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Persona Development
and Persona-based Marketing
and Communications Services

Customers are unique.

Today’s savvy customers demand an individualized, intuitive
experience that meets essential needs and nourishes aspirations.
Customer Personas — data-driven, artistically-rendered
representative customer profiles — provide an easy-to-
understand, insightful framework that allows organizations to
focus on what matters most to unique customer groups,
speeding up effective decision-making and maximizing return

on limited marketing dollars.
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Whether you market to
business executives or to
consumers, for a complex,
considered sale or for an
emotionally-driven, fast-
moving consumer good,
personas cut through data
overload and allow you and
your team to focus on what
matters most — how to
connect, communicate and
optimize the experience for
each group of target
customers. Even better,
personas help to guide
strategic decisions with
financial metrics like spend or
customer lifetime value.




Marketers need a data-driven but holistic approach like
customer personas to refine strategy, direct marketing
execution and educate other stakeholders — such as
sales and executive teams — about customers.
Personas answer critical business questions including:

Who are our customers and prospects?

Why do customers use our product/service?

What criteria do customers most value in our product/service?

What emotions does our product/service trigger?

What catalyst began the customer journey that leads customers to us?
What goals are customers trying to achieve with our product/service?
What are the pain points or obstacles in using our product/service?
How do different customer groups compare in terms of average RFM metrics?
What wallet share have we captured?

Who are our competitors? How do we compare?

What is each customer group’s spend or revenue potential?

What message points most resonate with each group? Which increase purchase likelihood?
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The personas advantage: translating mountains of data
into an intuitive, easy-to-use and actionable framework.
When organizations create a set of target customer
personas, they expand their understanding of customers
and prospects to:

v Build comprehensive profiles of goals, motivators, and purchase drivers
Quantify the relative importance of different elements in the customer experience
Measure interest in trends or new product/service features

Develop relevant, credible and compelling individualized persona messages
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Prioritize marketing and business priorities based on expected financial returns by persona
group

Personas move your
organization from this...
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Marketers often struggle to figure out what to do with customer and market insights. This takes up time
and resources. Bridging the gap between research and action causes frustration.

Strategy

Market and Positioning Marketing

Customer e Communications

Research Message Points
Communication Method

Marketers are
challenged to decipher
research data and take

Marketers obtain
customer and
market data, often

fragmented action.

What does it What do |

mean? What are communicate? To
the implications for whom? How?

the business?

Hansa customer persona capabilities integrate science-based research to support marketing strategy

refinement, marketing communications execution and stakeholder education. Our approach developing
data-driven personas has enabled our clients to:

Map customer groups and optimize individualized engagement strategies.

Enhance communications and offerings for unique groups of consumers.

Refine B2B and BTC product offerings and target communications.

Better communicate with multiple buying ecosystem audiences including business, technical
and procurement professionals involved in high-dollar decision processes.

Clarify and connect with customers’ emotional fears and aspirations throughout complex,
multi-step product and service experiences.

Prioritize next-generation technology and service features based on those required by high
value/high revenue customer personas.

Educate customer-facing groups including sales and customer service teams about customers
and how best to serve them, including probability-based guidance for qualifying sales questions
and workshops to educate new hires about the ins and outs of their market.



The following are sample results from clients where we researched a target market, built data-driven
persona profiles and then partnered to develop persona-specific engagement strategies.

Case Study 1: Consumer Retail Engagement and Growth

A leading U.S.-based retailer wanted to increase revenue per customer.

Hansa insights research identified six actionable customer groups in the
target consumer market.

Hansa coupled persona development research with product needs and
messaging communication preference testing.

Marketing executives were able to increase their focus on high-value
segments by refining add-on offers and outbound communications utilizing
prioritized engagement maps for each persona.

Hipsters Persona Summary

Overview
Core Demographics Millennials and GenXers.
Sport Scorecard Highest proportion of rec and competitive athletes; still mainly a fitness game

Purchase Sources Many rely on nike.com (8g% shop); 42% shop Adidas.
and Category Buying 3% buy fitness and athleisure wear: strong cross-category buying.

Shop and Buy

Secial media conscious (YouTube reviews, Instagram, FB)
Influencers

Unique Aspirational and status-driven. Values trends and limited editions, apparel to
Areas of Importance  improve fitness/reach goals, being in the “in”; highly trend conscious
Follows/motivated by influencers/media personalities.

Unique Attitudes Personal identity rooted in fitness. Value up-to-date content about healthy

& behaviors, hacks for fitness
Value Metrics .
Drivers of Excellence Great customer service

Most Recent Order 3225 Ability to shop with the retailer in-store
* Has my favorite brands

Makes it easy to outfit on trend
Outsideof U.S. 3% Competitive prices

Lifetima Value

Adventurous Spirits Persona Summary

Persona Overview

Core Demographics Upper income GenXers. More moms (69%) than dads (32%).

Sport Scorecard Focused on fitness coupled with adventure, often with a spiritual element.
Think things like yoga, Pilates and ecotourism. When they're not working
out, they're busy making it happen fer kids: practices, games and training

Purchase Sources Specialty retailer focused; not your big brands or big boxes.
and Category Buying Everyone wears athleisure; 929 also buy footwear.

Shop and Buy Influencers Network-focused: friends, fitness leaders and fellow adventurers drive
consideration and buying.
Gravitates to b corps.

Unique Premium status with hassle-reduction. Greater importance placed on high
Areas of Importance quality, eco-orientation, Web site usability. Expect a premium experience

Unique Attitudes 3:4 considers fitness a physical and mental calling. (highest)

Value Metrics

Drivers of Excellence + Retailer CSR communications

Ability to shop eco ~ fabrics, carbon offsets, fair labor, etc
Minimalist aesthetic across the product line

An easy, 'one-stop' shop

Not just apparel, necessary gear (yoga mats, magic circles)

Most Recent Order  $150

Lifetime Value 2,

o075

Outside of U.S




Case Study 2: B2B Capital Sales Engagement and Growth

e A Fortune 500 client was struggling to offer potential customers a
compelling choice from a broad capital equipment and service line.

¢ Hansa insights research identified four viable customer groups in this global
B2B market.

* Hansa used advanced statistical analysis to isolate a few questions that
enabled sales executives to quickly identify persona group membership and
begin to focus on key issues and needs in customer meetings.

e Account reps were provided with supporting roadmaps of compelling
product features and relevant and credible messages/proof points for each
persona, enabling them to maximize every customer conversation and
increase the likelihood of formal consideration and sales.

Ask the two questions below to prospects and customers to
identify persona membership and better target your conversation.

Question One

When thinking about the importance of quality, cost and 100% uptime in achieving
your business goals, how would you divide 100 points among them?

Quality = 30 Quality =31 to 59 Qualtyz60
Persona Members;hip ask question fwo F’EFS:D]’H ME-‘ITﬂ}EFShip
Blue Crew ‘ Gold Star

Question Two

Do you worls fo identify end cusfomers who require high-guality product?
Use a seven-point scale where one means you strongly disagree and seven means you strongly agree.

Some agreement (1-5) Strong agreement (6-7)

Persona Membersfip
Pretty in Pink




Can your organization
benefit from Ha nsb’s
Customer Personas Services?

o Do you have actionable insights on your customers

@ and your market, or do you just have data?
: o Can you easily summarize who your prospects and

Questions Y y your prosp

customers are and what they need and want from your
to ask: '

product or service?

o Do you waste time and energy trying to prioritize

marketing activities, but lack any sense of expected return by customer

type?

e Do you have optimized product development plans by customer type, or are
you still one-size-fits-all?

¢ Do you have individualized marketing communications pillars and tactics; or,
do you have to figure them out yourself each time you develop a messaging
plan?

e Does your research cross the bridge from insights to marketing execution?

We tailor our approach to providing integrated insights/engagement support for
our clients. We would be pleased to learn more about your research and
marketing strategy and discuss how our approach could be adapted to yield
maximum payoff for your organization.



About Hansa Marketing Services

Hansa Marketing Services is a leading U.S. marketing services provider with
global renown. Hansa Marketing Services’ professionals are seasoned experts in
developing and executing marketing programs for clients from startups to the
Fortune 500. The company works seamlessly with its sister company, Hansa
GCR, a leader in advancing state-of-the-art in research around brand and the
customer experience. Together, we help clients cross the bridge from research
insights to marketing execution.

If you would like to hear more details on our approach and discuss how your
firm could benefit, contact Hansa Marketing Services’ president, Roy Wollen.

Roy.Wollen@Hansamarketing.com
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