
An introduction to personas
Personas are discussion documents that we 
use to help us see our work through the eyes 
of the people we aim to serve — our internal 
and external stakeholders: customers, 
suppliers, donors, sta!, constituents, citizens 
etc.  They represent archetypical (but 
importantly not stereotypical) users of the 
products, systems, and other business 
processes we are considering in our work.

Providing a “back-story” and giving our 
personas a name and a face helps make our 
personas feel more real, so that we can better 
empathise with them.  They document 
answers to a range of questions we may have 
about our stakeholders, including their 
motivations, key questions they are looking to 
answer, attributes that are relevant to what we 
are de#ning (e.g. “not very technical”), and 
other useful contextual information.

The number and types of personas are 
typically de#ned around the di!erent 
behaviours and other attributes we identify, 
which is often di!erent from traditional 
demographic segmentation.

While we may explore a range of stakeholder 
needs during a project, in-depth personas are 
usually created for those stakeholders that are 
deemed high-priority during early project 
analysis.

We strongly recommend personas be based on 
research, however, they may be informed from 
a variety of sources and can be generated in a 
number of ways:

• Customer interviews and observational 
research 

• Stakeholder workshops 

• Website usage metrics

• User surveys & other feedback

• Demographic information (age, 
geography, income etc.)

• SEO/keyword analysis

• and more...

They are also shaped by the experience of 
subject matter experts both within and 
outside your organisation, including the Zumio 
team.
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Once formed, personas support many aspects of our work, 
from branding and strategy to product development (see 
#gure, right, for some examples).  We continuously refer 
back to our personas throughout the project lifecycle and 
evolve them as new learnings or requirements come 
to light. 

It's worth noting that the discussion that occurs around 
the creation and re#nement of these documents is often 
as important as what's actually documented — they are 
living documents and serve as launch-pads for analysis 
and discussion, not a “#nished product”, set in stone.

For this reason we recommend generating personas as 
part of internal workshop processes — so that they

a) enable the project team internalise the needs and 
perspective of our stakeholders; and

b) help elicit discussion and important information that 
may not emerge through less-interactive methods of 
reporting and engagement.

Personas are structured around the speci#c needs of the 
project — they provide answers to the questions in front 
of us — and therefore there is no “one size #ts all” 
template.

That said, some questions that might prompt discussion to 
inform persona development can be found overleaf, along 
with an example persona, for reference.
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Who in!uences Joseph?

How will Joseph interact with
Greening Your Home?

Referrer Internet search
Introduction touchpoint Website home page

Questions
• How much can I borrow?
• Am I better o" getting a credit card or redrawing on home 

equity?
• How do specialist loan providers compare to major banks?
• Who o"ers "green loans"?  How much would I save?
• What government subsidies/rebates apply?

Reasons to return
• Comparing rates/features with other providers.
• Calculating repayments.
• Learning about subsidy options.
• Submitting an application.

Joseph

Age
Occupation
Education

Family status
Location
Challenges

Online locations:
Computer type:
Connection type:

Internet usage:

Top !ve bookmarked websites:

32
Solar panel installer
Advanced diploma 
(Electrician)
Married, 2 children
Blaxland, NSW
Mildly dyslexic

Home
Windows desktop
ADSL1 (ADSL2 not 
available in his area)
2–3hrs (after hours)

Technophobe

Words/Numbers Pictures

Wired

Immediate Future

Joseph’s story

I'm looking to renovate my home to make it more sustainable.  I got 
into the renewable energy #eld because I was interested in electronics 
and working with my hands, and I thought it would be a good industry 
with strong prospects for the future.

I wouldn't call myself an "environmentalist" – I'm not a greeny – but I do 
enjoy the fact I'm helping reduce emissions, which seems to be very 
important.  With 2 kids it's important to me that we help #x some of the 
things that we've done wrong for their sake.

I'm going to do some of the work on the house myself – I've already 
installed panels myself and done some previous minor renovations – 
but I will need some help.  Mainly, though, I just need enough money to 
pay for the up-front cost of things – I know we'll get the money back 
through savings in the longer term.

I'm aware of some of the government rebates related to solar energy (as 
part of my job), so I'm looking to #nd out if there are similar options for 
water and energy e$ciency.

• Facebook
• ninemsn
• Courier mail

Sustainable home improver

Joseph is looking to save money on 
"green" home improvements

What is getting in the way?
• Working out the best way to #nance his green renovations is 

confusing.
• The long application process is a hassle.
• Some providers o"er "green loans" with lower interest rates, 

some others have better loan features which is confusing.
• Limited time to research/look into di"erent options is 

frustrating.

Joseph’s situation
Goals

• To renovate his home, including adding some energy and water 
e$ciency measures.

• To increase the value and reduce operating costs of his home.

Keywords
renewable energy, solar, sustainability, environment, home 
improvements, renovations, green loans

Joseph

In"uencer

In"uencer

In"uencer

In"uencer

Non-
in"uencer

• Hotmail
• iTunes

Sample persona document
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Sample questions to consider 
for your personas

What’s your persona’s name?
Providing a name can help personalise and “make 
real” the persona — helping us to #nd empathy 
for our stakeholders.  It also helps as a shorthand 
when discussing personas in relation to your 
design etc. — e.g. “Joseph would need to do X”

Sketch, collage or storyboard your persona
Stick #gures and beyond are all #ne — this is not 
about art, it’s about discussion and 
communication.  As you think about the sorts of 
things your persona does and uses, draw them in.  
For example, do they use a mobile phone?  If so, 
paste in a picture of their phone.  

What demographic information do you 
know?  
Include any relevant information, such as age, 
geographical location, occupation etc. that may 
help frame the persona.

What’s the “background narrative” of your 
persona?
Tell your persona’s story, help us to understand 
their world.  What are the deeper emotional 
reasons why they are interested in what you’re 
o!ering?  It might help to storyboard a “day in the 
life” of your persona.

What are their frustrations and pain points?
How can you alleviate them through your 
interactions?

How were they introduced to your o!ering?
Through a friend?  Through advertising?  A $ier or 
printed materials?  Via a search engine (and if so, 
what were they searching for)?

Who are the key in"uential people in this 
person’s life around your o!ering?
Who do they trust and turn to for advice?  Where 
do the do their research on this topic?  Are they 
the decision maker, or do they need to convince 
someone else?

What is their journey with your 
organisation?
Tell us about the steps or process they go through 
in making a decision about your o!ering?  When 
and where might they interact with your 
organisation?  What sort of things might be 
happening around them?  Are there speci#c 
challenges that we need to consider?

What other related organisations/services 
might they interact with?
Tell us who, but also why?  Consider the role that 
your organisation plays, and the relationships 
between you and others in this ecosystem.

Tips:
• Personas are archetypical, not stereotypical users.  

Ground them in reality, based on research and/or 
personal experience.

• Don’t make personas match any one individual that 
you know or one speci#c research participant — 
they should describe traits that apply to multiple 
people.  While it might help to think of people that 
have some of the traits expressed in a persona, they 
shouldn’t be an exact #t.

• Try to spread di!erent traits, qualities and 
requirements across di!erent personas.  Having 6 
personas that are all very similar in terms of their 
requirements, behaviours and traits doesn’t help as 
much as 3 personas that express quite di!erent 
attributes.

• You may like to create some storyboards (like a 
comic strip) to explore the key actions/tasks that 
your persona might do — putting yourself in their 
shoes and visualising “a day in the life of...”.  This can 
help answer some of the questions and may uncover 
non-obvious opportunities or barriers that you need 
to consider.

• User Stories, which represent high-level business 
requirements in the words of your users — may fall 
out of discussing personas.  Write down each user 
story that comes up on its own post-it for future 
reference.

Personas primer
Page 4 of 4


