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Hello Human! We're so glad that you found us here and
are ready to read the first Discovery of Human Theory
Marketing's Explorer Series. 
 
The Explorer Series is designed with small and medium
businesses in mind who want a simple step-by-step
approach to starting their marketing journey, but don’t
have the time to read long, detailed textbooks or articles.
Each Discovery of the series contains quick and easily-
actionable tips to help you build your business’s marketing
footprint.
 
Whether your a business owner or a blossoming marketer,
we think that you will find tangible value in this series!

DISCOVERY  1

Discovery 1 of the Human Theory Explorer Series will take
you through the importance of identifying and catering to
your target market. As a small or medium business owner,
your marketing efforts have to be laser focused on the
exact people you want purchasing from your business -
otherwise you're just throwing your hard-earned cash
into a bottomless pit!
 
This Discovery will teach you what a target market is, who
is in your target market, and how to identify your market.
We'll wrap up the Discovery with some homework that
you can use to not only solidify your understanding, but
perform this Discovery exercise for your own business.
You'll have mastered Discovery 1 and will be ready to
move on to Discovery 2 - Message Crafting
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WHY  IDENTIFYING  YOUR  TARGET

MARKET  IS  IMPORTANT

Don't be like the sad comedian. By
identifying your target market, your
business will be able to identify which
customer base will most effectively respond
to your marketing efforts and is willing to
purchase from you.
In the process of identifying your target
market, you might just find a niche or
underserved market that you can cater to
and establish yourself as a dominant player
within that market segment.
You will be enabled to reach your
customers faster and easier.

To sum it up, it will save you what you
need the most: time, money, and effort.
Your company doesn't have as many
resources as large brand like Coca-Cola, or
Apple. They can afford a broader, shot gun
approach to marketing. You will need to
approach your marketing strategy with
laser-like focus and be wise with how
you're using your resources. 
It will help you understand how to develop
your marketing strategy and tactics.
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WHAT  IS  A  TARGET  MARKET?

Have you ever been to a stand up comedy
show where the comedian's jokes are just
not getting a reaction from you or the rest of
the audience?
 
Yeah, we've been there, too. It's awkward.
What the comedian probably failed to do is
know his audience. 
 
Identifying your business's target market is
just like that. Your target market is a group
of potential customers that you want to sell
your goods or services to. If you identify the
right group of customers, they will most
likely find your goods or services appealing
and will want to purchase from you.
Consumers within a target marketing often
share characteristics such as geography,
demographics, buying power, and income
(amongst other things).
 
 



How to Identify Your Target Market

The PVP Index
There's actually a method to the madness to selecting your target marketing.  Granted, it is a
rather subjective method, but our favorite way of going about this is by using the PVP Index,
which stands for:
 

Personal fulfillment - How much do you enjoy working with this market segment?
Value to the market - How much value do your services provide to this market segment?
Profitablility - When serving this segment, how much profit do you actually make? Or do
you actually lose money?

 
Start by creating a matrix of all of your market segments. Once you have this down, ask yourself
each of the PVP questions to clarify which segments should be the focus of the majority of your
marketing efforts. Your responses should be a number from a scale of 1-10. Once you have your
PVP responses, total them up into a single score for each market segment. Higher PVP Indices
are more attractive market segments, and lower indices are less desirable. Now, you shouldn't
avoid serving segments that have lower PVP Index scores, but you should absolutely focus your
efforts on the highest scoring segments. 
 
You know we won't leave you without an example. So let's pretend for a couple of minutes that
you own a DJ business that caters to a a couple of specific market segments: kids birthday
parties, weddings, school dances, private parties. 
 
 

Kids Birthdays

Personal Fulfillment: 3

Value to Market: 5

Profitability: 5

 

Total Score: 13

Private Parties

Personal Fulfillment: 9

Value to Market: 7

Profitability: 8

 

Total Score: 24

Weddings

Personal Fulfillment: 8

Value to Market: 9

Profitability: 8

 

Total Score: 25

School Dances

Personal Fulfillment: 4

Value to Market: 4

Profitability: 5

 

Total Score: 13

So based off the indices above, it looks like the wedding and private party market segments
would be most attractive to your DJ business, with kids birthday and school dances at the
bottom (really, who can blame you?).  Despite that, you will also have to think about what is the
demand for a specific market segment? People get married all the time, but how often do you
think you'll be contacted for a private party gig? Which segment is willing to pay more?  While
private parties would offer most personal fulfillment, your services would provide more market
value to the wedding segment. The PVP Index is helpful in identifying your ideal market
segment, but these are the types of questions you need to ask yourself about each segment
throughout your analysis.
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HOW  TO  CREATE  A  PERSONA

Creating a persona isn't just about assigning willy-nilly attributes to a profile. Your business
will have to really think about researching your customer base so that you can create as
accurate of a profile as you can on your customer base. You can go by the route of paid
research studies ($$$), making pointed, educated assumptions based off your interactions
with current customers (free), creating surveys for your customers to fill out (relatively free),
or even customer interviews/focus groups (free, but maybe consider an incentive for
participation)
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PERSONAS
Okay, so you have your target market identified -
great! Now, the next step in the process is for your
business to create what are called personas.
Personas are a fictional portrait of your target
customers where you assign real-life attributes
that will help you better understand their needs,
worries, problems, and purchasing habits. 
 
Grouping your target market into the various
personas that make up your target market will
benefit your business in that you'll have a better
understanding of the different types of individuals
that you will be marketing to, and how you will be
marketing to them. The idea here is to craft a
marketing strategy that will resonate with each of
your market personas individually. Case in point,
the way that you market to Richard the CEO is
probably different from how you market to Janet
from Accounting. 
 

Research and Data Gathering

Attributes to Consider

We know what you're probably thinking - what kind of attributes should I be researching and
assigning to my buyer personas? There's just so many dimensions to consider!
 
You're absolutely right! There are a lot of dimensions and characteristics that you can take
into account for buyer persona creation. But keeping the following statement in mind will
help you frame what questions you should be asking yourself and your customers: 



PERSONA  EXAMPLE: AARON  

Gender: Male
Age Range: 25-35
Education: Bachelors
Location: Austin, TX
Occupation: CEO, Marketing Agency
 
Background: Comes from the healthcare and cloud
technology industries, so is naturally attracted to new
and efficient technologies that bring value to his clients.
Comes from a small town and moved to Austin, TX - has
spent 10 years there. Appreciates beauty in art, nature,
and wine.
 
Motivators: Providing client value, fostering innovation,
efficiency
 
Goals: To provide exceptional value to his Clients, assist
his Clients in developing a solid marketing foundation,
establish Human Theory as a significant player in the
digital marketing industry.
 
Frustrations: Actually, very little frustrates him. For a
CEO, he is very zen.
 
Worries and Fears: Worries that not enough businesses
are willing to embrace digital marketing as a
foundational strategy. Fears cockroaches. 
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Once you have done your research on your customer base and you feel that you have all of the
data necessary to build a comprehensive buyer persona, you get to take to the drawing board
and start crafting an actual persona profile. While creating the persona, it always helps to have
an actual photo of a persona to help you visualize these attributes. Try to condense your data
into a story, taking yourself through a typical day of the customer your persona is meant to
imitate. For an example of a created persona,  we've created a buyer persona on our CEO, Aaron.
 

Profile Synthesis

A buyer persona should help you understand what problems your customer is trying to solve. 
 
That is the basis to this exercise - creating a detailed profile of your customer base so that
you understand exactly that they're thinking, and what needs or problems your business can
solve or meet for them. For a handy dandy list of questions that you can use while building
out your buyer personas, refer to the last page of this Discovery.



HOMEWORK
We promised you there would be homework at the end of this Discovery! But don't worry,
we won't be having you calculate the hypotenuse of any triangles or memorizing historical
dates. Each of these To-Do's will help you solidify your understanding, and the results of
each exercise will bring you closer to building a solid marketing strategy for your business. 

Really think about what value
your business is bringing to
the market

V A L U E  P R O P O S I T I O N

01 Perform research on your
target market clientele.

R E S E A R C H

04

Identify all of the markets that
your business serves.

S E G M E N T A T I O N

02 Using your research, build
your various market personas.

P E R S O N A  S Y N T H E S I S

05

Run the PVP analysis on each
of your markets to see which
is most desirable for your
business.

P V P  I N D E X

03

DISCOVERY FINDINGS

There was quite a bit to cover in this first Discovery, but the crucial knowledge you
gained from this article and the results of your homework will help you build a solid
foundation that will support you in your marketing journey. Today, you learned. 
 

What a target market is and why it's important to identify one for your
business.
A quick and painless method to discovering your most desirable markets using
the PVP Index.
What a persona is and the questions to consider while building them out for
your target markets.

 
Next on the Explorer Series, we will be discussing how to craft messages that will most
resonate with your target audiences and reap the most bang for your buck. Don't forget
to come back and join us!
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PERSONA  SYNTHESIS  QUESTIONS

What keeps them awake at night, with their eyes open and their mind stirring?
What are their personal demographics? 
What is their educational level?
What are their fears and worries?
What are they angry about, or who?
What are their top daily frustrations?
What do they most desire the most?
What is their job role? Are they a decision maker? 
What are their job responsibilities?
How do they make decisions? Who do they consult with to help them make decisions?
What is their preferred method of communication?
What websites do they visit?
Do they use social websites? If so, which ones?
Where do they go to learn about new goods or services?
What offline resources do they use? What about online resources?
Do they read newspapers or magazines?
What is the average day like for this person?
What is the biggest complaint about the companies they usually purchase their goods or
services from?
What do they enjoy the most about their current provider?
What stage in the buying journey are they in?
Why are they looking for a new service or goods provider?
Is price important to them?
What is the ONE thing they crave the most?

1.
2.
3.
4.
5.
6.
7.
8.
9.

10.
11.
12.
13.
14.
15.
16.
17.
18.

19.
20.
21.
22.
23.
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