
Personas



What are 
Personas?

A persona is a fictional user archetype –a 

composite model you create from the data 

you’ve gathered by talking to real people – 

that represents a group of needs and 

behaviors.

The purpose of personas is to create reliable 

and realistic representations of your key 

audience segments for reference. 

These representations should be based on 

qualitative and some quantitative user 

research and web analytics. Your personas 

are only as good as the research behind 

them. 



Benefits of 
Effective Personas

Represent different user groups for your 

product and describe real people with 

backgrounds, goals, and values.

Give a clear picture of the user's needs, 

expectations, and how they're likely to use 
the product.

Aid in revealing shared reasons why 

different user groups might want to use your 

solution.

Gives the team and stakeholders the same 

reference point for decision-making. 

Helps maintain an empathetic mindset 
rather than designing something a certain 

way just because someone on the team likes 

it. 

Personas allow designers to advocate for 
user’s needs. 



How to Develop Personas



Best Practices for 
Developing Personas

Conduct User Research
Understand your product’s users with 

research and statistics

Condense Research
Examine your data for themes and patterns. 

Brainstorm
Organize findings into persona groups that 

represent your primary users. 

Refine
Distill those groups into characters that 

embody your findings. 

Make them realistic 
Develop background, motivations, and 

expectations for each. 

Personas can inform product functionality, 
help uncover gaps, or highlight new 
opportunities.



Elements of a Persona



What Goes in a 
Persona?

Primary Elements

● Photo

● Name

● Role

● Demographics

● Goals

● Behaviors & Habits

● Technical Skills

● Environment

● Relationships

You may also sometimes see the following:

● Anxieties, Challenges, Frustrations, 

Pain Points

● Motivations, Needs

● Key Personality Attributes

● Brand Affiliation

Avoid just making up a character that might 
be as relevant to the design process as any 
given imaginary friend. 

Avoid stereotyping and bias by basing your 
personas off of your interviews and online 
market research. 



Photo

Use a photo of a real, relatable person, not a 

generic stock photo. Creative Commons-licensed 

photos from Flickr or other copyright-free source.

Don’t use a photo from anyone who is known to 

the design team or has too many distracting 

elements in the image.



Name

Give the persona a name that fits the demographic 

information and is easy to remember and 

pronounce for everyone on the team. 

LinkedIn is a good source of inspiration for names. 

The Game of Thrones name generator is not.



Role

Select a role that most closely matches one of the 

participants you interviewed and is also one of the 

identified target user types/groups. 

For example: teacher, parent, or tourist.



Demographics

Select a relevant set of demographics that fit the 

role and behavior pattern. Be realistic without 

stereotyping. The persona must be plausible and 

representative (no teenage marketing VPs who 
model and also fight crime).



Demographics

Ideally the gender, age, ethnicity, education, job, 

marital status, and location are derived from 

actual users you’ve interviewed. 

If this isn’t suitable, you can increase your 

knowledge by finding people whose online profiles 

match the criteria you have. 

Just remember to create a composite from 

multiple people.

For example
Need more info for a Fantastic Science Center’s high 
school science teacher persona because you couldn’t 
get it from an interview? 

Try searching for local news stories about teachers to 
get useful background details, quotes, and even 
pictures of actual classroom environments. 



Quote

Use an actual quote from an interview that 

embodies a core belief or attitude that is essential 

to keep in mind to meet their needs.



Goals

Identify three to four key goals for the persona 

based upon what you found in your research. 

These will be goals that the product will serve or 

relate to.

For example
Local parent’s goals related to Fantastic Science 
Center, might include finding weekend activities, 
keeping kids learning while not in school, and keeping 
up to date with advances in science.



Behaviors & Habits

Note the specific and habitual behaviors that 

constitute the pattern that defines the persona. 

Parenting, teaching, researching activities online, 

switching among multiple devices, making 

decisions with another person, making plans last 

minute. 

Real life is imperfect and complicated.

For example
Maybe you spoke with a dad who is torn between 
wanting to relax on the sofa and wanting to get out 
and find new things to do on Saturdays. 

Does he have a habit of checking Facebook over 
coffee to see what his friends are up to with their kids?

 This detail could open up a whole conversation about 
social media.



Technical Skills

Level of technical expertise and experience. Be 

realistic about the level of skill you are targeting 

with your design. 

How much experience do you expect them to have 

based upon their profession and education? Don’t 

make assumptions here. Reference your 

interviews and research.

For example
A very successful physician might be a relative 
technology novice because she is in surgery all day 
and gets very little time to learn expert features or 
acquaint herself with the latest applications. 

She could be a good proxy for everyone who has a 
lower skill level, but absolutely doesn’t want to be 
made to feel stupid when using the product.



Environment

Note all aspects of the environment that will 

affect the persona’s interaction with the product. 

Relevant hardware, software, and internet access. 

Do they go online at home or at work? Are they 

surrounded by people or in private? Is there time 

online continuous or in chunks?

For example
The teacher might have half an hour during the day 
using the classroom computer. 

The parent might have an office job with a browser 
window always open.



Relationships

Note any relationships the persona might have that 
will affect their interaction with your product. 

Is there a partner who influences decisions? Will 
children or coworkers be present and influence the 
use of your product? 

Relationships should be based on real world 
information – either from your interviews or 
demographic information gathered through surveys 
or online research.



Persona Examples



I would use this one as 
a primary model, but 
you can add any 
additional helpful and 
relevant elements.  











Untraditional Personas (i would not do this for your first and only 
personas. I would only do this if it still clearly communicates the user 
or is an additional brand element.)






