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I n t r o d u c i n g
Pe r s o n a s
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Buyer personas are research-based 
archetypal representations of who buyers 
are, what they are trying to accomplish, 
what goals drive their behaviour, how 
they think, how they buy, and why they 
make buying decisions      - Tony Zambito 

”
”
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• Taking time to create accurate buyer 
personas will provide the foundation for 
your business to succeed

• Accurate buyer persona creation is not 
achieved in a day

• So how do you know you are truly 
succeeding, and your marketing efforts 
are reaching their true potential?

Benefits of Defining Truthful Personas
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• In our experience, customer personas will likely be based on personal 
thoughts, feelings and hunches not fact.  As companies learn more 
they fail to go back and continually refine personas

• 88% of companies say growth depends on personalising the customer 
experience – but lack the resources and expertise to design an 
improved customer journey

A C C U R A C Y &  
V A L I D A T I O N

M A R K E T I N G  A N D  
S A L E S  T O O L S  

Source:  IBM

Personas Provide Validation 
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D e s i g n i n g
Pe r s o n a s
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Quantitative and qualitative research minimises bias to base the personas on a solid foundation  

Embed the personas  into marketing communications strategy

• Identify and target the 
right decision makers  

RESEARCH

• Conduct analysis to 
identify segments and 
similarities

DISCOVERY

• Develop engaging 
personas

DESIGN

Persona Design
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• E.g Tacit information in 
the business collected 
from every day contact 
with clients

INTERNAL

• “Off the peg” reports
• Proprietary studies
• White papers
• Analysis of official data
• Professional Bodies

SECONDARY RESEARCH

• Internal systematic 
research

• 3rd party research
• Online surveys

PRIMARY RESEARCH

Information Sources

1 2 3
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Persona Research 

Qualitative depth interviews to gather unbiased insight

C u s t o m e r s  
Current Customer Base 

N o n - C u s t o m e r s

Prospects, Competitors Adjacent sectors,  buying 

committee  decision makers

"good" and "bad" customers
You don't just want to talk to people who 
love your product and want to spend an 
hour wax lyrical about you.
Customers who are unhappy will show 
other patterns that will help you form a 
solid understanding of your personas

Incentivised to speak to a researcher

They will find out exactly why you haven’t received an order from them and what you can 
do to improve the situation

I n d u s t r y  G u r u s  
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Elements of  a Persona 

• Job role
• Demographics
• Firmographics (company size) 
• Attitudes, motivations and 

needs
• Role in the buying process
• Pain points and challenges
• Personal goals
• Sources of information
• Communication preferences
• How to win with these people
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C a s e  S t u d y  
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Architects and designers 
spend 40% of each day 
sourcing and researching 
products and materials ”
— Sandow  2019

“
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“So, where we’ve had an agreement with the planners for 
a certain aesthetic, then we’re in a much better position to 
say to the main contractor, you’ve won this project but 
please note that we cannot deviate from that particular 
design or product”

“They [Architects] have the professional indemnity. So, 
they’re obliged under contract to meet the regulation. So, 
if they fail against the regulation then any remedial works 
that must be done will be picked up by their insurers”

The specification is driven primarily by the architects

• The main contractor will get involved later down the line in a 
project and might engage in value engineering, but architects 
typically want to integrate the canopy or shelter into a wider 
design philosophy

• High levels of documentation for regulatory compliance and the 
trouble in changing a specification can constrain the main 
contractor from using substitutes

• By influencing at the design stage and by having your product 
and your company specified provides much less opportunity to 
be replaced later

• In commercial projects, architects are accountable for the 
canopy or shelter’s performance over a long period. 

Key Insights - Specification Process

Architects do not want to do anything that will risk their personal or professional reputation and 
credibility and therefore prefer to purchase from recognized suppliers
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Online information sources:-
• The most popular sources of technical information are 

manufacturer websites (94%).
• 43% of Architects read online blogs and articles, with significantly 

less of  the 56+ reading than the other age groups.

Communication Sources

Social networks:-
• 84% of Architect respondents use social networks for work, most 

likely a few times a  day.
• The lower age ranges use social networks for work more

frequently
• 81% of all respondent use LinkedIn followed by 75% using

Facebook
• The most popular device used to access social networks is the 

smart phone, and the most popular time of day is after 5.00 pm 
although before 9.00am is also popular

Source:The Construction Media Index 2017
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How are suppliers found? 

Architects trust referrals from colleagues or 
past projects to strengthen relationships 
with preferred suppliers and minimize the 
potential risk of unknowns

CPD days are seen as a good no pressure 
environment to present products

During the information gathering process 
architects are looking for information that is 
going to make their life easy!
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“So, where we’ve had an agreement with the 
planners for a certain aesthetic, then we’re in a much 
better position to say to the main contractor, you’ve 
won this project but please note that we cannot 
deviate from that particular design or product” –
Education lead Architectural Consultancy

Attitudes, Motivations and Needs Communications Preferences

Pain Points and Challenges

How does  X  win?

 Provide tools, such as pre-written 
specification  documents, to make it 
easy for the Architect to  specify 
your product.

 Sustainability data, certification on 
installation, maintenance 
information

 CPD Days (91% attend), also prefer 
in-house and mini webinar 

 BIM ready designs for schemes

 Accountable for the canopy or shelter’s performance over 
a long period

 BREAM 
 Try to specify something with flare and focus on its visual 

appeal – sell the vision

Showcase efforts to make the architect’s life easy by 
providing the right data sheets, and models in easily 
accessible formats. Highlight the importance of visualisation 
for design.  

Architects do not want to do anything that will risk their personal or professional 
reputation and credibility and therefore prefer to purchase from recognized 
suppliers

 Architects want to understand how your product  contributes 
to their overall design and the  building’s performance.

 They will try to write the canopy or shelter into the scheme 
early on along with the suggested supplier

 Might put in a budget estimate along with functional spec
 Will look for bespoke, customisable solutions
 Find a manufacturer they like then would try to find their 

unique selling point

ARCHITECT 
OWNER
ARCHITECTURAL 
DESIGNER 
TECHNICIAN 

INFORMATION SOURCES

SPECIFICATION PROCESS



© Stretton and Clay 2020

20

U s i n g  
Pe r s o n a s
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Using Buyer Personas 

1. Refinement of your budget
2. Ability to speak a persona’s language confidently
3. Create meaningful content themes which inform, challenge 

and motivate 
4. Development of life-stage communications  
5. Create optimized website landing pages
6. Cement 3rd party partnerships/affinity partnerships

Maximises sales, marketing & service across all touchpoints and platforms
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Create Content Themes

1. Provide tools, such as pre-written specification documents, to make it 
easy for the Architect to specify

2. Sustainability data, certification on installation, maintenance information
3. CPD Day, but also prefer in-house and mini webinar 
4. BIM ready designs for schemes

Put information in their hands and 
make life easy for them
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• Make a start
• Identify and target the 

right decision makers for 
your services 

• How many personas? 

RESEARCH

• Internal and external 
research

• Start with what you know
• Build up the picture from 

other sources

DISCOVERY

• Develop engaging 
personas

• Be creative
• Use them to drive your 

marketing activity

DESIGN

How do you take this forward?

Ask yourself does your current marketing 
truly communicate the value you deliver?

What is really motivating your buyers? 

If you consider this approach you will be on your way to delivering unbiased and human 
centred personas to grow your business
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G e t  i n  T o u c h
c o n t a c t @ s t r e t t o n a n d c l a y . c o m
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