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Everyone LOVES to talk about “buyer personas” these days.
Sexy buzzword? Definitely. Valuable exercise?

Certainly, but only if you wield these personas correctly.

Why Create Personas, Anyway?

Logic tells us we ought to create personas of our buyers in order to understand who they are,
what they care about and how they are motivated. We want to know about their age, job title,
favorite snacks, and whether or not they wear socks with sandals. As marketers, we want it all.

But what happens if you create these awesome buyer personas and these people never

actually visit your website?
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How the Hell Could that Happen?

It's possible your site visitors and your buyers are two completely different people. But before
we dig into all that business, we need to get a better understanding of what a “buyer persona”
is before we start creating a better light bulb. Hubspot defines a buyer persona as follows:

A buyer persona is a semi-fictional representation of HOW TO CREATE
your ideal customer based on market research and o BUYER PERSONAS
real data about your existing customers. When st | S i e £ MR R et
creating your buyer persona(s), consider including

customer demographics, behavior patterns,

motivations, and goals. The more detailed you are, the

better. Mar 8, 2014

The Definition of a Buyer Persona [in Under 100 Words] - HubSpot Blog

https:/blog.hubspot.com/marketing/buyer-persona-definition-under-100-sr

This is all very logical. The process takes a very scientific approach to marketing rather than
operating off hunches. Through extensive CRM research and 10 years of conversion data, we
determined Brafton’s main buyer persona to look something like this:

Name: Chris Berenson

Age: 49 Cool, so we start writing content for

i Chris now?
Title: CMO

Reports to: CEO ,
Not so fast. Let’s not congratulate ourselves
Commercial Motivations: Driving qualified leads to

o on our awesome new persona just yet, or we
the sales team. Hitting lead-gen quotas.

may create an entire treasure trove of content
Savvy: Relies on his employees to specialize in

digital marketing tools and trends. More interested for the completely wrong audience. There is

in results than processes. no guarantee your buyer personas ever see
Content Interests: Interested in strategies that your content. So we need to crunch the data
produce results. Theoretical pieces do not resonate. and determine who is actually consuming

To capture his attention, he needs content to your content.

reference actual case studies and success stories.
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Evaluate Your Age Groups

Now we need to get down with our Google Analytics stalking. We need to learn everything we
can possibly glean from GA about the people who are actually visiting our website. You need
to have Demographics enabled and a sufficient amount of data collected to make educated

assumptions. Go to Audience » Demographics + Age.

You should see a colorful graph that looks like this:

Explorer
Summary Site Usage Goal Set1 GoalSct3 Goal Set4 Ecommerce AdSense

Sessions ~ | V3. Selecta metric Day Week Month
® Sessions @ 2534 @ 1824 @ 3544 45-54 @ 5564 & GO+

2,000

o v o W
April 2017 May 2017 June 2017 July 2017

Pretty. You’re looking at total site traffic
Acquisition
! segmented by age group. The first thing we
Age want to do is understand which age groups

Sessions + drive the bulk of our traffic.

97,585
9o _If_".__’«‘_t-':j It's already not looking good for our buyer
62.46% (156,231)
persona theory. Eighty-four percent of our
traffic comes from visitors between the ages of
1. 2534 38,052 (38.99%) .
; 18 and 44. Our supposed target audience (45
2. 1824 23,425 (24.00%) to 54) only makes up 11 percent of all traffic.
3. 3544 20,098 (20.60%)
_ Now that we know which age groups make
4. 4554 10,471 (10.73%)
up the majority of our traffic, we need to
i 4323 (499 Understand which ones are contributing the
6. 65+ 1,216 (1.25%) most commercial value.

BRAFTON
FUEL YOUR BRAND WWW.BRAFTON.COM



https://www.facebook.com/Brafton
https://twitter.com/Brafton
https://www.linkedin.com/company/290802/
http://www.brafton.com
https://support.google.com/analytics/answer/2819948?hl=en

A CONTENT MARKETER’S GUIDE TO CREATING PERSONAS

Macro Conversions

A macro conversion is any goal completion that has direct commercial value. For us, it'’s a
request to contact a salesperson or for a product demonstration. We want to know the volume
and conversion rate at which our different age groups drive these conversions.

Acquisition Behavior Conversions Goal 11: ContactUs ~
o % New BounceRate RO/, ContactUs(Goal ‘;’c":l"";" Contact Us

Erasire SeSSIONE o Users Session N‘:ﬁm TlComversion (9 1 (Goal 11 Value)

Rate)
97,585 74.23% 72,436 79.75% 1.49 00:01:07 0.16% 158 30._00

1. 2534 38,052 (35 9¢ 73.89% 28,117 (39027 80.31% 1.47 00:01:05 0.16% 62 (39.24%) | $0.00 (0.00%)
2. 1824 23425 (2400 80.d2% 18,839 (25017 81.03% 1.44 00.01.05 orsx] 4 (27.22%) | $0.00 (0.00%)
3. 3544 20098 (20 61 69.93% 14,055 (19407 78.58% 1.53 00:01:16 otew]| 33 (z0.89%) | $0.00 (0.00%)
4. 4554 10471 (10 .70% | 7508 (1037%) 78.41% 1.58 00:01:04 0.13% 14 (8.86%) | $0.00 (0.00%)
5. 5564 4323 (44 69.35% 2998 (4.14%) 77.26% 1.56 00:01:07 0.09% 4 (253%) | $0.00 |
6. 65+ 1216 75.58% 919 (1.27%) T7.47% 1.49 00:00:58 0.16% 2 (1.27%) | $0.00 (0.00%)

Uh oh. Still not looking good for our buyer persona. The data shows over 87 percent of macro
conversions are being generated from an audience under 45 years old. The 45-plus crowd may
be an accurate representation of our end buyers, but they certainly are not the folks reading or
converting on our website.

It's much more likely the age groups between 25 and 44 are heavy influencers, and introduce
Brafton to our 45-plus buyer personas.

By looking at our CRM historical conversion Macro .
_ o Conversions
data, we can also infer the majority of our by Age

18 to 24 audience is submitting contact
information to request an internship, or are 27%

seeking information for a school project.
These folks are avid consumers, but do not

% All Others
13%

provide commercial value.
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Micro Conversions

A micro conversion is any goal completion that has an indirect impact on commercial interests,
but may provide commercial value in the future with substantial nurturing.

We will use newsletter subscriptions as our example here. Similar to before, we will take a look
at the rate at which each age group subscribes to our newsletter.

Acquisition Behavior Conversions = Goal 2: Newsletter Subscription -
Newsletter Newsletter
o euh, Codimmrbetl MHewsletter
% New Pages / d
Bounce Rate Avg. Session Subscription
Sessions Sexslons New Users Sexsion e (Goal QRmJ- + lmm‘“' 2 (Goal 2 Value)
119,537 7517% 89861 B004% 1.49 00:01:08 0.40% 479 $0.00
= ? v W ' . E ._.'. ota Avg for View Awg fo Av '.. -.-.. for View of ': _". .
1. 5564 5,161 (432 71.42% 3686 (410 77.43% 1.57 00:01:08 0.97% 50 (10.44 50.00
2. 65+ 1462 12 76.54% 1119 2 78.32% 1.47 00:00:59 0.75% 11 (230 $0.00
3. 4554 12749 (10.67%) 72.81% 9282 (10 78.83% 1.54 00:01:04 0.65% a3 -} $0.00
4, 3544 24,829 (20 1 71.46% 17744 (19 78.92% 1.53 00:01:17 0.53% 132 (27.5¢ $0.00
5. 2534 47,226 (39.51%) 74.64% | 35250 (392 80.51% 1.48 00:01:07 0.32% 149 | 1 $0.00
6. 18-24 28110 (23.52%) 81.04% 22,780 (2515 81.38% 1.43 00:01:04 0.19% 54 2 50.00

Interesting. While the 24 to 44-year-old age groups contribute the most overall subscriptions,
it is the older age groups that are most likely to subscribe, converting at nearly double the
frequency as their younger counterparts.

Note that micro conversion rates increase incrementally as the audience gets older.
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Micro Conversion Rate by Age
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Age Demographic Conclusions

Our most important age group is between the ages of 25 and 44, with emphasis on the 24 to 35
demographic, which drives 40 percent of all macro conversions on the site. Meanwhile, our 45
to 54-plus “buyer persona” only contributes 11 percent of all commercial value.

Our buyer may be a 49-year-old CMO, but that person isn’t reading our blog or converting on
our site. Our true champion is the mid-level director-type who brings Brafton to our buyer.

We have a visitor/buyer gap.
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Let’s Talk About Gender

If we are going to build personas, we’re going to need to look at GA’s gender classifications.
Go to Demographics = Gender. You should see another colorful graph that looks like this:

Secgione w VS, Select a metric Day Week Meonth

® Sessions @ male @ female
2,000

May 2017 June 2017 July 2017

Let’s take a look at overall traffic by gender.

Acquisition Behavior
Gender
;s:;"m Bounce Rate ;:::i:{. Awvg. Session
Sessions 4 New Usars Duration
121,538 | 75.3%9% 91,581 80.11% 1.49 00:01:0
% of Total: Avg for View: % of Total: W
63.60% (191,097) 60.53% (151,288)
(-4.82%)
[2.15%)
1. male 64,650 (53.19%) T4.71% | 48297 (52.74%) 79.87% 1.50 00:07:10
2. female 56,888 (45.81%) 76.09% @ 43284 (47.26%) B80.39% 1.47 00:01:05

Slightly more men visit the site than women, however, the two groups have nearly identical
engagement metrics. Just as before, we need to know what kind of commercial value each
gender brings to our company.
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Macro Conversions

We will toggle our conversion drop-down to see if one gender converts more than another:

Acquisition Behavior Conversions Goal 11: ContactUs +
Gender Contact Us
% Mew Pages / Contact Us (Goal
Bounce Rate Avg. Session (Geal 11
Sessions ¥ Sessions New Users Session b 11 Conversion Completions)
uration
Rate)
121,538 75.35% 91,581 80.11% 1.49 00:01:08 158
% of Total: Avg for View: % of Totz Avg for View: Awvg for Avg for View: % of Total:
63.60% (1 97) 60. { B1.47% 45 2 0.1 52.15% (303)
(-4 %) (-1.66%) (2.15%) {10.34%)

1. male 64,650 (53.19%) F4.71% | 48,297 (52.74%) 79.87% 1.50 00:01:10 0.14% BB (55.70%)
2. female 56,888 (46.81%) 76.09% | 43,284 (47.26%) 80.39% 1.47 00:01:05 0.12% 70 (44.30%)

Macro Conversions by Gender

Now we are starting to see some slightly
different behavior; men contribute about
56 percent of all macro conversions
compared to women at 44 percent.

. Men . Women
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Micro Conversions

Now let’s toggle our conversion drop-down to Newsletter Subscriptions to see if there is any
variance between the genders.

Acquisition Behavior Goal 2. Newsheller Subscription
e % New - Rate | P39S/ | A cession Subecription Subecription sml "'I “I"
Sessions e|  Sessions New Users Session {Goal 2 (Ouall 2 (Goal 2 Value)
Duration Conversion Rate) Completions)
121,538 75.35% 91,581 80.11% 149 00:01:08 0.40% 483 $0.00
1. male 64,650 (53107 JAN%  AB297 (5274 70.87% 1.50 00:01:10 0.32% 208 i: $0.00
2. female 56,888 (40.21%) 76.09% 43284 (47 2 80.39% 147 00:01:05 0.48% 275 (5694%)  $0.00

Whoa. That’s pretty significant. Women are 50 percent more likely to subscribe to our blog
than men. It’s curious that women contribute less overall traffic volume, and a lower macro
conversion rate, but have a significantly higher newsletter subscription rate than men.

Let’s explore this further. | want to look at the age groups of this female segment.

secondary dimension v | Sort Iype: | Default ~ [ Q| advanced |EE| @ | | 2 |5
Acquisition Behavior Conwersions  Goal 2: Newsletter Subscription ~
Hewsletter MHewsletter
ot Joew O I e e
Sossi Maw L
s sl Duration ConversionRate) ~  Complations) ~ (0oa12 Value)
55,765 75.94% 42,349 80.28% 1.47 00:01:06 0.49% 272 $0.00
—_—
1. bot+ 922 (094 f8.35% 409 /8.93% 1.43 00:01:03 1.34% T (2f 50,00 |
2 5504 1468 L /4.95% 1475 4 /1.44% 1.53 00:01:01 0.91% 18 ¥, 50,00 (ool
3 3544 BORZ 1 7341% | B594 [15° 79 67% 1.48 DR 0.82% 74 (277 sn.00
4 4554 4910 74 58% 3662 fS 79.10% 149 non1-07 0.79% 39 (1434 sn.00
A 27534 22823 (4 7411% 16913 1 A0 78% 146 no:01:03 0.43% 99 4 snon
6 18-24 16,559 9 AD29% 13296 4 B0 67% 147 no:01:08 0.21% an snon

52 percent of all female newsletter subscriptions come from age groups 35 and older, with the
age group 35 to 44 almost twice as likely to convert as the age group 25 to 34. The 35-plus
female age group appears to be our avid reader.
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Gender Conclusions

At a surface level, men and women appear to behave similarly on our site, with comparable
traffic numbers and nearly identical engagement metrics. It’s once you start digging into
conversion metrics that behavioral differences start to emerge.

Men are more likely to Women are more likely
contribute direct commercial to contribute indirect

value, generating 56 percent commercial value via
of all macro conversions. newsletter subscriptions.

We have two very unique personas that both contribute value, directly and indirectly. With the
behavior data we pulled, we’re now able to make educated assertions about our personas.
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Our Commercial
Influencer

Name: Vince Collins
Age: 33
Title: Marketing Director

Reports to:
VP of Marketing/CMO

Our Avid Reader

Name: Christina Harper
Age: 39

Title: Marketing Manager/
Director

The Researcher/
Intern

Name: Jennifer Lee
Age: 22
Title: Student/Intern

Our Buyer
Name: Tom Walters
Age: 52

Title:
VP of Marketing/CMO

Reports to: CEO

Professional Interests: SEO, inbound leads, content
marketing, joining C-suite before 40.

Personal Interests: Career advancement, health and
fitness, travel, social occasions.

Notes: Our top macro converter. Does not like to
subscribe to blogs — would rather submit contact
information. Short attention span, results-oriented.
Prefers to communicate digitally. Recommends Brafton
to his VP/CMO. Represents 40% of our readership.

Reports to: Marketing Director/VP/CMO

Professional Interests: Consuming digital marketing
materials, improving her skillsets, professional growth.

Notes: Our most dedicated blog reader and top
newsletter subscriber. consumes our content and reads
our emails. Recommends Brafton to her Marketing
Director/VP/CMO.

Professional Interests: Finishing school or starting
an internship. Interested in getting into the digital
marketing world.

Notes: Generally uses our blog as a resource center.
Does not provide commercial value to Brafton.
Represents 24% of our entire readership. Least likely to
subscribe to our blog.

Professional Interests: Classic decision maker.
Interested less in tactics and more in results. Has quota
from CEO that he cares about.

Notes: Does not often read digital marketing blogs.
Expects Director/Managers of digital marketing to
specialize and produce inbound results. Ultimately
makes decisions on vendors, but only after strong
recommendations from internal influencers. More likely
to talk on the phone.
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Our Strategy

We are going to narrow our focus to the two main personas that are most likely to consume our

content and contribute commercial value: Vince and Christina.

Vince

What we can say definitively about Vince is
the following:

® He contributes the most commercial value
to Brafton (most macro conversions).

® Knowing that our end buyers are
45-plus, we can assume Vince is a strong
influencer, likely bringing Brafton to his VP/
CMO/CEOQO as a content marketing solution.

e Vince is less apt to subscribe to our
newsletter. It’s likely he gets too much
email in his inbox and has a short
attention span.

We need to create content that does two
things: Captures Vince’s attention in a way
that resonates with his professional and
personal interests, and is a strong enough
piece for Vince to bring to his boss as a
proof of our work. The content we create
for Vince needs to be able to speak to his
bottom line and revenue potential if he is to
share it with his boss.

Our content strategy is to create middle-of-
funnel content comprised of success stories
(both internal and external) that speak to
tangible results.

Christina

What we can say definitively about Christina
is the following:

® She is less likely to request a demo of
our products, but will if our content is
compelling enough and she is convinced
we are worth the time.

® She is our most regular blog content
consumer by voluntarily opting into
our newsletter.

® Bejng a more engaged content consumer,
we can assume she either has a longer
attention span or puts a higher premium
on consuming and understanding content
marketing trends and best practices.

Christina is a true student of content
marketing. She regularly consumes our
content, and likely that of our competitors
so she can become as savvy as possible in
her field. As a self-educator, we will need to
produce the most informative, educational
content available in the market. We need to
differentiate ourselves from our competitors
by creating material that utilizes real-world
subject matter expertise and examples.
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Conclusion

Armed with 10 years of solid CRM data about our end buyers, we were able to create accurate

buyer personas. Unfortunately, that’s only half of the story. We uncovered indisputable data in
Google Analytics that proved our end buyers are not the same people consuming our content.
Were we to rest on our laurels and take our buyer personas for gospel, we would be creating
content for merely 11% of our audience!

Our true content consumers are more likely junior influencers that present Brafton to their boss
as a recommendation after taking a meeting with one of our business development executives.
These influencers are the people we need to be delighting with content on a regular basis.

Our new tactic is to target the needs of these two unique
personas and provide them with the richest content
experiences available. This is how we turn data into personas,
and personas into revenue.

E
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