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User Personas

When designing your SaaS product, understanding your target users is crucial. There are
two interesting techniques called user personas and customer journey mapping. These
techniques help you step into your users' shoes, allowing you to create products that truly
resonate with your target audience. In this lecture, we are going to learn how to create user
personas effectively.

So a user persona is a semi-fictional representation of your ideal user, based on real data
and research, that helps your team understand and empathize with the goals, behaviors,
and pain points of your target audience throughout the product development process.
Let's see how we can create such a user persona.

Initial Research:

● Conduct 5-10 informal interviews with potential users (often friends, colleagues, or
industry contacts)

● Create a simple survey and share it in relevant online communities or social media
groups

In the initial design phase of your SaaS product, begin with a streamlined approach to
creating user personas. Start by conducting 5-10 in-depth interviews with potential users.
These could be friends, colleagues, or industry contacts who fit your target market.
Complement these interviews with a simple online survey shared in relevant communities
or social media groups.

This combination of qualitative and quantitative data will provide a solid foundation for
your personas without requiring extensive resources. It's crucial to base your personas on
real data rather than assumptions, as this will lead to more accurate and useful personas.

Quick Analysis:

● Look for common themes and patterns in the feedback and data
● Identify 2-3 main user types based on roles, needs, or behavior patterns

Once you've gathered this initial data, look for common themes and patterns. Try to identify
2-3 main user types based on roles, needs, or behavior patterns that emerge from your
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research. This data-driven approach ensures that your personas reflect real user
characteristics rather than preconceived notions.

Basic Persona Creation:

● Create simplified personas, focusing on key information derived from your research
● These might be rough sketches or simple bullet-point lists rather than detailed

profiles

At the stage of basic persona creation, your personas don't need to be elaborate. Focus on
capturing key information such as the user's role and main responsibilities, their top 2-3
pain points related to your product idea, and the primary goals they're trying to achieve.
These simplified personas might be rough sketches or simple bullet-point lists rather than
detailed profiles. The important thing is that they are based on the data you've collected,
not on assumptions.

Components of a User Persona:

Now that we've covered how to create a basic persona, let's explore this slide where we
have the components that make up a fully developed user persona. While you may start
with a simplified version, understanding these components will guide you in evolving your
personas as you gather more data and insights about your users.

● Name and Photo



Firstly, creating a name and adding a photo (or avatar) for your persona helps humanize the
data and makes it easier for your team to relate to and remember the persona. While the
name and photo are fictional, they should be representative of your target user group.

● Demographics

Next we have basic demographic information about this persona such as age, gender,
location, education level, and job title. This information provides context and helps your
team visualize the user. However, be cautious not to rely too heavily on demographics
alone, as behaviors and needs are often more important in product design.

● Background

Then we have a brief background story for the persona, including their professional
experience, relevant skills, and any personal details that might influence their use of your
product. This background helps create a more rounded picture of the user and can inform
design decisions.

● Goals and Motivations

We may also clearly articulate what the persona is trying to achieve, both in their overall
professional or personal life and specifically in relation to your product. Understanding their
motivations will help you design features and experiences that align with their objectives.

● Pain Points and Frustrations

Next, there is identifying the challenges and obstacles the persona faces, particularly those
that your product could potentially solve. This information is crucial for developing features
that address real user needs and for creating marketing messages that resonate with
potential customers.

● Behaviors and Habits

Then we can add descriptions of typical behaviors, preferences, and habits related to your
product or industry. This might include how they currently solve the problem your product
addresses, their technology usage patterns, or their decision-making process when
choosing new tools.

● Information Sources

We can think about where the persona typically goes to find information or learn new skills.
This could include preferred social media platforms, industry publications, or professional
networks. This information can guide your content marketing and user education strategies.



● Objections or Concerns

Also, listing potential objections or concerns the persona might have about using your
product or similar solutions can help you address them in your product design, onboarding
process, and marketing materials.

● Preferred Communication Channels

And lastly, we might specify how the persona prefers to communicate and receive
information. This could inform your customer support strategy, marketing campaigns, and
even in-product communication features.

User personas can be a powerful tool, but it's important to approach their creation
pragmatically and base them on real data, especially in the early stages of your startup.
The key is to start with a solid foundation of research and evolve your understanding over
time.

Now that we've explored the key components that make up a comprehensive user persona,
let's put this knowledge into practice.

Practical Example:

Suppose we're developing a new SaaS marketing tool that helps small to medium-sized
businesses manage their social media campaigns, email marketing, and content calendars
all in one place. Here's an example of how we might create a user persona for this product.

First, we conduct our research. We interview 10 potential users who are marketing
managers or small business owners. We also distribute a survey to 100 individuals in
relevant LinkedIn groups and analyze the data from our early access program.

As we analyze the data, we notice a pattern emerging. Many of our respondents are
marketing managers at small businesses who are struggling to manage multiple marketing
channels efficiently. Let's create a persona based on this common user type. We name our
persona "Sarah Thompson".

Demographics:

Age: 35
Location: Austing
Job: marketing manager
Work: tech startup (50 employees)



Let's establish Sarah's basic demographic information to paint a clearer picture of our user.
Sarah is 35 years old, lives in Austin, Texas, and has a bachelor's degree in Marketing. She's
the Marketing Manager at a growing tech startup with 50 employees.

Background:

- 10 years in marketing
- worked in both B2B and B2C environments
- skilled at managing small teams and cross-departmental collaboration

Sarah has been in marketing for 10 years, starting as a social media coordinator and
working her way up. Her experience straddles both B2B and B2C sectors, giving her a
well-rounded perspective on different marketing approaches. She's known for her ability to
wear multiple hats – from content creator to campaign strategist – and excels at leading
small, agile teams.

Goals and motivation:

- increase online presence
- improve lead generation
- demonstrate marketing ROI

Now, let's explore what drives Sarah in her professional life and what she aims to achieve.
Sarah's primary goal is to increase her company's online presence and lead generation
without increasing her team size. She's motivated by efficiency and measurable results. She
wants to impress her CEO with improved marketing ROI.

Pain points and frustrations:

- managing multiple marketing tools
- maintaining brand consistency across channels
- time-consuming reporting

Regarding the pain Points and Frustrations, she is frustrated with having to switch between
multiple tools for different marketing tasks. She struggles to maintain a consistent brand
voice across channels and finds it time-consuming to generate reports that demonstrate the
impact of her team's efforts.

Behavior and habits:

- checks analytics daily
- creates and schedules content regularly
- often works late



Now what about her behaviors and habits? Sarah starts her day by checking social media
analytics and responding to comments. She spends a significant portion of her day creating
and scheduling content, managing email campaigns, and coordinating with her team. She
often works late to keep up with all her tasks.

Information Sources:

- LinkedIn, Twitter, HubSpot blog, marketing webinars

Knowing where Sarah turns for information will help us understand her knowledge base
and how to reach her effectively. Sarah follows marketing influencers on LinkedIn and
Twitter. She regularly reads articles on HubSpot's blog and attends webinars on the latest
marketing trends. She's part of a local marketing professionals meetup group.

Objections or Concerns:

- learning curve of new tools
- data migration
- limited budget

By anticipating Sarah's potential reservations, we can address them proactively in our
product design. She is worried about the learning curve of adopting a new tool and the time
it might take to migrate existing data. She's also concerned about the cost, as her budget is
limited.

Preferred Communication Channels:

- Email, video tutorials, webinars

And finally Preferred Communication Channels. Sarah prefers email for professional
communication but enjoys learning through video tutorials and webinars. She appreciates
concise, actionable content.

As you begin designing your product, refer to the data-driven personas to guide your
decision-making. They can help you prioritize features and ensure that your initial design
aligns with the needs of your target users. Remember, the goal at this stage is not to create
perfect, comprehensive personas, but to have a clear, actionable understanding of your
potential users that can inform your design choices.

Also, it's important to view these initial personas as living documents. As you develop your
product and interact with real users, you'll gain new insights. Use this feedback to refine
and expand your personas over time. This iterative approach allows you to start with a
simple foundation and build more detailed, accurate personas as your product and user
base grow.


