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CUSTOMER PERSONA



CUSTOMER PERSONA DEVELOPMENT

Transcend Strategic Consulting helps our clients build 
research-based personas that give deep insight into who their 
customers are, what their goals are, and what drives their 
behavior, buying decisions, and loyalty. We then work with our 
clients to use these personas to build data-driven marketing 
and communications strategies and product roadmaps.
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The Doherty household consists of three family members—husband, wife, and one child (age 18). They live in a single-
family house in Chugiak, Alaska. For the past three years, 47-year-old Samuel Doherty has been a full-time consultant 
working on EHR implementation throughout Alaska, earning $145,000 annually. He prefers to fly on Ravn Alaska and is 
likely to continue this trend in the next six months. 

 

“I love the laid-back atmosphere 
when I fly for work.” 

 

Samuel tries to fly on Ravn Alaska when he travels throughout the state, whether it’s to 
larger cities like Fairbanks or more remote places like Bethel. He likes the family 
atmosphere, and he takes pride in supporting a local company. Even though Alaska 
Airlines often flies to the same locations, he likes to avoid what he jokingly calls “Seattle 
Airlines” unless the price difference is too obvious.  

Samuel flies so often on Ravn that he is well known with the flight crew, who treat him like 
family. His favorite flight attendant, Sherry, has been with the airline for over 25 years and 
is often on his route to Bethel, where he is working to update the health record system at 
the Yukon Kuskokwim Delta Regional Hospital. Samuel likes the special attention and how 
it feels like flying with an old friend. He is usually upgraded to first class, and Sherry always 
has a coffee ready for him to enjoy while everyone else is boarding. Though he often has a 
fine experience on Alaska Airlines, they don’t recognize him, and it feels like just another 
faceless corporation to him. 

Though the price is often a little higher on Ravn, Samuel doesn’t have to concern himself 
too much with costs, as they’re covered by the client. The extra cost is worth it for the 
relaxed atmosphere he gets to enjoy. In fact, his flight is usually the least stressful part of 
his day, and he often is able to both relax and catch up on some administrative tasks. 

When selecting an airline, Samuel considers the following factors important (in descending 
order): 

1. Flight itinerary 
2. Likelihood of being upgraded to first class 
3. Airline perks 
4. Price 

When selecting an airline, Samuel considers the following factors frustrating (in 
descending order): 

1. Lack of upgrade options 
2. Flight delays not due to weather 
3. Unexpected fees 

“Traveling for work is stressful and flying early in the morning 
is a pain, but it’s a lot better when you’re treated like a king.” 

“I don’t mind paying for service. Especially when I’m not the 
one actually paying!” 

“Every airline has a loyalty program. Mine actually matters.” 

 

  Airline A  Other  Airline B 
  

Region Eagle River/Chugiak 

 
  

Age 45 – 65 

 
  

Makeup Couple, with children 

 
  

Income Over $100K 

 
  

Children 12 – 17 yr. old 

 

  

 

24% 72%

0% 50% 100%

42% 45%

0% 50% 100%

37% 51%

0% 50% 100%

46% 45%

0% 50% 100%

29% 60%

0% 50% 100%

EXAMPLE



COMPREHENSIVE SYNTHESIS OF 
QUALITATIVE DATA 
For each open-ended question the 
responses are plotted on a spectrum. 
Clusters of respondents that appear 
across multiple spectrums signify a 
persona attribute. Once all clusters and 
patterns have been identified in the cross-
case analysis, corresponding attributes 
are added to the proto-personas. The 
aggregated responses are then analyzed 
for additional themes, and these themes 
are used to further refine each persona.

PERSONA TOOL CREATION 
The final product is a visual tool that 
may include the persona’s name, photo, 
descriptive tag, personal details, goals, 
biographical information, key attributes, 
quotes, and other information assigned 
during cross-case analysis. The visual 
layout of the persona is designed so that 
information can be easily processed and 
used by the appropriate personnel.

STRATEGIC PLANNING 
Transcend works with your team to 
integrate the data with your marketing,  
communications, and/or product strategies. 
Your marketing, product, sales, and 
support teams will have a powerful tool 
they can use to offer products customers 
need. And, they can speak to those 
customers in a language that resonates 
through channels they use.

A POWERFUL TOOL FOR A ROBUST MARKETING STRATEGY
Our proven method ensures quality personas are developed.
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FRONT-END ANALYSIS 
We work with your team to identify 
objectives. We also identify sources of 
data that may already exist and can be 
used in the process.

DATA COLLECTION 
We conduct quantitative and qualitative 
research. The quantitative research 
provides the data needed to define the 
demographics, market share, and other 
statistical variables. The qualitative 
portion provides the rich contextual 
information needed to flesh out each 
persona.

DATA ANALYSIS 
Once all the data has been collected, raw 
data is transformed into refined data that 
can be used for persona creation. 
Quantitative data is cleaned, weighted, 
and tabulated. Hundreds of pages of  
unstructured qualitative interview data 
are sorted and classified using the 
constant comparison method. Narratives 
are analyzed for key patterns, which are 
categorized and coded to uncover themes. 

COMPREHENSIVE SYNTHESIS OF 
QUANTITATIVE DATA 
Quantitative data is used to guarantee 
personas accurately reflect the market. 
The results are cross-tabulated by 
demographic descriptors, and significant 
differences between groups are 
documented. After all questions and their 
corresponding spectrums are plotted, 
various visual patterns emerge. The 
demographic descriptors that appear 
most often become the key indicators 
for the personas, allowing us to extract 
proto-personas from the clusters and 
patterns. 
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