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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.



EXAMPLE PERSONAS: CAT

Customer segment profile

02.
Savvy Entrepreneur

OVERVIEW

The Savvy Entrepreneur is an experienced business
owner, having started his successful business from

scratch many years ago or inherited it from his parents
who founded the business. He’s more hands off these

Who are they? &

_ _ _ DESCRIPTION MOTTO HOW TO ENGAGE
days, focusing on business development and networking, o |
He’s a people person, and makes decisions based on *  Asmall/ medium size business owner who “| trust those closest ° Persuade them
good advice from people he knows and trusts. has successfully grown a good solid t u
business with a strong reputation and o me

customer base and good margins

CAT’S ROLE
» Takes a more traditional approach to

business and relies on trusted people, MINDSET *  Make their life easy
e LN G CONSIRUCTION ERODUCES C. networks and relationships to do business + Values: Simplicity «  Become a trusted partner
L ——————————————— ——— »  They are more hands off these days and rely «  Needs: Good advice
on key employees to manage the day to day '

operations but occasionally jumps on the *  Wants: Human connection
machines to help out .

* Isintuitive and instinctive and likes to do a
deal. They keep a close eye on the finances.

BUILDING CONSTRUCTION PRODUCTS CATERPILLAR®

2é-’aterpillar: Non-Confidential
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EXAMPLE PERSONAS: CAT

Business

TYPICAL BUSINESS ROLE AND RESPONSIBILITY

»  Most likely: landscaper, general builder, house «  Business owner with several
construction, farmer employees to manage

» Likely to have 2-20 employees »  Splits their time between the site and

the office
»  Spends a lot of time networking and

AMBITION developing the sales pipeline

*  Tokeep the sales pipeline full, whilst « Wil ultimately be responsible for
maintaining the size and current complexity of signing off all purchases and paying
the business (not grow) bills

» Toincrease the profitability of his business.
* To keep their employees happy and productive

» To take further steps away from the business (or
retire early) to pursue other interests

BUILDING CONSTRUCTION PRODUCTS

%.Baterpillar: Non-Confidential
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KEY BUSINESS CHALLENGE

* They rely on their trusted
employees to manage the day to
day operations - they value them
and treat them well

« Their core challenge is ~*-~~*=~
and retaining good peo|
trust

+  They like simplicity and Characteristics

business techniques an
avoid digital communicz
the increasing administ
where possible

2t.gaterpillar: Non-Confidential

CUNOUS qevveeeesssoscccaaal  eeseescccnnse
Easy-going Qoevocecsscscccscccccccc .. .....

i
———————————— OUthing dececee e eecccccsssssssssssesnes
Friendly q.f @ ieiiiiiiiitiiiteeeneeaannns
NEIVOUS @ eveeeveeeeoeeooeeaooeanncannnonns

BUILDING CONSTRUCTION PRODUCTS

&4

.................................... + Conservative
.................................... » Organised

.................................... » Reserved

.................................... » Iransactional

................................. » Decisive

CATERPILLAR




EXAMPLE PERSONAS: CAT

Purchasing behavior

PURCHASING PRIORITIES
Proximity and proactivity of dealer is
important

 Efficiency is important - time is money
*  Getting a good deal

Predictability and visibility of business
costs

» Ease of operation is important as he
may need several / new employees to
all be able to use it quickly and
efficiently

*  Productivity is key

2(.Baterpillar: Non-Confidential

PURCHASING BARRIERS

Initial cost

Poor experience with dealer /
salespeople

Concerns over ongoing costs

BUILDING CONSTRUCTION PRODUCTS

Py

» They trust their longstanding employees to make
the right call

KEY BUSINESS CHALLENGES

« Ifthey have a positive experience and relationship
with the dealer, they will trust them to make
recommendations, and seek them out first for
future purchases

Will unlikely do much online researcl
will likely only look at dealer / manuf

websites Perceptions and preconceptions

* Is unlikely to use social media for wc

e

activity VIEWS OF CAT

» Wil rely on peers, partners and supg
and advice on new products and dez

Will mainly communicate with people
on the phone .

2L7aterpillar: Non-Confidential

Has little awareness of Cat today or any other brand or
manufacturer

Relies on their trusted operator / employees to recommend
what to buy, but will do the deal themselves

Will judge Cat by the personal interactions they have with the
dealer and salespeople

They see the potential in the Cat brand to help them attract
and retain good talent

BUILDING CONSTRUCTION PRODUCTS

L

VIEWS ON MACHINES

They likely own a range of other machines from other

manufacturers dependent of the deals available at the time
They see machines as a liability not an asset

Is less spec oriented and is looking for the simplest and
cheapest machine to do the job

They don’t have the time, knowledge or inclination to shop
around themselves

CATERPILLAR




EXAMPLE PERSONAS: BLACKBERRY
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SOARING OVIR THE DLAZING TANS,
SUMERMAM INTERCEPTS T FALLING
FIGURLS BLFORE THEY COLLIDE IN THE FLAMLS

EXAMPLE PERSONAS: BLACKBERRY

Bo™ TO SAFF Y/

o =} 'Y ';.( SOTHIR

SUPERMAN STEPS NT

KIT IS THE YOUNGEST OF THE 6R0UP,
AND ALSO THE MOST NAIVE, THE 6ROLP
BABY. KIT WAS BORN A US CITIZEN, BUT
WAS RAISED IN EUROPE, AND SPEAKS
WITH A HEAVY ACCENT (THOUGH NO
ONE’'S QUITE SURE WHAT KINO OF
ACCENT SHE HAS... PERHAPS THERE'S
MORE TO THAT?),

KIT'S MODELLING CAREER IN NEW YORK
COMPETES FOR HER ATTENTION FROM
THE AREA'S WEALTH OF SHOPPING
DISTRICTS, SHE SEES THE OPPORTUNITY
WITH REALITY TV AS A STEPPING STONE
TO HOLLYWOOD, OR MORE LIKELY,
BEVERLY HILLS,

BOLND BY MANY ULES OF LAWS

SO, HIS BIGGEST CHALLENGE WL SRS
BE COMPLETING THE SHOW. THE
PRODLICERS, NOT TO MENTION THE
CAST, WILL HAVE THEIR HANOS FULL

WARREN ALSO HAS A NATURAL CHARISMA
THAT BRINGS HIM PLENTY OF ATTENTION
FROM THE LADIES. NOW THAT HE'S
NATIONWIOE, PARENTS BETTER WATCH
OUT... WARREN'LL BE BEAMING HIS PROG’
TRANCE BEATS STRAIGHT AT THEIR
DAUGHTERS




EXAMPLE PERSONAS: BLACKBERRY

% N ~

“The Remarkables” were created to communicate our five key consumer segments
in a fun and easy to digest way.

Each segment takes on the guise of a superhero, each with their own attributes -
likes/dislikes, demographics, work/life habits, technology usage and their feelings
towards the Blackberry brand.

The five consumer segments, like their superhero personas are very different - this
presentation will give you a key insight into who our key segments are, how they
differ from one another and how they should be targeted.




EXAMPLE PERSONAS: BLACKBERRY




EXAMPLE PERSONAS: BLACKBERRY

RISING STAR

RISING STAR

DEMOGRAPHICS/LIFESTYLE

RISING STARS “DAY IN THE LIFE”

Rising Stars are well-educated
metropolitan professionals. Work is the
most important thing in their lives, they are
very ambitious and constantly on the go.
They are regularly upgrading their phones
and need to be constantly available to
others. They are BlackBerry’s core target.

RISING STARS

* 60% 25-54 years old
Most up-market (41% AB)
Most educated (46% at least a degree)

Most professional (28% mid- or high-level
professionals)

Most metropolitan (62% live in cities)

__________________________________________________

i Between 7pm and 11pm, online is important to their lives and
! this includes a mix of social activitios (eg Social networking)
P and searching for information for their jos or shopping online

'
! Magazines and some newspapers play a key role after 11pm

i 1 for relaxation
""""""""""""""""""""""""""""" Key Daily Activities
ittt ettt
'
H | Rising Stars spend a lot of time at work during the day, and
/ : 1 social events in the evening
'
————— e~ o
> I~ A_( - | | They are more likely to be driving to an from work and social
\&///\_;_ ] E ! ta than their young ation C T parta
7 '
- 7 v

RISING STARS: INTERESTS

RISING STARS - SUMMARY

Evenings out Keeping in touch
T 3% Eniow coing out with mionae | 7 20% Say its important their household |
' 9 1
: 43% Enjoy going out with friands ! is equipped with the latest technology
| 44% Like to eat at nice restaurants ! 39% Bay to do my shopping by
1 |
! 21% Are regular cinema goers i | intemet makes life easier
i 1 37% | cannot do without mobile
1 communication

1
: 40% love buying new gadgets to keep
1 in touch

___________________________________

| 31% Say they like to be surrounded by
1 different people, cultures, ideas and
! lifestyles

H 49% Say that people come to them for
| advice before buying new things

| 80% Like to be respected by their peers

i
| 34% Say rules are meant to he broken

: 40% Say they worry about work in their
) leisure time

\ a1% Say they would like to set up their
own business

______________________________________________________________________

Key facts:

————————————————————————————————————————————————————————————————————————————

E i Rising Stars are the most prolific and savvy users of the
H i internet and for a mix of social and work based activities

! : A mobile is an extension of how they keep in touch, using
. email and internet extensively - they also IM intuitively on
i i both the mobile and in an online environment

____________________________________________________________________________

H | Whilst online is important in the early evenings the Rising
|| Stars often relax in the late evenings with more traditional
i i media such as magazines and newspapers

E : Rising Stars are also light traditional media users - outdoor
: : and cinema consumption is high

-
|| Whiist MP3 / iPod ownership is high, Rising Stars are !
i | embracing the more technical features of the mobile as they |
i i seem comfortable using them both for work and pleasure

: : Music is important for leisure time but their minds are
' : stimulated by far more issues, work is one of these

BRANDS THEY BUY




EXAMPLE PERSONAS: BLACKBERRY

MEET REAL REMARKABLE

CONSUMERS

REGIONAL NEWS
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B ATYMAERY CPYRATIVES IN VAN

-
FIONA'S BLOG
AL THE LATRAT NS VIFWE A
OFDNEON TADE BLACYIEREY S DIRECTOR
OF SEBMNTTATIORN § LUPGA MaaLER TN

FIND OUT mOas

WELCOME 10 18 ONLING SESOUREE TOR ALL THAT 15 T
SLMAREABLLS - BLACKBLRRYS REMAREABLL CONSUMER SEGMENTS DT 1w BLAOBERT
WML TR YOU WANT TOLEABM HOW TO 90T THIEM WORE OV T MOw T '

: POADEREALY NSES
3 | } ! v'.' lfo. » 3 .' "‘r .. ' e
T TAR T THIEM DN NIDHARDTA TS AMD T IBABES 1 AN TN A BILrES L1ASS
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EXAMPLE PERSONAS: BLACKBERRY

THL CONSUMLRS

THERE AGF NOW OVER 18
MULION B ACKNROY
SULSORTRERS L oRAlLLY
0% OF WALTOM ARE NOM
ENTERQ S

CONSUNLARS ARL DOING
MORE THAN LVLE BLYOme
WITH THLLE BLACKRLRRY
SMARTHONL A

ARESIATON IS

RIOH FEATURE S AND
FUNCTLONDS AND
VAST RANE OF
MROGUCTS AND
SOLUTION

THERLFORE RIM L5 UNDERGOING A TRANGT ORMA TION - FROW BN
ATDE BAREFTING OLUCANISATION TD BFING A CONSLWMIR

MAZKE TING CQGANISATION TO DO THIS SCCESSPUALY. WE NEED
10 UNGLES TAND WD BLACTRLARY' S CONSUMIRS RLALLY ARE AND
WAHAT ThEY SFALLY WANT

RRRullmninNcGG

1

THE RESEARCH
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TS
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MIS MAS MELFED US SERNENT TVE BAR
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THLE SEGMENTS
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i

VALUT

MONTILY SPUND
PROOLICTS

WHO ARE THE MOST WINNABLE

SOME OF THE REMAREABLES ARE MORE INTERESTING TO BLACTRERRY THAN OTHERS
THIS IS BECALSE MIGHER MRENTAGES OF THER AR O ASSY D AS WDNEMARE L
MORFE LTEFLY TO LY A MLACKRFROY SMAR TMIONE TVIF FIGVGES BPLOW TNLICATE LHOW
WINNARE EAO OF TME SESMENTS ARE

10,000

CONSUMERS
IN ENGLAND
FRANCE, ITALY
GERMANY
AR PA LN

THLSLUGMINTS
WINNANLLY,
SF
VALUE
MONTILY SFLND
MODLICTS

WHAT PRODUCTS THEY MAY USE?

EAOH OF THE BLACKRERRY SMARTPHONES HAVE LIFFERENT ATTRIBUTES THAT AFPEAL TO THE
DIFTERIENT WASMINTIS TDMDNDDUT MORL ABCUT TMIS. CMCE VT DU PRODAC 1S SLoTom

FUNCTIONALLITY YOU D3PLO ] TROM A PRLMLIUM SMAD TPWONL

POWEDR THE PASSIONS YOU MURSUF WITH A SMAQTRHOMNE THAT EXPRFSSES YOAR STYLF AND SIMWALTFIFS YOUR | TFF
THE BLACKRERRY® BOLD™ SMARTPHONE EMBODTES ELEGANT DESIEN — WITHOUT SACRIFICING THE FEATLRES O




EXAMPLE PERSONAS: BLACKBERRY
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Occupaten Accourt Executive
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EXAMPLE PERSONAS: BLACKBERRY

ADOPTION OF TRECHNOLOGY USE OF THE INTERNET: PERSONAL LIFE RraNG 1A .
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EXAMPLE PERSONAS: LEGO EDUCATION
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Core Solution

“Logic will get you from A to B.
Imagination will take you everywhere.”’

Albert Einstein

£ always know how every

i lesson will start and finish.
But teaching is an interactive
process, so | like the way that

the Core Solution gives me
the freedom as well as the
tools to do my job”

Do you think like Albert?

The Core Solution is a flexible and versatile solution
with core functionalities for personalized teaching.

/ Creativity N\
7 osessment N,

2 \

/et started \ '\

/ essonpian N\ Coneswith Lot Confidant in the use o
/ plo L‘-f‘: 5003400 / mea\ advanced tools and resources
( 5 Y /EmN :
\. \ O /
N\, Comeswih \_ D/
§+< 5w34m .'JJ m w
[ —

fessrssssssnssssrsssssnssnssnnnnnet

Curriculum Solution

“Genius is 1% inspiration,
99% perspiration.”’

Thomas Edison

! “The Curriculum Solution
provides a clear framework
that helps me to plan every
STEM lesson — and to feel
confident that my students will
both understand and achieve
our goal”

.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.

Do you think like Thomas?

The Curriculum Solution is an easily implementable solution
with guidance and support for confident teaching.

’J‘Creur,ivit;g N {
/" ossessment
/ bam. A \ Methodical but open-minded
prmn, & =9< p to new idecs
4 b ’
/ Get started \ N\ = / pm———
/ lessonplan "\ Cusglg:aluth / Dustomer ‘
N\ serdceand %
( [ N8 DY /" vcrsiport

Seeks Tightbulb
inspirational curriculum

Core Set / Teacher \
ey, 5003400 / e-learning "\
" Teacher "\ ¥ \ \
/" elearning Seeks quality core lessons \ b4 /
S/ N\ and experiments with ideas \ /
=T/ —/ Desin N\
\ 2000525 4 /  Engineering ™\
Projects 1&\
curricutum \, O~ /
Flexible teaching approach and /" ussessment N\ (r )
uses lesson plans as o Framework _:. x_‘ & % & /
N\ ,'. N r: Struct lundsup :
' \ 2005544 / impiry e
\, comeswith / JEUF | lesson planning gets results
\ 2005544
04 Find out about LEGO® Education on LEGOeducation.com Call uson 08003345346  Email: sules@LEGOeducation.com LEGOeducation.com 05

LEGO, and the LEGO logo, are trademar«s of the LEGO Group.©2016 The LEGO Goup. Colours ot and decorative designs on elements may vary

e
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EXAMPLE PERSONAS: LEGO EDUCATION

Create your own customized solutions

While the Core and Curriculum Solutions offer all you need to get
started, you can add an extra dimension to your lessons with three
additional curriculum packs, expansion brick set and face-to-face
teacher training.

Classroom Solutions

Core Solution

The LEGO® MINDSTORMS®
Education EV3 Core Solution is a
flexible and versatile solution with
core functionalities for personalized
teaching. In this solution, you get:

Core Solution
Core Set = 1 per every 2 students

8 Students (4 sets) $00.00

EV3 Science
Pack

+EV3 Coge Set (5003490 - one per 5005021 77777777777777777777777777 The curriculum pack consists of 14 engaging
two stu en_ts) containing LEG_O 16 Students (8 sets) $00.00 physical science experiments for middle
building bricks, the EV3 Intelligent ;i school, utilizing the data-logging capabilities
Brick with motors and sensors 5005022 of the LEGO® MINDSTORMS® Education EV3 —
ESUSMTTRIASRRSRRSRRRRRRRSRSSREEY i R SRS EUS R SN ERRE SRR N hardware and software. Experiments
+EV3 Softwgre for intuitive _ 24 Students (12 sets) $00.00 are centred on energy. heat and | —
programming and data logging 5005023 temperature, force and motion, B
including Get Started Lesson Plan SRR 0@ and light.
and Creativity Assessment tool 30 Students (15 sets) $00.00
(part of 5003400) 5005045

+ Online Teacher e-Learning
(2000525 - school license)

EV3 Space
Challenge Pack

The EV3 Space Challenge Pack is for all

educators who want to teach science, technology,
engineering, and math through hands-on problem
solving with a mission to Mars. This theme-based
material was co-developed with space experts
and consists of seven Challenge Missions,
nine Learning Missions and one Basics

LEGO® MINDSTORMS®
EV3 Expansion Set

This brick set contains a wide range of
supplementary elements such as gears and
personalization parts to continue the theme of
critical thinking and creativity featured in
the EV3 Core Set. It is designed to allow

Curriculum Solution

The LEGO® MINDSTORMS® = F
Education EV3 Curriculum Solution Currlculum SOlUtIOﬂ

is an easily implementable solution Core Set =1 per every 2 students
with: guidance -and support for - T e e e e T O T e T e T s

confident teaching. In this solution, 8 Students (4 sets) $00.00

oL o 5005024 of Gears project. Ev3 com utin students to take their robotics
+ EV3 Core Set (5003400 - one per p g experience to the next level.

two students) containing LEGO 16 Students (8 sets) $00.00 Curnculum

building bricks, the EV3 Intelligent 5005025

Brick with motors and sensors AR @ FfJ oot oommooooooooes

24 Students (12 sets) $00.00 Provides extensive content for teachers to -

+ EV3 Software for intuitive 5005026 deliver the computer science curriculum. 224

programming anddatalogging = _G€ds SIS $Se . Proyid'gwg _vaﬂedc;:rosiculrricular_opponur;ities

including Get Started Lesson Plan $00. NS IR anc IChIoogy science s

and Creativity Assessment tool gg []S;(l]lggnts ok ekt math, itis designed to engage

your students by using

(part of 5003400)

Face to Face
Training

Training courses ensure solutions are optimally
used at your school with certified LEGO Education
Master Trainers. Courses are customized to
suit the needs and requirements of the school
and teachers also learn to design their
own EV3 lessons.

real-world examples.

+ EV3 Design Engineering Projects
Curriculum (2004455 - school
license) with 30+ hours of
classroom instruction and
problem-solving activities including
assessment tools linked to STEM
curriculum standards e

+ Online Teacher e-Learning
(2000525 - school license)

06 Find out about LEGO® Education on LEGOeducation.com Call uson 0800 3345346  Email: sales@LEGOeducation.com LEGOeducation.com o7
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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.
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