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What Are Buyer Personas?  
 
Buyer Personas are fictional characters designed to represent a group of customers with 
similar values around the use of a product or service.   
 
Personas help you understand and articulate your customers better, which improves your 
success in designing products and creating content for real people with real needs.  
 
Buyer Personas also create a common language and identification for your internal team so 
that everyone understands who they are creating content for.  
 

 
How To Use Buyer Personas  
 
Buyer Personas enable you to create content that engages and holds the attention of your 
customers, because it’s created for them, with their specific needs and interests in mind. 
They also help you distribute your content in the places your customers hang-out or look for 
information.  
 
When you know the unique needs and goals of each persona, you can create social media 
content, videos, blog articles, and ads that truly resonate with your audience, which helps 
earn and hold their attention, and guide them toward a decision related to your product or 
service.  
 
You’ll use your personas to identify what types of content to create, what topics to create 
content around, and they will guide you in where you distribute your content.  
 

 
How Many Buyer Personas Do You Need?  
 
Start small and build as you master personal based marketing. If you are new to using Buyer 
Personas, start with only a few. Too many personas will make it difficult to execute and scale 
your content marketing strategy. 
 
Generally speaking, 2-4 Buyer Personas fit the needs of many companies. If you exceed this 
range, you’re likely running a pretty sophisticated and mature content marketing strategy.  
 
When you brainstorm your personas, a good question to ask yourself is: “do I need to speak to 
this persona differently than other personas?” If the answer is no, then they probably should 
not be a new persona. 
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How To Create Buyer Personas? 
 
There is a wide range of depth, research and complexity that can go into the development of 
Buyer Personas. This particular process is a simple, straight-forward process that allows you 
to create and begin using personas within a week or two.  This approach relies on your 
internal team having a good understanding of who your customers are.  
 
You can also expand this process by conducting customer interviews to gain insight or 
validate the assumptions you have about your customers.  
 
Here are the steps to follow:  

 
1. Pull together a small group of people who know your customers well. Common 

participants include the owner or CEO, sales reps, customer service reps. 3-5 people is 
a good size.  
 

2. Spend 30 minutes brainstorming to identify your 2-4 core groups of customers. Some 
common ways to group your customers include  job title, industry, buyer type, or 
psychographic identifiers. These will become your personas.  
 

3. Next, spend 3-5 minutes on each of the categories below to brainstorm and describe 
for each persona. The templates on the following pages help with this brainstorm. 
Start with a single persona, brainstorm all categories, and then move to the next 
persona.  
 

a. Demographics: This is a basic overview of who your customer is. These are 
facts, who, where, when. Pick a name that fits this customer. You can include 
profession, job title, brands they buy, places they shop, social channels they 
use.  
 

b. Story: The story is the psychographic information about a user. The personality, 
values, opinions, attitudes, interests, lifestyle and challenges driving your user 
that relate to your brand.  
 

c. Goals: Based on the story and how it relates to your product or service, what 
goals does your customer have? Connect these to your story as much as 
possible.  
 

d. Needs: Based on the story and how it relates to your product or service, what 
goals does your customer have? Connect these to your story as much as 
possible.  
 

4. After this brainstorm, use this information to document your Buyer Personas, and give 
each of them a face by selecting a photo of someone who represents the persona. 
With a name, a face, and a description of the buyer, you’ll have the basic Buyer 
Persona to guide your content creation.  
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Example: 
 
Here’s an example of a Buyer Persona for company who manufactures elbows for pipe 
systems.  
 
Name 1: Architect Edward 
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Buyer Personas 
 
Name 1:  
 
 

Demographics 
(name, type, age, gender, profession, income) 

Story 
(problems) 

Goals 
(strategic) 

Needs  
(tactical) 
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Buyer Personas 
 
Name 2:  
 
 

Demographics 
(name, type, age, gender, profession, income) 

Story 
(problems) 

Goals 
(strategic) 

Needs  
(tactical) 
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Buyer Personas 
 
Name 3:  
 
 

Demographics 
(name, type, age, gender, profession, income) 

Story 
(problems) 

Goals 
(strategic) 

Needs  
(tactical) 
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