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TARGET PRIORITY 1

BUDGET ALLOCATION 52%

HH INCOME $100K+

ETHNICITY 51% CAUCASIAN
23% ASIAN

Miranda is a corporate executive and a mother 
of two. Between work and family, most of 
her time is gobbled up every day, so she 
appreciates anything that can save time or 
make her life easier. 

As a shoe consumer, she can afford, and will 
pay for high quality shoes but expects true 
quality, not marketing hype. She buys quality 
shoes that help her look professional and are 
durable enough to perform the whole day. 
Comfort is crucial. She buys all her shoes online, 
shopping exclusively at sites that are mobile-
friendly and have liberal return policies since 
she often orders several pair at a time before 
choosing one and returning the others.

HOW TO TURN HER INTO A CUSTOMER
Convince her that your brand is synonymous 
with quality, and make her online shopping 
experience as easy and smooth as possible.

MIRANDA, 43
  Intelligent
  Successful
  Busy

“I do my shoe shopping exclusively online. 
Who has time to browse a store?”

FEARS & PAIN POINTS
1. Time Management/Efficiency

2. Work-life balance

3. Not having control of  
my environment

GOALS & OBJECTIVES
1. Win business proposals

2. Raise successful kids

3. Enjoy the benefits of  
my hard work

DESTINATIONS
forbes.com

theglasshammer.com
colehaan.com

workingmother.com
wiserwomen.org

VALUES
Control

Productivity
Consistency

Time-saving extras
Quality

KEYWORDS
High quality women’s shoes

Comfortable black high heels
Comfortable work shoes women

Best women’s work shoes
High quality high heels

INTERESTS & HOBBIES
Reading

Family Activities
Vacations
Investing

Dining Out
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Nicole is outgoing and energized by challenges; 
she loves to work hard and play hard. She is 
a leader at work and is enjoying the “game” 
of climbing to the top. As a shoe consumer, 
she wants the look of a smart woman with 
just enough style to give her a competitive 
edge. She likes to go to after-hours networking 
events, and expects shoes that can stand up 
to her long days. She shops equally online and 
in stores; however, she does not shop in stores 
for social or recreational reasons. When Nicole 
needs shoes, she decides what she wants 
(often online), goes into the store knowing what 
she is looking for, and buys the pair she wants. 

HOW TO TURN HER INTO A CUSTOMER
Show her that you have a good selection of 
stylish shoes and how buying them is a smart 
investment.

NICOLE, 32 
  Competitive
  Confident
  No-Nonsense

“I want to exert fierce confidence  
every time I walk into a room.”

FEARS & PAIN POINTS
1.  Not having the right tools to 

succeed.

2.  Not being recognized for my 
contributions.

3.  How do I keep a high  
energy level?

GOALS & OBJECTIVES
1.   Break performance records.

2.  Establish great professional 
relationships.

3. Stay fit and healthy.

DESTINATIONS
danijohnson.com

Local business journal
nfae.com

amazon.com
zappos.com

VALUES
Success

Adventure
Courage

Competition
Innovation

KEYWORDS
Executive women’s shoes

Comfortable professional shoes
Best shoes for professional women

Best business shoes for women
Best women’s shoe brand

INTERESTS & HOBBIES
Running
Hiking

Networking
Movies

Motivational Reading
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TARGET PRIORITY 2

BUDGET ALLOCATION 29%

HH INCOME $50-75K

ETHNICITY 63% AFRICAN AMERICAN
23% CAUCASIAN



Kirsten is just starting her career and has lofty 
goals. She knows where she wants to go, but 
understands she’s starting at the bottom of 
the ladder. She likes her independence and 
values time with her girlfriends. As a shoe 
consumer, Kirsten knows that the right pair of 
comfortable heels is a good investment, but 
she can’t afford a closet full of them. She is 
willing to pay a decent price for a pair that she 
can wear to work, and occasionally when going 
out with friends after work. Kirsten shops for 
shoes online, but she equally enjoys the social 
experience of shopping in stores with friends.

HOW TO TURN HER INTO A CUSTOMER
Guide her toward fashionable, quality shoes 
that can serve double duty, and make it clear 
your brand will be around as she builds her 
shoe wardrobe.

KRISTEN, 25 
  Ambitious
  Social
  Budget-Minded

“I want to dress for success and make a good 
impression, no orthopedic shoes please!”

FEARS & PAIN POINTS
1.  Do I fit in at the office?

2.  Balancing work and fun!

3.  Will this be worth the money?

GOALS & OBJECTIVES
1.   Make a good impression; get 

promoted.

2. Establish Independence.

3. Invest in my future success.

DESTINATIONS
corporette.com
ninewest.com
jezebel.com

unfashionista.com
style.com

VALUES
Friendship

Fun
Inspiration

Individualistic
Aesthetics

KEYWORDS
Attractive pumps for office

Best women’s pumps
High heels for work

Comfortable heels that look good
Best value in high heel shoes

INTERESTS & HOBBIES
Social Parties

Shopping
Traveling
Fashion
Dancing
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TARGET PRIORITY 3

BUDGET ALLOCATION 19%

HH INCOME $35-40K+

ETHNICITY 46% INDIAN
18% AFRICAN AMERICAN



HOW TO USE YOUR  
PERSONA-X PROFILE©

Before you can sell your products or services to customers,  
you must understand: 
  
WHO your customers are,  

  
WHY they are your customers &  

  
HOW to speak to them.

The Persona-X Profile is a proprietary tool built by Brand X Research 
to give you a basic understanding of your core consumers by telling 
you who they are as individuals and as consumers. The profile also 
includes critical information that can help you determine where 
to find your customers and how you can customize your selling 
messages to them. 

PERSONA-X DESCRIPTION
EACH PERSONA-X IS AN AMALGAMATION OF A 
SPECIFIC GROUP OF YOUR TARGET CUSTOMERS. 
In the first paragraph, you will see a brief description of who they are 
as people. The second paragraph describes their typical consumer 
behavior as it relates to your industry. In other words, how they view 
your product category and what they expect when they purchase in 
your category.

GOALS & 
OBJECTIVES

Another driving factor for consumers is the establishment of goals. Where they want to go in 
life and what they want to achieve is important to know if you truly want to understand your 
customers. 

HOW TO USE THIS  
INFORMATION

Consider these common goals and objectives when crafting your marketing messages. Clearly 
illustrate how your brand of products or services can help them achieve their goals more quickly.

TARGET  
PRIORITY

This is a recommendation from the Brand X Team as to how much effort you should spend trying 
to attract this group of customers. On a scale of 1-3, a Persona-X rated 1 is a consumer that our 
team believes are most likely to respond well to your product/service, stay loyal to your brand, and 
refer their friends and family. A Persona-X rated 3 is still a very viable prospect, but less worthy of 
your marketing dollars if you must prioritize. 

HOW TO USE THIS  
INFORMATION

Delegate the majority of your marketing budget to Persona-X groups rated 1. If you have a larger 
budget, you can then consider spending smaller amounts on groups rated 2 or 3.



BEHAVIOR 
PATTERNS

  
KNOWLEDGE
How much does this Persona-X understand about your product category, how well they 
recognize brands within your category, how much time they spend on the web researching your 
category, and how adept they are at online activities.

  
ACTIVITIES 
What activities does this group encounter during the purchasing process, do they search for 
information themselves, do they respond to email messages, do they value the input of others in 
social networks, and what experiences do they have offline (friends, shopping, etc.)

  
INFLUENCES
What truly drives this group to make a purchasing decision, do they respond most to referrals 
from other people, do they tend to shop by price first, do they prefer to find products in your 
category locally, is product quality a primary factor in their decisions. 

  
HABITAT
Where are these consumers most likely to encounter and respond to your marketing messages, 
do they do most of their research and buying on their mobile or tablet devices, do they shop 
more from their home PC, their work computer, or are you more likely to reach them with 
information provided in-store.

  
DESTINATIONS 
When online, where does this group of people look first for information and products within your 
category, what are their most trusted sources. 

  
KEYWORDS 
When searching online for products in your category, what words does this group of people use 
the most.

  
VALUES 
What does this group of people value in their lives, and more specifically, what do they value 
when making a purchasing decision in your product category.

  
INTERESTS & HOBBIES 
What do they do when they are not working or shopping for your products.

HOW TO USE THIS  
INFORMATION

Understanding how your target customers behave is crucial to developing and delivering effective 
marketing and brand messages. Use these behavior patterns to determine media choices, write key 
consumer messages, develop online content, optimize search engine results, establish click-thru 
campaigns, and other decisions. The better you understand your consumer, the more likely they 
are to respond to your messages and stay loyal to your brand.

FEARS & 
PAIN POINTS

Consumers make buying decisions based on a lot of factors, including what they fear or consider 
to be subpar or missing from their lives. These points will tell you what each particular Persona-X 
frets about in their lives. 

HOW TO USE THIS  
INFORMATION

Consider these points when crafting your marketing messages. Show them how your product or 
service relieves one of more of these issues for them.


