
 
 
CREATING YOUR CUSTOMER AVATAR  

Buyer persona. Marketing persona. Customer avatar. Target market. 

These are the phrases that are used interchangeably to describe the fictional, generalized 
representations of the buyer persona most likely to purchase from you. 

It is critically important to the success of your marketing, sales, product development, and delivery 
of services that you have a deep understanding of who your customer avatar is. You've likely heard 
the phrase, "You can't hit a target you haven't set." This applies perfectly to the importance of 
having a clearly defined customer avatar, which will help you: 

• Determine which social platforms they are spending time on, so you know where your 
business should be present and active 

• Be more effective in your advertising. Your marketing dollars will be well spent when you 
know where to advertise and who to target for maximum exposure. 

• Write copy that connects with your business avatar, which will give you a better 
understanding of their pain points, goals, and successes 

• Deliver and develop better products and services because you can anticipate your markets’ 
needs, behaviours, and concerns. 
 
 

How to create a customer avatar 

So, having a clearly defined avatar is important; the question is, "How do I create one?" Good news: 
it's not difficult if you ask the right questions. 

"What are the right questions?" you ask. You're in luck, because I've created a complete customer 
avatar template to help out. This template makes it easy to compile all of your information, 
knowledge, experience, and research into one beautiful and presentable format.  

Now, you could download the template I have created and begin filling it out right away, but the 
most effective customer avatars are created with information based on market research as well as 
information that you gather from your current customer base. 

I would suggest you take the time needed to gather the most accurate information possible to 
develop your business avatar. Here are a few ways: 

• Use surveys to capture feedback from your existing customers 
• Ask Your Target Market is a great solution for surveying a larger audience base 
• Adding a Custom Audience Pixel to your website is an effective way to track and learn more 

about people who have visited your website 
• Interviews capture valuable information, and allow you to dive deeper into the answers that 

are given by asking "why?" This lets you uncover the behaviours that drive them. 
 
 
 
 
 



 
 
Multiple avatars 

By now you might be thinking, "What if I have more than one avatar?" Having multiple avatars is 
perfectly fine. In fact, most businesses will have more than one ideal customer, especially if they 
offer more than one product or service. The best way to define your customer avatars is to tackle 
them one at a time. I would suggest that you start with the market that brings the most profit to 
your business (good idea, right?). Through this process, you may even find yourself realising that 
your business is too broad and that you tighten up your product or service offering in order to really 
develop your niche and position yourself to deliver your best to that market. 

 

Negative avatars  

Creating a negative avatar can be as beneficial as creating your customer avatar. A negative avatar is 
a generalised representation of the persona that you don't want as a customer. Having an 
understanding of who you don't want to serve as a customer can sometimes make it easier to know 
who you do want to serve. If you want to start here, which is a good idea, I'd suggest you think of 
that one customer who was a total nightmare to work with and document all of the things that 
made the relationship unsuccessful. The key here is to not focus on personal characteristics of why 
the individual was not easy to work with, but rather on the reasons why they weren't a good fit for 
your product or service—high prices, the probability of increased churn, not being properly 
equipped for long-term success.  

 
Define your customer avatar 

1. Demographic traits: List out your avatar's demographic traits (e.g., age, sex, education level, 
income level, marital status, occupation, religion, and average family size). This area is 
typically easy to define. 

2. Psychographic traits: These are a little more complicated and require a deeper 
understanding of your customer avatar. They're based on values, attitudes, interests, and 
lifestyle. Examples include: wanting a healthy lifestyle, valuing time with family, using 
Pinterest to do home DIY projects. 

3. Name your avatar: Naming your avatar humanizes the profile. If you are targeting both men 
and women, you'll want to create a male and female name. 

4. Put a face to their name: Find a picture online in stock photos that best represents what 
your avatar looks like visually. 

5. Design a dossier: A dossier is a one-page collection of information about your avatar that 
includes its name, picture, information, and story. 

6. Speaking of story: Write one about your customer avatar. Imagine you are your avatar and 
are journaling about the discovery of your product or service. What were they thinking 
before they bought your product? How were they feeling? Why were they feeling that way? 
What were they looking for? What were they hoping to solve or accomplish? How did they 
find you or hear about you? How did they feel once they purchased your product or 
service?  

 
 



 
 
What does a social media persona look like, anyway? 

Although there is no “right” way for a persona to look, a rule of thumb is that the more specific you 
can define your social media personas, the better. 

Here are some sample personas from a sporting brand looking to create an audience-aligned social 
strategy:

 

Although these personas are a solid starting point, they could definitely go much more in-depth. 

Consider how many brands quite literally craft narratives for their social media personas. 
Highlighting specifics such as fictional biographies, motivations and personality traits, such personas 
are akin to real flesh-and-blood people. For example, Xtensio offers blank templates which highlight 
what a more “complete” persona looks like: 

 

And here’s what the “finished product” of a customer persona look like: 

 

https://sproutsocial.com/insights/build-audience-aligned-strategy/
https://sproutsocial.com/insights/build-audience-aligned-strategy/
https://app.xtensio.com/
https://xtensio.com/user-persona/


 
 

 

Excessive? Not at all. 

Again, any given audience is incredibly nuanced. Having these points highlighted makes it much 
easier not only to craft appropriate brand messages but also attract customers that are likely to 
convert. 

And if nothing else, creating social media personas is a smart exercise to ensure that your social 
strategy isn’t just copying your competition’s. 

Seems like a lot to take in, right? At a glance, sure. 

The good news? Everything from audience metrics to qualitative data such as your customers’ 
frustrations is all readily available via social media – read on to find out how to tap into this wealth 
of information. 

 

How to define your social media personas 

You might already have a big-picture idea of what your personas might look like. 

And hey, that’s a good start. 

However, defining your personas means spending some time both looking at data and picking your 
customers’ brains. 



 
 
Dig into your social data 

If you want to break down your demographics by the numbers, look no further than your social data. 

Aggregating data from your social presence across platforms, there’s no second-guessing what your 
personas should look like. 

Identifying your top-performing posts and the best times to publish can help you figure out how 
your audience prefers to engage on social. You can also mine your social data via Facebook Insights, 
Twitter and LinkedIn. Looking at the individual profiles of brand advocates and customers can 
likewise illustrate what your personas might look like. 

 

Look at your non-social analytics 

Social media isn’t the only place to gather information for your social media personas. 

For example, you should understand on-site behaviours that could ultimately influence your social 
strategy. This data includes: 

• Shopping data 
• CRM data 
• Google Analytics 

For example, you might notice that a particular product or whitepaper is driving the bulk of your 
traffic. Ask yourself: what aspects of your customers’ wants, or needs are your top-performers 
speaking to? These can be valuable data points for your persona profiles. 

Similarly, you can also figure out which social sites are most relevant to your personas. Rather than 
spread yourself thin, you can focus your future efforts based on where your customers are currently 
hanging out. 

 

https://sproutsocial.com/insights/social-media-data/


 
 
Ask plenty of questions 

Analytics aren’t the be-all, end-all of your social media personas. 

Never neglect the simple act of asking questions concerning what your customers’ wants or needs 
might be. Whether it’s through a survey, poll or a simple social post, your audience’s responses 
provide valuable insight into their struggles. There’s a reason why so many brands make asking 
questions a staple of their content strategies. 

Turning your social media personas into action 

Alright, so let’s say your personas are squared away. Now, what do you do with all of this data? 

Fair question. Given what it takes to come up with a social media persona, it’s obviously a priority to 
turn all of that legwork into action. 

For starters, here are some starting points for what to do once you’ve established your social media 
personas. 

1. Segment your audience 

While going through the process of creating personas, you’ll likely learn that your customers have 
many “faces.” This is totally fine. Few businesses have a single, uniform persona they’re marketing 
toward. 

Segmenting your audience by persona can influence everything from your content calendar to your 
ad strategies. For example,  Facebook ads allow you to create ad sets based on variations of your 
audience. Meanwhile, you’ll want to make sure that you fill your content calendar with posts that 
don’t overlook any part of your customer base. 

2. Adapt your brand voice 

Once you know your social media personas, it’s much easier to adapt your brand voice and have 
more authentic conversations with customers. After all, brands rely on different tones of voice. 
Based on your demographics, knowing which tone to take seems much less daunting. 

 

 

 

 

 

 

 

https://sproutsocial.com/insights/facebook-advertising-cost/
https://sproutsocial.com/insights/brand-voice/


 
 
Want to crack some jokes? Present yourself as a helping hand? 

Go for it. Brand voice influences your social captions, ad copy and anything else you might use to 
speak to customers 

Finding your voice based on your social media personas might take some time, but it’s a critical piece 
of making your presence stand out from the crowd. 

3. Tweak your content strategy 

Finally, consider how social personas are instrumental to your content strategy. 

Ask yourself: are you producing content that speaks to your personas’ motivations and frustrations? 
How are you helping your customers reach their goals? 

Whether it’s your next blog post or live video, you need to have a pulse on what your personas 
might be buzzing about today to stay topical. 

This also means that fine-tuning your personas is an ongoing process. As you track trends and 
continue to ask questions, social listening and attention to detail will constantly keep you in the loop 
with what your personas want. 

 

Takeaways 

At the most basic level, developing a customer avatar will help you become more effective in your 
messaging and cut through the noise in today's marketing landscape. Using it in combination with 
a solid lifecycle marketing strategy is a sure-fire way to explode your business growth.  

Creating social media personas allows you to reflect on everything you need to know about your 
ideal customers. This ultimately allows you to uncover a more meaningful social strategy and 
produce messages that resonate with your prospects. 

And with so much data at our fingertips via social media, defining your personas is easier than ever. 

Here are a few things to keep in mind as you begin creating your customer avatar: 

• Create a negative avatar first to gain clarity about who you don't want to serve as a 
customer and who isn't a good fit. 

• Give your customer avatar a name, face, and a personal story to bring him or her to life. Be 
as specific as possible—the more details you have, the more you and your perfect customer 
will connect. 

• Tackle one customer avatar at a time. 
• Create your avatar based on market research and customer feedback rather than your own 

opinion and perception. 

 

https://sproutsocial.com/features/social-media-listening/
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