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Learning Objectives:
After going through this module, you should be able to:

▪ Prepare a Buyer persona for your prospects in both offline and online settings

▪ Fathom Consumer and B2B Decision Making Processes and Role of Salesman in both 
contexts 

▪ Understand the Difference between B2C and B2B Selling 
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What is ‘Buyer Persona’ and why it matters?

In simple words, a buyer persona is a research based profile that depicts the target
consumer

It is like defining your ideal customer

Alternatively, it can also be said that a buyer persona signifies how a prospective
customer would look like in terms of demographics and behavioural profile
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Why Buyer Personas’ matter?

Helps you personalize and assist in designing effective content 
strategies based on highly targeted content  

Provides basis for targeting profitable prospects/ customers
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How Buyer Personas can be truly beneficial for Salespeople?

Helps them understand the prospects and customers on  a deeper level, you learn why your customers buy?

Helps in identifying unique pain points 

Customized phone calls, face to face interactions and presentations  

Helps in training sales team effectively 

Saves precious selling time

Increases win rates and sales conversions, Assists in appealing different type of customers

Helps in better understanding of the prospects and customer’s motives
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Points to Keep in Mind while Creating Buyer Personas

Shopping 
Preferences: Offline 

vs. Online

Contact 
Preferences: Call, 

Mail, Personal Visit

Personal 
Background Gender, 
Age, Occupation, Income 

Level,  Educational 
Qualifications, Marital 

Status etc.

Psychographic 
Profile

Activities, Interest and 
Opinions

Goals

What is it that they are 
trying to achieve in life?
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What gets 
them 

thinking 
about your 
category?

TRIGGERS

What 
motivates 
them to 

act?

DRIVERS

What do 
they not 

like in your 
offering?

PAIN 
POINTS

What is 
stopping 

them from 
closing the 

deal?

BARRIERS
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▪ Investing in Research

▪ Maintenance of Data Bases

▪ Regularly Interview Customers

▪ Dynamic CRM

▪ Use Prospects

▪ Use Referrals

▪ Use Your Current Customers  

Creating Buyer Personas

Source: https://blog.hellostepchange.com/blog/the-ultimate-guide-to-creating-actionable-buyer-personas, https://blog.hubspot.com/marketing/buyer-
persona-research

https://blog.hellostepchange.com/blog/the-ultimate-guide-to-creating-actionable-buyer-personas
https://blog.hubspot.com/marketing/buyer-persona-research
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How buyer personas differ in online and 

offline settings?

Lets Create a Buyer Persona
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Source: https://visme.co/blog/user-persona-template/
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Source: https://visme.co/blog/user-persona-template/
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References:

▪ Selling and Sales Management, Jobber and Lancaster, Pearson

▪ Consumer Behaviour, Schiffman, Wisenblit and Kumar, Pearson

▪ Sales and Distribution Management: Decisions, Strategies and Cases, Still, Cundiff, Govoni and Puri, Pearson

▪ Sales and Distribution Management: Text and Cases, Havaldar and Cavale, Mc Graw Hill

▪ Sales and Distribution Management: An Integrative Approach, Venugopal P, Sage.

*References for online and other resources have been provided as footnotes in the respective slides.
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Thank You


