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People don’t want to be captured, they want to be understood.

Outcome: Identify all of the different types of people that want to 
be a part of your business, nonprofit or movement, and under-
stand them so you can meet their needs through your offering.

What are User Personas? 
A snapshot of who you think your customer might be (and there may 
be several) - this is the foundation of developing your business strategy 
- because you’ve got to understand clearly who you’re reaching in order 
to really reach them.

Our deepest needs as humans are to be seen, known and heard. 
When we feel like someone (or a company or product) “gets us” and 
resonates with us, we are instantly attracted to it. 

Persona work yields a much deeper understanding of why customers do 
the things they do and what they expect from an organization within any 
given context. This knowledge about customers’ motivations (the why) 
makes it possible to create innovative solutions, products, ad campaigns, 
and customer support (the what) that cater to customers on a personal 
level. -uxmag.com 



So in this section, forget about competitors, forget about “the market”, 
what about just loving people? What about just literally walking a day 
in their shoes and feeling what they feel, and meeting and solving those 
needs and problems through what you offer? And then communicating 
it to them how you would want to be communicated with? It’s not rocket  
science, but it is hard to do.

User personas drive empathy. Empathy is the key to a thriving business. 
When you come up with a name, picture, habits, walk a day in the life, 
and write a quote from their mouth, things change. 

There’s a perspective shift where you move from the seat of the provider 
to the receiver, and when you can become the receiver, you have true 
understanding from their perspective, and can begin to think like they 
think when designing your message, your offering, and how you reach 
them for them — when they feel known and seen by you, it’s a game 
changer.



Step 1: Brainstorm First

Journal about your potential and existing clients. Identify the 
different types of clients that might come to you. Often we may  
think we have just one, but when we start the brainstorming —  
there are “non-customers” that we’re leaving on the table  
because we haven’t thought of them and ways to reach them.

On the next page, fill in the different types of clients you have, 
explain each of them in one phrase, and identify what phase 
of life they are in, their average age, and their living situation.



POTENTIAL + EXISTING CLIENTS

TYPES OF CLIENTS DESCRIPTIVE PHRASE PHASE OF LIFE AVG. AGE LIVING SITUATION



Name:

Age:

Profession:

Location:

Quote:

About:

Likes:       Dislikes:

Goals:

Personality:

Traits:

Favorite Brands:

Step 2: Develop User Personas for each persona identified in Step I

Extrovert          Introvert

Sensing          Intuitive

Thinking             Feeling

Judging      Perceiving



Step 3: “A Day in the Life” Worksheet

Journal about “a day in the life” of your client. Mapping out this 
process allows you to enter into their lives, walk a mile in their 
shoes, and design a business that meets them exactly where 
they are.

On the next page, fill in the “A Day in the Life” worksheet.



A DAY IN THE LIFE WORKSHEET

Time             Place or Activity                                              Brands/Companies



Realizations about potential clients.

1.

2.

3.

4.

5.

Rank personas in order of importance.

1.

2.

3.

4.

5.

Realizations about feelings and ultimate outcomes of what they want at the core. 

1.

2.

3.

4.

5.

Realizations about where they go each day.

1.

2.

3.

4.

5.

Step 4: Connect all the dots.


