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Part 1. 

HOW TO DETERMINE YOUR TARGET MARKET 

FILL-IN STEP-BY-STEP WORKBOOK
When you identify your target audience, you can create products, services, and marketing materials that better fit their 
needs. Instead of creating generic items, you can develop super specific content that will get you noticed. Customers will 
feel like you are speaking directly to them and their problems, ensuring they will come back for more when they need it. 

PROCESS OVERVIEW

STEP 1: KNOW THE PROBLEM YOU SOLVE
Every company should aim to solve a problem. Whether your business is providing a service or a product, companies need to 
know what their item can do, to make customers’ lives easier.

What problem does my company/service/product solve?
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STEP 2: CONSIDER YOUR CUSTOMERS

Your target customers may already be coming to you. You may have noticed a similar demographic in your loyal customers 
(i.e., are they all parents, are they all baby boomers, are they all between a certain age range, are they all of the same income 
level, etc.). 

If you have already begun attracting a group of similar customers, it is easiest to accept these individuals as your target 
audience. Take some time to research: who is coming into your store, or requesting your services. 

What did you find out? 

STEP 3: LOOK AT YOUR COMPETITION

Assessing what your competitors are doing is a great way to get started with your target audience. While they are already 
your competitors, you will not be successful if you try and enter into the exact same space they are. To get the newest 
business, you need to differentiate somehow. 

Look at every aspect of the demographics that are loyal to your competitors, then find a place that they may be overlooking. 
This may be a certain age group, income level, or gender. It may also be a certain location.

Finding that gap that is left open by competitors may be a great way to find a target audience with minimal competition.

What gaps can you identify? 

http://www.aksbc.org
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STEP 4:  CREATE AN IDEAL CUSTOMER PERSONA

Think about the last thing you purchased. Place a check next to each of 
your demographic traits that influenced your purchase in some way. 

Age

Gender

Income

Creating a profile of an ideal customer does not mean that your only clients will 
fit that description. However, targeting just one individual can help you create an 
overall target audience.

Think about who you want to do business with, if you could pick 
anyone in the world. 

When deconstructing the market, focus on a small core allows you to see what 
is important to them, where they hang out (online and off) and what they are 
exposed to. With this, you can build a basic picture of their life, and flesh out 
your content from there. 

Try not to think of targeting as excluding anyone, but rather keeping your 
messaging focused on the people who will make the most impact. Trust that 
“everyone else” will follow once you have made an impression with your core 
market.

The more specific you can get, the easier it will be to target.

Education

Occupation

Ethnicity

Marital Status

Number of children

What gender are they?

What is their ethnity? 

What is their age group? 

What is their marital status 

What is their family like, size?

What is their education level?

What is their income level?

What kind of job do they have?

What are their spending habits like? 

What are their hobbies:

More characteristics: 

Realistically, most businesses 
should only focus on: 
• 2 core markers: data that

defines who your core
market is

• 1-3 secondary markets: data
that fleshes out the core
market
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STEP 5: EVALUATE

After you have created your target audience, you need to determine whether or not it is a realistic group. If the target market 
you have created is not looking for your product/service or considering purchasing your product, then you won’t find 
business success.

Can your target audience afford your product/service? 

Are they the one making the purchasing decision?

Is your target audience easy to reach?

If you believe that your target audience may make it more complicated to market, then you may need to consider making 
some changes. These changes may be the products and services you offer, the way you market, or even to the target audience 
you have established.

Knowing your target audience can help you make better decisions when creating and selling your products. When you know 
exactly who you’re selling to, you can make strategic decisions to catch their attention and make more sales.

REAL-WORLD EXAMPLE
Say you are developing a campaign for a college, and your primary goal is to get older Gen Y students to sign 
up. The base targeting profile might look like this:
• 25-34 years old (core marker)
• $10,000-$30,000 per year (core marker)
• Women (secondary marker)

This seems pretty general, but this data gives us a good base to work with.You could find top-selling 
products for 25-34 year old women, scan the local job market for the places paying $10,000-30,000 p/year 
and ask around (in person) to see what they are watching or reading online.

Top selling products help me understand what’s important (or missing) from their lives. Knowing what 
they are watching and reading lets me know where to place my marketing, as well as the style and tone of 
the content. You can always target Facebook ads by workplace. Understanding what specific jobs are paying 
within my target market’s income range helps me target them later. 

Takeaway: Researching deeper into why a demographic is a demographic can reveal specific, 
actionable parameters that can guide the rest of your marketing campaign. 
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PART 2 

HOW TO TALK TO YOUR TARGET MARKET 

PSYCHOGRAPHICS 

If demographics are telling you WHO is buying, psychographics will tell you WHY they buy. 

If you monitor your target market’s interests, you can gain interest into things like their:

• Personality
• Attitudes
• Values  

For example, say you notice a high percentage of people in your market share posts from YouTube. 

Within the demographic, you may see trends on the thoughts, personalities and values shared by members of the market. 
They might buy things that keep them grounded spiritually, or make them laugh, things that are “all natural,” or show support 
for a cause they believe in.

Psychographics are what motivate buyers to take action and can often be learned by examining the media they consume. 
Good psychographic profiling can be difficult to do, because it requires you to immerse yourself in the market’s inner 
psychology and develop empathy and familiarity with the target customer.

The list of target markets research is not about finding more places to peddle your products/services. It is about 
understanding the market’s core attributes and learning to sell in a way that resonates deeply and gets them wanting more. 

The best way to resonate with a market is to become a reflection of its ideal self. Doing the research BEFORE you create the 
content, BEFORE you start the blog, BEFORE you run the ad makes you stronger, more informed, and better equipped to 
serve your market the best way possible.

• Interests/hobbies 
• Lifestyle
• Behavior

http://www.aksbc.org
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THE PROBLEM WITH SPEAKING TO A TARGET MARKET: 

You might say your target market is women, 27-40, single, educated with an income over $50,000 who like 
going to the salon. This might feel like you’ve narrowed it down, but have you really? You’re still speaking to 
a GROUP of people. You want to speak to ONE PERSON instead! Don’t worry, you won’t be leaving out 
other people.

Example:  

Who buys Apple products? Who is Apple’s one person? Can you imagine him/her? You may have think: 
young, urban, hip, tech-savvy, trendy, on-the-go, forward looking and always pushing boundaries. Apple 
speaks to this person-- just watch one of their ads.

When you direct your messaging to ONE person, your message and consistency will inspire a whole bunch of 
others who either: 
• Feel affinity with that one person, 
• Aspire to be that ONE person, or 
• Admire that ONE person! 
And, all these other people will become your customers too! Grandma wants to feel connected and 
modern? Let her!

WHAT IS A CUSTOMER PERSONA? 

A customer profile, also known 
as a buyer persona or avatar, is 
a vividly written description of 
one person who represents your 
ideal customer. 

This ideal customer can be 
imaginary or based on a real 
person, and you describe this 
individual in great detail, from 
general demographic info (age, 
gender, occupation) to emotional 
factors (fears, hopes, dreams), to 
details about their intimate lives, 
such as what breakfast cereal 
they eat, which bands they listen 
to, what guilty pleasures they 
indulge in.

CUSTOMER
 PERSONA

01.
HOBBIES 

02.
MEDIA HABITS

03.
ASPIRATIONS 

04.
AGE 

05.
EDUCATION

06.
INCOME 

07.
PREFERENCES

08.
OCCUPATION

The better you know your 
customer persona, the better 
you’ll be able to tailor your 
marketing message. 
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PART 3 

CUSTOMER QUESTIONNAIRE
Direct your marketing to just one person, so your message and consistency will 
inspire a whole bunch of others who either: 

A. Feel affinity with that ONE person, 
B. Aspire to be that ONE person, or 
C. Admire that ONE person. 

And, all these people will become your customers!

Start with the basic profile you put together when developing your 
target market:

What gender are they?

What is their ethnity? 

What is their exact age? 

What is their marital status 

What is their family like, size?

What is their education level?

What is their income level?

What kind of job do they have?

What are their spending habits like? 

What are their hobbies:

More characteristics: 

What did they study after high-school? (if applicable) 

Is their work a job or career? Do they like it? 

Now, let’s go deeper to really get to know your “person:” 

http://www.aksbc.org
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What words do they use to describe themselves?

What is their immediate goal? 5 year goal?

What are their dreams/aspirations?

What obstacles stand in the way of these dreams/aspirations?

What ultimate outcome do they want from your product/service?

What behaviors are typical of them?

What do they read, watch, listen to?

http://www.aksbc.org
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What keeps them up at night?

What are their strongest desires?

What is their biggest worry/fear (in general)?

What is their biggest worry/fear about buying “the kind of thing you sell”?

What is their biggest worry or fear about buying from you, specifically?

What do they value most?

Give them a name:

http://www.aksbc.org
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PERSONA

01.
HOBBIES 

02.
MEDIA HABITS

03.
ASPIRATIONS 

04.
AGE 

05.
EDUCATION

06.
INCOME 

07.
PREFERENCES

08.
OCCUPATION

PART 5 

PUTTING IT ALL TOGETHER: CUSTOMER PERSONA 
TEMPLATE 

Notes

http://www.aksbc.org
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PART 5 : EXAMPLE CUSTOMER PERSONAS: 

SUSAN GARDNER 
Susan is 30 years old and has a bachelor’s degree 
in accounting. She works in a bookkeeping firm 
but doesn’t like her job and is searching for new 
opportunities. She’s thinking about getting a 
master’s degree, but is unsure what to focus on and 
how much she can afford to spend.

Aspirations 

Susan and her boyfriend are planning to get married and start a family in the next 
couple of years. So, she’s working on saving as much as she can so that they will be 
ready to buy a house. 

She’d like to increase her income, but also is not sure if accounting is right for her 
long term. While she likes numbers and is very detail oriented, she would also like 
to do work that is more flexible and creative than her current position.

Hobbies 

Susan has a lot of girlfriends and enjoys getting together with friends for brunch 
and an occaisional happy hour. She has a dog and loves to go on long walks with 
him and her boyfriend most weekends. Susan also tries to make it to the gym a 
couple times a week. 

Spending Habits 

Since her focus is on saving money right now, Susan sticks to a budget. She looks 
for deals and tries to cook most of her meals at home. However, she does like to 
indulge in small treats like expensive ice cream and occaisional trips to the nail 
salon. Susan drives a Toyota that she’s had for a few years. 

Media Habits 

Susan does not have cable and mainly watches TV and movies on streaming 
services like Netflix and Hulu. She loves music and has a Spotify subscription. 

Other Traits:
• Susan lives in a different city than where she grew up, but is considering 

whether to move closer to home after she gets married since real estate is 
more affordable there. 

• Susan is sometimes anxious about whether she will able to achieve all her goals, 
balancing her career aspirations with her desire to save and start a family 

ABOUT SUSAN: 
Gender: Female

Race: Biracial: African American-

Caucasian 

Age: 30 years old 

Relationship Status: In a long 

term relationship 

Education: Bachelor’s Degree

Salary: $45,000 per year 

Occupation: Bookkeeper 

http://www.aksbc.org
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PART 5 : EXAMPLE CUSTOMER PERSONAS: 

BETSY SAWYER 
Betsy is 68 years old and is a retired school teacher. 
Her husband, a former dentist, is also retired. They 
have two grown children and three grandchildren. 

Aspirations 

Betsy and her husband are focused on enjoying their retirement and spending as 
much time as possible with their young grandchildren. 

The both enjoy travel and are hoping to plan a couple international vacations in 
the next few years. 

Hobbies 

Since retiring, Betsy has taken up painting and plays tennis a couple times a week. 
She also volunteers at her local elementary school.

Spending Habits 

Betsy and her husband were successful in their careers and had substantial savings 
set aside for their retirement. Although they don’t consider themselves ultra-
wealthy, they are able to live very comfortably. They own their home and two 
small investment properties outright, which still generate income for them.

Betsy likes nice things, but does not like flashy, ostentatious styles. She prefers 
quality, timeless “investment pieces.” 

When they travel, she and her husband like to stay in nicer hotels and typically fly 
business class.

Media Habits 

Betsy and her husband watch cable news. She also enjoys listening to podcasts and 
audiobooks while she is painting or working in her garden.

Other Traits:
• Staying active and being proactive about taking care of herself is important to 

Betsy 
• She is increasingly more comfortable with new technology; she loves to see 

her grandkids over Facetime and increasingly uses mobile apps for things like 
online banking and managing her health 

ABOUT BETSY: 
Gender: Female

Race: Caucasian 

Age: 68 years old 

Relationship Status: Married 

Education: Master’s Degree

Salary: Retired

Occupation: Teacher  

http://www.aksbc.org
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EXAMPLE 3: 

BEN LIU 
Ben is a 42 year old manager at a bank. He and his 
wife, 35, have two children. His wife works from 
home as a part time graphic designer and makes 
$35,000 per year. 

Aspirations 

Ben and his wife are focused on saving for their two daughters, 7 and 9, to go to 
college, as well as for their retirement. 

Both Ben and his wife took out student loans to pay for school and were only 
recently able to pay them off.  They hope to be able to minimize the amount of 
money they need to borrow to send their daughters to school, but are also looking 
to catch up on retirement savings.

Hobbies 

Ben and his wife try to do regular family activities with their daughters. Ben also 
goes golfing once or twice a month with his college friends and is an avid biker. 

Spending Habits 

Since their focus is on saving, Ben and his family have scaled back on some luxuries 
and nice to haves. He and his wife drive older cars and when they travel, they take 
modest vacations. They stick to a budget and save up for big ticket items. 

Media Habits 

Ben loves to watch NBA basketball and watches movies on Netflix or HBO with 
his wife a couple times a week. He also loves live music. 

Other Traits:
• Ben’s parents have started having more health problems and he is concerned

about whether or not they will have all they need in the future
• Ben prioritizes comfort and fit for most purchases. He generally likes to find

a brand he likes that he knows to be high quality. Once he finds something he
likes, he is a loyal customer.

• Ben and his wife have two dogs and regularly purchase new toys and
accessories for them

• Even though they are on a budget, they are willing to spend more money to
buy high quality products for their children and pets

ABOUT BEN: 
Gender: Male

Race: Chinese American

Age: 42 years old 

Relationship Status: Married 

Education: Bachelor’s Degree

Salary: $85,000

Occupation: Manager 

http://www.aksbc.org
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PART 5 

SOCIAL MEDIA USAGE REPORT
Once you’ve developed an understanding of your ideal customer personna, you can use what you’ve learned to target your 
marketing efforts effectively. As the data on the following pages show, different groups use social media differently. You can 
therefore use this information to decide what social platforms are most important for your business to have a presence on.

Source: SproutSocial  https://sproutsocial.com/insights/new-social-media-demographics/#FB-demos 

http://www.aksbc.org
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