
Buyer personas - what are they and why 
do we need them?

Buyer personas are detailed profiles of fictional people who we believe are our key buyers/
decision makers. They are best when based on some solid research, but it is possible to 
create a persona just based on our own knowledge of our sector and the customers we 
deal with day in, day out.

Here’s an example created for an engineering company looking to diversify into a new UK 
market. On the next page is a blank one for you to fill in.

Buyer persona:  

Adrian Smithson 

Background, job title Lead engineer or technical director
A chartered engineer or working towards, background in engineering

Demographics Male, early 50s
Grown-up kids
Well-educated, professional

Personality (and 
communication 
preferences)

Business-like but still loves getting involved with practical engineering.
Needs plenty of detail and keen to see added value from supply chain.
Wants the detail by email but enjoys a chat with someone who loves 
engineering just as much as he does.

Goals Giving their customers a reliable service and safe operation.
Providing a complete ‘turnkey’ service.
Ensuring employees are motivated and that they attract high quality 
people.
Being seen as innovators.

Challenges Reliability of the supply chain.
Finding suppliers who are able to be flexible and adapt to new 
technologies and customer demands.
Finding ways to innovate and differentiate.
Keeping costs down.

What can we do to 
help?

Demonstrate breadth of capacity and capability; flexibility of approach and 
added value (design/specification advice)

Marketing message We are skilled engineers who put reliability and safety first. Our customers 
benefit from our xxx years collective experience through our ability to spot 
ways to improve production and keep costs and time down.

Marketing methods Email marketing
Reputation-based marketing (eg PR)
Knowledge-based marketing (eg content strategy)



Now, create your own. Try hard to ‘get inside the head’ of your typical customer. Bear in 
mind that the more diverse your company, the more personas you would need to create. 
But start with your biggest value or most frequent type of customer.

Name: ………………………………………

If you would like to do more work on understanding customers, creating personas and 
customer segmentation, please get in touch.

Background, job title

Demographics

Personality (and 
communication 
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Goals
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What can we do to 
help?
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Marketing methods
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