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DEF-I-NI-TION , ,
PERSONA

A persona is a fictional, yet realistic,

description of a typical or target user o

the product.

Nielsen Norman Group



Buyer Percona [ Guida. all uco

Coca sono le Buyer Personac?

Le Buyer Personas (dette anche User Personas) sono degli archetipi di
prospects che vengono calati nella realta attraverso la creazione di vere e
proprie schede personali che ne descrivono 'identita.
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Buyer Percona [ Guida. all uco

Coca sono le Buyer Personac?

Si tratta quindi di un personaggio di finzione creato per rappresentare in
modo sintetico e immediato un gruppo di persone reali.

In particolare, ogni Buyer Persona rappresenta in forma narrativa un
segmento target e I'insieme delle caratteristiche di questo specifico segmento.
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Buyer Percona [ Guida. all uco

Diferenza tra Buyer e User Personac?
La Buyer Persona si riferisce a un acquirente di un prodotto o di un servizio.
La User Persona si riferisce all’utilizzatore di un prodotto o di un servizio.

Per comodita noi useremo la dicitura piu comune: Buyer Persona.
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Buyer Percona. [ Guida alluse

(a ccheda della
Buyer Percona

La scheda della Buyer
Persona permette di creare
un personaggio di finzione
che possa rappresentare
in modo sintetico e
immediato un gruppo

di persone reali.

Francesca Airoldi - Mamma Trms 1

doing our utmost to choose the best one.

MOTIVATION
PRACTICAL AMBITIOUS SOCIABLE
Incentive
OPEN MINDED PROTECTIVE
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GOALS Fear
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« Find the best school
« Ensure a better and more stable future for the
family Growth
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Peer approval
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everything I
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Family: Married, 2 children o fad PREFERRED CHANNELS
Location: s s s « School creates problems for me
Character: Active career woman « Too many unclear offers, | can't evaluate correctly
+ I can't go into the school to see with my own eyes Traditional Media
PERSONALITY jeesssssse————— ]
BIO t
Introvert Extrovert Online & Social Media
[ | 1am looking for a school that willsuit my son. We had a positive I |
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Buyer Percona [ Guida allucs

(e Buyer Perconas ti aiutano a...

Integrare | dati realiglRt\Yel(e

di empatizzazione
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Buyer Percona [ Guida allucs

(e Buyer Perconas ti aiutano a...

© Dare una T e un TN

al segmenti target
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Buyer Percona [ Guida allucs

(e Buyer Perconas ti aiutano a...

e Progettare)r=Yailelile’s
ogni Personas
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Buyer Percona [ Guida allucs

(e Buyer Perconas ti aiutano a...

a AT E= === verso una

comprensione condivisa del target
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Buyer Percona [ Guida allucs

(e Buyer Perconas ti aiutano a...

e Presentare | dati in modo fruibile

compatto e denso
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Buyer Percona [ Guida allucs

Prima di costruire una Persona devi aver compilato la Empathy Map
(da ogni Empathy Map nasce una Buyer Persona).

EMPATHY Buyer
Map PERSONAS

EMPATHY MAP
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Buyer Percona [ Guida allucs

Motivation

Incentive
Goals
e A task that needs to be completed.
® Alife goal to be reached

® Or an experience to be felt.

Partendo dalle informazioni della
Empathy Map puoi cominciare a

- g = - Frustrations
descrlve I blsognl, Ie "A quotation that captures th's :lweTha\\jrlg‘estm%userwchmd Mkitoavo\: .
frustrazioni’ gli ObiettiVi e Ia - e Problems with the available solutions.
personalita del tuo archetipo e a Faril: M, s, tc.

Location: City, state

definirne la personalita. '

user's personality."

Brands & Influencers

The bio should be a short paragraph to describe the user
Jjourney. It should include some of their history leading up to a
current use case. It may be helpful to incorporate information
listed across the template and add pertinent details that may
have been left out. Highlight factors of the user's personal and of

Charact

Preferred Channels

PerSOﬂallty Traditional Ads

Introvert Extrovert professional life that make this user an ideal customer of your
] product. Online & Social Media
Thinking Feeling
u Referral
Sensing Intuition Remember - you may modify this template, remove any of the
Judging u Perceiving modules or add new ones for your own purpose. Guerrilla Efforts & PR
|

NG




Buyer Percona [ Guida allucs

Integriamo la narrazione empatica
con gli aspetti demografici dei
nostri clienti, come ad esempio:
sesso, fascia di eta, citta / zona
geografica, impiego, reddito, stato
di famiglia.

"A quotation that captures this

user s pe. 2 nality."

Age: 1-100

Work: Job title

Family: Married, kids, etc.
Location: City, state
Character: Type

Personality

Introvert Extrovert
|

Thinking Feeling
|

Sensing Intuition
|

Judging Perceiving
|

Goals

e A task that needs to be completed.
® Alife goal to be reached
® Or an experience to be felt.

Frustrations

® The challenges this user would like to avoid
® An obstacle that prevents this user from achieving their goals.
® Problems with the available solutions.

Bio

The bio should be a short paragraph to describe the user
Jjourney. It should include some of their history leading up to a
current use case. It may be helpful to incorporate information
listed across the template and add pertinent details that may
have been left out. Highlight factors of the user's personal and of
professional life that make this user an ideal customer of your
product.

Remember - you may modify this template, remove any of the
modules or add new ones for your own purpose.

Motivation
Incentive

Fear

Growth

Power

Social

Brands & Influencers

Preferred Channels
Traditional Ads

Online & Social Media

Referral

Guerrilla Efforts & PR




Buyer Percona [ Guida allucs

I N N Motivation
Incentive

Goals

e Atask that needs to be completed. Fear

Se abbiamo un CRM aggiungiamo N i s o 9 v
anche le informazioni di

Frustrations Social

com portamento Che pOSSiamO "A quotation that captures this : ;we Tha’\\e‘ng‘es m‘% “Sfr W?L‘d "‘kéfw HVO‘T‘ R
dedurre per quel tipo di target — ¢ Problems with the available solutions
(come la tipologia di contatto Faml: Worie. K. ot Bio

Location: City, state
H ' H HH H Cch ter: T The bio should be a short paragraph to describe the user
prefe”ta, I Canall Ut| I |Zzat| ) |e S Jjourney. It should include some of their history leading up to a

current use case. It may be helpful to incorporate information

informazioni riChieSte, eCC) ) Pergona”ty listed across the template and add pertinent details that may

have been left out. Highlight factors of the user's personal angl of

user's personality.”

Brands & Influencers

Preferred Channels

Traditional Ads

Introvert Extrovert professional life that make this user an ideal customer of yo:
] product. Online & Social Media
Thinking Feeling
u Referral
Sensing Intuition Remember - you may modify this template, remove any of th,
Judging u Perceiving modules or add new ones for your own purpose. Guerrilla Efforts & PR
|




Buyer Percona [ Guida allucs

Motivation
Incentive

e AlJask that needs to be completed. Fear

Infine arricchiamo il tutto dando un P! N s B ron
nome e una faccia al nostro
personaggio, per renderlo piu

verosimile e aggiungiamo una
breve biografia, uno storytelling WW

|egato a”e Sue Caratteristiche Character: Type
specifiche e al suo rapporto con Personality

Introvert Extrovert

Power

Frustrations Socil
e The challenges this user would like to avoid

® An obstacle tt ents this usel achieving their goals.

vith the available solutions

"m Ztiotation that captures *us
user's personality.”

Brands & Influencers

Bio
The bio should be a short paragraph to describe the user
Jjourney. It should include some of their history leading up to a
current use case. It may be helpful to incorporate information
listed across the template and add pertinent details that may
have been left out. Highlight factors of the user's personal and of
professional life that make this user an ideal customer of your

Preferred Channels

Traditional Ads

ue”o Che |i Oﬁrial | IO | product. Online & Social Media
. Thinking Feeling
. u - Referral
Sensing u Intuition Remember - you may modify this template, remove any of th,
Judging Perceiving dules or add new ones for your own purpose. Guerrilla Efforts & PR
|
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Com’fg/i per una compilazione otfimale

e Buyer Personas possono essere create da 2 o 3 persone € poi condivise con il team.
Owviamente, se preferisci lavorare in co-progettazione puoi anche assoldare un team, come
avvine per la compilazione delle Empathy Map, senza nessuna controindicazione.

Esistono molti canva e tool online per creare delle Buyer Personas, non esiste uno
standard predefinito, I'importante € che tu riesca a raccogliere tutte le informazioni
che ci servono in una scheda sintetica e faciimente consultabile.
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Buyer Percona. [ Guida alluco

Free tool

Ti consigliamo alcuni strumenti e software gratuiti che possono esserti di aiuto
nella creazione guidata delle Buyer Personas:

e Xxtensio.com/user-persona/

e www.hubspot.com/make-my-persona

e userforge.com/
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https://xtensio.com/user-persona/
https://www.hubspot.com/make-my-persona
https://userforge.com/

Vuoi sperimentare come si usano le
Buyer Personas e approfondire
| pensiero strategico per le scuole?

Contattaci e scopri di piu sui nostri

corsi di comunicazione strategica

er le scuole!



https://www.educationmarketing.it/corsi-per-docenti/
https://www.educationmarketing.it/corsi-per-docenti/
https://www.educationmarketing.it/corsi-per-docenti/
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