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Using a Persona  
  
Information given in a persona can help you to visualize your audience, and allow you to target your webinar to your audience. 

You can use the images provided to visualize your audience when presenting – ie you are talking to “Karen” the community group staff member etc. 

Another way, I myself might use the persona, is to create an empathy between myself and my audience. I might use more physical metaphors or examples of my physical life experience to a group that was more interested in physical activities; and the reverse with a group that was composed of people with a more creative bent. 

Additionally, I would look at how that group likes to learn : for a group that wants to use their skills, I might create a more skills based webinar – or a more hands on webinar; where for a self learner, a webinar presenting the results of a project or a panel discussion might be more of interest. 

Income and education levels can also be used to cue a presenter on the level of materials given, or the approach to giving that information, not that information should be given in anything but clear language. 

How will you use the provided personas? 

A checklist that we modified for use in the webinar created by Kaszas Marketing : http://www.kaszas.ca can be a basis for creating your own personas for any other specific audiences you want to target. Demographic information was primarily drawn from the 2010 Canadian Census using Stats Can – with some publications included for additional information not included in the census. (bibliography at end)
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Persona – Social Sciences Researchers & Staff:  

[image: ]
Paul        Elaine        Duane        Lisa        Allan        Julie        Heather
Demographics : 
Social science researchers and staff in research projects are a split audience consisting of slightly over 60% female; slightly less than 40% male. 
Majority will generally be between the ages of 30-45; probably in a serious relationship or married and 1/3 of them will have children. Incomes range between $30-150,000 with the majority earning an averaged income of $50,000. Most will have a Masters degree or higher.
Psychographics : 
Members of this community (according to our focus group) tend to be very interested in physical activities with a secondary interest in creative activities. Most have received on the job training including shadowing or mentoring, but ongoing training will be generally be done by reading, using manuals, or consulting colleagues. They display lower interest in taking courses to learn new things.  They are primarily self-learners; preferring to learn it for themselves, relying on databases with current research articles, online searching, and conferences with a focus on presentations of project and research results. 
Persona – Community Group Staff
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Demographics: 
Usually women between the ages of 35-64 with a post-secondary degree, usually bachelor’s degree or higher and an average income of $42,800
Psychographics: 
Members of this group (according to our focus group) outside of work are fairly equally involved in creative activities, sedate activities such as reading and attending movies,  and physical activities, with a slight favoritism toward creative activities. They are active learners, taking courses, consulting colleagues, and their companies give them on the job training. They look to get their information from online searching, but databases to locate articles, and online news sources run a close second. 


Persona – Volunteer in Community Groups 
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Demographics: 
The most involved volunteers are usually married women between the ages of 45 to 60, with children in school. They most likely have a university degree and a household income of between $60-100,000. 
Psychographics: 
Their primary reasons given for volunteering are because they want to support their community and make good use of their skills and education. 
However, with the exception of interpersonal skills such as understanding people, motivating people, or handling difficult situations with confidence, compassion, or patience, the majority of volunteers did not feel they learned new skills while volunteering in terms of : fundraising skills; office skills; organizational skills; knowledge of political issues; or communication skills. Additionally, they did not feel that volunteering helped them towards getting a job or with increasing their chances of success in their current paid job or business.
 Kaszas Marketing : http://www.kaszas.ca   

 Target Audience Profile Template 
   http://www.kaszas.ca/wp-content/uploads/Target-Audience-Profile-Template.pdf 
General audience data: 
 Description or target audience for the document 
 Role in purchasing process (influence, recommend, purchase, veto) 
 Audience’s knowledge of the subject matter is (none, fair, high, expert) 
 Audience’s main question/concern about the subject matter is: 
 Main action this document should make the audience take is: 

Demographics: 
 Gender 
 Age 
 Marital Status 
 Children? 
 Ethnicity 
 Income group 
 Location 
 Purchasing history 
 Personal product preferences 
 Preferred mode of communication? 
 Internet access? Owns a computer? Etc. 

Psychographics: 
 Hobbies 
 Primary leisure activities 
 Preferences (e.g. reading preferences, movie preferences, brand preferences, pets, etc.) 
 Favourite sources of information (e.g. which web sites, magazines, chat rooms, etc.) 
 Turn-ons, turn-offs 
 Etc., based on what you need to know to reach the audience meaningfully 

Purchasing Habits: 
 Level of control over purchase decision 
 Typical product/solution purchase in your segment 
 Has purchased similar product in past? 
 Number of people involved in the purchase decision 
 Things/experiences/preconceptions that may affect the audience’s opinion of the subject matter/product/service 
 Previous purchase history with this type of product/service 
 What barriers/roadblocks may impede the audience’s adoption of the product/service offering 

Influencers: 
What people or groups of people influence the audience’s purchase decisions, and how?
End Notes : 
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*Demographics such as ages, education levels, household or individual income, marital status, children for all personas were pulled from the 2010 Canadian Census, usually using the average of the 3 median numbers for the sake of the persona. 


Images : 

Community group staff image : https://pixabay.com/en/woman-middle-aged-mischievous-happy-797394 
Social researchers image : https://www.pexels.com/photo/woman-in-gray-shirt-seating-in-between-woman-in-blue-black-and-white-plaid-long-sleeve-shirt-and-man-in-blue-white-and-black-plaid-long-sleeve-shirt-having-conversation-57825 
        https://pixabay.com/en/businessman-smile-man-suit-2051664 
Volunteer image : Composite photo created by Jill Bedford
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