t BACHELOR OF
B ECONOMICS

THAMMASAT UNIVERSITY

Customer Insight Tools and Techniques:
BRAND PERSONA

MK 312 Brand Management

By Ajarn Suwalya K.

October 12, 2020




Brand Persona




Brand Persona Definition

e A brand persona is a
collection of personality traits,
attitudes and values that your
brand showcases on a
regular basis to help connect
with a certain audience
segment. A brand persona
can be a person, character,
mascot or idea. ... A good
brand persona is one that you
can almost visualize as
someone you know."




Brand Personality
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0 PIECES OF MARKETING MAGIC FROM

Disneyland.

Embrace

Use Data to
New Technology Inform Decisions

~

Optimize User 4 4 o
Experience A Balance Accessibility
with Exclusivity

Deliver Unexpected
Moments of Magic




What are they passionate about?

Top Bio Keywords Top Celebrities
Vacation 27 simes more likely T o T \ :
g, i, P— R ‘l ) y ‘
Parks 15 imes more likely ‘ 0 & o, |
Wife 2times more Fkely e : , Ellen DeCeneres | Ned Patrck Hams | Jmmy

FalloniTom Hanks | 1K Rowling

Mom 8 times more likaly ~—
Travel 8 imes more fikely ‘ 3 - Top Brands

TOp HaShtagS Dsney Cruse Line! Deney Stos | Starbucks Co flee

| Southwest Airlines | Dsney Baby

Top Media Outlets

s -

Disney | Walt Dsney Company Disrey Carees
Maned Entertanment | Deney Channel PR




Brand Persona

Customer

% Trust
Service

Product
Value

Content




e

Brand Persona

YOUR TARGET AUDIENCE
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Brand Persona

PREFERENCES DAILY ROUTINES

ASPIRATIONS PAIN POINTS
LANGUAGE/
READING AND LINGO USED

SOCIAL MEDIA HABITS

FACTORS IN HER
PURCHASE DECISIONS

KEY INFLUENCERS




Brand Persona

Y 4 \J

Discount Chaser Researcher Fashionable Diva

2]

Procrastinator Inspiration Seeker Power Shopper
Non Returning High Value Last Minute Shoppers Impulsive Shopper

Q




Brand Persona creation overview:

> Create a personality image. ...

> Create an overview of your brand.

> List traits of your brand that you want to
highlight.

> Map out the personality you desire from the

Ist above.

> Describe how your persona would speak, and
provide examples of copy.

> Describe how the persona engages with
others.




Sarrngton Coast

Busmess

est way to find bus ington Coast. (Q  Start your search

How to create a buyer persona for
your brand




How to create Buyer Persona for your
Brand ?

* The first step to any marketing strategy Is
creating your buyer personas.

* So what’s a buyer persona?

e A buyer persona as a fictional
representation of your target market. As
such, it embodies the traits of all people
you are looking to reach out to and helps
you better understand their needs.




How to Create Buyer Persona for your
Brand ?

e Here’s a quick summary:

e Determine demographics, psychographics and
behavior of your target audience

e Locate them on — and offline — find out what they
search for, read, shop for

e Connect your offering to their needs
e Determine the right time to act

o Offer the right product or service at the right time
to help your audience reach their goals




How to create Buyer Persona for your

Brand ?
o~

How to Create a Buyer

It

E i Persona for Your Business

Buyer persona 1s a
fictional representation
s ©of your target market




How to create Buyer Persona for your
Brand ?

Determine demographic, psychographic
& behavior of your target audience

demographic
age, gender, income, etc.

psychographic
personality type, preferences,
aspirations, pain points etc.

behavior
likes and dislikes, sports,
hobbies, etc.




How to create Buyer Persona for your
Brand ?

How can you help them How can you help them How can you become a
achieve their aspirations? with their biggest part of their everyday life?
obstacles and challenges?




How to create Buyer Persona for your
Brand ?

Determine the right time to act

iming 1s everything. Target the micro-moments
In which a person makes a buying decision

Offer the right product or service at the right
time to help your audience reach their goal




Brand Persona Example

Mike . oika

Mz works 35 4 graphic designer in 3 smail agency
& 008 diy wants 10 run I own agercy

He's got an #hone and & Vodafone 360 H1 by
Samsung phane. one personal and one for wodk, e
fetiows fnends nd key peopie n the devgn industry
v Twitter. DiogS. and RSS feeds. He uses hs iPhone
fox weork emals anxd s M1 for Fatebook

He uses Twitter 80 post updates about what he's 1o to
wWith his project work as wedl as using it as a tool to fnd
SUL Whiat people are up 10 3Ny L0 Invite them 1O events
He uses Facebook to share personal photos and video
and heeps 3 Tumblr blog 10 post nteresting things he
grscovers and shave them with his friends and
lotiowers

Gl

Zok 15 studying 3 Masters in International
Development urrsure of whiat the future Des abead of
her

| M. S & Ve 'ama

She 15 cONSLantly uaing thir Facebook app on her
Vodaone 360 M1 by Samaung phone a5 well & 00
et PC 10 upload and 1ag photos and videos from
PRACES She's Daen 1o with het fnends, a5 wedl a3 10 find
CUL 303 COMMENT 0N Who's been where at whwch clubd
raghts and parties.

She reguiarly 1e1s and messages her friends 1o find

cut f they've heard about & new pop-up shop she

Peard about vis & fiyer, or one-olf wasehouse party
rarted by inends of Inends.

Cost-conscious

Geoff

Geoft works a5 30 senior rchitect in a Sange practice,
and has 3 wife and 3 young gt and 6-manth biby
boy, He thinks the tme 5 nght 10 start lookng for 2
bigger home for his famly

Geot uses ha Vodafone 360 HY 10 1ake photos and
VGRS OF PACADECTvE Sites e vists He purchased the
M1 Decansie of it abEy 10 check emad, surf the wed,
LS8 3004, ONG Lt ONOTOS 0 W0,

He loves the buit-in camera and 350 uses this phone
o0 holiday 10 1k 513p% of the famey &5 it fity in hes
pocket and doesnt want to carry & lrge SUR around
with him, Me Lkes 10 upiosd his photos and vidso 10
Ficks and share them with his famdy and Irends. He
250 creates photo books from his holidays snsps 1o
Grve 35 QNS 10 s parents




Brand Persona Guidelines

_d WHICH BUSINESS TYPE ARE YOU?

THE START-UP THE EXPANDING
BUSINESS BUSINESS

® Setting up new business. o Employing more peopie

® Buying new IT kit o Businessis bacoming more

® Ensuring the business is safe (ke
buyng Insurancel Means one less
thing 1o worry about now and In
the futLre

professional in its outiook
® Buying now [T ot 1o support now people
® ThetmesrgttorvestinT

secury software

2

Ambitious
Ahmed ‘\ J

Start Up
Serge

TOP TEN POINTERS TO HELP PROTECT YOUR BUSINESS AGAINST CYBERCRIME, MALWARE AND OTHER SECURITY RISKS:

1 Assess the potertial security
risks and dentify what needs
%0 be protected.

Do you reed © protect mobde
Or tablet devices?

Wil your socumty software suppiion
offer e lovel of support you need?

6

Evobute o the securty sofwarm 7
products sutabilo to your noods,

THE BUSINESS THAT'S

. SWITCHING ITS SECURITY

Establshed business — whie [T not
hgh on the agenda, exsting security
software hars become an arnoyance
It's gotting in the way of doing,
business — slows up systems or &
dossnt ghve the adequate protection
The Soerse is up for reresvnl %0 t's an
opportune tme o ook slsowhom

Irritated
Ivana

3 Be aware of the legal and

reguistony CORZRTONS

Wouki you benefit frorm additbonsd
securty features for the protection
of onfine benking or financial
transactions?

THE BUSINESS THAT'S

HAD ITS FINGERS BURNT

o Estabished business thathas

recenty fallen prey to malware or

dara loss

o The throat has meant that there's a

resd need to irvest and fast
o The business needs to be

comprehensvely covered so itwil

never happan again

4
9

Suffering
Suzie

Define some basic securty
polices to keep nfomaton)
COMPULATS Secun.

Check the saatabiiy of cloud
SOVICR Drovicors security and
thesr cortract tenmes

WHETHER YOU'RE A START-UP, EXPANDING, BIG OR SMALL BUSINESS,
KASPERSKY LAB HAS THE IT SECURITY SOLUTION TO PROTECT YOU.

: THE BUSINESS THAT KEEPS
. ITS FINGERS CROSSED

An estabishad business thet's never
really taken [T security theeats senously
Hove abwarys had the attitude of &
wor't happen tome” or Thope it
doesnt happen”

Seen a story Inthe presswhich has
put IT security on ther radar

U Rwas easy 10 80t R out quackly

and cont-effectively then we might do it”

Setup an education programme
0 Improve awareness of securty
Ssues memaly.

1 Choose o socury softwore

product capable of protecting
ol of the computers and
Cenaoes acoessing the doud,

| g PROTECT YOUR CUSTOMERS.
PROTECT YOUR BUSINESS.

Spend less time on securily and more Sme running your business,

For essential tips on defending your business against malware and cybescrime, download this easy 1o read, free guide nowt

KASPEI

) Ky |, 30N

Ky

-

3t ¥y

P T




Brand Persona Guidelines

A quotation that caplures this

users personaiity,”

Age: 1100

Work: Job titie

Family: Married, kids, etc.
Location: City, state
Character. Type

User Persona Type

Goals

* Atask that needs 1o be completed,
* Alife goal to be reached.
« Or an experience to be felt.

Frustrations
* The chalienges this user would like to avoid,

* An obstacle that prevents this user from achieving their goals.

* Problems with the available solutions.

Bio
The bio should be a short paragraph to describe the user

Journey. It should include some of their history leading up to &
current use case, it may be helpful to incorporate information

Motivation

Incentive

;'|
=2

d

Brands & Influencers

Preferred Channels




PERSONA TEMPLATE
AGE 28 MOTIVATIONS PERSONALITY
OCCUPATION Record Store Manager Extrovert Introvert
STATUS Single Fear . -
Sensing Intuition
LOCATION New York, NY Py
Thinking Feeling
TIER Enthusiast Social _ .. .
ARCHETYPE The Maestro S e S
GOALS
Ambitious Admired Focused : :
To grow a strong industry reputation TECHNOLOGY

To build an audio-pro portfolio
plop IT and Internet

To keep track of everything ]
Software
FRUSTRATIONS _
Slow download times ﬂm‘)b”e ADDS
Data crashes Social Networks

Poor communication

BIO

Tobi has a day job at a record store, but on the side she

Pl ! & o - does all kinds of production work for up-and-coming
- ;iu.. ! N artists. She never hesitates to learn something new and
she often acts as tech support for her friends and clienis.

She is usually working on a dozen projects at a time and
is trying to establish herself in the industry, so she hates

“If I had a way to share projects

and collaborate in real time, that data crashes or anything that makes her look bad.
would make my workload so Because she works alone and in her home, collaboration

much easier to manage.” et n




NAME N

75 %

TYPE
Guardian
Demographic Quote
Female Sapientia sedificavt sibi domum
Dervmiark
Married Personality

associate professor *+ open-minded

+ relaxed with students and colleagues
Fareign languages (Hungarian + disciplined

» multi-tasking skills

» good at administration and organisa tion

Skills Goals

Pedagogical competences 1. to be a better teacher (learning new methods)

2. to build a professional network for future research-projects

3. to have a tenure-track position (full professor) at her home university
0 25 50 75 100

Communication and language

Validations Pain points

skills
autonomy in teaching « family obligations (old parents)
0 25 50 75 100 + good timing and flexible « overwhelmed with everyday
arrangements administrative tasks
IT skills + student feedback is important for + "publish or perish®

her « few opportunities to practice foreign

language (Hungarian)

0 25 50 75 100




Matthew Goodman ( cenemaTENAME )

Goals

To deliver high-quality docs for his team and capture clients’ requirements correctly.

Demographic

Male 27

Quote
usa

Single The single biggest problem with communication is the illusion that it has taken place.

IT. tech-writer

Medium

Background

Matthew is a technical writer in a typical IT-company. He has been weorking there for a
SKills while and he really likes his job. Most of the time he werks at the office. but scmetimes

he proceeds at heme. Cften has to work overtime and during weekends. Once a menth

IT+Internet he has business trips to his customers location.

Motivations Frustrations
» Easy way to cellaborate with + Missing cut notifications about the
colleagues changes made in the docs

= Remote access to his workplace at = Docs accidentally deleted by any
any time other collaborators
* Being aware about all the changes # Lack of control over the docs

made in the documents # Last minute

Brands and influences

#) EVERNOTE % slack
%2 Dropbox $IIRA
~X.Confluence




A DAY IN THE LIFE OF SARAH
* Early mornings, late nights describes her daily
routines, so she lives on coffee

¢ She goes to school all day, studies at nights and works
freelance jobs

* She has a cat that keeps her grounded with a sense of
responsibility

e She’s a carefree college student

e Her house is never in order, her fridge is empty and
she’s always buried in a book or her laptop

¢ She takes the train and Ubers everywhere

Coffee Shop Marketing Persona

BACKGROUND

* 20years old

* Single

* Livesin San Francisco, CA

* Full-Time Interior Design Student, Part
Time Worker

FI NANCES
Household income of $30,000

* She’s super conscious about what she
spends her money on

* Prefers to use her credit / debit cards

ONLINE BEHAVIORS
Facebook is her life-line

* Active on Twitter, Instagram, and
Pinterest

* Looks for coupons and good deals on
cool, new experiences or restaurants

WHAT SHE'S LOOKING FOR

week

* A quiet place to study where she’s not
distracted by her messy room

* A good deal to make her feel better
about purchases

* A sense of stability in her chaotic world

* Cool, new experiences or adventures

WHAT INFLUENCES HER

e Her friends and colleagues

HOPES &§ DREAMS

Become a reputable interior
designer

Travel the world

Have the flexibility to be able to
pick up and go as she pleases

Not have to worry about finances

WORRIES & FEARS

Not being able to pay her bills
Getting stuck somewhere and not
being able to travel

Not having enough time with her
cat

Not being able to pay back her
school debt

MAKE HER LIFE EASIER

Funky atmosphere that’s inviting
and relaxing

Deals and coupons

Provide a job-board inside the
coffee shop for freelance jobs
Cozy seating with plenty of
charging stations

Order drinks to-go online or
through an app

Social media engagement
incentives for discounts

* Magazines, blogs, articles, and design publications

BRAND AFFINITIES

e Starbucks, H&M, Forever21, American Eagle, Target



Background:

Demographics:

Goals:

Sample Sally

Hobbies & Interests:

Challenges:

Common Objections:

Biggest Fears:




.

Background:
- Grew up in town

- Honors Student in High
School

- Served as President of
the Philanthropy Group
in High School

Demographics:

- Millenial

- 22 years old

- College student

- Attends local university

Goals:

- Education Major

- Wants to eventually
work internationally
and teach children
abroad

Sample Sally l

Hobbies & Interests:

- Supports
children's
charities

- Tech savvy

- Loves nature,
yoga, health
food

Challenges:
- Not able to give as

much since she is a
college student

- Difficult to find time to
volunteer

Common Objections:

- Not feeling valued for
her time spent
volunteering

- Not receiving
information in a timely
manner

Biggest Fears:

- Will get stuck with no
development
opportunities

- Won't be able to find a
job in her field




Coordinator _ancice

Mame: Age: Job Tithe: Come:

Candice az Coordinator $80k

Prrsanal lifc

Candice s married with young kids. She Iives In the outer suburbs of one of the major ditkes.
Cinthe weskends she's busy with the kdds but Ikes to take me to leam something new
[Pﬂmlﬂ Emm

Responsible for Porsomality

This ks aclent-centred pastion which also Cand hoe takes her job seriously She can be guite

recrults and supenses staff and volunteers. formal inher manner, but k abo dedicated, rigorous
ardd professional.

Goals

Candice reeds to be able to prove that her program has been asucess. Bt more than this,
thiroughout the course of the program she needs to knowwhat's working and what needs o
change, rather than just walting untll the end to find out.

Frustrations

Cand loe |5 often unsune how to messure the
success of her programs: ot helped by the fact that
f ever she's rarety gheen clear program objecthves by her
know if if can be measured maragers. it canals be-difficult for her to gather

How canwe help Candice? Where Candios boaks for information
‘We can help Candice prove that her Candlos looks to awide range of sources for
program s working. And wihere it sn't. we: Information: from Governmental sources

can helpher denitify what needs tochange {rorworkers, internal departments, newsletters,
‘toget iton track. W can open Candice's Irtranet) a5 wel s industry bodles and jgood ol
eyes to the bypes of data and Information Google. When she bums to Google she might
she could be using and ghee: her darity typically enter samething e 'How to measune:
around wihen and how touse it PrOgram outoomes!

How Candice would describe hersclf on a form
Bury coordiraior wha's trying to keep lots of balls in the ale




: Demographic
7" Male 38 § years
§ United States

Married

Two kids, teenage boys.

Business Account Manager

Salary: $90,000

Farmers Edge Agriculture
Services

+ADD FIELD

: Channels

i Technology

: Browsers

. Jackson Beck, 43, North
" Dakota

Guardian

: Goals

Finding more time for family and self
Value Most: Family, Job, and Security
Improve diet, excercise, and stress

i Quote

My biggest worry when | am gone is my wife will sell my fishing gear for what | said | paid for it.

: Background

Married, two children. Works in Agriculture. Shops in stores and online. Prefers to view or buy
first in retail and then either purchases online based on price or makes follow up purchases
online. Considered an analytical buyer and loyal when happy.

i Motivations ¢ Frustrations X

Fear Cheap products

Growth Ignorant customer service
Achievement Not being prepared
Power Bad Presentation
Perceived Value Wasting free time

Brands and influences

Ecram awmaure G D ne
m ﬁ STRIKER:# m %
RAPALA TROPHY ANGLER Estimo |

+ADD IMAGE




Product-oriented

Quality and wide range of
coffee

Soft and cozy atmosphere :

"green” colors

Proximity
Personalization
Friendship

Conviviality

Connected (a place to meet,
work, exchange)
Qualitative

Traditional

PHYSIQUE

RELATIONSHIP

REFLECTION

PERSONNALITY

SELF IMAGE

CULTURE

Quality-oriented
Traditional
Federative

* Commitment
*  Respect (human
and environment)

Quality-onented

Perpetuate traditons
Environmentally and ethically
responsible

Focus on human relationships




Jack LIM

Sales Director,Divorced,36

e Drink coffee at least once or twice a day at Starbucks as part of his daily routine
from Mon - Fri

e Uses the mobile app daily so that he does not have to carry the Starbucks card in
his wallet

e s a creature of habit and likes the familiar feeling of his daily coffee at his regular
Starbucks

The Functional Habitual

Goals Pain Points

To get his daily dose of
caffeine

A quiet spot to reflect on his
day

Tend to hold up the queue " It kinda of gets on my nerves
when app login when it's my turn to pay and
Can't get a seat at his usual the app is logged out yet again
outlet - feel like everyone is staring at
me!”

oYUPLy
* fe

We
'
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Brand Persona

HNeuwTo use

BRAND
PERSONA

Infographic by O

Launch

Communicate Brand
Through Content

Promote an ideaq,
lifestxie, or purpose
rather than your
product. Keep your
customers interested
with new and
innovative content.

Direct Product
Promotion

Integrate your
brcre% fheny\: to
your social media
ads when you
promote producis
directly. Too much
product pushin
and not enoug
engagement can
hurt your business.

Connect with Your

Build a Branded
Customers

Keep a Schedule of
Community

Posts
Create a sense of
involvement with

your customers by
monitoring and
responding to what
they are saying
about your
products and
services through
social media.

Branded communities
foster customer
engagement and
loyalty. Provide a
place where your
customers can
connect and interact

with each other.

Posting high-quality
content at a pre-
determined rate will
revent your content
rom being perceived
as spam and keep
the customers
interested.
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Brand Persona

» YouTube

& smaply

METHODS: PERSONAS

About personas and how to create them (2020)

37,583 views

g i - =
324 1 hare Save

fore More than Metrics
metrics

1.55K subscribers

Report

@ SUBSCRII

/




4 ™
Buyer ( customer) Persona vs Brand Persona

“In the same way that Buyer
Persona synthesizes the main
characteristics of its client,

the Brand Persona represents
the personality of its brand.
That is, it embodies the values
and perceptions that you'd like
your audience to have of your
company.”

»~ 4

“ If we agree that a marketing personais a
fictional character that represents a specific
user or buyer type that uses our

websites, or interacts with content or a product
we offer, then we'd like to stipulate that

a BRAND PERSONA represents all user or
buyer types that might interact with

our brand.”







Kob Khun Krup..

Ka




