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“People do not buy goods 
and services. 

“They buy relations, 
stories, and magic.” 

Seth Godin, The History of Marketing



No matter how prepared, people 
do not buy until they reach the 
moment of choice. 

That moment is always an 
emotional one. 

People have an emotional 
reaction to being seen and 
heard. 



WHAT IS A 

BUYER PERSONA?



A Buyer Persona is:

• A fictional representation of your 

ideal customer, and

• the person to whom you should 

direct your messaging.

When messaging with a specific Buyer 

Persona in mind, your ideal customer 

will feel you are seeing them and 

speaking directly to them.
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SPONTANEOUS
“Why are you the best 

solution for me?”

Needs Testimonials

HUMANISTIC
“Who else have you helped?”

Needs Stories

METHODICAL
“How can you 

solve my problem?”

Needs Case Studies

COMPETITIVE
“What can you do for me?”

Needs Endorsements

THE FOUR BUYER PERSONAS
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COMPETITIVE
MEGHAN MILLER 

ENRIQUEZ

SPONTANEOUS
RACHEL QUINN

HUMANISTIC
NATHAN McMULLEN

METHODICAL
JANET DICKERSON

Sample Buyer Personas
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Deliberate 



MEGHAN MILLER-ENRIQUEZ

“Winning isn’t 
everything. 

It’s the only thing.”

 32-Year-Old MBA working at SAP in Newtown Square

 Married to Eduardo, a dentist

 Moved to the suburbs from Philadelphia

 Getting out of the house and exploring is important

 Planning a family soon

 Attends the things that grab her attention

 Their social life revolves around good food, at home 

and at restaurants.

 Makes $140,000 annually.



Meghan came to Philadelphia from Chicago to 

get her MBA from Wharton and build a successful 

career in Center City. She met Eduardo at Penn, 

where he got his DDS. They recently moved to 

Newtown Square, where Eduardo bought into a 

dentistry practice and Meghan took a high-level 

position with SAP, earning $140,000 annually. They 

plan to raise a family in the suburbs: Meghan is 

currently 4-months pregnant with their first child. 

On the weekends, they sometimes use Air BnB

to try out a new area and its restaurants. If they 

can’t get away, weekends are still important, with 

Friday and Saturday nights almost always spent 

going out somewhere.

They’re looking for more to do around home 

instead  of relying on Philadelphia for culture and 

entertainment, but since their move to Delaware 

County, they really don’t know what there is for them 

to do. Rather than seek things out themselves, 

they’re more likely to go to things that attract their 

attention. So far they’ve tried out the Brandywine 

Museum and Longwood Gardens, but often default 

to dinner with friends in Center City. 

They believe culture is a necessary part of their 

lives, though right now they’re not devotees of any 

single type of cultural experience. As their family 

grows, they anticipate they’ll need to adjust their 

cultural outings to accommodate them, but also 

believe that it’s important for kids to have 

experiences that are not specifically geared to them. 

So they’d rather take them to the Philadelphia Art 

Museum instead of the Please Touch Museum. 

Even though Meghan has no formal giving plan 

or strategy, she still makes $1000 in small donations 

throughout the year. 

Meghan’s story

MEGHAN MILLER-ENRIQUEZ



What Meghan wants and needs
 For Meghan, winning is defined as being the first to know about the best of everything. 

 She needs to know that she’ll find the “right” people at your institution.

 She needs to hear from people whom she knows and respects that you are one of the 

most important places in Delaware County, in Pennsylvania, and in the country.

 She needs to know that you are is as good or better than comparable institutions.

 She needs to know that you value numbers over airy-fairy, feel-good fluff.  

 She needs to know that you and your leaders are real authorities in the field.  

 She needs to know that by working with you, she’ll get what she wants fast and done 

right the first time around. No mistakes, no stalling, no taking messages.  

 She needs to know the know the quickest way to engage with you.

MEGHAN MILLER-ENRIQUEZ



 How will you help me make a life in Delaware County, in 

both my work and my home life? 

 Who are the people who make you what you are?

 Are you really good, or just good enough for the suburbs?

 Why haven’t I heard of you before?

 Convince me you do what you say you will.

 How do I fast-track my experience with you? 

 How quickly can I get into your inner circle? How will that 

pay off for me?

Meghan’s questions and approach

MEGHAN MILLER-ENRIQUEZ



 Complications – She wants life to be straight-forward and easy. If it’s hard for 

her to navigate the website, contact someone by phone, or find an email 

address, or if once she begins the buying process there are too many steps, 

she’ll get frustrated. 

 Incompetence – Meghan studies systems, and if there’s a better way to do 

things that you’re not employing, she’ll get angry. Misspellings, untrained 

volunteers, or lack of follow-through bring out negative emotions and may cause 

her to lash out.

 Incongruence with reputation – If her experience (anything from level of 
performance to trash in the parking lot) doesn’t match with what she hears about 
you, she will quickly and irrevocably lose trust. 

 Airy Fairy Fluff – Meghan is a business person. While she loves to be 
entertained, she does not believe in art for art’s sake. Don’t charge her one price 
for a ticket and then ask for a donation to make up the difference because “art.” 

What Meghan avoids

MEGHAN MILLER-ENRIQUEZ



 Results – Spending time with us improves your life by getting you 
involved in the life of this community.

 Commitment – We know there are a lot of demands on your time, so 
we’re devoted to making sure that every experience you have with us 
is worth your investment. 

 Ease – We offer a lot of different experiences throughout the year, so 
take part in as many as you want without feeling pressured to do 
more. And our processes for buying tickets and getting involved are 
streamlined to the point of being instantaneous.

 Pioneer – No matter how many times you return to us, you’ll never 
get into the rut of having the same exact experience. The 
surroundings may stay the same, but the adventure is always 
different.

Messaging levers for Meghan

MEGHAN MILLER-ENRIQUEZ



Meghan’s Attitude: Businesslike and power oriented

Meghan’s Use of Time: Disciplined and fast-paced

Meghan’s Requirements: Your qualifications, record, and value

Meghan’s Weakness: She needs documented evidence stressing results

How to Present to Meghan: WHAT you can do for her

Problem-solving for Meghan: Always support her ideas and conclusions

How to Facilitate Meghan’s 

Decision-making:
Provide options, probabilities, and challenges

MEGHAN MILLER-ENRIQUEZ at a 

glance



 From Scranton, Rachel is 45 and married, with 2 kids.

 She and her husband are lawyers; she’s a partner in a small 

Media law firm, earning $115,000 annually. 

 She likes Media for its small businesses that are cool places to 

hang with friends while the kids are engaged in after-school 

activities. 

 She will go to anything that’s interesting in a cool way, like the 

light show at Longwood Gardens, especially if friends are going.

 She’s still friends with people from her hometown and has a 

large circle of friends here. 

 Always feels like she’s impoverished, close to bankruptcy, but 

that doesn’t stop her from going out and having fun. 

 Rachel and her husband are not great financial planners: nights 

out are on credit cards.
“Live in the moment. 

Every moment is now.”

RACHEL QUINN



Rachel’s story
Rachel met her husband when they were both 

law students at Villanova. They have two children, 

Tommy and Susie, who are 12 and 15, and live in 

Wallingford because of its proximity to Media and its 

attractions, and  because the schools are good. 

Though she hasn’t been back to her hometown 

of Scranton in years, she keeps up with her friends 

who still live there, relying heavily on Facebook and 

Instagram. She also has a large circle of friends in 

the area, and constantly makes time to see them in 

a variety of ways, whether having coffee at Seven 

Stones after yoga, or hanging out with the other 

moms while the kids are at after school activities. 

Rachel especially likes going with her friends to 

see whatever the latest cool thing is. She’ll go to 

any new thing that she’s heard about, as long as it’s 

interesting: she gets bored easily. Museums are not 

for her because she’s not quiet and contemplative. 

She did like the light show and fountains at 

Longwood Gardens, especially because they now 

sell wine as you walk around. While she’s not 

interested in history for its own sake, if it’s newly 

contextualized with modern architecture, she’ll try it 

out.. 

She and her husband do well as lawyers, but 

she always feels like she’s close to bankruptcy, but 

that doesn’t stop her from going out and having fun. 

Now that the kids are older and can take care of 

themselves, Rachel and her husband are always 

looking to go out for a fun night by themselves, 

preferring local activities because she supports 

Media’s small businesses, especially the cool ones.

Rachel and her husband are not great financial 

planners: nights out are on credit cards. They don’t 

save for a rainy day, and are grateful that her 

parents set up and paid into college funds for the 

kids. 

RACHEL QUINN



What Rachel wants and needs
 Rachel feels a little like she’s in danger of falling into a rut: as her children get older, she sees what life as an 

empty nester will be like. She’s scared to admit she’s desperate to recapture the recklessness of her youth. 

 Rachel needs to have fun on a regular basis without feeling like it’s making her broke. 

 She needs to have something for her energy to react to: rock concerts instead of orchestras; live 
performances instead of oil paintings. She wants to talk with her friends about what they’ve just 
experienced… but not too much.

 She likes making big plans at the last minute, roping friends in but leaving them an easy out. She needs to 
know that changing her plans (more tickets when she needs them, but no charges for no-show friends) is not 
a problem. 

 Rachel needs to be reminded that Hedgerow exists, but never in a nudgy way; she likes things better when 
they seem like her idea rather than she’s following a script. 

 To Rachel, you’re only as good as your last success, so she needs to know that the last few things the theater 
has done are HITS. 

 She needs testimonials from people like her to prove that she’s on the right bandwagon.

RACHEL QUINN



Rachel’s questions and approach
 What are some of Hedgerow’s most recent successes?  

 How quickly will I get into the groove at Hedgerow?  

 How easy and fun is Hedgerow’s programming?  

 Will my Hedgerow experience be a good one or will it be 
drudgery?  

 Is Hedgerow right for me?  

 What is the fastest way to engage with Hedgerow and 
your team?  

RACHEL QUINN



What Rachel avoids:
 Boring things – Everything about Hedgerow needs to be fun.

 Lack of follow-through – She needs a personal connection with Hedgerow, one 
where she’s remembered and called by name.  

 Low-energy – Needs to see passion in everyone she deals with. 

 A business-first people-second attitude – Rachel needs a deep relationship, not 
a “one-night-stand” transaction.  

 Overcomplicated explanations – She needs to easily understand what you’re 
saying and how it all works so she’ll quickly get what she wants.  

 Long drawn-out details – Everything needs to be simple. A “Buy Now” button is 
ideal.

RACHEL QUINN



Messaging levers for Rachel
 Believability – Don’t take our word for it, ask our clients what they 

experienced, and they’ll tell you Hedgerow is likeable, passionate, 
sincere, and credible. 

 Energy – At Hedgerow, people are excited in the lobby before the 
show, the action on stage is full of energy, and afterwards people 
can’t stop talking about it. 

 Experience – Every year — every night! — Hedgerow thrills 
hundreds and thousands of people, each one as different as you. 

 Communication – Hedgerow will consistently and 
straightforwardly be in touch to make sure you have the best time 
of your life.  

 Live Life More Fully – It’s always fun to go out and have a good 
time, and it’s even better when there’s something for you and your 
friends to talk about.

RACHEL QUINN



Rachel’s Attitude: Personal and activity oriented

Rachel’s Use of Time: Undisciplined and fast paced

Rachel’s Requirements: Evidence that you are trustworthy and friendly

Rachel’s Weakness: She needs you to show her personal attention and interest

How to Present to 

Rachel:
Tell her WHY you are the best solution

Problem Solving 

for Rachel:
Support her feelings, interests, and excitement

To Facilitate Rachel’s 

Decision Making:
Provide her with guarantees and opinions instead of options

RACHEL QUINN at a glance



 A 31 year-old Assistant Professor at Swarthmore College, where 

she’s up for tenure

 Single, she lives with her cat in her own house in Swarthmore, 

where she’s a member of the Co-op 

 She currently makes slightly more than $100,000 but that will 

change with tenure.

 Her identity as a feminist is more essential to her self-image than 

her heritage as an African-American

 She is sexually fluid, vegetarian, and drives a hybrid car

 She’s likes socially conscious and intellectual entertainment, and 

attends events of all kinds on campus, often making sure to 

check in with her students who are also there“Pride is the mask of one’s faults.”

JANET DICKERSON



Janet Dickerson, 31, is an African-America living 

and teaching at Swarthmore College, which waged 

an all-out campaign to recruit her for the faculty. 

She went to Harvard for her Ph.D. in Women’s 

Studies. 

As an Assistant Professor at Swarthmore, she 

makes slightly more than $100,000 a year, which 

enables her to live alone in a house she bought and 

is paying the mortgage for herself. She has a 10-

year plan which includes tenure at the College at 

the earliest opportunity. 

She is working on her next book in her specialty, 

Intersectional Feminism, which is more essential to 

her self-image than her heritage as an African-

American. 

She is single and sexually fluid.  As a socially 

conscious person, she, went to the Women’s March 

last year and currently runs the college’s “Take Back 

the Night” every year. She mentors a lot of students, 

and they regard her as the “cool” professor. 

She values comfort, class, and quiet, which is 

why she doesn’t live or work in the City. 

She goes to Swarthmore Presbyterian to “do 

good, not God.”

She drives a hybrid car and vegetarian. She’s a 

member of the Swarthmore Coop. 

She’s intellectual and likes socially conscious 

and intellectual entertainment. She likes jazz clubs, 

and pay what you can Wednesday nights at the 

Philadelphia Art Museum. She also attends events 

of all kinds on campus, often making sure to check 

in with her students who are also there. 

Janet’s story

JANET DICKERSON



 Janet needs to know how Hedgerow works and that everything has been well-thought out in a step-by-step,  
one-two-three process before she says yes. 

 Janet needs facts and figures to see that you know what you’re doing.

 She needs concrete steps to move forward, without vague ideas or generalities.

 Janet needs time to research, think, and decide. 

 Schedules, tables, lists, and details turn Janet on. 

 Janet needs know what to expect from Hedgerow—she doesn’t like surprises.

 She needs proof that that Hedgerow works, especially for people like her.

 She needs to know all the costs for everything and how long it all takes. 

 Janet needs to trust you. This is earned over time, not on the spot close.

 She needs to know with whom you’ve worked and what the result was.

What Janet Wants and Needs

JANET DICKERSON



Janet’s questions and approach

 How does you work? I need all the details. I have to know 
what to expect in an engagement with you.

 What does it cost? Don’t waste my time by qualifying or 
cross-selling.

 How do I know I’ll have a good time?

 What authorities can assure me you’re any good?

 Do you offer a guarantee or otherwise make me feel better 
about taking a risk on you? 

 Who else comes here? Will I fit in?

JANET DICKERSON



What Janet avoids:
 Over-complication and disorganization – She hates it when something that 

should be simple and straight-forward is made ridiculously complicated.  

 Lack of personal commitment – She needs to count on your attentiveness to 
detail or she’s never going to connect with you.  

 Lack of information – She wants to be able to see every step of the process 
before she asks questions. She is a deliberate thinker and needs things laid out.  

 Moving too fast – She wants to be the one to decide how to proceed. She will 
push back if she feels rushed or pressured.  

 No substantiation of claims – She wants to know what she’ll get upfront and 
spelled out so she can be assured of the value of what Hedgerow does. 

JANET DICKERSON



Messaging levers for Janet
 Results – Our achievements and past successes will 

translate into a good experience for you.  

 Process – We give you everything you need to feel 
comfortable about coming here — you’ve got all the facts 
at your disposal.  

 Excellence – We are excellent in everything we do and 
we can prove it. 

 Communication – We always give you all the information 
you need to stay on top of anything related to us and our 
services.  

 Commitment – Our engagement with you goes far 
beyond the words on our web page and brochures. 

JANET DICKERSON



Janet’s Attitude: Businesslike and detail oriented

Janet’s Use of Time: Disciplined and slow-paced

Janet’s Requirements: Prove your experience and expertise

Janet’s Weakness: She needs documented evidence and processes

How to Present to 

Janet:
Tell her HOW Hedgerow can provide a solution for her

Problem Solving 

for Janet:
Support her principles and rational approach

To Facilitate Janet’s 

Decision Making:
Provide evidence and services

JANET DICKERSON at a glance



“The best way to find yourself is to 

lose yourself in service to others.”

 A 25 year-old graphic designer for a Philadelphia non-profit, 

making $24,000 a year. 

 Lives in West Philadelphia but grew up in Springfield and 

graduated from Swarthmore College.

 Although he has a car, he depends on Septa and his bike. 

 He values social responsibility over making money. 

 He still has close friends in Media and Swarthmore.

 He attends mainstream offerings when he doesn’t have to pay for 

them.

 He considers Hedgerow events both underground and family-

oriented.

NATHAN McMULLEN



Nathan’s story
Nathan McMullen is 25. He lives in a 3-bedroom 

row-house apartment in West Philadelphia. He grew 

up in Springfield where his parents still live. He 

attended local schools, including Swarthmore 

College. He still has close friends in Media and 

Swarthmore.

His friends in West Philadelphia are also artists 

and graphic designers, and he attends their art 

shows because they’re friends. When he’s paying 

for himself, he uses discounts like Groupon to see 

shows, or goes to underground, avant-garde shows, 

like the showing of the Pig Iron first-year students’ 

work, which is cheap. 

His parents pay for his tickets when they all go to 

expensive things together, like the Philadelphia 

Flower Show or Art Museum. They go out together 

a lot, including to Hedgerow, where he went a lot 

growing up and he considers both underground and 

family-oriented. 

He has an old car, but depends on Septa and his 

bike to get around whenever possible. 

He works at a non-profit that could be called 

“GreenPeace Lite” as it’s dedicated to many of the 

same things as GreenPeace but only has a fraction 

of its budget. He chose this because he thought 

GreenPeace itself was too intense. Among other 

things, he has helped organize a “Save the 

Brandywine River” project. He took this job because 

he wants to work for a socially conscious non-profit 

rather than a large corporation. 

He’s a graphic designer for the organization, 

though he is not formally trained in that discipline: 

he was a studio art major at Swarthmore College 

and fakes what he doesn’t know. 

NATHAN McMULLEN



What Nathan wants and needs
 Nathan needs a fulfilling experience that helps him feel emotionally connected to Hedgerow .  

 He needs to feel that he is part of the Hedgerow family.  

 Nathan needs to see testimonials and stories from people connected to Hedgerow to understand 

what the theater has done for others like him.

 He wants to know all about Hedgerow– what it is, its history, the stories of the people who made it 

what it is, and what drives it.

 Nathan needs to see that Hedgerow does more than pay lip service to social issues. 

 He needs to know that he is part of Hedgerow’s community.  

 He needs to feel that Hedgerow has been there and done that, and communicates with its own 

authentic voice on its website and in its materials.  

 Nathan needs to feel that Hedgerow is for people like him and not just for the powerful elite. 

 He needs to know that Hedgerow truly cares about the people it works with and serves.

NATHAN McMULLEN



Nathan’s questions and approach
 Who are you? What are you about? What do you stand 

for?

 How will hanging out with you affect my cred with my 
friends? 

 How can you help me do more important work? 

 How soon can I get involved with you and your programs?

 Am I qualified or do I need more credentials or experience 
to work with you?

 » What is a relationship with you like?

NATHAN McMULLEN



What Nathan avoids:
 Greed – Everyone needs to make a living, but if Nathan feels you are ONLY in it 

for the money, it’s a big turn off  and it probably means he won’t be worth working 

with you in the first place.  

 High-effort relationships – Nathan is humanistic, which means he’s a 

compassionate being who strives to make things easy on everyone.  

 Trickery – If Nathan feels you are dishonest, manipulative, or misrepresent 

yourself any way, it’s not worth being involved with you on any level.   

 Transaction Focused – If you are not completely focused on building relationships, you 
must be focused on money and that’s not what Nathan is looking for.

NATHAN McMULLEN



Messaging levers for Nathan
 Relationship – We don’t crow about how important we 

are because we’re more concerned with caring. 

 Compassion – We care about our customers’ situations 

and how to help them improve them.  

 Simplicity – We make everything we do easy, because 

real experts make the complicated feel simple.  

 Connection – When you work with us, you’re part of a 

family of like-minded people who look out for their families 

and communities. 

NATHAN McMULLEN



Nathan’s Attitude: Personal and relationship oriented

Nathan’s Use of Time: Undisciplined and slow-paced

Nathan’s Requirements: Tell him who Hedgerow is, what it thinks,  and who it knows

Nathan’s Weakness: He needs recognition and approval

How to Present to Nathan : Tell him WHO Hedgerow has helped

Problem Solving for 

Nathan:

Support his ideas and intuitions, and emphasize 

Hedgerow’s relationship with him

To Facilitate Nathan’s 

Decision Making:
Offer testimony and incentives

NATHAN McMULLEN at a glance



Who is your ideal or core customer?
They’re searching online at this exact moment, typing 
into Google. 

Describe them:
Make a list of adjectives that apply to them.
List their needs.
List what motivates them.
What are they afraid of?
What ideas do they value most?
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Attitude: Businesslike and power oriented 

Use of Time: Disciplined and fast paced 

Requirements: Your qualifications, records and value 

Weakness: Documented evidence stressing results 

How to Present: WHAT you can do for them 

Problem Solving: Support their ideas and conclusions 

Facilitate Decision: Provide options, probabilities & challenge 

Competitive: Quick and Logical. WHAT can you do for them?

Their Questions for you

Are you a legitimate authority? 

Are you recognized as a legitimate authority by people who actually matter?  
How good are you at actually getting results for your clients?  
Do you have a credible track record?  
Does your content and do your methods actually make sense?  
Can you actually improve my work-life situation? How can you prove it?  
How can I fast track my success with you?

NEEDS Endorsements

Needs to see your results, your track record and endorsements. 

Needs to see that endorsements are based on results.  
Needs to know that you know what you’re talking about and can deliver actual results. No time for airy-fairy, feel-good fluff.  
Needs to know that you are a real authority in the industry.  
Needs to know that she’ll get results quickly and done right the first time. Air-tight! 

Needs to know the quickest way to engage with you.

AVOIDS

Complications – Just show her the high-level details and you have other details handled for her. 

Incompetence – Has no patience for those who make excuses and don’t deliver on promises. 

Incongruence with Reputation – If you’re not who you claim to be or don’t keep your word, you will lose all credibility. 

Airy Fairy Fluff – If you bring out healing crystals or wave incense, she’s out. Back up your methods with solid results – not just theories.

MESSAGING LEVERS FOR Competitive 

Results – Why, how, and how quickly can you help her get results?  
Commitment – Needs to know that you’ll deliver on your  promises.  
Ease – Wants this process to be easy. Seriously not looking for complications.  
Pioneer – That your processes are cutting edge, proven, and will be the difference that she needs to get the results she wants.



Attitude: Personal and activity oriented 
Use of Time: Undisciplined and fast paced 

Requirements: Evidence that you are trustworthy and friendly 
Weakness: Show personal attention and interest 

How to Present: WHY you are the best solution 
Problem Solving: Support their feelings, interests and excitement 

Facilitate Decision: Provide guarantees and opinions, not options 

Spontaneous: Quick and Emotional. WHY are you the best solution?

Their Questions for you

What are some of your most recent successes?  
How quickly will I see results?  
How easy and fun is your program?  
Will my experience be a good one or will it be drudgery?  
Is this right for me?  
What is the fastest way to engage with you and the team?  

NEEDS Testimonials

Needs to understand how you can help now.

Needs to see quick, hassle-free results that this will improve his situation.

Needs to see your passion for your customers.  
Needs to know what the experience will feel like. He likes pictures and short videos.

Needs communication to be in simple terms but not for dummies.

Needs to know fun, human points about you.

AVOIDS

Boring things – Any processes that take the fun out of life.  
Lack of follow-through – Needs to feel a sense of personal connection with you.  
Low-energy – Needs to see the passion in those he’s working with.  
A business-first, people second attitude – Needs a deeper relationship, not a “one-night-stand” experience.  
Overcomplicated explanations – Needs to be able to easily understand what you recommend so that he’ll see results quickly.  
Long drawn-out details – Wants this to be made simple.

MESSAGING LEVERS FOR Spontaneous 

Believability – Needs to know that you believe in the power of your processes and stand behind them. 

Energy – Are you excited and passionate and are you keeping it fun and exciting? 

Experience – Spontaneous wants this to be an experience that will positively change his life. Is it enjoyable, thrilling, gratifying, and transformative?  
Communication – Straight-forward, in easy-to-understand language.  
Live Life More Fully – Spontaneous wants to live life more fully rather than treading water and playing it safe. 



Attitude: Businesslike and detail oriented 
Use of Time: Disciplined and slow paced

Requirements: Evidence of your experience and knowledge
Weakness: Documented evidence and preparation

How to Present: HOW you can provide a solution
Problem Solving: Support their principles and rational approach

Facilitate Decision: Provide evidence and service

Methodical: Deliberate and Logical. HOW can you provide a solution?

Their Questions for you

Why are your methods the most effective way to do this?

What exactly does it involve?  
Can you show me case studies?  
How does this process work? I need to see lots of details.  
What is your accountability in your process?

What is your system to take care of your customers? 

NEEDS Case Studies

Needs concrete steps to move forward. No vague ideas or generalities

Needs to know what to expect—doesn’t like surprises.  
Needs to know how the process works and that it’s been well-thought out, step-by-step.  
Needs proof that that what you do works, even for people like her.  
Needs to know the costs for the service and how long the process will take.  
Needs to know exactly how every step will work. 

Needs all the lovely details because details excite her! 

AVOIDS

Over-complication and disorganization – Methodical hates it when something that should be simple and straight-forward is made ridiculously 

complicated.  
Lack of personal commitment – Methodical needs to count on your attentiveness to detail or she’s never going to connect with you.  
Lack of information – Methodical wants to be able to see every step of the process before she asks questions. She is a deliberate thinker, and needs 

things laid out.  
Moving too fast – Methodical wants to be the one to decide how to proceed. She will push back if she feels rushed or pressured.  
No substantiation of claims – Methodical wants results, upfront, spelled out, so she can be assured of the effectiveness of the process 

MESSAGING LEVERS FOR Methodical 

Results – Wants to know your achievements and past successes will translate into results for her. 

Process – Wants to understand your process in a way that she’s quite comfortable with, and know that she’s got all the facts at her disposal.  
Excellence – Needs to be convinced of your ability and processes to achieve her desired outcome.  
Communication – Wants to be able to get answers. She also wants to be able to stay on top of anything related to your company and services.  
Commitment – Needs to know that your commitment goes far beyond the words on a web page.  



Attitude: Personal and relationship oriented
Use of Time: Undisciplined and slow paced

Requirements: Who are you, what you think and who you know
Weakness: Give recognition and approval

How to Present: WHOM you have provided solutions to
Problem Solving: Support their ideas, intuitions, your relationship

Facilitate Decision: Offer testimony and incentives

Humanistic: Deliberate and Emotional. To WHOM have you provided solutions?

Their Questions for you

Why do you do what you do? What’s your passion? What drives you?  
Do your story, mindset, and personal & philosophy match up with my own personal values? Do I feel a connection?  
Does this go deeper than just a one-shot transaction? 

Will this be transformative? Will it be a chance to grow and change?  
What will it feel like to go through this?  
How will my family and community benefit from my involvement with you?  

NEEDS Stories

Needs fulfilling experiences that help him feel connected to you and part of your family and community 
Needs to see testimonials – what have you done for others?  
Needs to know all about you – who you are, your story and what inspires you.  
Needs to feel that you have been there and done that, and is communicating through your own authentic voice on your website and in your materials.  
Needs to feel your offering is for people like him, and not just for the powerful elite. 

Needs to know that you truly care about the people you work with and serve.

AVOIDS

Greed – If you’re ONLY in it for the money, then it’s a big turn off.  
High-effort relationships – Humanistic is compassionate and strives to make things easy on everyone.  
Trickery – If you have to resort to trickery, you’re not worth being involved with at all.  
Misrepresentation – Humanistic will run from dishonesty and manipulation. See the part on Trickery.  
Transaction Focused – If you’re not focused on building relationships, then you’re probably just focused on the money. See above regarding Greed.  

MESSAGING LEVERS FOR Humanistic 

Relationship – Humanistic’s concern isn’t about how much you know but how much you care.  
Compassion – Humanistic wants to know that you care about your customers’ situations and how to help them improve those situations.  
Simplicity – Humanistic wants to know that this doesn’t involve a lot of nonsensical bells and whistles. Real experts make the complicated feel simple and 

easy.  
Connection – Working with you, Humanistic will feel like part of a family or community of like-minded people.  


