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HOW TO BUILD
DATA-DRIVEN
PERSONAS

...YOU'LL ACTUALLY USE




383 UPWARD
Presentation Takeaways

1 2 3

A clear idea of A real life example Eight resources to
what a of how a persona help you create data-
persona is & was used to drive rich personas at

what itisn’t better conversion home

#goupwardtoday | @marykgarrick
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TAKEAWAY #1

WHAT A PERSONA IS
& WHAT IT ISN'T

#goupwardtoday | @marykgarrick
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Audience Research

INFORMATION
SOURCES

QUALITATIVE

MICRO
QUANTITATIVE
PERSONAS

MACRO

QUANTITATIVE PROFILES

AUDIENCE SEGMENTS

Sﬁﬁiﬁg; SINGULAR PROJECT INFORM OPERATIONAL CHANGES

#goupwardtoday | @marykgarrick
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Persona Data Input

COMPREHENSIVE
SOURCES

QUANTITATIVE QUALITATIVE
SOURCES SOURCES

#goupwardtoday | @marykgarrick
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ldeal Elements Of A Persona

A Day in the Life

- Objectives / Problems

- Obstacles

- Orientation

- Questions

- Preferences

- Key Words + Phrases

- Moments or Jobs to Be Done

- Engagement Scenarios + User Paths
- Influencers/Relationship to Other Personas
- NEW: Ad Targeting Criteria

#goupwardtoday | @marykgarrick
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ldeal Elements of a Persona

OBJECTIVES
* a.k.a. What They Want

PROBLEMS
* a.k.a. Why They Don't Have It

#goupwardtoday | @marykgarrick
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ldeal Elements of a Persona

OBSTACLES

 What's stopping them...all along the way

 What micro decisions are they required
to make?

 People obstacles?

* Political obstacles?

#goupwardtoday | @marykgarrick
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ldeal Elements of a Persona

ORIENTATION

How long are they in their role?
 How far into their career?
* Personality traits?
* Political influence at company?
* Political leaning? Religion? Values?

#goupwardtoday | @marykgarrick
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ldeal Elements of a Persona

QUESTIONS

 What are they asking?
 And when?

#goupwardtoday | @marykgarrick
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ldeal Elements of a Persona

PREFERENCES

 Where do they hang out?

 Where do they get their info?

 How do they like to receive
communications?

#goupwardtoday | @marykgarrick
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ldeal Elements of a Persona

KEY WORDS & PHRASES

e “Solutions” vs. “Products”
o UV Resistant Polymer Solutions” vs.
“Plastics with UV Resistance”
* Phrasing from Interviews
* Onsite Search Phrasing

#goupwardtoday | @marykgarrick
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ldeal Elements of a Persona

MOMENTS or JTBD

 Lawn care product example
* Helps fuel customer journey mapping

#goupwardtoday | @marykgarrick
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ldeal Elements of a Persona

DAY IN THE LIFE

* Write this last
* Include relationship with other personas

ENGAGEMENT SCENARIOS

 How does it all work together?

#goupwardtoday | @marykgarrick
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ldeal Elements of a Persona

AD TARGETING CRITERIA

 What elements differentiate this persona
when put into practical use?
 Ask ateam member to go through the

steps of setting up an ad for this persona
& use as a litmus test

#goupwardtoday | @marykgarrick



MESSAGING: IMAGERY + LANGUAGE + FRAMING

The Learner

Imagery Pediatric-focused imagery. imagery that
showcases the technology and opportunities in
the hospital. Nurses with children.

| m. Lanquago focused around unigue opportunities
.. Speak specifically about
working with children.

SOND“ . “lmnprove children’s lives,”
Phrasing “The 1o0ls you need to go above and beyond.”

#goupwardtoday | @marykgarrick

The Liaison

'M‘ Imagery focused on facilities, one-on-one
y interactions with patients and general

~ nursing. images of staff laughing and talking.

V| anguage Language focused on nursing as a whole.
Extol reputation and

o,portunlt»s that exist for a nurse like her.

Samplo - “You make a oMference.”
Phrasing “Let’'s go above and beyond.”



FACEBOOK TARGETING EXAMPLE FOR THE LEARNER

#goupwardtoday | @marykgarrick
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FACEBOOK TARGETING EXAMPLE FOR THE LIAISON
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TAKEAWAY #2

A REAL LIFE EXAMPLE OF A
PERSONA THAT DELIVERS BETTER
RESULTS

#goupwardtoday | @marykgarrick
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The Content
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Real-World Example

#goupwardtoday | @marykgarrick
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The Video

€ YouTube

TrendWatch™: Materials Matter for Advanced Mobility

Real-World Example

#goupwardtoday | @marykgarrick



Persona for Design Engineer

BOGEAT PANR FOWNTY

TO M Guack SeCOm. GeNDN $NgCeer) Need
PO OO O NIt en on-hanat

#goupwardtoday | @marykgarrick
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Real-World Example
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Persona for Design Engineer

Real-World Example

#goupwardtoday | @marykgarrick
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BEFORE AFTER

YOUR FASTLANE TO THE FUTURE YOUR FASTLANE TO THE FUTURE

and materidls for design engineers.

#goupwardtoday | @marykgarrick
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BEFORE

DOWNLOAD THE ¢BOOK ot PolyOne.com

#goupwardtoday | @marykgarrick



UPWARD

BEFORE AFTER

DRIVE FOR THE DESIGN FOR THE
ROAD AHEAD ROAD AHEAD
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LINKEDIN A/B TEST

. PO.YOM e . mvoﬁ. “en
30 973 100C ety 20913 1otlaowers

Your fast lane to the fulire: The essential efiock of rends and materials for Design engineers: Discover new products, materials and desgn for the road

next-gen veticles. Download your copy row. https:)/inkd.infeNe3wss ahead. Exploce the latest RAD road map for next-gen vehicies
https:/finkd.Injet3C4aXr

YOUR FASTLANE TO THE FUTURE YOUR FASTLANE TO THE FUTURE

The essential eBook of trends and The essential eBook of automotive trends
materials for next-gen vehicles. and materials for Design Engineers.
tfondwach'“: Materials Matter for Advanced Mobiity TrendWatch™: Materials Matter for Advanced Mobiity
TEST 1: PRE-PERSONA POST TEST 2: PERSONA-BASED POST

#goupwardtoday | @marykgarrick
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®

LINKEDIN A/B TEST

7,000+ LinkedIn
members (automotive
design engineers)

3 variations of posts 3 variations of posts

promoting the
persona-based video

promoting the
pre-persona video

#goupwardtoday | @marykgarrick
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LINKEDIN A/B TEST

- [t B - i
L e R T—— 30,913 fodbawers

Design engineers: Discover new products, materals and desgn for the road
ahead. Explore the latest RAD road map for next-gen vehicles
https:/finkd.Injet3C4aXr

Your fast lane 1o the future: The essential eiock of trends and materials for
rext-gen veivcles. Download your cogry now. https://inkd.inJeNe3wls

YOUR FASTLANE TO THE FUTURE YOUR PASTLANE TO THE FUTURS
The essential eBook of trends and The essential eBook of automotive trends
materials for next-gen vehicles. and materials for Design Engineers.
tpﬁdwgtchm: Materials Matter for Advanced Mobiity 'f"“"w_‘“."'": Materials Matter for Advanced Mobity
TEST 1: PRE-PERSONA POST TEST 2: PERSONA-BASED POST

#goupwardtoday | @marykgarrick
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649%

more clicks
compared to ®
Test 1 (37 clicks) '

* o 1362.5%
2 7 7 3 7 0/ 0 ?nogr:gzc:r:iaar:ts 5 4 0/0

clicks . (likes, comments higher social
higher CTR ' - g
g shares and follows) engagement rate

Persona-Based Test Set (Test 2) Wins Across The Board

Compared to Pre-Persona Test Set (Test 1)

#goupwardtoday | @marykgarrick
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TAKEAWAY #3

8 HELPFUL RESOURCES TO
CREATE DATA-RICH PERSONAS

#goupwardtoday | @marykgarrick



@ Interviews

b Questions To Ask
Every Prospect Or Customer

1. Give me some examples of things you'd like to
accomplish [in life, in work, as a parent, as a
wife/husband, for yourself], relative to our
product/service?

2. What’s getting in the way of you accomplishing it?

3. What are your top news & information sources?

| 4. What made you realize you needed a
product/service like ours? Describe the moment
in as much detail as possible.

5. What factors lead you to contact us/become a
customer?

#goupwardtoday | @marykgarrick



Interviews

INTERVIEW + FOCUS GROUP QUESTIONS

. A Day in the Life £
+ Objectives / Problems
+ Obstacles

» Orientation :

What are some lrustrations you have
with your current job or jobs you've had
in the past ?

What are some frustrations or
obstacles you experienced during your
job search?

What do you wish your hospital did
. better?
« Questions =
« Preferences * When you first started looking
» forfevaluating hospitals during your job

Key Words + Phrases

search, what did you lock for?

Moments

Engagement Scenarios + User Paths
Influencers/Relationship to Other Personas

#goupwardtoday | @marykgarrick

UPWARD



Quora

Quora what made you want 1o become a pliot? Ak Question 34| Road

Patent Aftomeys  Atorneys  Law  Burvey Question Jobsand Carsars oY/

What made you want to become a lawyer?

I'm Going an undengrad dagres in engineering and I'm thinking of doing law after. I'm
wondening whether o not | would e law,

| ke how laws are written and quoting them ke how they do in tv shows but not
necessarily in a courtroom le no ligations. Do | have a jaded view?

Peguest « Folow T Comerwr Share ODoamvonte
Have this 1007 A
Reoguest From Quers
We wil Satrituts ths uaston 10 witiars, sncd nolify you about few rawers

! Nina Crospi. Ramember: you asked for of

25 Armwors n Camoer Advece

Nanci Lamborn, 2% years+ staf¥ing recruting/hirng Teing YAl

62 Answers i Joba and Careers

Leretta B Delloggio, Understand yoursell and the job after That IT's just a maicheg ...

658 Arswars 0 Career Advoe

+ + + +

@ AnSwor r') Notifications £ Moy

[e=———————————21
There's more on Quora..., u

Pick new Deoghe and topecs 10 foliow ind e the
best angwers on Quora.

Related Quostions

Ao lawyers Bocoming relevart?

VWhat = the Basl arsvwir 100 “wity o you wat %o
become a lawys*?

How can | propars 10 Decoms & awyer £ that s wiad |
warrt?

What Sook shoukd you recommend for 8 hgh school
stuciertt who wartts 50 become 8 lewyer?

Is it worth 95 Decome & lwyer?

What & some achvics for someons Who warts o
become & ewysr?

Why & you become & lawyer?

#goupwardtoday | @marykgarrick
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Google Consumer Surveys

ﬂlGooyeCom&mys How it Works  Example Uses  Pricing  News & Resources  Website Owners ~ Create a Survey

A @ a0

Let consumers help you build the best creative.

Features and Benefits Standard Surveys Custom Surveys Website Satisfaction
(7) Pricing Starting at 10¢ per Free for defoult questions.
= compless Projects storting at $2,000 1€ pac complias for Which of these buttons seems
Learn more autom questions Whih headine do you find most maore trustworthy? What promatisn would you

Respondent source Network of onfine Network of onlre Always the right fis, Free shipping
publishers or Google publishers or Google By row
Opinion Rewsrdy Opision Rewards Stand out this summer. ’ 5% off
Do what sucs you. Free retures
Representative sample (V] (/]

Which of these characters do you
think looks more friendly? What kind of prodect o you think
this logo represents?

#goupwardtoday | @marykgarrick
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@ Email Data Intelligence

@ webbula

The Data Quality Experts

Cloud Hygiene & Affinity Data Insights for Hundreds of Subcategories:

Automotive Data Demographic Financial Interest Political
Data Data Data Data

#goupwardtoday | @marykgarrick
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Email Data Intelligence

Expand your view of the
customer and create
better experiences.

Connect to FuliContact’s 360-degree insights and

be awesome with customaens,

Contact Us

FullContact

#goupwardtoday | @marykgarrick



DemographicsPro

Analysis of:  @aaoUs

AUDIENCE STATS »

@ 67 9% wv orala

® 96.0% ww manw

@ 39.3% arw pereots

. 41.1 yrs average age
® 8698wy avy woome

AUDIENCE LOCATION  »

Mostly United States (75, 7%),
With 250 Clies:

M New York (3.7%)
N Austio (37%)
Tororto (2.3%)
W Seate (2.3%)
N Mensapois (2.3%)
M Portland, ME (1.8%)

#goupwardtoday | @marykgarrick

a

»

$

PROFLE | BARCS | ETHNICTY | LOCATION | OCCUPATIONS | INTERESTS

¥ Audience Profile for @JuzoUS

SuzoUS's followars are in their sarty forties, hypicaly mared and
white/Coucasian with very hgh noome.,

Professionally, @ uaoUS's folowers are amployed as senjor
managers, sales'marketng managerns and authorswilers. The
sccount had 8 notably high concentration of heah workecs
(within Be top 10% of ol Twitter accounts in this respect).
Arsiyut

in their spare time thay particularly ecjoy cyding and polscal
news. JuzollS followers are particulary health cONSCIous.
Atalysis

As consumers they are affiuent and active, with spending
focused most strongly on Mealthfitngss, travel and
winisg/dinng. Brand afntes far stronger Ban Twitler aversge
include Woight Waichers, Deita Air Lines, Southwest Airlines,
TroAdvisor and Whoks Foods, Ay

On social media they talk most often about Causes/Deliafs,
TVSIm and sport. Sirong infuences for this sudencs include
Mayo Clinic, American Cancer Soc., Or. Oz, US Dept. of Health
nd Dr, Sanjsy Gupta, Aselyss

BRANDS | FTAGS | WFLUENCES | STATS

o .2 9
R e
@ CHS® vttt

HAIKTAGS LD -

ATreascancer Fpregnancy
Mautrition Mundraising Msting
#0ocioriWho froalestate
Foxerciss Fhealthcane

hiti DemographicsPro

UPWARD




Analysis of: | @acoUs

ol

AUDIENCE STA!

@ 67.9% wn ol
© 96.0% wv many
® 39.3% ww porenl
® 41.1 yrs overage
® 8698wy avy W

AUDHENCE LOGAT

Mostly United States |
With 820 Clties:

M Naw York (3.7%)]
M Austia (37%)
B Toronto (2.3%)
W Seate (23%)
W Miensapcis (2.3
M Portland, ME (1)
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Liboa & risceas
Likos & risssata
Liven & rlotents
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Liem & < teswaiy
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Lios & riscests
Lies & wieresls
Lhos & risseus
Lion & résowsts
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Lion & rinvents
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Lios & riseus

DemographicsPro
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Colecting things
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#goupwardtoday | @marykgarrick
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@ Linkedln Profile Scraping

#goupwardtoday | @marykgarrick

Patterns of employment history
Recommendations

Following

Groups

Volunteer activity

Skills + endorsements

Number of connections

st2. UPWARD

®
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Bonus Tip

Arwady Paer an seewa
Sgrnm o * o | R wendf

Mechanical Turk is a2 marketplace for work.
We give businesses and Gevolopens 20Coss 10 an on-domand, scalable workforoe,
Workers select $om thousands of tasks and work whanever 'S convensont,

360,159 HITs avaiable. View them now,
Make Money Get Results
WW%MMH'T& from Mechanica! Turk Workers
WiTe - Maman Tanks - are Svauel tas 1hae :::nz‘mmznwmmn

YoOu Ok on

e e amazonmechanical turk

* Craome your own wt bours Artificial Artificial Intelligence

« Gat pat for going good mork

PAC | Camea 06 | Cawevs o S T | Deettiann | e ) Ponoss | DA Ly | TG 1 e et Bastiead
TIDON-JTLE A s, Do 0 04 ATy AN BmBMACHT, (]

#goupwardtoday | @marykgarrick
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Facebook Audience Insights

-B .
— Aot MayOama (7S v  CrateNew  Open  Saw  Muee =3
CREATE AUOENCE Lifestyle
W (New Audience) People on Facebook Purchase Behavior
v » C o ca ¢ 5 &
Lecation [ras—" Caumty Urewd Sates f v US consumer behavr based on purchase actiy. Souce: Datalogix. Egsion and Ackom [ 20 mavest date Dabarver, DM Aty 450 cthie Kcsvited. Souroe: Perioniex
UNTED STATES Demographics. Page Lkes Locaton Aatviy Mouercid Purchase
P ey Category Selected Audience Compare Lifestyle Selocted Audence Compare
Gender Fet g - =
m“ 4w ol Raxn Grndss 10% —
A Conter
Hew and besusy 45— 2
P 8 50% Worren Acred Coupes 0%
345 M Facatoen
We oo Ay é 108 s Food ana arrw o
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Litestye Selected Audence Carpu s - Sokd Begle Parerts %
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r € 0% of muderce masched € 1% of suderce rexred

https://www.facebook.com/ads/audience_insights/

#goupwardtoday | @marykgarrick
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6 Bonus Tip

GEOGRAPHIC SEGMENTATION PROFILES

@&
"
esri
esri.com/data/tapestry/zip-lookup
Claritas
segmentationsolutions.nielsen.com/mybestsegm -C » RIT % S

ents

#goupwardtoday | @marykgarrick



User Testing & Exit Surveys

(33 Testing

Your fastest path to
. agreat customer
experience

e -
Quala

Customer Decision Analysi

REQUEST FREE TR~

n Twi e vy thang geeventayg Yo iosn
sgrang op of Dew pannt ¥

" A

roo’

#goupwardtoday | @marykgarrick
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° Bonus Tip

Persona Builder by Ardath Albee
UpCloseandPersona.com

#goupwardtoday | @marykgarrick

UP CLOSE : PERSGMA'

Welcome to
Up Close & Persona!

A buyer persons & 3 composte of Berent lacion
DAt AR0Ct YOur Doyer and Motivane Nmy e 10 Doy,
YOur Srtepects Duytng Sycie And buyvg Cotmdns e
atuated sten 2 rper comlaxt et must te
UNGEIE00d 1 0006 30 MOSvano NaTar Dupsr Defarior

There mary 2o mafipse types of Cuslomens ard
companios that your Buainess trpets, and Bus
Persond 100l Wil halp oreale 3 phre of e Most
rooriant custorer tpoes. Up Close & Persosa™ & s
buper parsora lool dewsloped with DO macketrg
SNt ATt ARGO - AN NOUETY Mader, Sp0akor
OO COPSUNAT 0N 0 oMocive e OF Buyer Deesones
" B8 markotng

Are You Ready?
GET STARTED




Bonus Tip

Persona Builder by HubSpot
MakeMyPersona.com

#goupwardtoday | @marykgarrick

MakeMy

14 YT

e
Pt

by HubSpot

D 41
iy~

lT %,
0
T 9

sl
=2
3 ¢

The Awesome Buyer Persona Word Doc Generator.

— % m“
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6 Bonus Tip

New Tools I'm Investigating

cubeyou UXPRESSIA S PULSAR ®

Coming Soon...

Sparkloro

#goupwardtoday | @marykgarrick



383 UPWARD
Presentation Takeaways

1 2 3

A clear idea of A real life example Eight resources to
what a of how a persona is help you create data-
persona is & used to drive better rich personas at

what it isn’t conversion home

#goupwardtoday | @marykgarrick



