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About BoldType

BoldType is a Birmingham-based marketing and design 
consultancy that specialises in helping companies build 
strong reputations through positive and sincere stakeholder 
relationships. The team works with clients to deliver clear 
narratives about offerings that matter to their target 
audience.
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How to use this  
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In addition to the obvious benefits, ideal customer personas 
also help align your marketing and sales teams on your Core 
Value Proposition and Key Messaging of your product or 
service. When your marketing and sales teams know exactly 
who they are talking to and how to talk to them, their 
efforts are much more successful.

How to use this tool-kit
This tool-kit is split into two core parts:

1. Definine the organisation (for B2B companies only)
2. Definine the individual (customer/client) (for B2B  

& B2C)

We recommend working on this tool-kit with three or 
four colleagues from key parts of the business (e.g. senior 
leadership, sales, marketing, operations, delivery, etc.). This 
ensures that you receive a robust insight from their unique 
perspectives, challenges and opportunities to best tackle 
your ideal clients.

This tool-kit is fully interactive and you can use it to answer 
all the questions. If you have multiple target organisations 
and individual personas, you can duplicate the question 
sections for each one. 

We recommend using flipcharts or whiteboards (physical or 
online) to collate your teams thoughts, ideas and responses 
to each question as you go progress. This will help you easily 
compare and contrast you answers.

Need more help?
We are offering a free 30 minute consultation with  
a member of our BoldType team to assist you in both 
completing your personas, and, supporting and guiding  
you on the next steps to maximising their value to you  
and your company.

Why do you need to know who  
your ideal customer or client is? 
Armed with this insight, you can 
market your products or services  
to them with better precision.

All to often, marketers and salespeople will say:  
“A customer is a customer. Any sale is a good sale”.

This is not a mindset we encourage or promote, and 
certainly not one that will support you growing your 
business effectively. In truth, there is a huge difference 
between ideal customers and less-than-ideal customers.  
It is important that as your business grows, the deals you  
are closing and retaining are worth the resources you  
have expended.

You do this by defining and selling to your Ideal  
Customer Personas (ICP).
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The structure 

B2B example

Define your organisations

Organisation  1
Include their common traits and  

demographics of the organisations


Organisation  2

Include their common traits and  
demographics of the organisations



Individual  1


Individual  1


Individual  2


Individual  3



Individual  2



B2C example

Define your audiences

Individual  1


Individual  3


Individual  2


Individual  4
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Define the target  
organisations
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N.B. If you are a B2C company, jump straight to  
‘Define the Individual’

The first step is to to define the organisations (companies) 
you want to target by type and characteristics. 

Before you complete the following questionnaire, you need 
to identify your target organisations. For example, if you are 
an automotive parts distributor:

1. Organisation A (Motor factors/ Wholesalers)

2. Organisation B (Garages) 

3. Organisation C (Enthusiast Groups)

4. Etc.
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Description / Type of organisation 
Describe your target organisation in a few words. They are the company or organisation that would buy/need your product and 
services the most.

Location 
If they have a physical location, where are they located? Major cities or towns? Are there multiple-branches?  
Where are they and which are you targeting? Regional? National? Worldwide?

Stage  
(i.e. how long have they been established?) Are they an existing, startup business? 1 year or 30 years?

Size 
How many employees? 

Who are their customers?  
Who are the customers of your customer? What kind of people are they trying to serve with their solution?
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What typical traits does this organisation have?  
Use single words or short phrases (no more than 2-5 words) to describe each of their characteristics. Are they organised or 
disorganised? Process-driven or results-driven? Cost-focussed? Quality-focussed? Understanding the traits will help when 
deciding how to target them.

What typical problems/challenges does this organisation face?  
Identifying their challenges present opportunities to demonstrate your value. Does this client need a specific kind of service? 
Do they have demanding sales targets? What do time and project management look like in the business? How tight is their  
cash flow?

What opportunities does this organisation have?  
Are they in a high growth sector? Are there opportunities for you to extend your product/service offerings to  
different departments?
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How could you help this organisation? 
How can you fit into their company to help solve their problem or challenge?. 

What’s the main reason they would work with you? 
This is why they would buy from you over another company/competitor? Cost, service, quality, existing relationship, unique 
offering or value. 

What’s the main reason they would not work with you? 
Again, in relation to another supplier/your competitor. Have you worked with them before and let them down?  
Are you more expensive than competitors? Brexit? Have they have heard of you? Is your public reputation on a par with 
competitors?
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What does this organisation need to make a decision? 
In order to use your services, what do you need to present to them? Costings, reviews, credibility, samples, demonstration etc.

What key messaging do we need to convey? 
Concisely define your USP, what are your company values, any promises you can deliver. 
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Define the  
individual (customer/client)
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This is the person who will end up buying  
your product. However, they might not be the  
end-user. For example, the IT department buying  
a new laptop or computer gear for the use of  
other employees - the end-users.
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Age

Job role / title

Employment background 
If they have a physical location, where are they located? Major cities, town, or worldwide

Level of experience
How many years have they been in the role? What previous jobs or roles ay have led to this current position? 
What is their influence in decision making for the company? Are they the ultimate decision maker? Do they vet options for  
the decision maker? If they are the latter, why do the need to be considered?

Personal Traits (Behavioural profile)  
Use single words or short phrases (no more than 2-5 words) to describe each of their characteristics. Are they organised or 
disorganised? Personable? Time poor? Cost-focussed? Down-to-earth? Understanding the traits will help when deciding how to 
target them.

Gender  (e.g. 80% male/female)

Location  (where are they located? Major cities or towns?)
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Challenges/concerns 
What are their individual challenges and concerns in their role? Are they tasked with finding cost-savings or efficiencies? Do 
they have staff challenges or a lack of data, resources or knowledge in a particular area?

Opportunities  
What are the key benefits sought by this person? Career advancement? More wealth? Improved reputation? Job security?

How could you help them personally? 
How can your products or services enrich this person’s life? Does it help them get the job done better? Does it help  
them achieve their lifestyle aspirations? Does it help diminish stress in their life? Do you help them look good to their line 
manager and improve their prospects for career advancement/raise?
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What’s the main reason they would work with you? 
Compared to a competitor, what attributes set you aside from the common customer experience? Ability to accommodate 
more ad-hoc requests? Quicker turn around? More attractive aesthetic? More comfort? Existing relationship?

What’s the main reason they would not work with you? 
In comparison to a competitor, what would make this person choose against you? Distance? Location? Price? Ingredients? 
Values?

What does this individual need to make a decision?  
Do they need a track record of performance? Ingredient list? Certification of compliance? Case studies? Demonstration?

Are they the final decision maker or do they need to convince someone? 
If the user has to sell your products to their boss, you might need to equip them with all the information. 
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How do they like to be contacted? 
Via email, social media, phone, in person? Perhaps this might change as the prospect moves along your sales funnel? 

What key messaging do we need to convey? 
Concisely define you’re USP, what are your company values, any promises you can deliver. 
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Next Steps
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Congratulations! Now that you have defined your 
ideal customer personas, you have taken the first 
step into building better relationships with those 
who matter to your business.

Now, the next steps are:

1. Design your ICP profiles to make them a strong and easy reference  
to your marketing and sales teams. 

2. Identify what your core messages are and how you need to speak  
to them. This is the building block in resonating with your ideal customers.

3. Develop a strong brand analysis that will give you the clear navigation  
to you need for every marketing campaign and initiative. 

The time has come to make your impact!

30 MINUTE  
FREE CONSULTATION

Call (0121) 724 0355 to arrange with the team!

At BoldType, we can assist you in both completing your personas, 
and, supporting and guiding you on the next steps to maximising 

their value to you and your company.
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BUSINESSPRODUCT MANUFACTURER

Manufacturer of products  

(coffee machines, appliances, 

electronics, furniture etc.)
Type:

Traits:
Goals & Initiatives:

Using Capricorn:

Demographics

UK based, Midlands areaLocation:

Young infant business up to  

30yrs trading
Stage:

Less than 50 staff/head count
Size:

Any business or consumer
Customers:

Personable

Price Aware

Friendly

Service Focussed

Quality Focussed

Relationship Focussed

Focussed Specific Product Range

Challenges:

• Gaining market recognition  

and traction

• Increasing brand awareness

• Increasing repeat business

• Perceived low quality of label/brand

• Keeping costs down but quality up

How can Capricorn help?

Provide a cost effective outsourced solution for labelling and branding of products.

Main reason they would 

buy from Capricorn?

• High product quality, durable  

material and adhesive

• State of the art process and  

quality control

• Experienced and skilled team

• Customer focused rather than 

product orientated

• Flexible solutions

• Cost efficient

• High quality

• Short run options

• Fast turnaround

• Partnership approach with customers

Main reason they would not  

buy from Capricorn?

• Very large order – limited capacity  

or perception of limited capacity

• Large product requiring large label

• Labels with 90 degree corners  

cannot be achieved

• Never heard of Capricorn

• Price to high

• Confidence and trust low due 

to poor online presence and 

marketing

Opportunities:

• Establish as a brand leader

• Increase market share

• Increase repeat business  

from current customers

• Increase perception of  

quality in the label/brand

To make a decision, they require:

Samples

Feel loved Validation 

of sales 
offer

‘Why Piece’ 

Experienced

Costings





Bespoke 

samples






INDIVIDUALPRODUCT MANUFACTURER

Director
Job Role:

JOHN SAMUELS

45 years
Age:

Male
Gender:

BirminghamLocation:

10yrs at senior level 

Product background

Passionate about the product  

more than the brand.

Employment Background:

Traits:
Goals & Initiatives:

Using Capricorn:

Personable

Risk Averse

Price Aware

Friendly

Service Focussed

Quality Focussed

Relationship Focussed

Open to change & opportunities

Appreciates of good work-life balance

Focussed Specific Product Range

Challenges:

• Not enough time

• Need reliable suppliers

• Lack of consistent sales

• + same as Business

How can Capricorn help?

Provide a cost effective outsourced solution for labelling and branding of products.

Contact:

• Face to face required to build confidence and trust

• Initial: 1) Mailshot (bespoke sample)  2) E-shot (Digital mockup)

Main reason they would 

buy from Capricorn?

• Clear process (Comms, Price, 

Timeline, Payments)

• Cheap solution that adds quality  

(real and perceived) to their products

• Connection with Capricorn staff

Main reason they would not  

buy from Capricorn?

• Inconsistent sales process

• Lack of personal connection

• Alternative labelling solutions 

preferred (metal, engraving etc..)

Opportunities:

• Increase sales

• Increase repeat business

• Discover an obvious easy decision  

to help their business grow

To make a decision, they require:

Final Decision Maker

Samples

Feel loved Validation 

of sales 
offer

‘Why Piece’ 

Experienced

Costings





Bespoke 

samples






Jane’s Concerns/Worries

Jane’s Demographics

Jane needs Spectrum Optica because...

Our messaging to Jane needs to convey

• Image and ego - look important

• Getting ‘fair value’

• She wants to shop with a brand that represents  

her status

• Her children may have eyesight issues – their 

primary concern here is optical health

• She doesn’t want her children to be bullied

• She knows a brand usually delivers good quality, 

but brand isn’t a primary driver

• She expects expertise and service as standard 

• Concerned about the longevity of the solution 

for her children’s glasses

Name: Jane Pardoe

Age: 42

Marital Status: Married

Children: 2 (0-10yrs) 

Struggling with a day  

to day activity

Needs a solution to  

the inconvenience

Has to look good but  

can’t affect how she feels 

about herself

A fair price

Products are 

fashionable

A bespoke service

High quality 

products

Expertise
Independent shop 

which fits with  

her image

35-55 year old working professionals

Based: Outskirts of Worcester in a 3/4 

bedroom house

Family Income: Approximately £50k, 

usually split 65/35% male to female

Commitments: Mortgage, car loans, 

leading shopper of the family

Topics they’re interested in:

Demographics

Characteristics

Where do they get their info?

Why might they write about Tokamak?

Our messaging needs to convey:

What do they need?

• Fusion

• Future energy, clean energy, renewable energy

• Cutting edge science/big science projects

• Nuclear

• Investment trends

• Small innovative businesses (data)

• Growing businesses

• People – household names, thought leaders

• Discovery – what’s the next big thing?

• Trusted sources/existing contacts

• Twitter/social

• Desk research

• Industry subject experts

• Events/conferences/round tables

• Exclusive scoop – a new discovery

• An interest or passion 

• Because they’re Tokamak supporters (advocacy)

• Because their editor tells them to!

• The timing is good – topical and relevant

Who: T
op tier biz/tech publications – 

Forbes, NYT, BBC, Guardian, FT

Top tier science publications

Based: 
US – either Silicon Valley  

or New York

• Busy (under pressure)

• Sceptical

• Results focussed

• Time poor 

• Stuck in their ways, hard to shift viewpoints

• Knowledgeable 

• Content hungry

Tokamak are ahead 

of the other players

Supporting media 

Tokamak have 

something different to 

say about this subject

Ready content

Tokamak are able to supply 

content/quotes readily

A story 

Tokamak can help the 

journalist get the information 

they need on the subject

A hook 
A relationship 

Credibility

Press 

Biz and tech contributors,  

freelancers, and columnists

Design, brand and print out.

Make your completed Personas 
engaging and accessible

Make them jump off the page and be used
Having a nicely designed and presented set of Ideal 
Customer Personas is vital to ensuring they are accessible 
and at your fingertips when planning and developing you 
ongoing marketing. All future marketing should be based 
on this newly defined ideal customer insight, to ensure it 
resonates and is effective.
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(0121) 724 0355
www.boldtype.agency

hello@boldtype.agency

The Moseley Exchange, 149-153 Alcester Road, 
Moseley, Birmingham, B13 8JP 

Need expert advice on  
developing you customer 
personas, brand analysis  
or key messaging?
Speak one of the BoldType experts....

Call (0121) 725 0355 or email hello@boldtype.agency
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