HOW TO CREATE INSIGHTFUL & ACTIONABLE

BUYER PERSONAS

Knowing your buyers is key to making informed sales and
marketing decisions. That's why organizations are increasingly

making buyer personas a strategic priority for their organization.
But to get maximum value out of your buyer personas, you
need to think about how to build them. Here’s why:
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Out of the three popular methodologies,
ONLY INTERVIEWING BUYERS tells you something you don’t already know.
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5 Rings of Buying Insight™ reveal buyers in the
CONTEXT OF THE DECISION YOU WANT TO INFLUENCE,

eliminating irrelevant data and reducing the number of buyer personas.
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‘It has to be easy to
use. That means being
able to complete the online
transaction without having
to download and install

any plug-ins.”

“Despite what
all the vendors were

saying, we didn’t fnd it

to be more cost-effective.

So we decided to

do nothing.”

“Regulations in our
industry just got a lot
stricter. We needed a more
reliable way to prove that
we were complying for

audit purposes.”

“Our goal is to
eliminate human
processing errors in
client contracts so that
we reduce our legal
exposure.”

“Anything that
can help me to create
the business case and
demonstrate ROl to

my executive team is
really helpful.”

The insights you gather from buyer interviews are HIGHLY ACTIONABLE.
You'll know precisely:
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organization your message content purchasing course of action
your solution

THE BIG PAYOFF FOR MARKETING:

RESPECT

By channeling the buyer’s authentic voice — clearly, accurately and
persuasively — the buyer persona gives marketing the confdence to say,
“This is what really matters to our buyers. So here’s the plan.”
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