
  Audience 
         persona    
template
Strong brands take the time to 
really understand their audience.



Any successful 
marketing or branding 
campaign starts with 
understanding your 
audience. And any well-
defined audience starts 
with a persona.

The key aspects of a successful persona are defining: 

• Their background (such as their age and role) 

• What influences them (such as what media they read) 

• How your brand can help them (the pain point you solve) 

This template has 4 short sections that will help you to easily 
define who your audience is and what they really need from 
your brand. This is critical to know before you embark on any 
rebrand or realignment project within your business. 

It can be easily completed on your own or with your team – 
however if you’d like some extra help filling it in, just let us know.
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Use this template to create 
audience personas that work

AUDIENCE PERSONA TEMPLATE

Forbes

https://www.forbes.com/sites/forbesagencycouncil/2017/05/16/finding-your-audience-the-importance-of-developing-a-buyer-persona/


Business decisions that start with the customer in mind  
are far more more likely to be successful.  

To ensure your brand or marketing campaign is successful 
you need to understand your customer. In fact, half of 
consumers are more likely to choose brands who market  
to their specific needs*.  

Personas aren’t based on your ideal or future customer – 
they should be based on the customers you have right now. 
And although personas are idealised characters, they should 
embody the most important characteristics found within 
your audience.

AUDIENCE PERSONA TEMPLATE

*Stats from DelveAI Blog

What is a persona and  
why is it relevant to me?
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Personas have a 
dramatic impact on 
marketing success, 
resulting in a 171% 
increase in marketing 
generated revenue.
Marketing Sherpa

https://www.delve.ai/blog/buyer-persona-statistics
https://www.delve.ai/blog/buyer-persona-statistics


To ensure that your brand is aligning with their wants and needs, 
let’s define your key customers. Assuming we’re just targeting  
a ‘HR Director in a global business’ simply isn’t specific enough. 

However, knowing that Sarah is 48 and… 

• is Head of People at an enterprise-sized business  
with a German head office 

• is solely responsible for DE&I initiatives 

• is an avid reader of the Economist 

• rarely goes on or engages with social media 

• is frustrated by the way her role is seen within the organisation 

gives us a far more rounded idea of how our brand  
should communicate with her.

What are we looking to define 
and how will this help me?
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Personas play a big role in making a brand or 
product customer-centric. Creating personas will: 

• Enable you to see cross-over behaviours  
and potential upsell opportunities 

• Provide deep understanding of your target 
market before making significant investments  
in product development, marketing strategies  
and sales 

• Enable you to conduct more detailed research  
to verify that you understand who your audience  
is and what they are thinking 
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Define your  
wider audience

Who is your brand targeting or looking to communicate with?
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Your first task is to think about the different types 
of audience that your business is targeting.

Think about everyone who you’d want your brand, product 
or service to influence. Typical personas could include a 
salesperson, a business owner or potential employee.  

Ask yourself whether different levels or experience result in 
different personas – for example, will a senior salesperson 
have the same motivation as a junior salesperson?

DEFINE YOUR WIDER AUDIENCE

AUDIENCE PERSONA TEMPLATE
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Don’t worry about perfecting things or going too deep  
at this early stage. The main thing is to get them down  
on paper. You can use the sheet on the following page  
to help you do this. 

If you you feel your audience(s) may have changed recently, 
the team within your business isn’t aligned or that you  
need to validate your thinking, get out there and speak  
to your customers.  

If you need assistance with this then reach out to Vicki who 
will be happy to chat through some options of how you can 
get the most from customer interviews.

EMAIL VICKI@NALLA.CO.UK

mailto:vicki@nalla.co.uk?subject=Brand%20Performance%20Checklist%20%E2%80%93%20Behavioural%20Persona%20Template


Name: Michael Jones 

Job title: Marketing Manager

Name 

Job title

Name 

Job title

Name 

Job title

Name 

Job title

Name 

Job title

Name 

Job title

Name 

Job title

STEP 1

Try not to dwell on what names you give your personas – this is just so you can refer to them more easily in discussions.

Give your personas a name and a job title

AUDIENCE PERSONA TEMPLATE
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Once you have a long list of ‘people’ who you classify  
as your audience, it’s time to refine that list down. 

Your aim is to cut your long list down to between  
2 to 4 personas – these are your core customers.

STEP 2

Refine your list

Editing the list can be difficult, so here are some  
key questions to ask yourself that will help: 

• Are there any similarities that overlap between  
the people I’ve listed? 

• Is there any difference between a present customer  
or lapsed customer? 

• Which of the customers you’ve defined is most valuable  
to your brand? 

• Which customer is the most engaged?

AUDIENCE PERSONA TEMPLATE

If you’d like a hand identifying your key audience, please contact  

Vicki who will be happy to assist.

EMAIL VICKI@NALLA.CO.UK

mailto:vicki@nalla.co.uk?subject=Brand%20Performance%20Checklist%20%E2%80%93%20Behavioural%20Persona%20Template
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Make it personal
How can you begin to build a richer picture of your personas?
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Name, age and gender? 
Relationship status? 
What are they interested in?

Michael is 35 years old and lives with his friend in 

Manchester. He enjoys film and music, as well as the 

Manchester International Festival. He’s from a middle class 

background in Lancashire, attended comprehensive school.

What’s their education and background? 
Where do they live and work? 
Employment and career path?

After sixth form he worked in hospitality. After a few local jobs 

he went travelling then onto to University to study for a 

Marketing degree in Leeds. He now works just outside of 

Manchester City Centre.

What type of company do they work for? 
What is their job role and seniority?

He works as marketing manager in a large global law firm. 

Michael has been with the business for 3 years as part of the 

Europe and Middle East marketing team. He answers directly 

to the Regional Marketing Director.

What are their responsibilities?  
What does a typical day look like? 
Do they travel for work?

Michael is in charge of developing and delivering social and 

direct media campaigns across Europe. He is responsible for 

budgets, however he doesn’t define these. He regularly travels 

to London for work.

STEP 3

We’re trying to build more of a picture of our persona and give them a bit of a backstory. 

We’re looking for key demographics, their role and bio.

Let’s provide more context for each of your personas
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Prompt questions to help you

AUDIENCE PERSONA TEMPLATE

Example answers filled in
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How can your 
brand help them?

What’s their key goals, motivations and frustrations?
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STEP 4

These questions specifically define their needs, wants and frustrations within their job role.

What do they need to do their job well?

What are they looking for? 
What could answer their problems? 
What could they benefit from? 
What's their ideal solution?

(Let’s assume the product is a workflow SaaS). Michael 
wants to get an instant view of the status of all his marketing 
campaigns, tracks budgets and connects with other team 
members. He looks for software with a simple UX and 
intuitive design. He wants his campaigns delivered 
successfully; on time, on budget and without hassle.

Within their role, what frustrates them the most? 
What challenges do they face? 
What stops or blocks their success?

Michael gets frustrated when he feels his ideas are 
overlooked, or when there is a lack of understanding of the 
effort he’s put into tasks. He doesn’t like wasting time on 
software uploads or updates. If there were software issues or 
missing functionality, he might look at a competitor.

What spurs them on (money, success, recognition  
or something else)? 
How are they rewarded?

Michael is more interested in recognition from his immediate 
boss than his peers, He is interested in his campaigns winning 
awards or being talked about on LinkedIn.

How does your product, service or consultancy help them 
within their role? 
How do they use it?

Michael finds it relatively easy — he uses your SaaS daily, 
probably for at least half an hour. When he’s planning a 
project it could be more, perhaps 2 hours a day. He sees it as 
‘just a tool’ and nothing more. As long as it is working and the 
UX is simple, he’ll be happy to continue to use. He isn’t the 
main budget holder, so cost per licence isn’t an issue for him.
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Prompt questions to help you Example answers filled in
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What influences  
their decision making?

What are their emotional triggers and external influences?
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STEP 5

How can you make those benefits more obvious for them?

Think about how your product or service assists them

Where do they get information about their industry — 
and general news?

Mixhael reads Wired, Fast Co and tech blogs. He is an avid 

LinkedIn reader and occasional poster. He watches and 

attends TED talks and any tech documentaries on Amazon 

Prime.

Who influences them? 

Which type of people? 

Which personalities or voices?

Michael is influenced by peers and his CMO’s views. He likes 

to think of himself as very much a creative. He listens to 

Steven Bartlett’s podcasts.

Which brands do they respect – not only in your sector, 
but beyond? 
How do they view your competitors?

In terms of competitors, he likes Streamtime, Monday and 

Asana. He likes Notion’s brand and ads, but he doesn’t use it 

at work. He loves Google and has attended a few talks by 

their design team. He loves any slick tech brands, and 

Teenage Engineering appeals to his geeky side.

What’s their view of your brand?

Michael thinks the product is good but doesn’t engage with 

the brand. We’ve put out webinars, but he hasn’t watched 

any. He doesn’t follow us on social. He most likely thinks of our 

brand as boring — just a tool, not a creative partner.
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Prompt questions to help you Example answers filled in
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Bringing it all together…
Now distil all your answers into a simple one-sheet format
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AUDIENCE PERSONA TEMPLATE

Now you’ve gone through the four steps  
it’s time to bring all the insights together.

Bringing all this information together on a single sheet will 
provide a simple ‘at a glance’ view of each of your key personas. 
This will give anyone working on your brand a quick portrait of 
one of the most valuable customers.  

You’ll see on the following page how we’ve taken Michael’s 
information and created a concise overview. There is also  
a blank sheet for you to use and fill out for your own personas.

BRINGING IT ALL TOGETHER
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High performing 
companies are 2x times 
more likely to research 
their customers drivers 
and motivations, and 
understand their fears 
and challenges. 
Stats from DelveAI Blog

https://www.delve.ai/blog/buyer-persona-statistics


AUDIENCE PERSONA TEMPLATE

What is their background? What are they looking to achieve, and how does  

your brand help them achieve it?

Where are they getting information on the industry?

Key demographics 

Michael is 35 years old and lives with his friend in 
Manchester. He enjoys film and music, as well as the 
Manchester International Festival. He’s from a middle 
class background in Lancashire, attended comprehensive 
school.

Goals 

Michael wants to get an instant view of the status of all 
his marketing campaigns, tracks budgets and connects 
with other team members. He looks for software with a 
simple UX and intuitive design. He wants his campaigns 
delivered successfully; on time, on budget and without 
hassle.

Channels and media 

Mixhael reads Wired, Fast Co and tech blogs. He is an 
avid LinkedIn reader and occasional poster. He watches 
and attends TED talks and any tech documentaries on 
Amazon Prime.

About them 

After sixth form he worked in hospitality. After a few local 
jobs he went travelling then onto to University to study for a 
Marketing degree in Leeds. He now works just outside of 
Manchester City Centre.

Frustrations 

Michael gets frustrated when he feels his ideas are 
overlooked, or when there is a lack of understanding of 
the effort he’s put into tasks. He doesn’t like wasting time 
on software uploads or updates. If there were software 
issues or missing functionality, he might look at a 
competitor.

Influenced by… 

Michael is influenced by peers and his CMO’s views. He 
likes to think of himself as very much a creative. He listens 
to Steven Bartlett’s podcasts.

Work profile 

He works as marketing manager in a large global law 
firm. Michael has been with the business for 3 years as 
part of the Europe and Middle East marketing team. He 
answers directly to the Regional Marketing Director.

Motivations 

Michael is more interested in recognition from his 
immediate boss than his peers, He is interested in his 
campaigns winning awards or being talked about on 
LinkedIn.

Other brands that they respect 

In terms of competitors, he likes Streamtime, Monday and 
Asana. He likes Notion’s brand and ads, but he doesn’t 
use it at work. He loves Google and has attended a few 
talks by their design team. He loves any slick tech brands, 
and Teenage Engineering appeals to his geeky side.

Role 

Michael is in charge of developing and delivering social and 
direct media campaigns across Europe. He is responsible 
for budgets, however he doesn’t define these. He regularly 
travels to London for work.

What do they gain from using your product or service? 

Michael finds it relatively easy — he uses your SaaS daily, 
probably for at least half an hour. When he’s planning a 
project it could be more, perhaps 2 hours a day. He sees it 
as ‘just a tool’ and nothing more. As long as it is working and 
the UX is simple, he’ll be happy to continue to use. He isn’t 
the main budget holder, so cost per licence isn’t an issue for 
him.

What’s his view of your brand? 

Michael thinks the product is good but doesn’t engage with 
the brand. We’ve put out webinars, but he hasn’t watched 
any. He doesn’t follow us on social. He most likely thinks of 
our brand as boring — just a tool, not a creative partner. N
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AUDIENCE PERSONA TEMPLATE

What is their background? What are they looking to achieve, and how does  

your brand help them achieve it?

Where are they getting information on the industry?

Key demographics 

• Name 
• Age 
• Gender 
• Relationship status 
• Location

Goals 

• What are they looking for? 
• What could answer their problems? 
• What could they benefit from? 
• What's their ideal solution?

Channels and media 

• Where do they get information about their industry — 
and general news?

About them 

• What’s their education and background? 
• Where do they live and work? 
• Employment and career path?

Frustrations 

• Within their role, what is it that frustrates or annoys 
them — and how can your product or service solve this? 

• What frustrates them the most? 
• What challenges do they face? 
• What stops or blocks their success? 
• What would frustrate them about your brand?

Influenced by… 

• Which type of people? 
• Which personalities or voices?

Work profile 

• What type of company do they work for? 
• What is their job role and seniority? 

Motivations 

• What spurs them on, money/ success /recognition or 
something else? 

• How are they rewarded?

Other brands that they respect 

• Not only in your sector but beyond? 
• How do they view your competitors?

Role 

• What are their responsibilities?  
• What does a typical day look like? 
• Do they travel for work?

What do they gain from using your product or service? 

• What benefits do they see or experience?

What’s their view of your brand? 

• How do they interact? 
• How do they perceive your brand compared to others?
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Personas should be viewed as a work in progress to be updated and added as time 
goes by, not ‘set in stone’. Anyone in your organisation who works in branding or 
marketing should have access to remind them exactly who you’re targeting and how. 

Consider how your own roles and responsibilities have shifted – and how the 
channels where you find information have changed. 

At Nalla we regularly conduct this exercise for our clients, helping them through the 
process and ensuring that the personas are as insightful and rounded as possible.  

If you’d like a valuable, expert opinion on your personas, feel free to reach out  
to Vicki to discuss.   

AUDIENCE PERSONA TEMPLATE

Now you’ve got an idea of who your key audience is, you’ll have 
insight and clarity into when, how and where your brand can 
better connect with them.

 
OK…what’s next?

EMAIL VICKI@NALLA.CO.UK

mailto:vicki@nalla.co.uk?subject=Brand%20Performance%20Checklist%20%E2%80%93%20Behavioural%20Persona%20Template

