
Custom
er | W

ho D
o You N

eed To M
ove To M

ake Your 
Business M

odel W
ork?

You’ve created an idea for a product or service that you’re sure w
ill be a hit. N

ow
, here’s the next 

im
portant question: w

ho’s your custom
er?

By identifying and understanding your custom
ers, you can assess their needs and determ

ine 
w

hether your product or service w
ill m

eet those needs (and, if applicable, how
 your product or 

service is better than the com
petition).

R
esearch w

ill help you determ
ine the custom

er group m
ost likely to purchase your product or 

service. This is your target m
arket. Your target m

arket m
ay be businesses or consum

ers. By 
identifying your target m

arket, its dem
ographics and its buying and spending habits, you can 

m
ore effectively focus your m

arketing and advertising efforts and ensure you’re reaching the 
right people.



Custom
er Problem

/Need | W
hat A

re The Specific Problem
s 

Your Custom
er Faces?

Identifying custom
er problem

s/needs is m
ission-critical for businesses looking to create a product 

that truly speaks to their custom
ers’ problem

s. N
ot to m

ention, the easiest w
ay to position your 

business sm
artly in the m

arket is to unite the parts of your product/service behind the specific 
needs of your custom

ers.

W
hat A

re Custom
er N

eeds?

Custom
er needs are the nam

ed and unnam
ed needs your custom

er has w
hen they com

e in 
contact w

ith your business, your com
petitors, or w

hen they search for the solutions you provide.

To identify the needs of your custom
ers, solicit feedback from

 your custom
ers at every step of 

your process. You can identify custom
er needs in a num

ber of w
ays, for exam

ple, by conducting 
focus groups, listening to your custom

ers or social m
edia, or doing keyw

ord research.



Identifying Custom
er Problem

/Need | 

H
ow

ever, identifying the needs of your custom
ers is easier said than done. In our experience, 

there are a couple easy w
ays to gain insight into w

hat your custom
ers need from

 you.

M
ethods to Identify Custom

er N
eeds:

●
Focus G

roups
●

Social Listening
●

Keyw
ord R

esearch
●

Surveys



Custom
er Profile | 

Creating a custom
er profile is a m

ethod of describing the individuals w
ho com

prise your target 
m

arket and their needs. A
 custom

er profile can provide a clear picture of the type of person or 
business you are planning to serve. This inform

ation helps to drive your m
arketing strategy, 

prom
otional design, and sales process.

A
s you develop your custom

er profile (also called a persona), consider these factors:



Custom
er Profile Factors | 

1. D
EM

O
G

R
A

PH
ICS &

 BA
CKG

R
O

U
N

D
 - U

sing the inform
ation you’ve com

piled through your 
surveys and interview

s, create a fictional character to represent the ideal custom
er(s) you have 

for your business. Then, fill in this person’s background and dem
ographics: gender, econom

ic and 
education levels, w

ork history, etc.

2. CO
M

M
U

N
ICATIO

N
 - W

hat is this person using to com
m

unicate? H
ow

 w
ould they prefer to 

hear from
 you? W

here could you find him
 or her online?

3. G
O

A
LS - W

hat goals exist for this person? Know
ing their goals w

ill help you determ
ine how

 
your product or service can truly benefit them

.
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4. D
A

ILY CH
A

LLEN
G

ES, O
BJECTIO

N
S, &

 FEA
R

S - W
hat obstacles does this person face on a 

daily basis? H
ow

 can your product or service address these burdens and help m
ake daily 

challenges easier? W
hy should they buy your product or service? G

iven w
hat you know

 about 
this buyer persona, w

hat are the m
ain selling points of your product or service? Based upon w

hat 
you know

 about their daily obstacles and fears and the goals they have, w
hat are the m

ain selling 
points of your product or service for them

?

6. TH
E B

U
YER

’S JO
U

R
N

EY - W
here is this person at in their buyer’s journey? The content and 

offers you share w
ill need to align w

ith w
hether they are just aw

are of your business, considering 
it, or deciding to purchase.



Custom
er Persona Tem

plate | Com
plete

PER
SO

N
’S N

A
M

E
BA

CKG
R

O
U

N
D

 &
 D

EM
O

G
R

A
PH

ICS
A

ge:
Education:

Sex:
O

ther:
Incom

e:
Size Em

ployee or R
evenue (B2B)

H
obbies & interests:

Industry (B2B)
Location:

(B2B
D

M
 (B2B)

CO
M

M
U

N
ICATIO

N
W

hat associations/social netw
orks are they involved 

in? 

W
hat publications or blogs do they read?

G
O

A
LS

Short-Term

M
id-Term

Long-Term

TYPICA
L B

U
YER

’S JO
U

R
N

EY
W

hat content can you provide to help m
ore people 

discover your product or service?

W
hat content can you provide to help them

 research 
products like yours?

W
hat content can you provide to help them

 m
ake their 

final decision to purchase?

D
A

ILY CH
A

LLEN
G

ES
CO

M
M

O
N

 O
BJECTIO

N
S

B
IG

G
EST FEA

R
S

CH
A

N
G

E EXPECTATIO
N

S
W

hat change do they expect to see from
 buying your

product or service?

PU
R

CH
A

SE CR
ITER

IA
W

hat are the 3-5 m
ost im

portant factors w
hen deciding if they should purchase your 

product or service?


