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Figure 1-10: Strategic Brand Management Process

Brand/Buyer Persona



Understanding the Personas
Definitions and Linkages



PERSONA is about 

perception. A persona, 

depending on the context, can refer to 

either the public image of one's 

personality, or the social role that one 

adopts, or a fictional character.

For instance, if a businessman wants others to think that he is very powerful and successful, he might drive a fancy car, buy a 
big house, wear expensive clothing, and talk down to people that he thinks are below him on the social ladder.



Brand Persona

A brand identity 

typically includes a 

logo, website, 

typography style, and 

color scheme. In this 

way, the

brand persona 

is another visual asset 

that fits within brand 
identity..



Your brand…



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 Persona Definition



Dimensions of Brand Personality

Brand personality

Sincerity

Down to Earth
Honest

Wholesome

Cheerful

Excitement

Daring
Spirited

Imaginative

Up to Date

Competence

Reliable
Intelligent

Successful

Sophistication

Upper class
Charming

Ruggedness

Outdoorsy
Tough







What is relationship of Brand Personality & 
Brand Persona?

A brand personality could involve 
descriptions of the tone of a 
brand's written 
communication (its voice)—for 
instance, whether it is formal or 

casual. A brand persona 
will take these 
personality attributes 
even further, 
establishing a literal 
character.



Is Buyer Persona the same as 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.”

“ If we agree that a marketing persona is 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.”



Buyer vs. User Persona

When it comes to personas, there are 
different types that will be 
appropriate for different aspects of 
the business. And you’ll hear a lot of 
different names thrown out there: 
Design, marketing, buyer and user 
personas. Many of these are actually 
overlapping types of personas. 
Ultimately, the biggest difference is 
who will be using your product (user 
persona) or who will be buying the 
product (buyer persona).

Source Personas Strategy : How To Create Effective Buyer Personas That Work 
(invespcro.com)

https://www.invespcro.com/blog/personas-strategy/


For example, the children’s toy is 

sold to both mom and kid, but the 

ultimate buyer is the mom, the user 

and nagger of the product is the 

child. In this case, you’d want to 

keep the user persona in mind 

because the buyer needs to see 

their child using and loving the 

product. But at the same time, you 

need to persuade them enough (i.e. 

educational, and no mess) to move 

forward.
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depending on the context, can refer to 

either the public image of one's 

personality, or the social role that one 

adopts, or a fictional character.
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PERSONA is about 

perception. A persona, 

depending on the context, can refer to 

either the public image of one's 

personality, or the social role that one 

adopts, or a fictional character.
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Target Audience vs. Buyer Persona

When we say “target audience vs. buyer persona,” it sounds like the two 
are in conflict with one another. However, the truth is they work 
together. You can think of a target audience as a team and a buyer 
persona as one of the players.



Target Audience vs. Buyer Persona

TARGET AUDIENCE

Gender: Female

Age: 25-40 years old

Education: High School and 
College

Annual Income: $40,000-
$80,000

Location: Southwest United 
States

Interests: Business and Travel

BUYER PERSONA

a fictional person within that 
target audience. You can dive 
deeper into details about 
them, including their 
personality, career, lifestyle 
and interests.



PERSONA is about 

perception. A persona, 

depending on the context, can refer to 

either the public image of one's 

personality, or the social role that one 

adopts, or a fictional character.

For instance, if a businessman wants others to think that he is very powerful and successful, he might drive a fancy car, buy a 
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How do you use personas in 
marketing?

Marketing personas are characters designed 
to represent sections of your target customer 

base. They're used as tools to 
help understand 
customer motivations 
and predict their 
behavior in order to ultimately 

increase sales.



Why do companies use 
personas?
Companies use personas to better know their customers and address 
their needs. ... You did it to learn about your ideal customer. Now, do 
something with that data by creating your user personas.



Buyer personas help marketers better 
understand their customers (and 
prospective customers) to unveil what it is 

that makes them tick and choose one 

brand or solution over another. Every 
aspect of marketing should 
benefit from awareness of the 
key features of the persona: 
email, digital, content, and 
social.



Why do marketers use 
personas?
By defining your ideal customers' needs, 

marketing personas help 
marketers use time and 
energy more efficiently 
and, ultimately, create 
better products and 
services. Marketing personas are 
important in all of the following tasks: 
Refining ad campaigns. Content creation 
(including email campaigns and blog 
posts)



Why is personas important 
tool?
Marketers can use buyer personas to build content strategies that 
speak directly to their targeted audience, and therefore build trust 
and reliability with customers. Additionally, buyer personas help 
marketers:

➢Focus keyword searches

➢Improve SEO strategies

➢Refine copywriting

➢Aid in the prioritization of promotional 
campaigns and activities







How to Create a Buyer Persona?
Tips and Techniques



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 list above.

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

➢Describe how the persona engages with others.

Note: From the CBBE Model, you probably have a good idea of 
what your brand is about…



What is a Buyer Persona?

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

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.



Where to 
start?



Source: How to create a buyer persona for your brand | Barrington Coast Business Hub

https://www.barringtoncoastbusinesshub.com.au/2020/08/02/how-to-create-a-buyer-persona-for-your-brand/


Guidelines to Create a Buyer Persona for 
your Brand 

Here’s a quick summary:

1. Determine demographics, psychographics and behavior of your 
target audience

2. Locate them on – and offline – find out what they search for, 
read, shop for

3. Connect your offering to their needs

4. Determine the right time to act

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



















Buyer Persona
Buyer personas are typically mapped with information such as:

1. Persona Name

2. Career path or professional background

3. Typical age, hobbies and whether they live in urban, suburban or rural areas

4. Goals - what they’re looking to achieve in their role

5. Challenges - what hurdles are they trying to jump

6. Real quotes - what they say about their challenges

7. How your company can help them overcome their goals and challenges

8. What their common objections are during the sales process - in their own words

9. Their role in the buying decision

10. Communications preferences, and where they go for information

11. Marketing message - what kind of messages do they need to hear from you

12. Real quotes - what sales objections you hear from them



Step 1: Give your user personas a name. ...

Step 2: Identify your user personas' position. ...

Step 3: Discover demographic information. ...

Step 4: Think about goals, challenges, values, and fears. ...

Step 5: Build your marketing message.

Tips:
Once you have the basics out of the way, you can hone in on some deeper issues:



Where to get information to create a buyer 
persona?

Buyer personas can be created through research, 
surveys, and interviews — all with a mix of 
customers, prospects, and those outside your 
contacts database who might align with your target 
audience



Brand Persona Guidelines











Buyer Persona Examples























Brand Persona Guidelines



GROUP ASSIGNMENT
BUYER CANVAS FOR AUTOMOBILE BRAND



Group Assignment: MK 312 Brand Management on 

Buyer Persona for a Automobile Brand 
Focus: Thai Consumers

Create and Analyze an existing  
BUYER PERSONA by using 
customer insights both primary and 
secondary information. Who is your 
target audience (Thailand) ? 

➢Each team will work on your chosen brand.

➢PPT slide Max. 1 page – 1 buyer persona.          
(excluding cover and appendix). Max 3- 5 
mins presentation

➢Freedom to use template Options  (free 
style)

➢CEOs please submit files by next week.  

➢Remember as brand managers, practice 
your research , analytical and creativity 
skills….Now you get a chance to know your 
brand as a person! Enjoy 



• Customer Pain 
Points

• Needs and wants
• Motivations
• Lifestyle
• Activities
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