buying process) 

Information sources 

SEO search terms 

This is only a guide. Customize the template with characteristics and other details 
relevant to your specific business and target market. 

What keeps them up at night? 
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FEAR OF . . .   
•  Failure 
•  Taking too long 
•  Making a bad choice 
•  Missing deadlines 
•  Cost overrun 
•  Looking foolish 
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STEP 6: PSYCHOGRAPHICS 
Why they are a good target: 
Problem they are trying 
to solve 
Values 

Fears 

“Pet 
peeves” (about 
the buying 
process) 
Information sources 

SEO search terms 
This is only a guide. Customize the template with characteristics and other details 
relevant to your specific business and target market. 

What do they hate? 
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BUYER “PET PEEVES” 

•  Slow moving vendors 
•  Paperwork 
•  Lack of information 
•  Vendors who don’t understand my business 
•  Obnoxious sales reps 
•  Vendor’s lack of empathy 
•  Products that don’t work 
•  Buyer remorse 
•  Miss-set expectations 



© Mike Gospe, KickStart Alliance 2015   www.kickstartall.com 

STEP 6: PSYCHOGRAPHICS 
Why they are a good target: 
Problem they are trying 
to solve 
Values 

Fears 

“Pet peeves” (about 
the buying process) 

Information 
sources 
SEO search terms 

This is only a guide. Customize the template with characteristics and other details 
relevant to your specific business and target market. 

Where do they get their info? 
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STEP 6: PSYCHOGRAPHICS 
Why they are a good target: 
Problem they are trying 
to solve 
Values 

Fears 

“Pet peeves” (about 
the buying process) 

Information sources 

SEO search 
terms 

This is only a guide. Customize the template with characteristics and other details 
relevant to your specific business and target market. 

What words do they use? 
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STEP 7: PUT IT TOGETHER 

Examples 
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“HUMANIZE” YOUR PERSONA 

1. Give them a name 
2.   Illustrate them with a photo 
3.  Summarize the persona title 
4.  Distill it down to a single slide 

Bob, the skeptical futurist 
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EMPATHIZING WITH A PERSONA PRODUCES INSIGHTS 

The Corporate 
Radical 

The Skeptical 
Futurist 

The Globetrotter 

A few executive types 

These executives share responsibility but have different values and interests! 
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•  The conflicted 
procrastinator 
reflects the attitude 
of an executive who 
is afraid of making 
a bad purchase 
decision. 

•  He is deliberate, 
slow to making a 
decision, and 
requires proof. 
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•  The corporate 
radical reflects an 
executive who 
yearns to be an 
“agent of change” 
in their company. 

•  They tend to be 
early adopters. 

•  They are not 
afraid to break 
away from the 
status quo. 
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•  The globetrotter 
persona hones in 
on travel-related 
concerns and 
priorities of the 
travelling 
executive. 

•  Notice the implied 
differences 
between him and 
the occasional, 
non-business 
traveler. 
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STEP 8: SOCIALIZE IT 

•  Get ahead of office politics 
•  Invite feedback 
•  Educate others on the 

importance of the persona 
•  Print copies for marketers 
•  Persona posters 
 

Failure to do this step will cripple your efforts 
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Historically, we’ve 
been selling too low 

into the organization. 
We need to aim 

higher, and this is the 
right target for us. 

I’ve been selling to this 
group for 5 years and I’ve 
never seen the persona 
written down before. You 
got it right. This is exactly 
who I’m meeting with this 

afternoon. 
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1 
Persona 

2 
Positioning 

3 
Messaging 

STEP 9: APPLY IT 
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•  Share it 
•  Post it  
•  Refer to it  
•  Use it 
•  Update it 
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BEYOND THE PERSONA 

Persona 
§ … understand and empathize with the target  

Positioning Statement 
§ … understand your value and differentiation   

Message Box 
§ … communicate your value and relevance   

Blueprints 
§ … ensure a focused marketing strategy   



© Mike Gospe, KickStart Alliance 2015   www.kickstartall.com  ©Spice Catalyst 2013 

•  Personas offer 
clues to 
positioning & 
messaging 

•  Personas tell a 
story 
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WHAT IS A “POSITIONING STATEMENT”? 

A tool used by marketers to gain internal 
agreement and clarity around the specific 
value being offered to specific target 
audience segments. 
 
A solid positioning statement becomes the 
messaging cornerstone of the integrated 
marketing campaign.  
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POSITIONING STATEMENT FORMAT 

To:                                                                    
        
                                                                                  is the one 
 

                                                                                  that 
                                                                                      
                                                                                  unlike 
                                                                         
                                                                                  . 

                 

(One Target/Persona Type) 

(Product/Company Name) 

(Category) 

(Key Customer Benefit) 

(Differentiator) 



© Mike Gospe, KickStart Alliance 2015   www.kickstartall.com 

POSITIONING STATEMENT FORMAT 
To:    Frequent Flyer Business Executive (Globetrotter persona)                            
        
                            

                   FlyRight                                             is the one 
 
                                         jet lag remedy                             that 

      
allows you to stay healthy through the flight and arrive at your destination 
feeling as invigorated as when you left so you can get right to work 
 
 

 unlike sleeping pills and caffeinated drinks that provide  
           temporary relief, but take a huge toll on productivity later on

       

(One Target/Persona Type) 

(Product/Company Name) 

(Category) 

(Key Customer Benefit) 

(Differentiator) 
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WHAT IS THE “MESSAGE BOX”? 

A tool used to tell our story 
in 1 minute or less   
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THE MESSAGE BOX:  
A TOOL FOR TELLING YOUR STORY 
 

Target Persona 



© Mike Gospe, KickStart Alliance 2015   www.kickstartall.com 



© Mike Gospe, KickStart Alliance 2015   www.kickstartall.com 

1.  Who is the target persona? 
2.  How do they want to be communicated with? 
3.  What information are they looking for, and what offers do they 

want/expect from us? 
4.  After they respond to the first activity and offer, what happens next?  

And what happens after that? 
5.  What happens if they don’t respond? 
6.  How will our activities and offers help align them to our solution? 

NOW THAT WE KNOW THE PERSONA, 
HOW DO WE BEST ENGAGE THEM? 

6 questions to designing a Marketing Blueprint 
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WHAT IS A MARKETING BLUEPRINT 

      A blueprint is literally a flowchart of marketing activities 
and offers that will help accelerate prospects through 
their buying cycle. 

Blueprints are modeled after 7 general marketing program 
types. They are key to aligning your organization and 

maximizing your ROI. 
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MARKETING BLUEPRINTS IN ACTION 
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STEP 10: LEARN FROM IT 

CUSTOMER NEEDS 
AND WANTS CAN 

SHIFT AT ANY TIME 

because…
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STEP 10: LEARN FROM IT 

Objectives 

Targets & 
Personas 

Positioning & 
Messaging 

Content 
Marketing 
Strategy 

Blueprints & 
Execution 

This process defines our quest to be relevant to our prospects & customers. 
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1.  Develop the Persona 

2.  Review your language through the lens of the persona 

3.  Express your customers’ problems in their own words 

4.  Define what information is needed between problem identification and 

decision to purchase 

5.  Build an integrated marketing blueprint to deliver relevant content 

6.  Analyze results: confirm language leads to conversion 

LOW HANGING FRUIT… 
ACTIONABLE ITEMS 

Test & Optimize 
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A COMPANY THAT CANNOT 
FULLY EMPATHIZE WITH ITS 

CUSTOMERS CAN NEVER BE 
MARKET DRIVEN. 

 
Marketers need a higher vantage point. 
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WELCOME TO THE MARKETING HIGH GROUND 

(noun): that special place where you understand the market so 
well that you become acknowledged and valued 
internally as the customers’ advocate. 

The High Ground is better than being stuck in the weeds! 
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OTHER RESOURCES 

The Marketing High Ground 

 

Marketing Campaign Development 

Books        Online Courses 
                    (Udemy.com)  

Product Marketing & Management: Positioning 

How to Create your Best Elevator Pitch 
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CONCLUSION 

1.  Whoever understands the customer best wins! 
2.   The persona is the foundation for any marketing plan 
3.   Use the persona exercise to unite and align your team   

Good luck, and good marketing! 



Thank you. 
 

Please visit our website: 
www.kickstartall.com 


