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Customer Profile 
[  t e m p l a t e   +   g u i d e ] 

 

Introduction 

PURPOSE + PLACE OF A DETAILED CUSTOMER PROFILE 

Social media platforms allow us to learn more about, connect with and 

engage in meaningful relationships with our audience. The ability to 

attract attention, evoke a response and connect with the vast social 

media audience, relies on your knowledge of your ideal customer. 

Context is needed to accurately plan evoking content that is deployed 

over several platforms for digital and social media marketing success.  

This template takes you through several areas that you need to research 

and consider as you create a customer profile. It is far more detailed, 

personal and insightful than a simple market segment or demographic. 

You may wish to create several customer profiles for different customer 

personalities within your customer base. 

Let’s write an ultimate Customer Profile! 
 

Contents 
1.  TERMINILOGY 

2. EXAMPLE CUSTOMER PROFILE 

3. CUSTOMER PROFILE  

   - research table 

   - write personal profile 

4. HOW TO USE THE PROFILE 

Attracting the attention of your ideal customer requires the creation of content that has the potential 
to create an emotional connection, followed by inspiration or urgency to act. Use this ultimate 

customer profile to learn more about your audience and potential customers/clients. 
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You may be confused by the many terms used to describe your: 

• ideal customer 

• customer profile 

• customer demographics 

• target market 

• market segment 

Let’s explore 3 areas or elements that come together to make ‘the ultimate customer profile’. 

• DEMOGRAPHICS 

The term ‘demographics’ refers to the age, gender, race, and education of your ideal customers. Several 

Social Media platforms will allow you to add ‘customer demographics’ to targeting tools when creating ads 

or paid promotions. Demographics are general and tend to support a range instead of an exact insight or 

fact about a client or customer.  

• SOCIOECONOMICS 

The term ‘socioeconomics’ refers to attributes related to household income, occupation, neighbourhood, 

and association memberships.  

• PSYCHOGRAPHICS  

The term ‘psychographics’ refers to your customers’ behaviours and beliefs, including personality, hobbies, 

style, and humour. Understanding this will help you in knowing how to communicate your message to them 

in a way that they will respond to.  

THE ULTIMATE CUSTOMER/CLIENT PROFILE 

Personalising your customer or client profile helps you to ‘get to know them’ and represent them with 

accurate details as you build a profile. Give your profile a name and start to think and talk about them as a 

whole person, with empathy and respect.  

The Customer Profile Template on the following pages. 

RESEARCHING YOUR CUSTOMERS 

Gaining valuable information about your customers has never been more achievable. You can use the 

following tools and platforms to begin learning about your customers; 

• questionnaires 

• surveys 

• digital platform analytics  

• Facebook groups 

• Census 

IMAGEBOARD OF INSPIRATION 

Create an imageboard for this customer. Stock images of them, the product they use, things they like or 

activities they may interact with. If you have images of an existing customer, use this (with their permission, 

of course). 

1. TERMINILOGY 

http://www.rebeccahenshaw.com/
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 ‘Susan’ 
Susan is a 26-year old single, female. She 

completed a degree in nutrition online, 

studying with a private college. She is an 

expert nutritionist, quite tech-savvy, but 

still learning when it comes to creating a 

profitable business and marketing her 

services. Susan has begun seeking 

information, tools and advice about being 

a successful entrepreneur and business 

management.  

She’s friendly, well-groomed and people 

are drawn to her positivity. She made 

$45,000 in the last financial year and is 

looking to increase it to $55,000 next 

year. Her aim is to become a mentor and 

leader in the health and wellness 

industry, offering a premium service and 

leveraging her authority to service top 

paying clients.  

In the short term, she needs to develop her service provision and experience while utilising sound processes 

and modern systems to manage her business a bit better. 

Her greatest fear is that she will seem like all the other nutritionists online, selling programs and the effect 

this may have on finding new clients. Working from her rented apartment means a limitation to consultation 

in person. Attending the local gym allows her to keep fit, network and touch base with a few of her clients.  

In her spare time, she enjoys going to the beach and exploring the city for the latest fashion items and 

accessories. She enjoys overseas travel and her morning coffee in the sunshine.  

 

CUSTOMER PROFILE – IN CONTEXT… 

Now that you’ve described Susan, it is easier to empathise with her and create content that she may enjoy, 

learn from or engage with. This knowledge is the ultimate brand and marketing power.  

 

 

 

 

 

2. EXAMPLE CUSTOMER PROFILE 

http://www.rebeccahenshaw.com/
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CUSTOMER PROFILE | customer one 

 IDENTITY  

Name:   

 

DEMOGRAPHICS 
 

Exact Age  Gender  Ethnicity  

 

 SOCIOECONOMICS 
 

Average Household Income  

Education Level   

Occupation  

Level of seniority/position  

Hometown/Neighbourhood   

What characterizes their 
neighbourhood, town, or 
area? 

 
 
 
 
 

Household Description  

Are they single, single with 
kids, married, or living with a 
partner? 

 
 
 
 
 
 

 

 IMAGE BOARD - if this is not enough space, create an imageboard and attach or insert an image of your imageboard. 

 

3. CUSTOMER PROFILE – research table 

http://www.rebeccahenshaw.com/
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PSYCHOGRAPHICS 
Hobbies  

 
 

Interests  

 
 

Is excited by 

 
 

Favourite Entertainment Choices 

 
 

Where do they go for news?  

 
 

What radio stations or music do they like?  

 
 
 

What TV shows do they enjoy?  

 
 
 

What websites do they read and trust? 

 
 
 

What does he/she like to read? 

 
 
 

What's his/her immediate goal?  

 
 

Her five-year goal?  

 
 

What are his/her dreams and aspirations?  

 
 
 

What obstacles stand in the way of these dreams and 
aspirations? 

 

 
 

 
 
What does he/she value the most? 

 
 

What behaviours are typical of him/her?  

 
 
 

What words do they use to describe herself? 

 
 
 

What does he/she like to watch?  

 
 
 

Who does he/she listen to? 

 
 
 

What keeps him/her up at night? 

 
 
 

What are his/her strongest desires? 

 
 
 

What is his/her biggest worry or fear in general?  

 
 
 

What is his/her biggest worry or fear about buying 
"the kind of thing you sell"? 

 
 
 

What is his/her biggest worry or fear about buying 
from you, specifically? 

 
 
 

What ultimate outcome does she want from your 
product or service, if she were to buy it? 

 
 
 
 

 

http://www.rebeccahenshaw.com/
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Name:   

 

Profile: 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Attach and make note of any surveys, questionnaires, quizzes or other analytics that you used to create this ultimate 

customer profile. 

 

 

 

 

 

 

 

 

 

 

3. CUSTOMER PROFILE - write personal profile 

http://www.rebeccahenshaw.com/
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Use this customer profile to support your product development, marketing, sales and brand strategy.  

Consider the following: 

• What products and services will solve these customers problems? 

 

• How can you alter service delivery to further support this customer? 

 

• How can you elevate these customers fears in engaging in services/purchasing from you? 

 

• How can your brand support this customer to engage in services from you? 

 

• What tools, tips, guides, templates, tools, information can you share to support this customer? 

 

• What does this customer need from your social media, website and enquiries for service? 

 

• What does this customer value and how does this align with your unique brand? 

 

Answers to these questions will support you to create engaging content for your digital media strategy, make 

decisions about purchase journeys, website functionality and other aspects of business, brand and marketing strategy 

development.  

 

Thank you for trusting me with your brand. Best wishes on your brand journey. 

Rebecca Henshaw 

Brand + Marketing consultant  
 

4. USING THE CUSTOMER PROFILE 
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