
Behavioral

Geographic

Purchase habits 
Where & how do 

they buy? How long 
is the sales cycle?

Media consumption
Where do they spend 

their time?

Physical location
Location identifiers 

(suburban, urban)

Demographic

Psychographic

Age
Gender
Race
Marital status
Household income

Personality traits
Stage of life
Lifestyle
Interests
Focuses on “why” 
consumers make 
decisions
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Identifying & 
Defining Target 
Audiences
Having a clear and strategic picture of your target audiences 
before beginning any marketing initiative can be the difference 
between a machine gun approach that spreads your message 
far and wide (and incurs a lot of waste) and a campaign that 
lands where it needs to and generates results. 

Digging into the details to get a clear picture of your audiences 
can make a big impact.

Reaching the Right People
Start by looking at your current customers and comparing them 
against who you want to reach. Who are your competitors going 
after and how? Maybe who you think you’re speaking to, isn’t 
who’s responding.  

When crafting your target audience profiles, be specific. Go 
beyond age, gender and geography to gain deeper insights to 
develop customer personas that will help you shape how you 
go to market.

creategrit.com

ASK YOURSELF
•   Who do I need to speak to 

(specifically)? 

•   What are their motivations for 
making decisions? 

•   How does my company/
organization deliver particular value 
based on their wants and needs?

•   How/where do my audiences get 
their information?

•   What am I asking them to do/what 
action do I want them to take?

Digging Deeper



YOU’VE GOT TO KNOW THEM TO REACH THEM

Crafting Customer Personas

Susan is the Marketing Director for a local, York, PA-based B2B industrial technology 
company who employs 40 full-time employees. Susan has been with the company for 10 
years and to date, has focused on supporting the sales team and managing more passive 
marketing including the company website, organic social media channels and both internal 
and external client communications. Recently, the company has started discussions around 
more proactively building lead inquiries, specifically through digital marketing channels.  

Goals
What do they need?

•   To launch a campaign to grow  
quality leads 

•   To secure a new agency 
partner who can deliver within 
the budget and measure ROI

•   To demonstrate results from 
the relationship quickly

Frustrations
What are the barriers you’ll need to 
overcome?

•   Believes agencies charge too 
much/don’t provide a clear 
view of fees

•   Has been burned in the past 
and is rightfully skeptical as 
a result

•   Nervous to put her reputation 
on the line for a new partner

•   Receiving pressure to do a lot 
with a little when it comes to 
marketing

Media & Technology
Where do they consume information?

Social
Heavy Facebook user, 
sometimes Instagram 

user and passive LinkedIn 
networker

Preferred 
Communication

Email (keep it short, 
tell me what you need, 

follow-up)

 Research
Referral first with  
Google and online 

follow-up/validation

 Age 42
 Gender Female
 Title Marketing Director
 Status Married with 2 kids 

(10 & 15)
 Location  York, PA
 Education Bachelor’s Degree in 

Communications 

What would they tell you if you 
asked them how they feel about 
your services?

 “ Our marketing resources 
are limited and I need 
to make the most of the 
budget and my time. 
I need strategies that 
will drive results we 
can measure. I’ve been 
burned before with an 
agency relationship  
and I’m not overly 
excited to take the leap 
and try again, but I’d 
like to get a partner on 
my side who can offer 
strategic support.”

Once you know the key traits of the people you want to reach, you can build customer 
personas that provide a total picture of each audience. A persona is a fictional 
character that provides a deep dive into an audience segment, defining the most 
critical aspects of who they are.

When we can clearly see who we want to talk to, we can more easily reach them 
with the right message, at the right time via the right channels.

cr
ea

te
gr

it.
co

m

Susan Smith
Marketing Director

Personality Traits
What makes them tick?

Organized Spontaneous

Practical Visionary

Cautious Adventurous

Brands They Believe In
Which brands most align with their personality?

Media
Still connected to cable, 
but primarily consumes 
media through Netflix 

and OnDemand


