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It’s important to understand your users’ needs and wants in 
order to effectively design, build, and market products that 
are user focused, appropriate and your target audience will 
love. 

NEEDS & WANTS

Creating enriched personas to represent your user types is  
a key way to learn what’s important to your users and to 
understand their needs. 



WHAT IS A USER PERSONA?

A User Persona is a detailed fictional representation of each 
user type sometimes fuelled by real data reflecting their 
behaviours, motivations, and goals. 

Personas are especially helpful in prioritising which features 
to include in your product and what to leave out. 



Using well-crafted personas ensures that you are 
considering the users’ needs throughout the process by 
bringing them to the forefront of planning at every step. 

Referring to a persona instead of raw data or even 
surmising makes it easier to visualise the user. 

Because you’re working with your users in mind, you can 
better determine the best course of action in the process of 
developing a product built for purpose.

WHY YOU NEED USER PERSONAS



It’s important to focus on behavioural drivers, mindset, and 
attitudes as this will help your personas to become full 
representations of real people. 

WHAT YOUR USER PERSONAS  
SHOULD INCLUDE

User personas should include the following:



1. Name and Description  
(“Sophie, Part-Time Working Mum” makes your persona more relatable. You need to quickly 
get a feel for who this persona represents. Be as specific as possible to ensure clarity) 

2. Image 
Stock photos are useful since they aren’t images of people you know in real life. Additionally, 
consider the context of the image as that can provide further insight into the persona.

3. Quote 
What would this persona typically say and how might they react to your product? Knowing 
this helps us to further get to know the persona. Pull or create quotes from the research.

4. Bio and Demographics 
Share your persona’s story. What do they do for work and how do they spend their free time? 
Include demographics like age, gender, location, income, marital status, number of children, 
and any other relevant information about their background, lifestyle, and behaviours.

5. Personality Traits 
Is this person extraverted or introverted? Impulsive or a planner? This section helps to round 
out the user persona by providing better insight into their personality.



6. Goals and Needs 
What are your persona’s aspirations? What do they need to get them where they want to be? 
Having a clear picture of goals and needs can directly help you to understand what your 
product should provide for this user group.

7. Motivations and Frustrations 
What drives this persona and what’s preventing them from attaining their goals? 
Understanding motivations and frustrations will help you to understand how this persona 
thinks and may behave. 

Once you pull all of this information together, you have  
a MUCH better picture of your end user;

TIP

Repeat this process for each user type, and as a result,  
you’ll have a robust group of user personas to represent  
your customer segments.
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CHALLENGE



LEIGH 
JOSH 
DYLAN 
LEWIS M 
ARWYN



LEWIS P 
LUKE 
PATRICK 
VALEN



RESOURCES 

www.thestocks.im

www.flaticon.com

Illustrator

www.thenounproject.com



RULES 

2 HOURS (ISH) 

2 QUESTIONS


