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Why You Need a Customer Avatar 
(aka Why You Need to Stop Marketing to Everyone in Order to Start Selling to Someone) 
 
There’s a peculiar phenomenon in business where the moment you suggest narrowing your 
target market, someone in the room will inevitably say, “But we don’t want to exclude anyone! 
Our product is for “everyone.” 
 
And that’s when you know that, should you follow this advice, you’re about to waste an obscene 
amount of money. 
 
Here’s the thing about “everyone” - unless you’re selling oxygen or the concept of not dying, 
your target market is definitively not everyone. Even Coca-Cola - which comes close to 
universal appeal - doesn’t market to everyone. They know their customer. They’ve studied their 
customer. They’ve built entire campaigns around the specific psychology of their customer. 
 
You? No offense here, but...you’re probably not Coca-Cola.  
 
So let’s talk about what happens when you try to go this route anyway - to be everything to 
everyone. Your marketing becomes what I like to call “aggressively beige.” It’s so careful not 
to offend, so desperate not to exclude, that it ends up saying absolutely nothing to absolutely 
everyone. 

It’s the human equivalent of elevator music — there and present, but entirely forgettable. 
 
This is a classic example of what’s called the “logic of abundance.” We think more is better. More 
people, more reach, more potential customers. 

But marketing just doesn’t work that way. 

Marketing works on the logic of resonance. And you can’t resonate with everyone because 
everyone isn’t anyone.

In the “real world,” casting the widest possible net will naturally bring in the most fish. But in 
marketing...this belief that more exposure, more audience, and more reach translate directly 
into more success is simply...not true. 
 
Think about it this way: Picture yourself in a room surrounded with people. If you try to speak to 
everyone, you’re essentially shouting into that crowded room hoping someone, anyone, will turn 
around. But when you know exactly who you’re talking to? You can walk up to them, tap them on 
the shoulder, and start a conversation that actually matters. 
 
That’s what a customer avatar does. It’s not some fluffy marketing exercise. It’s not a generic 
demographic data dump - you know, that “women aged 25-45 with household income of 
$75k+” nonsense that reads like a census form and tells you exactly nothing useful about how 
humans actually make decisions. 
 



3

THE IDEAL CUSTOMER AVATAR BUILDER

A real customer avatar is a detailed, semi-fictional representation of the person
whose problem you solve better than anyone else on the planet. It’s the difference
between “Hey everyone, look at my thing!” and “Hey Sarah, I know you’ve been
struggling with exactly this problem, and here’s why this matters to you specifically.” One of 
these approaches costs a fortune and yields nothing. The other costs less and actually works. 
Guess which one most businesses choose?

The problem is, most people don’t know how to build that level of clarity about their customer. 
They either overcomplicate it with endless demographic data that doesn’t matter, or they keep 
it so vague it’s useless. This workbook cuts through both mistakes. 
 
What This Workbook Will Help You Do: 
 
•	 Build a detailed customer avatar based on reality, not wishful thinking 
•	 Identify the specific problems, fears, and desires that drive purchasing decisions 
•	 Understand where your ideal customers spend their time and attention 
•	 Craft messaging that speaks directly to their actual needs 
•	 Stop wasting money marketing to people who will never buy from you 
 
How to Use This Workbook: 
 
This isn’t something you skim through during a conference call. Set aside 2-3 hours of focused, 
uninterrupted time. Work through each section completely before moving to the next—there’s a 
method to the order, and skipping around will leave you with gaps.

Here’s the most important part: be brutally honest. Creating a fictional customer avatar that 
makes you feel good about your business won’t help you make actual sales. Use real customer 
data whenever possible—actual conversations, actual complaints, actual reasons people bought 
or didn’t buy.

And remember, this is a living document. Your first pass won’t be perfect, and that’s fine. As 
you learn more about your customers through real interactions and sales conversations, come 
back and refine your avatar. The businesses that win are the ones that keep sharpening their 
understanding of who they serve. 
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Foundations 
 
Step 1:  Start With Reality, Not Fantasy 
 
Before you can build an effective avatar, you need to ground yourself in who actually buys from 
you — not who you wish would buy from you. 

 
Step 2: Your Best Customers Analysis 
 
Think about your top 5 customers (highest lifetime value, easiest to work with, best results). List 
them here: 
 

1.	  Name:  _____________________________________________________________________________ 

	 What made them perfect:  ____________________________________________________________ 

	 ______________________________________________________________________________________ 

2.	  Name:  _____________________________________________________________________________ 

	 What made them perfect:  ____________________________________________________________ 

	 ______________________________________________________________________________________ 

3.	  Name:  _____________________________________________________________________________ 

	 What made them perfect:  ____________________________________________________________ 

	 ______________________________________________________________________________________ 

4.	  Name:  _____________________________________________________________________________ 

	 What made them perfect:  ____________________________________________________________ 

	 ______________________________________________________________________________________ 

5.	  Name:  _____________________________________________________________________________ 

	 What made them perfect:  ____________________________________________________________ 

	 ______________________________________________________________________________________ 
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Step 3: Pattern Recognition 
 
Looking at these five customers, what do they have in common? 
 
Business/Professional Similarities: 
 
______________________________________________________________________________________

______________________________________________________________________________________

______________________________________________________________________________________

 
Problem/Challenge Similarities: 
 
______________________________________________________________________________________

______________________________________________________________________________________

______________________________________________________________________________________
 

Behavioral Similarities: 
 
______________________________________________________________________________________

______________________________________________________________________________________

______________________________________________________________________________________

 
Step 4: Your Worst Customers Analysis 
 
Now list your 3 worst customers (most demanding, least profitable, biggest headaches): 
 

1.	  Name:  _____________________________________________________________________________ 

	 Why they were difficult:  ______________________________________________________________ 

	 ______________________________________________________________________________________ 

2.	  Name:  _____________________________________________________________________________ 

	 Why they were difficult:  ______________________________________________________________ 

	 ______________________________________________________________________________________
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3.	  Name:  _______________________________________________________________ 

	 Why they were difficult:  _______________________________________________________

	 ______________________________________________________________________________________ 
 
 
Step 5: Red Flags to Avoid: 

What characteristics do these problem customers share? 
 
______________________________________________________________________________________

______________________________________________________________________________________

______________________________________________________________________________________

______________________________________________________________________________________

______________________________________________________________________________________

 

Demographics (The Boring But Necessary Stuff) 
 
Demographics alone won’t help you write compelling marketing, but they’re useful for media planning 
and targeting. Keep this section factual and based on real customer data. 
 
Basic Information 
 
Name Your Avatar:  _____________________________________________________________________ 
(Give them an actual name - like “CEO John” or “Accounting Ana” - it might sound silly at first, but it makes them
feel more real) 
 
Age Range:  ___________________________________________________________________________ 
 
Gender:  ______________________________________________________________________________ 
(If relevant to your business) 
 
Location:  _____________________________________________________________________________ 
(City/region/country—be specific about where they actually are) 
 
Education Level:  _______________________________________________________________________ 
 
Occupation/Job Title:  __________________________________________________________________ 
 
Industry:  ______________________________________________________________________________  
(Applies mostly to B2B)  
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Company Size:  __________________________________________________________ 
(Applies mostly to B2B)
 
Income Range:  _________________________________________________________________ 
(Individual or household, whichever is more relevant) 
 
Family Situation:  _______________________________________________________________________ 
(Single, married, kids, etc.—only if relevant to your offering) 
 
Checkpoint: Does Demographics Actually Drive Your Message?

Look at the demographic details you just filled in. Now be honest:

How much of this information directly shapes what you’ll say in your marketing and how you’ll 
say it?

 	 Almost none of it – I could market to them the same way regardless of age, location, etc.
	A little bit – Maybe 1-2 details matter, the rest is just data
	Most of it – Several factors genuinely change my approach
 	 All of it – Every detail fundamentally shifts my messaging

If you checked the first or second box, you might be overthinking demographics. Here’s why: 
Knowing “Sarah” is 34, married, and lives in Austin doesn’t tell you what keeps her up at night or 
why she’d buy from you. Those psychographic insights (coming next) matter far more than her 
zip code.

The sections ahead will matter more than what you just filled out. That said, demographic 
data isn’t useless—it helps you choose the right platforms (where they spend time online), 
refine your ad targeting, and understand the practical context of their life. You just don’t want to 
lead with it in your actual messaging. 
 

Psychographics (The Stuff That Actually Matters) 
 
This is where avatars come alive. While demographics tell you who someone is on paper, 
psychographics reveal why they do what they do. This is the difference between knowing 
someone is a 35-year-old female entrepreneur and understanding that she lies awake at 2am 
worried about whether her business will still exist in six months.

Psychographics uncover what drives decisions, what keeps your customer up at night, and 
what makes them pull out their wallet. They reveal the emotional triggers, the deep frustrations, 
the secret aspirations, and the internal dialogue running through their head when they’re 
considering a purchase.

This is the section that will actually write your marketing for you. When you nail these details, 
your copy practically writes itself because you’re speaking directly to the conversation already 
happening in your customer’s mind. 
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Values & Beliefs  
What does your avatar value most? (Rank top 3) 

___ 	 Financial security 
___ 	 Status/prestige 
___ 	 Time/freedom 
___ 	 Family 
___ 	 Career advancement 
___ 	 Personal growth 
___ 	 Making a difference 
___ 	 Health/wellness 
___ 	 Creativity/self-expression 
___ 	 Other: _______________________________________________________ 
 

What are their core beliefs about your industry/solution? 
 
______________________________________________________________________________________ 

______________________________________________________________________________________ 

______________________________________________________________________________________ 

______________________________________________________________________________________ 

______________________________________________________________________________________ 
 

 Hot Tip: How to Actually Find This Out

Most people struggle with this question because they’re guessing. Here’s how to get real 
answers:

1. 	Ask them directly. Send a simple survey or have casual conversations with 5-10 current 
 	 customers. Ask: “Before you found us, what did you believe about [your industry]?” or “What 
 	 almost stopped you from buying?”

2. 	Read their words. Look at  Amazon reviews of competitor products, Reddit threads in your 
 	 niche, Facebook group discussions, or YouTube comments. People reveal their beliefs when 
 	 they’re complaining, asking questions, or explaining their hesitations.

3. 	Listen to sales calls. If you or your team talk to prospects, record those calls (with 
 	 permission). The objections they raise and questions they ask expose their underlying beliefs.

The gold is in their actual language — not what you think they believe, but what they actually say 
when no one’s selling to them. Copy their phrases word-for-word. That’s the language that will 
resonate in your marketing.
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Goals & Aspirations 

Short-term goals (next 6-12 months):  

1.  	____________________________________________________________________________________ 

2.  ____________________________________________________________________________________ 

3.  ____________________________________________________________________________________ 

 
Long-term goals (1-5 years): 
 

1.  	____________________________________________________________________________________ 

2.  ____________________________________________________________________________________ 

3.  ____________________________________________________________________________________ 

 
How does your product/service help them achieve these goals? 

_______________________________________________________________________________________ 

_______________________________________________________________________________________ 

_______________________________________________________________________________________ 

 
Fears & Frustrations 
 
What keeps them up at night? 

_______________________________________________________________________________________ 

_______________________________________________________________________________________ 

_______________________________________________________________________________________

_______________________________________________________________________________________ 
 

What frustrates them about current solutions in your space? 

_______________________________________________________________________________________ 

_______________________________________________________________________________________ 

_______________________________________________________________________________________ 

_______________________________________________________________________________________ 
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What are they afraid of? 

Career/business fears:  ________________________________________________________ 

Financial fears:   _______________________________________________________________ 

Personal fears:  ________________________________________________________________ 

Other fears:  __________________________________________________________________ 
 
 

Problems & Pain Points (What They’re Running From) 

 
Document the pain that is driving your customers’ search for solutions. When you articulate 
their struggle better than they can, you’ve earned their attention. 

 
The Problem Hierarchy 
 
Surface-Level Problem (What they think the problem is): 

________________________________________________________________________________________ 

_________________________________________________________________________________________ 
 
 
Deeper Problem (What the real issue is): 

________________________________________________________________________________________ 

_________________________________________________________________________________________

________________________________________________________________________________________ 
 

Core Problem (The underlying driver): 

________________________________________________________________________________________ 

_________________________________________________________________________________________

________________________________________________________________________________________ 

Example: 

Surface: 	 “I need a new website” 

Deeper: 	 “My current website doesn’t generate leads” 

Core: 		  “I’m afraid my business won’t survive without more customers” 
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Pain Points by Category 

Financial Pain Points:  

1.   ______________________________________________________________________________________ 

2.  ______________________________________________________________________________________ 

3.  ______________________________________________________________________________________
 
 
Time/Efficiency Pain Points:  

1.   ______________________________________________________________________________________ 

2.  ______________________________________________________________________________________ 

3.  ______________________________________________________________________________________
 

Emotional/Personal Pain Points: 

1.   ______________________________________________________________________________________ 

2.  ______________________________________________________________________________________ 

3.  ______________________________________________________________________________________
 

The “Before State” 
 
Describe their life/business BEFORE they find your solution: 

________________________________________________________________________________________ 

_________________________________________________________________________________________

________________________________________________________________________________________

What is this costing them?* 

Money - How Much?  ___________________________________________________________________ 

Time - How Much?  _____________________________________________________________________ 

Stress/Energy - How Much?  _____________________________________________________________ 

Opportunities (List Them):  ______________________________________________________________ 

Other:  _______________________________________________________________________________ 

* If this amount is unknown, a “guess-timate” is okay to use here. 
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Desires & Outcomes (What They’re Moving Toward) 
 
Capture the future state your customers are reaching for — the specific wins, feelings, 
and changes they’re willing to pay for. 
 
The “After State” 
 
Describe their ideal life/business AFTER your solution works perfectly: 

________________________________________________________________________________________ 

_________________________________________________________________________________________

________________________________________________________________________________________ 
 

Desired Outcomes 
 
What specific results do they want? (Be measurable where possible) 

1.   _____________________________________________________________________________________ 

2.  _____________________________________________________________________________________ 

3.  _____________________________________________________________________________________

4.  _____________________________________________________________________________________ 

5.  _____________________________________________________________________________________ 

 
What do they want to feel? 

________________________________________________________________________________________ 

_________________________________________________________________________________________

________________________________________________________________________________________

________________________________________________________________________________________ 

 

What do they want others to think/say about them? 

________________________________________________________________________________________ 

_________________________________________________________________________________________

________________________________________________________________________________________

________________________________________________________________________________________ 
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Setting Up the Transformation 
 
Complete this statement in your avatar’s voice: 
 
“I want to go from  ____________________________________________________________________ 
 
to  _______________________________________________________________________ so that I can 

______________________________________________________” 
 

What success looks like to them: 

In 30 days:   	 _________________________________________________________________________ 

In 90 days: 	 _________________________________________________________________________ 

In 6 months: 	 _________________________________________________________________________ 

In 1 year: 	 _________________________________________________________________________ 
 
 

Decision-Making Process 
 
Understanding how your avatar makes decisions is crucial for timing your marketing and 
positioning your offer effectively. 
 
Research Behavior 

Where do they look for information? (Check all that apply) 

	Google search 

	Industry publications 

	Social media 

	Recommendations from peers 

	Reviews/testimonials 

	YouTube/video content

	Podcasts 

	Industry events/conferences 

	Other:  ___________________________________________________________________ 
 
How long is their typical buying cycle? 
 Impulse (same day) 
 Short (1-7 days) 
 Medium (1-4 weeks) 

 

 Long (1-3 months) 
 Extended (3+ months) 
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Decision-Making Factors 

Rank these in order of importance to your avatar (1 = most important): 

	Price 

	Quality/Results 

	Speed of implementation 

	Reputation/brand 

	Personal connection 

	Ease of use 

	Customer service/support 

	Customization options 

	Other:  _________________________________________ 
 
Who else influences their decision? 

________________________________________________________________________________________ 

_________________________________________________________________________________________
 
 
What objections do they typically have? 
 

1.	 _____________________________________________________________________________________ 

How you overcome it:  __________________________________________________________________

_______________________________________________________________________________________________
 

2.	 _____________________________________________________________________________________ 

How you overcome it:  __________________________________________________________________

_______________________________________________________________________________________________

3.	 _____________________________________________________________________________________ 

How you overcome it:  __________________________________________________________________

_______________________________________________________________________________________________
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The Tipping Point 
 
What finally makes them decide to buy? 

________________________________________________________________________________________ 

_________________________________________________________________________________________

________________________________________________________________________________________ 
 

Communication Preferences & Media Consumption 
 
Discover where your customers scroll, read, and listen. The right message in the right place 
doesn’t need to shout. Remember that even great copy can die in silence when it’s in the wrong 
channel. Learn where your audience actually pays attention. 
 
Social Media Habits 
 
Which platforms do they actually use? Please place a check to note frequency.*

 
* Don’t assume your customers are where you are. Just because you love TikTok or live on 
Facebook doesn’t mean that your audience does. Let their behavior guide your strategy, not 
your own personal preferences. 

Additional Context:

Which platform is the one they visit the most? _____________________________________________

When are they most active online? _________________________________________

Are they content creators or consumers?    Creator    Consumer    Both
 

Platform

Facebook

Instagram

LinkedIn

Twitter/X

TikTok

YouTube

Pinterest

Reddit

Threads

Other: ____________

Never Rarely Often Daily Hourly Primary Use
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Content Preferences 
 
What type of content do they consume? (Check all that apply) 

	Long-form articles/blogs 

	Short social posts 

	Video content 

	Podcasts 

	Infographics 

	Case studies 

	Whitepapers/research 

	Email newsletters 

	Webinars 

	Other:  ____________________________________________________________________________ 

 
Communication Style 

How do they prefer to communicate with businesses? (i.e. phone, text, email, etc)  

Primary:  ______________________________________________________________________________ 

Secondary:  ___________________________________________________________________________ 

 
Their preferred tone: (Check one) 

	Formal/professional 

	Casual/conversational 

	Technical/detailed 

	Simple/straightforward 

	Humorous/entertaining 
 

Language & Terminology 
 
What words/phrases do they use to describe their problem? 

________________________________________________________________________________________ 

_________________________________________________________________________________________

________________________________________________________________________________________
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What industry jargon do they use (or NOT use)? 

_____________________________________________________________________________ 

_________________________________________________________________________________________

________________________________________________________________________________________
 
 

A Day in the Life 
 
This exercise helps you understand when and how to reach your avatar with your message. 
 
Morning Routine 
 
What time do they wake up?  ____________________________________________________________ 
 
First thing they do:  _____________________________________________________________________ 
 
Top 3 morning priorities: 

1.   _____________________________________________________________________________________ 

2.  _____________________________________________________________________________________ 

3.  _____________________________________________________________________________________
 
When/how do they consume content in the morning? ______________________________________ 

 
Workday 
 
Typical work hours:   ____________________________________________________________________ 
 
Main responsibilities: 

1.   _____________________________________________________________________________________ 

2.  _____________________________________________________________________________________ 

3.  _____________________________________________________________________________________
 

Biggest challenges during the day:  

1.   _____________________________________________________________________________________ 

2.  _____________________________________________________________________________________ 

3.  _____________________________________________________________________________________
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When do they have time to research solutions like yours? 
 
____________________________________________________________________________
 
 
Evening & Weekend 
 
After-work priorities: 

1.   _____________________________________________________________________________________ 

2.  _____________________________________________________________________________________ 

3.  _____________________________________________________________________________________
 

Evening routine: 
 
______________________________________________________________________________________ 
 
Weekend activities: 
 
______________________________________________________________________________________ 
 

When are they most receptive to marketing messages? 

Time of day:  __________________________________________________________________________ 

Day of week:  __________________________________________________________________________ 
 
 

Competitive Analysis & Market Position 
 
Your ideal customer isn’t choosing in a vacuum—they’re comparing you to other solutions. 
Understanding their alternatives reveals exactly where your unique value shines through. 
 
Current Solutions 

What are they using RIGHT NOW to solve their problem? (Even if imperfect)  

1.   _____________________________________________________________________________________ 

2.  _____________________________________________________________________________________ 

3.  _____________________________________________________________________________________
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Why haven’t these solutions fully solved their problem? 
 
_____________________________________________________________________________

______________________________________________________________________________________ 
 

Your Direct Competitors 
 
Who else are they considering? 

Competitor #1:   ________________________________________________________________________ 

What attracts your avatar to them:

________________________________________________________________________________________ 

Your advantage over them:

________________________________________________________________________________________ 
 

Competitor #2:   ________________________________________________________________________ 

What attracts your avatar to them:

________________________________________________________________________________________ 

Your advantage over them:

________________________________________________________________________________________ 

Competitor #3:   ________________________________________________________________________ 

What attracts your avatar to them:

________________________________________________________________________________________ 

Your advantage over them:

________________________________________________________________________________________ 
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Alternative Solutions 
 
What might they choose instead of ANY paid solution? 

 	Do it themselves 

	Live with the problem 

	Solve it differently 

	Other:  _____________________________________________________________________________ 
 

Your Unique Position 
 
**What makes you the ONLY choice for this avatar?** 
 
______________________________________________________________________________________

______________________________________________________________________________________

______________________________________________________________________________________

 
Complete this statement: “Unlike [competitor], we [unique value] so that [specific outcome for 
avatar].” 
 
______________________________________________________________________________________

______________________________________________________________________________________

______________________________________________________________________________________
 

Bringing Your Avatar to Life 
 
Now synthesize everything into a cohesive, actionable profile you can reference in all your 
marketing decisions. 

 
Avatar Summary 
 
Name:  _______________________________________________________________________________ 
 
Provide an overview of who they are in one sentence:   

______________________________________________________________________________________ 
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Their biggest problem: 
 
_____________________________________________________________________________ 

______________________________________________________________________________________ 

 
What they want most: 
 
______________________________________________________________________________________ 

______________________________________________________________________________________ 

______________________________________________________________________________________ 
 

How you help: 
 
______________________________________________________________________________________ 

______________________________________________________________________________________ 

______________________________________________________________________________________ 
 

Creating Your Avatar’s Story 
 
Write a brief narrative (2-3 paragraphs) that brings your avatar to life. Include their challenges, 
daily reality, what they’re trying to achieve, and how your solution fits into their journey. 
 
______________________________________________________________________________________ 

______________________________________________________________________________________ 

______________________________________________________________________________________ 

______________________________________________________________________________________ 
 
______________________________________________________________________________________ 

______________________________________________________________________________________ 

______________________________________________________________________________________ 

______________________________________________________________________________________ 

______________________________________________________________________________________ 
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The Empathy Exercise 

If you were this person, what would you need to hear to trust a solution? 
 
______________________________________________________________________________________ 

______________________________________________________________________________________ 

______________________________________________________________________________________ 
 
______________________________________________________________________________________ 

______________________________________________________________________________________ 

What would make you skeptical?

______________________________________________________________________________________ 

______________________________________________________________________________________ 

______________________________________________________________________________________ 

______________________________________________________________________________________ 

______________________________________________________________________________________ 

______________________________________________________________________________________ 
 
 
 
What proof would convince you? 
 
______________________________________________________________________________________ 

______________________________________________________________________________________ 

______________________________________________________________________________________ 

______________________________________________________________________________________ 

______________________________________________________________________________________ 
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Testing & Validation 
 
An avatar is only useful if it’s accurate. Use these validation methods to ensure you’ve
created something based on reality, not assumptions. 
 
Validation Checklist 
 
Customer Interviews 

Talk to 5-10 existing customers. Do they match your avatar? Ask:  

•	 What problem were you trying to solve? 

•	 What almost stopped you from buying? 

•	 What made you finally decide? 

•	 How has this changed your life/business? 
 
Survey Your Audience 

Create a simple survey asking about: 

•	 Their biggest challenges 

•	 What they’ve tried before 

•	 What outcomes they want 

•	 How they prefer to receive information 
 
Social Listening 

Spend time in spaces where your avatar hangs out:  

•	 What are they complaining about? 

•	 What questions do they ask repeatedly? 

•	 What language do they use? 

 
Competitor Analysis  

•	 Who is responding to your competitors? 

•	 What do those customers say in reviews? 

•	 What attracted them vs. what disappointed them? 
 
Analytics Review 
 

•	 Who actually converts on your website? 

•	 What content resonates most? 

•	 Where do your best leads come from? 
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Refinement Plan 
 
Based on validation, what needs to change? 
 
______________________________________________________________________________________ 

______________________________________________________________________________________ 

______________________________________________________________________________________
 
 
What surprised you most about your actual customers vs. your assumptions? 
 
______________________________________________________________________________________ 

______________________________________________________________________________________ 

______________________________________________________________________________________

 
Red Flags (Check any that apply) 

	My avatar doesn’t match who actually buys from me 

 	 I’m describing who I WANT as customers, not who I HAVE 

 	 I couldn’t validate most of this with real data 

 	My team disagrees significantly on who our avatar is 

	This feels like everyone and no one at the same time 
 
If you checked any boxes, go back and refine based on real customer data. 
 
 

Implementation & Next Steps 
 
You’ve built your avatar. Now what? Here’s how to put this to work in your actual marketing. 
 
Immediate Actions 
 
Message Audit
 
Review all your current marketing through your avatar’s eyes: 
 
•	 Does this speak to their specific problems? 
•	 Is this in language they actually use? 
•	 Would this overcome their specific objections? 
•	 Does this promise outcomes they actually want? 
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Content Strategy Alignment
 
Map content to your avatar’s journey:  

Awareness stage:  ______________________________________________________________________ 

Consideration stage:  ___________________________________________________________________ 

Decision stage:  ________________________________________________________________________  

Channel Optimization 

Using what you have learned from your avatar, focus your resources on the platforms that reach 
your target audience — and eliminate the ones that don’t. 
 
Channels to focus on:  __________________________________________________________________ 

Channels to test:  _______________________________________________________________________ 

Channels to eliminate:  _________________________________________________________________ 
 

Campaign Personalization 

Using the information you’ve learned in this workbooks, you should be able to now create 
avatar-specific campaigns: 
 

•	 Email sequences tailored to their problems 

•	 Ad copy using their language 

•	 Landing pages addressing their objections 

•	 Social content matching their preferences 

 

Ongoing Avatar Management 
 
Monthly Review: 
•	 Are new customers matching the avatar? 
•	 What new insights have emerged? 
•	 What needs to be updated? 
 
Quarterly Deep Dive: 
 
•	 Full avatar review and refinement 
•	 Customer interview cycle 
•	 Competitive landscape changes
•	 Market shift analysis 
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When to Create Multiple Avatars 
 
You might need multiple avatars if: 

•	 You serve distinctly different customer types 

•	 Different products serve completely different problems 

•	 You operate in multiple markets/industries 

•	 Customer needs vary significantly by segment 

 
	 Most businesses think they need multiple avatars when they actually need ONE very 	
	 clear avatar. Don’t create multiple avatars just because your customers have different 	
	 demographics. Create multiple avatars only when they have fundamentally different 	
	 problems and buying journeys. 
 

If You Need to Create Multiple Avatars...How Many Should You Create? 

You should always work on one avatar at a time, and master marketing to that one before 
creating additional ones. 

Other things to consider when creating additional avatars:  

•	 Your first/previously created avatar marketing is consistently successful 

•	 You have significant revenue from a distinctly different customer type 

•	 You have the resources to create truly separate marketing for each avatar you create 
 

Measuring Your Avatar’s Success 
 
Your avatar isn’t just a document — it’s a tool that should drive measurable business results. 
Too often, businesses invest time creating detailed customer profiles that then sit unused in a 
folder somewhere. To ensure your avatar work translates into actual value, you need to track 
specific outcomes over time. The framework below helps you evaluate whether your avatar is 
truly shaping decisions and improving performance, or whether it needs to be refined. Think 
of these metrics as checkpoints that reveal whether you’re speaking to the right people in the 
right way — and whether that clarity is translating into better business outcomes.
 
30-Days/Foundation Check: 

At this stage, your avatar should be clarifying your internal operations:

•	 Can your entire team describe your ideal customer in the same way?

•	 Has your marketing messaging become more specific and resonant?

•	 Are sales conversations starting from a place of deeper customer understanding?
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90 Days: Market Response

Now you should see external validation:

•	 Are you attracting more engaged prospects (longer site visits, higher email open rates)?
•	 Is your targeting becoming more efficient (less wasted ad spend, better audience fit)?
•	 Are leads arriving more sales-ready with fewer unqualified inquiries?

6 Months: Bottom-Line Impact

At this point, your avatar work should affect your core metrics:

•	 Conversion rates trending upward
•	 Customer acquisition costs declining
•	 Customer lifetime value increasing
•	 Sales cycle length shortening

 Red Flag Alert: If you’re not seeing these improvements by the 6-month mark, revisit your 
avatar. You may be targeting the wrong customer, or your avatar may be too generic to guide 
meaningful decisions.

Use this space to capture any insights, observations, or “aha moments” you had while 
building your avatar—the kind of notes that will be useful when you revisit this later:

______________________________________________________________________________________

______________________________________________________________________________________

______________________________________________________________________________________

______________________________________________________________________________________

______________________________________________________________________________________

______________________________________________________________________________________

______________________________________________________________________________________

______________________________________________________________________________________

______________________________________________________________________________________
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THE IDEAL CUSTOMER AVATAR BUILDER

Final Thoughts: From Avatar to Action 
 
So here’s the thing about customer avatars that nobody talks about: most of them 
end up like gym memberships. Everyone feels great about having one, but almost no one 
actually uses it.

You’ve done the work. You’ve got this detailed profile sitting in front of you. And right now, it’s 
just potential energy—like a book you bought but haven’t read yet. The magic only happens 
when you actually put it to work.

Think of your avatar as a really smart friend who sits in on all your marketing meetings. Before 
you write that email subject line, you turn to them: “Would this make you click?” Before you 
invest in that new channel, you ask: “Do you even hang out there?” Before you create another 
piece of content, you check: “Do you actually care about this, or am I just talking to hear myself 
talk?”

Here’s what I’ve noticed after watching hundreds of businesses do this: the ones who succeed 
don’t treat their avatar like a reference document. They internalize it. They get to the point 
where they instinctively ask, “What would Sarah think about this?”—and they actually know the 
answer.

That’s the inflection point. That’s when your marketing transforms from expensive guessing into 
targeted conversation. When you stop broadcasting to everyone and start speaking directly to 
someone.

So here’s your homework, and it’s simpler than you think: use this thing. Before your next 
campaign, next ad, next blog post—pause and filter it through your avatar. Does this resonate? 
Does this solve their actual problem? Would they care?

The uncomfortable truth is that you’ve probably been spending money shouting at people who 
were never going to buy from you anyway. And somewhere out there, the people who actually 
need what you’re selling? They’re not hearing you because you’re not speaking their language.

Your avatar is the decoder ring that will help you figure all of this out. 

Need Additional Help? 

You might crush this on your own. But sometimes, creating the avatar ends up being the
easiest part. The real work begins when it’s time to use it in your marketing. 

If you’re stuck in anywhere in the creation process, are second-guessing your research,  
or have realized that you need help translating your avatar into actual campaigns — don’t
worry, we’ve got your back. Reach out to us today at hello@cortexcreative.studio
and let’s discuss your avatar and how we can make sure it is paired with a winning strategy
for your marketing and growth goals. 
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