
Client Personas
1. Name

2. Age

3. Locality

4. Living situation (married, children, with parents, alone)

5. Health situation

6. Personality 

7. Career/Job

8. Education level

9. Hobbies and interests

10. What media do they consume?

Self-Concept

11. How do they see themselves?

12. How would they LIKE to see themselves?

Goals and Challenges

13. CHALLENGES: What is a daily challenge? What is a deeper fear? 
14. What is their LIFE GOAL? 

In Relation to your Product, Service or Category

15. What are their NEEDS (functionally and emotionally)?

16. What is important to them in your category?

17. How can your product help them achieve the life goal or remove the  
 challenge/frustration?

Next, we put the answers into the first-person from the Persona. 



Rebecca Jones
•Age 32
•Lives in Sydney inner-West 
with partner, one child (2)
• Uni degree  
(fine arts & design)
•Self-employed Illustrator/
Graphic Designer
•Loves arts, galleries, films, 
country weekends away
•Watches ABC reads The  
New Yorker, uses Facebook

SELF-CONCEPT
I see myself as creative, 
driven, loving, but only 
moderately successful 
due to demands of home. 
I’d like to be more suc-
cessful at business in 
the limited time I have 
available.

PRODUCT FIT
NEED: I need highly paying 
clients who respect my work.
The solution has to be easy and 
not time-consuming.

“A simple system to  
market your art that will 
take less time and earn 
more money.”

GOALS & CHALLENGES
Daily challenge:  
Clients slow to pay/no pay  
because they understand the 
value.
Deeper Worry: Never being 
able to buy a house in Sydney
GOAL: more time and money 
for freedom and family

Give her a Name and a Face. By diving under the surface of demographics and  thinking 
about how Rebecca sees herself and would like to see herself, we can use our offering 
to bridge that gap. Everyone has that gap. 

Our Brand is the Bridge

A Trusted Friend
Our Business Brand needs to speak to her as a Trusted Friend and Confidante.

Meet Rebecca


