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Having an amazing product or service is not the
only ingredient to success. Selling to the right
people is key. Your Ideal Client Avatar (ICA) is the
profile of the person who really, really wants
your stuff or needs your services. This is whom
you are selling to. 

It’s easy to tell yourself that EVERYBODY wants or
needs what you are selling, but the reality is, that’s
just not true. 

Your product or service may benefit everybody, but
who is really buying or has the potential to buy from
you?

Nailing down your ideal client profile (or profiles)
will help you focus your time on qualified prospects
and will help you guide product development to fit
the needs, desires, and wants of your customers.

A Quick Intro

IDEAL CLIENT AVATAR
WHAT IS AN
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Your customers are human - your ICA should reflect the
following:

Start thinking about the different types of clients you serve.

Occupation, thoughts, beliefs, habits, challenges and needs

At the end of the day, your
customers are human beings.
Whether they are making
purchases for their company,
their family, their pet, their plants,
or themselves, they are human
beings making a purchasing
decision. 

They have an occupation and a
host of thoughts, beliefs, habits,
challenges and needs. 
Your  ICA is the fictional
embodiment of a group of
customers that share similarities.

Why having an ICA (or
multiple) important?
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The best way to get to know your Ideal Client Avatar
is through research. Why?

Your marketing dollars and time are too precious to
spend it all on an unknown target. It’s like throwing
spaghetti at the wall to see what sticks. 

Here’s what you need to know:
Their wants – what makes them feel good, happy,
smart, etc.?
Their needs – what questions are they asking? What
do they want to learn or overcome?
Their behaviors – what do they do and where do
they do it?
Their viewpoints – how does their age, gender,
occupation or lifestyle shape their experience?
Demographics – age, gender, location, occupation,
income

Research.

GET TO KNOW THEM?
HOW DO YOU 
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Ways of being – causes, entertainment, celebrities, affinities
Psychographics: anxieties (pain points), things to alleviate,
barriers to overcome, tangible things they need to feel confident
Their interests – what kinds of things, people and places do
they like? How can these things help your brand catch their
attention?
Their Goals and Values - what are they trying to achieve and
what do they hold important to them in their values? How does
your company’s product/service align with those goals and
values?
Sources of Information – how do they best like to receive
information? Do they read books? Magazines? Blogs and
websites for news? Do they attend conferences? Do they have
mentors or industry professionals they follow? What social
platforms are they on?
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Start with who you know – ask your best
customers why they choose your products or
services. Find out what made them buy from you
and why they keep coming back.

Surveys – a well-written survey can provide you
with great quantitative data – big numbers about a
lot of things. Also good – include open-ended
questions for people to provide comments. These
comments are GOLD! You can learn a ton from
people’s honest feedback.

Focus Groups – small groups of people whom you
believe fit the target demographics that can give
you a deeper dive into areas you’d like clarification
or areas where you want to learn more about their
attitudes, emotions, and pain points.

FIND THIS INFORMATION?
HOW DO YOU 
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Social Media research – Which content performs well? What
are people saying in their comments on your posts? Who are the
people who follow your page? What are their interests? What are
your competitors posting and how is it performing?

Social Media Audience Insights – Your social media platforms
have all kinds of great demographic information for your
Facebook and Instagram pages, which content performed best
and how wide your reach is, and who it is reaching.

Google Trends – Google is the world’s largest search engine,
and it’s a great resource for rich data about people’s behavior.
Go to http://trends.google.com/ and scroll down to the bottom
of the page to see what kinds of things people were searching
for in 2022. 
You can also use Google Trends to find seasonal trends, top
trending keywords and lots of other cool stuff.
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Do you have different
business segments or
products?  Create an
ICA for each business

segment, service or
product you have.

5 MAIN AREAS
DEEPER DIVE

Demographic Info1.
Who are they as human beings?
Give them a name, age, married
status, income range, educational
background, and role in the company.
Add a picture of how you envision
them
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Content Buckets

Do they read blogs? The newspaper or local news sources? Do they
watch videos? Do they listen to podcasts? What social platforms
are they on? Are you on those platforms? Do they sign up for email
newsletters? Do they watch local TV? 

3.

What are they trying to achieve, and what do they hold
important to them in their values? How does your company’s
product/service align with those goals and values?

2. Goals and Values

Sources of Information
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Challenges and Pain Points4.
Anxieties (pain points), things to alleviate, barriers to
overcome, tangible things they need to feel confident

Objections and Role in the purchase process5.
Why would your ICA NOT buy your product or service? Maybe
it’s an objection to cost, the time needed to use a product or
service, or a steep learning curve in how to use it. 
Are they the right decision maker? Do they need to buy-in
from someone else in their company or family before they are
able to make a decision?
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Next Steps

List as many potential ICAs as you can in the space below

What means of research are you able to do? 
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