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B2B
AUDIENCE
PROFILING
9 EXERCISES
FOR MARKETERS
Marketing personas are seemingly
dividing the world of B2B
marketing. Research shows that
only 15% of B2B marketers think
their personas are effective, and
80% are confused about what
personas actually are.
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Elsewhere we see that personas add
171% increase in marketing-generated
revenue. So, despite the fact that only a
few marketers are succeeding with their
personas, it is worth putting in the graft to
get it right.
Using personas can make websites 2-5
times more effective and there is no end
to the benefits, so what’s stopping B2B
marketers from capitalising on this activity?

2

WE NEED TO START WITH
THE MOST FUNDAMENTAL
QUESTION: WHO ARE
THE CUSTOMERS IN B2B?
You would be forgiven for answering
that question by finishing off that
second B with ‘Business’. Yes of
course, in B2B, we are marketing to
other businesses.
But what does ‘marketing to
businesses’ really mean? We’re
not quite in the age of artificial
intelligence where businesses can
be treated like robots. Look around
your office. How is the work
getting done? How are decisions
being made?
A more appropriate answer to
all these questions is HUMANS.
Homo sapiens run each aspect
of the business; real people
fulfil the second B of B2B. Yes,
they are in a business context,
but none the less, you are
marketing to real people
with real lives, real struggles,
real personalities and real
problems.
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We are going to focus on the
process of getting to know your
audience with human nature in
mind. We seek to build personas
that really help your business with
nine practical steps of audience
profiling:
1. Identify the business drivers
2. Research
3. Ask your employees
4. Get personal
5. Get real
6. Data match
7. Share
8. Tailor and engage
9. Measure and adjust
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FIRSTLY, WHY DO
BUSINESSES NEED
PERSONAS?
The biggest challenge for B2B marketers in
2015 was converting leads to customers.
Note it’s not getting the lead, which could
traditionally be considered the primary
goal for a marketer. The hardest bit is
transitioning a prospect through that
tricky nomansland between marketing
and sales. In fact, now in 2016, the
number one priority metric for content
marketers is the quality of the sales
lead.

The challenges

This result shows the maturity of marketing
today. Marketers are now thinking
beyond their lead gen campaigns;
they’re attributing real consideration
to the effectiveness of those leads,
and wanting to intelligently help out
their friends in sales, rather than just
throwing thousands of leads at them.

1. Understanding the true nature
of your customer base
2. Creating personas that everyone in the business agrees upon
The following steps will help you tackle
these challenges in the context of your
own business. Take the opportunity to build
on your current persona strategy, to truly
understand your audience and construct
personas that work for your whole business.
This is the most important factor in
creating content that drives engaged
leads and most importantly, conversions.

In our experience, there is one main culprit
for orchestrating the great lead escape:
a distinct lack of shared knowledge of who
the audience really is. Marketing teams
may think they understand the audience, but
their ideas don’t match up with sales’. This is
a massive obstacle, but ironically, one of the
most straightforward to overcome.
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1.

IDENTIFY BUSINESS
DRIVERS

Unlike B2C, a lot of B2B purchases are long term, have
high value, and can affect groups of people rather than
individuals. Therefore, the decision making process
involves a number of stakeholders at various stages.
The first step is to identify the individuals who are most
integral to the decision; who has the most influence
over the decision to buy?

Start by looking at your current customers.
Who do you talk to within each organisation?
The IT Manager? The CEO?

Who do they need to seek go-ahead from?
The Finance Manager? The Board?

Who is actually going to benefit from your
product/service?
Sales? Customer Service?

Look in depth at the communication chains with your
current customers to pinpoint the motivation and
permissions required to trigger point of sale. Who
initiates, influences and authorises the purchase?
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2.

RESEARCH
Now you’ve identified the business drivers,
it’s time to conduct some research to paint
a picture of these people: their credentials,
what they’re talking about, their interests
and behaviours, etc. There are various
options available to you for this.
• Social listening tools provide
information on what’s going on in the
online social arena in real time, from hot
discussion topics to real world behaviour
and preferences
• Do your homework with third party
data
• Build a qualitative research strategy
• Reference publishers to paint an
informed picture of your audience
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You can even talk to your agency partners
who will have an abundance of this type of
insight from previous campaigns in your
industry.

#tip
Your organisation is likely to hold lots of
data on its current leads and customers.
This is great and can help your employees
understand the audience and create useful
segments. However, to perform actions
based on internal research alone creates a
restricted, warped view of the market place.
For example, if all of your customers
currently require cloud services, your
research will cast the assumption that ALL
businesses are in market for cloud services.
Remember that internal data speaks only for
your client base and not the industry as a
whole. It is vital you expand your research to
the outside world.

3.

ASK YOUR
EMPLOYEES
“Ask your sales team, the marketing
team, customer support; get a good
cross-section of all employees that
interact with existing customers.”

Don’t underestimate how valuable it is
to open up the floor to your employees
and colleagues to ask what they think.
You might not even realise that there are
various opinions within your organisation,
but actually, it is inevitable, as different
staff members deal with your customers at
different stages in the buying cycle.
Ask your sales team, the marketing team,
customer support; get a good crosssection of all employees that interact with
existing customers.

#tip
Try building a questionnaire for your own
employees that asks questions around
who they think your customers are and
their experience in dealing with them. This
will generate an honest overview of your
customers’ credentials as employees are free
to answer frankly, away from the influence of
their peers or management. Furthermore, this
tactic will ensure that everyone (particularly the
sales team) is invested in the project, spawning
a shared feeling of responsibility.
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4.

GET
PERSONAL
These categories don’t provide
enough information to reflect
real people but simply conjure a
superficial persona that is incapable of speaking to individuals
effectively.

Only 15% of marketers use
in-depth qualitative research,
leaving the remaining 85% to rely
on CRM and sales data. Typical
segments include:
•
•
•
•

To have meaningful
interaction with your
organisation’s true
audience, it is not
enough to just
know who they
are, you must
fully understand
them; understand
what makes them
tick. Get personal
with your audience
to enable effective
engagement in step eight.

industry
job title
company size
geographic region

Delve into your audience’s
personal qualities. For example,
many may have families.
They have individual tastes in
movies and food and holiday
destinations. Do they like going
out with friends, shopping,
watching TV, keeping fit?
H2H Marketing - Pulse Insight
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“...in the data-dense
world we live in there
is always an answer
close at hand.”
Get to know your audience on
this granular level, well enough
that you’d recognise them in a
crowd and know how to get the
conversation started.
You might not have all of this
personal information on your
audience just lying around the
office, but luckily in the datadense world we live in there
is always an answer close
at hand. You can enhance
what you already know by
investigating what you can find
out i.e. leverage your findings
by interspersing your personas
with outsourced data. This
improved knowledge of your
audience will allow you to cut
through the noise of their busy
day to day lives to deliver a
proposition of real value to them
as an individual.

DROPBOX
CASE
STUDY

taken, where the most students
pull all nighters; insights
that students and staff
alike would be interested in
reading, all from Dropbox
data.

Have a look
at Dropbox’s
University Insights
content series.

Dropbox’s usual
content strategy is very
Dropbox-centric. By tapping
into the real lives of one
of their massive audiences,
the education sector, they are
speaking to them in a way that
is actually interesting to them
personally. The audience are
interested in the content first
and the product second. These
fun facts and figures are
very shareable for students
and education organisations alike with every share
spreading the Dropbox word.

Dropbox released
a series of blog
posts all presenting
“The audience are and discussing
interested in the insights from their
content first and the data on Dropbox
product second.” use at universities
around the globe.
Topics included
Who are The Night
Owls and Social Butterflies,
addressing various elements
of university life (other than
file sharing). This makes for
some pretty interesting reading,
depicting the universities where
the most languages are spoken,
where the most pictures are

9
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5.

BRING YOUR
PERSONA TO LIFE

Once you’ve constructed an
image with all this information
and you think you know your
persona, find a real person who
fits it as well as possible. This
can be someone on LinkedIn, an
acquaintance, or a celebrity; the
person doesn’t necessarily need
to know they are embodying
your persona (as long as you
don’t exploit their privacy). This
means that, whenever your
persona is being discussed, you
and your colleagues can refer to
a real person, have real context
to work with and a solid idea of
the customer.

“find a real person
who fits.”

Steven

Senior IT A
 ged 39

Having a persona called ‘IT
business leadership’ is a
mouthful and very forgettable
whereas the same persona
being called ‘Steven’ is
something easier to remember
for all involved and makes it
more personal to your internal
stakeholders.

Job titles include:
IT Director, Architecture Manager,
Head of IT, Director of Computer
Services
Personal interests:
Keeping fit, going to the gym, lifting,
playing rugby
Responsibilities:
Incorporating new and scalable
technology, ensuring network
security, monitor IT resources

In the same way as examples
help with explaining points,
pinning your persona
down to one, real person,
consolidates the information
for your colleagues,
ensuring everyone is
really on the same page
rather than talking about
imaginary people.

Outomes I look for:
Predictability and responsiveness,
credible technology
Attributes I look for:
Risk Management, value for money,
ease to use
Reservations I have:
Effort of change and implementation,
lack of responsiveness
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6.

DATA MATCH
“...historical
databases have
plenty of irrelevant
and out of date
information that
isn’t important for
a forward-thinking
business.”
Now that we know who the
right audiences are, we must
ensure the data we hold about
those audiences is actually
correct. Holes in your company
data can be really detrimental
at this point in the profiling
process and unfortunately,
historical databases have plenty
of irrelevant and out of date
information that isn’t important
for a forward-thinking business.
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Ensure your data is up to
date—email addresses, job
titles, duplicates, etc—by cross
referencing at least two sets of
data you hold. Pinpoint what
is relevant and irrelevant and
focus accordingly. Aim for the
most pristine database for
your business and don’t let
practicalities damage your
hard work.
Imagine if one of your personas
has 15 various job titles included,
when we do a data match
against your database you have
hardly any data that matches.
Some of this can be data that is
close but not an exact match but
equally experience has shown
that often data needs to be enriched to match those personas
making the whole process more
streamlined.
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7.

SHARE ACROSS
YOUR ORGANISATION

“Each department
should know the
personas and how to
use them.”

When creating personas, they can only
be truly effective
if dispersed to the
whole business.
Each department
should know the
personas and how to
use them.

It is also beneficial to make it easy for
employees by making the personas short
and easy to understand; concise but
informative. Think about how each department will interact with the persona and what
information will add value to them.
This will ensure that your entire organisation
is on the same page when communicating
with prospects, achieving a unified tone of
voice, shared identity, and content approach.
Audience profiling demands the buy in of
businesses as a whole, not just the marketing
team. It pays to be transparent.
H2H Marketing - Pulse Insight
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8.

TAILOR AND
ENGAGE
Profiling is not solely to decide
who to market to, but HOW to
market to them. By performing
the previous steps, you will be in a
good position to take meaningful
action with your identified
audience and cater to their
individual preferences.

Does the
communication have
the required effect?
Use the information you’ve
gathered to determine the most
ideal channels to reach this
audience and how to speak to
them. Do they prefer a casual
tone on social media? Or more
formal communication via email?
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For each communication created,
virtually run it through your
customer persona to anticipate
and control the desired actions.
Does the communication have
the required effect? Are there
any changes you need to make
to improve the strength of the
communication? For example, is
video the right format and is 3pm
on a Monday the optimum time
to send emails?
By having a thoroughly defined
customer persona, you have
a solid gauge of how your
communications will work,
and therefore can quickly
build an understanding of the
improvements required and
identify strong performing
attributes worthy of investment.
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9.

MEASURE
AND ADJUST

This process is a progressive
one and no company can
afford to perform all its analysis
at once to reach a solitary,
static conclusion. Commit to
re-evaluating your profiling
strategy on a regular basis,
perhaps every quarter, and be
prepared to grow and change
with the internal and external
tides.
For example, a major game
changer is technology use.
Shifts in technology are
ever accelerating, rendering
elements of a customer persona
redundant in short time frames.
Stay on top of your persona
habits by continuing to look out
the window and staying on top
of the outside world.
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Hopefully these actions and tips
will help your business to join
the 15% who find buyer personas
significantly effective and you
will start to see the return. If
you need further guidance on
persona building or you’d like
to see how we’ve helped other
businesses, get in touch with the
team at Pulse today.
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