
1

The Complete Guide 
to Identifying your Dream Customers



The Complete Guide To Identifying Your Dream Customers 2

Co-written by Jeremy Moss
Jeremy wears many hats at Fusebox - whether that’s 
project management, web development, or even 
cleaning crud out of the toaster oven. He worked as a web 
designer and developer for over 10 years before taking 
over project management and becoming a Hubspot 
certified inbound marketing strategist. Jeremy has an 
excellent ability to identify your online brand potential 
from both a technical and marketing standpoint and write 
run on sentences.

Follow me on Twitter @bjeremymoss

Co-written by Matt Cook
Matt is the guy in the corner that doesn’t say much, but 
the wheels are always turning - developing the key visuals 
and strategic messaging that inbound marketing needs 
to thrive. His years of experience in content strategy, 
creation and visual presentation is the primary focus 
makes him a valuable asset to any inbound marketing 
strategy. He also has 3 kids, so he’s a forensics expert 
at sniffing out the rogue offspring who stuffed a grilled 
cheese in the BluRay player. 

Follow me on Twitter @fuseboxmatt

Designed by Jason Donelle
Jason is a Certified Advertising Agency Practitioner 
(CAAP) through the Institute of Canadian Advertising. 
That’s just a fancy title to say he can pretty much do 
anything. His award-winning strategic approach to retail 
advertising, corporate identities, branding and inbound 
marketing, combined with his dedication to exceptional 
client service have made him an in-demand resource to 
businesses and agencies as well as his stirring renditions 
of miscellaneous 80’s tunes.  

Follow me on Twitter @fuseboxjason



The Complete Guide To Identifying Your Dream Customers 3

Table of Contents:

 Introduction - How targeted is your marketing? .............................................................. 3

 Chapter 1 - What is a buyer persona? .................................................................................... 4

 Chapter 2 - Why buyer personas are important ................................................................ 7

 Chapter 3 - How to create personas:  

                          - 8 questions to ask and how to answer them ............................................ 10

 Chapter 4 - How to write their story ...................................................................................... 15

 Chapter 5 - How to use your buyer personas on a daily basis ...................................... 17

 Chapter 6 - Examples and worksheets .................................................................................. 19



The Complete Guide To Identifying Your Dream Customers 4

Demographic information is great to have for marketing purposes, but do you really know 
who you are selling to? I mean do you REALLY know - or is your marketing just spraying and 
praying like those sleazy 3am lawyer commercials who promise huge cash settlements to 
anyone with a pulse and a landline?

Are you between the ages of zero and 128?  
You could be entitled to big money.

The best way to truly get everyone in your company on the same page and marketing to 
the right people is by developing what are called buyer personas.  
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CHAPTER 1:  

What is a Buyer 
Persona?
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Buyer personas are fictional, generalized representations of each type of your ideal 
customers. They help you understand your current and prospective customers better and 
make it easier for you to create tailored content for the specific needs, behaviours, and 
concerns of each group. It’s kind of like playing Guess Who, except you already know who 
is groping your eyelids with their greasy, unsanitized man paws.

Strong buyer personas are based on market research as well as on insights you gather 
from your current customers through surveys, interviews, focus groups, etc. Depending 
on your business, you could have as few as one or two personas, or as many as 10 or 20. If 
you’re new to personas, start with one or two and go from there. Your personas will always 
continue to evolve.

Nice try uncle Allan.
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What About Negative Personas?
Indeed, these exist as well. Whereas a buyer persona depicts a representation of an ideal 
customer, a negative persona is a representation of the type of person you don’t want to 
attract as a customer. Sometimes it can be harder than it looks, like identifying the evil twin.

\

For parents of twins it’s easy. They’re all evil.

Negative personas could include for example, professionals who are too advanced for your 
product or service, students who are only engaging with your content for research/knowledge 
purposes, or maybe potential customers who are just too expensive to acquire (because of 
a low average sale price or their unlikeliness to purchase again from your company.)
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CHAPTER 2:  

Why Buyer  
Personas Are  
Important
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1. Personas are Filters for your Marketing Content

Every time you develop an idea for any piece of marketing communication, you need to figure 
out which buyer persona it is for. You will come to one of two conclusions. 1. It’s directed 
toward one or more of your personas, so let’s continue or 2. It’s not really tailored to any of 
them. In this case, why are you producing this content? It doesn’t make much sense to waste 
resources developing content for someone that doesn’t fit your ideal customer profile, so 
why not move on to the next idea or brainstorm some ways for that piece of content to work 
for one of your personas?

2. They Help Keep Staff on Target

Ask your employees or coworkers who your perfect clients are. If everyone is giving you a 
different answer, then it may be time for the persona development exercise. Your personas 
are something that everyone in the organization should be able to recite on demand. That 
way, everyone knows the company goals and who its clients are. They will also change and 
evolve over time, so it’s a good idea to revisit the persona exercise periodically to discuss 
new behaviours, characteristics, etc.

Trying to understand the behaviour of  
some people is like trying to smell the color five.
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3. Personas Make a Great Organizational Tool for Your Sales Force

Sales teams are always looking for better ways to prioritize leads. By grouping leads and 
customers by persona, it allows you to make stronger decisions on which leads to pursue. 
You’ll be able to rank leads under personas and go after the strongest matches first. 

4. They Make Great Segments For Your Marketing Automation

Your personas can also be used as segmentations for workflows, email newsletters, etc. This 
means that you can create much more targeted emails and workflows by grouping each 
website lead by persona. It will take some time to develop content and offers targeted to 
each persona, but once you’ve begun building yourself a nice stable of resources, your visitors 
and leads will begin receiving much more focused content.

5. They Help Pre-Qualify Leads

Pre-qualifying leads can be a huge time saver. Think of any of the clients that you may have 
stretched yourself to work with and realized that they just weren’t the right fit. Think of how 
much time you wasted when you could have been working with someone who would have 
benefited more from your expertise. That’s where personas can help pre-qualify your leads. 
Your personas clearly define the people you want to pursue and those that you want to avoid, 
so you’ll spend less time pitching to the kinds of customers who weren’t right for you anyway.
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CHAPTER 3:  

How to Create 
Personas:

8 Questions to Ask and How to An-
swer Them
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Before you start spending resources on creating killer content, you’re going to want to  
know who is going to be absorbing it. This way, your marketing team and your sales team can 
work together to develop a strategy that attracts and sells to the right people. For example, 
it’s not quite as simple as saying that your demographic is males aged 20-50. In order to 
create truly effective marketing content, you’re going to want to pinpoint those key people 
that you want to attract.

The hot new neighbour in apartment 5B is probably a little too specific.

Crafting your buyer personas is essentially identifying the profiles of the people you want  
as your dream customers. In order to develop these personas, you’ll want to ask yourself 
these 8 following questions. You may not be able to answer all of them right away and that’s 
okay, but as long as your final buyer personas can answer these questions, you’ll be able to 
filter all of your content through them and make solid marketing and sales decisions.
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1. What is their demographic information?

Is the person male or female? What is their age, marital and family status? Where do they live? 
Gathering this basic demographic information will help paint a picture of who your personas 
really are. 

2. What is their job and level of seniority?

For B2C companies, this information can help you understand certain distinctions in your 
persona’s day to day life. For B2B companies, this information becomes hugely important as 
it will help you understand what level your company needs target. Is it lower level employees, 
management or executives, for example.

3. What does a day in their life look like?

Now that you’ve identified some personal 
characteristics, try to assemble a day in their life. 
What trends do they follow? What do they drive? 
What do they do for fun? What matters most to 
them? Once you’ve completed this exercise, 
try going through some imagery and finding a 
picture of the person this represents. This image 
will become a sort of mascot for your persona 
that everyone in your company can associate  
with when creating marketing content.

Someone needs a free T-shirt.
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4. What are their pain points and what do you help them solve?

How does your product or service solve a problem for your persona? How does that problem 
affect them and how do they feel about it? This will help you identify the methods to present 
them with a helpful solution.

5. What do they value most? What are their goals?

Now that you know what problems they are facing, you can understand what they value 
most. For example, a seasonal operation that has a limited window to generate revenue may 
value time. Someone who is moving to a new country and needs to learn a new language 
may value a product that educates. What is it about your product or service that will excite 
these people?

6. Where do they go for information?

In order to properly market and sell to your new personas, you need to know how they absorb 
their information. Are they the type of person that is always online or do they prefer the in-
person experience? Do they read magazines or visit social networks? Are they constantly 
on mobile devices? Knowing these trusted sources of information helps you pinpoint the 
places where you need to establish credibility.
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7. What experience are they looking for when seeking out your 
products or services?

If you’re going to solve a problem for this person, what is their expectation? This extends 
from the features of your product or service to even the sales experience. Do they expect an 
in person meeting or contact through email? Playing to their expectations will help develop 
your business personality and coordinate the sales process.

8. What are their most common objections to 
your product or service?

On what basis would your company be rejected by the persona? 
Is it price? Reliability? Trust? By anticipating any common 
objections that your persona may have for your company, you 
can use them as a tactic to educate further and arm yourself 
for the sales process.

When doing this exercise, take into consideration feed-
back from your sales team on the types of leads they are 
interacting with the most. What types of sales cycles do 
your sales team work with? What generalizations can t 
hey make about the different types of customers you 
serve best, and what kinds of questions do customers 

ask them? This can help you identify each segment’s  
pain points.
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CHAPTER 4:  
How to Write  
Their Story
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Now that you’re able to recognize what your personas are all about, you’ll be able to craft 
your marketing and sales communications to work in your favour by listening and identifying 
with their story. 

To develop a story for each persona you’re going to literally create a profile for a fictional 
person, complete with name, photo, lifestyle and everything.

A great buyer persona starts with a fictional name that puts them into a segmented group 
ie: Collector Calvin, Low Income Larry, or Public Sector Patty. Depending on your type of  
business, these could be examples of the types of people you may be targeting. Once they’ve 
been named, start using all of the information you’ve answered from the previous eight 
questions to craft a story around this person. How old are they? What gender? What kind 
of education background or family status do they have? Begin to define what a day in their 
life looks like and what their pain points are, what they expect from a product or service and  
other specifics that will help you paint a picture of who this dream customer really is.

Once you’ve got this person nailed down as close 
as you can, find a picture of someone who fits this 
description. Once you’ve completed this exercise, 
your marketing and sales teams will be able to keep 
a consistent directive with each and every contact. 
Think of these personas as your own internal wanted 
posters.

Although if your personas are armed and dangerous, 
you may want to consider changing professions.
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CHAPTER 5:  

How to Use  
your Personas on  
a Daily Basis
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At the most basic level, personas allow you to personalize or target your marketing for different 
segments of your audience. For example, instead of sending the same lead nurturing emails 
to everyone in your database, you can segment them by buyer persona and tailor your  
messaging according to what you know about those different personas.

If you take the time to create negative personas, you’ll have the added advantage of being 
able to segment out the bad apples from the rest of your contacts, which can help you  
achieve a lower cost-per-lead and cost-per-customer (and see higher sales productivity).

When you combine persona information with a lifecycle stage (meaning how far along  
someone is in your sales cycle), buyer personas also allow you to map out and create highly 
targeted content. 
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CHAPTER 6:  

Sample  
Worksheet
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When doing the buyer persona exercise, remember that you probably won’t have your exact 
ideal customer dead on in the first draft. Do some research and ask your current clients ques-
tions that will help define who they are. Use this sample profile as your guideposts to creating 
your own personas which in turn will help guide your entire business away from wasting less 
resources and more toward keeping your goals on target.

Now let’s get to work. Take a look at the following sample buyer persona and a buyer 
persona worksheet to help you get started.
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Example Persona: Sample Sandra

1. What is their demographic information?
• Skews female
• Age 30-45
• Dual household income: $140,000
• Suburban
• Married with 2 children (10 and 8)

2. What is their job and level of seniority?
• Head of Human Resources
• Worked at the same company for 10 years; worked her way up from HR Associate

3. What does a day in their life look like?
• Probably has an assistant screening calls
• Snuffing out many spontaneous fires
• Asks to receive collateral mailed/printed
• Calm demeanor

4. What are their pain points? What do you help them solve?
• Getting everything done with a small staff
• Rolling out changes to the entire company

5. What do they value most?
• Keeping employees happy and turnover low
• Support legal and finance teams

6. Where do they go for information?
• Web (usually mobile)
• Colleagues (spends a lot of time asking questions to many different groups of people)

7. What experience are they looking for when seeking out your products or services?
• Make it easy to manage all employee data in one place
• ntegrate with legal and finance teams’ systems

8. What are their most common objections to your product or service?
• It’s been difficult getting company-wide adoption of new technologies in the past.
• I don’t have time to train new employees on a million different databases and platforms.
• I’ve had to deal with so many painful integrations with other departments’ databases and software.
• I’m worried I’ll lose data transitioning to a new system.
• I don’t want to have to train the entire company on how to use a new system.
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