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Introductions 
 

Your Name: 
Where you work 

Your experience with personas 



Agenda 
2:15 – 2:45 Personas & What They Inform 
2:45 – 3:00 Examples of Pivots for Personas 
3:00 – 3:30 How to Assess a Persona 
3:30 – 3:45 Break 
3:45 – 4:45 Persona Assessments 
4:45 – 5:00 Q&A and Final Thoughts 
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A persona is a composite sketch of a target market 
based on validated commonalities that actively informs 

content strategy to drive productive engagement. 
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Commonalities Trump Unique Attributes 



9 Components 
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1. A Day in the Life 
2. Objectives  
3. Problems 
4. Orientation 
5. Obstacles 
6. Questions 
7. Preferences 
8. Keywords & Phrases 
9. Engagement Scenarios 



@ardath421 | #DXS16 

1st-Person Scenarios  
“A Day in the Life” 
 
NO: 
Diane is a hard worker who is determined to 
make product launches more efficient. 
 
YES: 
I’m struggling to get products to market 
faster because our processes are too 
convoluted but my boss is worried that 
changing them will create more chaos. 



Objectives, Goals, Responsibilities 
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NO: 
Grow Revenues 
 
YES: 
Eliminate inefficiency to 
speed time to market 



Problems 
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NO: 
Inefficiency 
 
YES: 
Lack of automated 
workflows adds 
months to product 
launches 



Orientation 
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NO: 
Married with  
2 kids + dog 
 
YES: 
20 year career 
Confident leader 
Mentors his team 



Obstacles 
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NO: 
Price 
 
YES: 
What do I need to know to 
convince Tom? 
What if our people won’t 
adopt the new workflows? 



Questions: From Status Quo to Choice 
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NO: 
What features does your product have? 
 
YES: 
Given my situation, why should I care? 
How do I eliminate X to achieve Y? 
What can I do now that I couldn’t do before? 



Preferences 

@ardath421 | #DXS16 

Channels Social Content   Formats Interactive   Media 
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NO: 
Product-related words 
 
YES: 
Reduce time to market 
Product launch best practices 



Engagement Scenario as Story 
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How can our product 
design teams shorten 

time to market? 

How a global 
collaboration platform 
helps designers iterate 

faster. 

Okay, that’s got 
possibilities, but my IT 

guy is sticky about 
security, given the growth 

in data breaches. 

What you need to know 
about security for global 
collaboration solutions. 

Got it, thanks. But I’m 
going to get pushback on 

how easy it is to drive 
adoption from HR. 

We’re hosting a webinar 
about how to fast track 
user adoption with our 
gamification features… 



Engagement Scenario as Execution 
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Buyer clicks link 
in Tweet 

Lands on 
featured article 

on website 

Clicks link to 
white paper 
mentioned 

Downloads white 
paper and clicks 
on link to blog 

post 

Reads blog post, 
subscribes and 
Tweets link to 

post 

Sees webinar on 
related topic 

promoted in blog 
feed 

Registers to 
attend webinar 

Asks a great 
question at the 

end 

You follow up 
with the answer 

and conversation 
begins 



Personas done well… 
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• Actively inform content strategy 
• Increase relevance by matching value to context 
• Make buyers the hero of the story 
• Help drive buyer outreach 
• Provide a relationship-building framework 
• Create alignment with sales teams and the company 

 



EXAMPLES OF PERSONA PIVOTS 
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Jason, Specifying Engineer for 
Commercial Office 

I work for a consulting engineering firm and am responsible for specifying lighting solutions, mainly for new commercial office construction projects. The growth 
in LED acceptance has resulted in my specifying LED lighting as about half of the lighting load in roughly 55% of my firm’s projects this year. Automatic lighting 
controls were also specified in about 75% of those projects. Whether the lighting solutions will be dimmed manually, automatically or switch automatically is 
determined by the job and needs of the spaces we’re lighting. What I do see is that LED lighting is the best option today for pairing with lighting controls for 
both energy management and visual needs. 
 
For the most part, the performance of LEDs is very good, the technical support from manufacturers is mostly okay, but boy could the commissioning be made 
easier. When a problem occurs, sometimes it’s not so easy to identify the non-functional component, and—more often than I’d like—there are programming 
challenges to unravel. It would be easier if I didn’t have to reach out so often for manufacturing support. But it’s also why the support available is a key 
consideration when specifying lighting solutions. 
 
I’m still specifying hardwired controls on most of our projects. Wireless is gaining traction but I’m still worried about introducing new problems and complexity 
that may be more difficult to manage—and building owners are a bit leery of security given the increase in cyber attacks being publicized.  
 
While some of my peers are showing a preference for luminaires with the controls and sensors integrated within them, I’m still holding out for separate 
controllers and sensors—I know more what to expect from them. Dimming is still the big thing, although monitoring energy use and occupancy are gaining in 
attention with larger building owners. This said, it’s still rare that we’ll integrate a lighting solution with a building management system. I see more concern 
about scalability for lighting in case future needs change. 
 
Staying abreast of new developments in LEDs and controls is getting easier with the internet. But when I go looking for information, it better be available at a 
click and it better be quantified. I don’t have time or patience for vendors pushing products with vague claims. I still rely heavily on trade publications—they 
seem more unbiased than vendors. @ardath421 | #DXS16 
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Orientation: 
• 56% are over age 51 (25% over age 60) 
• 52% have 20+ years in the industry 
• Creature of habit – slow to convert to new products – can 

take up to a year to trust a new vendor 
• 70% of work output is specs 
• Goes to agents for support / help 
• Interfaces with lighting designers, contractors 
• Precision is important (left brained, analytical) 
• Likes to feel comfortable with vendor specified 
• Proficient with CAD, Visio software 
• Doesn’t care about social media, commercial messaging 

Objectives: 
• Find cost effective, efficient lighting solutions of high 

quality with solid warranty and manufacturer reputation, 
support 

• Specify the right control system 
• Meet code / compliance requirements 
• Meet light quality (luminance) specified for spaces 
• Find easier ways to spec projects 
• Stay abreast of developments in lighting / controls 
• Streamline billable hours 
• Implementing controls that the end users can self-manage 

so they won’t be overridden, diminishing their value  

Problems / Obstacles: 
• Complexity of commissioning 
• Getting overridden by contractor (value engineering) 
• Keeping up with code changes 
• Differentiating between lighting solution options 
• Knowing how much to future proof a project 
• Specifying a fixture no longer available when ordered 
• Components not working well together when installed 
• Inadequate budgets for quality designs 
• Interoperability and lighting controls sequencing 

 

What Jason Needs: 
• Detailed product information – a lot of it – performance 

data, metrics and qualified numbers 
• Websites with specification information, data sheets, 

modeling tools, selection guides 
• Relies on trade publications for information 
• Wants substantiated information from vendors, not 

commercial (marketing) messaging 
 



HOW TO ASSESS A BUYER PERSONA 
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Strengths indicate that your buyer persona has the basics 
it needs to inform an effective content marketing 
strategy across the continuum of the buying process. 

Weaknesses identify areas of improvement to help you 
capitalize on the Strengths and Opportunities provided 
by your buyer personas. 

Opportunities are indicative of advanced techniques that 
can be applied to enhance the strengths of your buyer 
personas.. 

Threats are warning signs that indicate actions to take to get 
the value the construct of buyer personas promises—when 
they’re developed as an actionable tool. 
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Scoring Persona Effectiveness 
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Consider the following during your assessment: 
• Is the information represented by this element in 

our personas? 
• Is it of a level of depth that makes it useful? 
• Does this element help us to understand our 

audience? 
• Are we using this element to influence the design of 

our content and interactions and the experiences we 
create? 



Strengths 
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Weaknesses 
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Opportunities 
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Threats 
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Time for a Break 
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PERSONA ASSESSMENTS 
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Thank You! 
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Questions or 
Comments 
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