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WHAT’S A PERSONA?

A (semi)-fictional character created to represent a 
customer that might use a product, site, brand, or in a 
similar way. 

Marketers may use personas together with market 
segmentation, where the qualitative personas are 
constructed to be representative of specific segments.

Sometimes known as a Segment, Pen Portrait, User 
Persona, Sales Persona.



WHY DO THEY MATTER

Forces marketers to think from a customers perspective.

Helps to prioritise who to target (and who not to target).

Informs what the business should be doing (and not doing) to 
help and reach potential customers.

Provides focus for marketing to specific audiences.

Creates direction and structure for content, messaging 
channels, creative, activity, budgeting, measurement.
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HOW DO WE CREATE A PERSONA

In the absence of data, think of people you know who fit the customer 
groups you are targeting.

Start with their mindset and attitudes, and behaviours and define 
them by these attributes rather than demographics.

Define relevant headings and develop descriptions and information 
for each.

Refine, develop, iterate - pull them apart to ensure each is distinctive. 

Think about how you can illustrate or bring them to live in creative 
and interesting ways



EXAMPLE INFORMATION 

Description / overview
Key attributes
Personality traits
Brands they buy
Family situation
Employment situation
Mindset
Existing opinions and 
perceptions
Needs and wants
Personal values and ambitions

Media consumption 
Technology adoption
Purchasing priorities
Purchasing barriers
How we reach them?
How we convince them?
What can we offer them?
How winnable are they?
Etc.



Prepared by AB for Caterpillar
All content is confidential and not to be shared. 

For more information please contact henry@ab-uk.com


