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TARGET AUDIENCE INTRODUCTION WORKBOOK

Why define a target audience + ideal
client profile?

Defining your ideal client is such an important place to start when
marketing your interior design business. Identifying your target
audience brings clarity to offerings, branding, tone of voice and so
much more! 

Once you understand what drives your audience and what
influences their buying decisions, you’ll see a clear path to help solve
their pain points as you’ll have in-depth knowledge of their wants,
needs, fears, and frustrations.

If you have several products and/or services, especially if they’re at
different price points, you may have more than one ideal client. In
this case, start with one at a time. Begin with the largest, broader
audience that brings the most profit. Or the one who you most want
to work with and go from there.



TARGET AUDIENCE FOUNDATIONS WORKBOOK
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TARGET AUDIENCE FOUNDATIONS 01. WORKBOOK

Research and brainstorm your
ideal client.

Start by brainstorming. Write everything down. Find out what
people are saying both online and in person. Delve into
Facebook groups and forums like Houzz, where frustrations or
fears are often discussed if they are in need of help.

At this stage, it’s fine to assume some things especially if you
are just starting to come up with your ideal target audience. But
be sure to get some real-world information about their fears,
motivations, aspirations, what are they actually spending their
money on, or choosing not to, where do they want to be in five
years, etc.

Every small detail you can turn up will help you paint a visual
picture of your ideal market.



TARGET AUDIENCE NAME:

BRANDS & PRODUCTS THEY LOVE:

LIFESTYLE OR DAILY ROUTINE:

CHALLENGES THEY FACE:

CLOSELY RELATED OR OTHER NAMES:

VALUES AND PRIORITIES:

ADJECTIVES TO DESCRIBE THEM:

HOBBIES AND INTERESTS:

GOALS:

DEMOGRAPHICS:

THINGS THEY DISLIKE:



TARGET AUDIENCE FOUNDATIONS 02. WORKBOOK

Uncover their basic
demographic information.

What do you already know about the people you love working
with? What kind of traits or personalities do they have? Start
with the basics such as simple stereotypes, assumptions, and
demographics – just throw it all down on the page and refine
from there.

Think about a person’s age, location, gender, or income which
will begin to build the foundation of your ideal client. It’s okay to
keep it pretty simple, to begin with, we are going to get a lot
more refined soon.



Selling B2B? Think about:

Demographics

Industry:

Sells to (their target audience):

Revenue:

Number of employees:

Location:

Years in business:

This is the top level statistical data of your audience. This information creates a
good broad overview of your dream people and their foundations.

NOTE: Some of these may be important for your specific business niche, and
some may not be, so don’t worry if you can’t or don’t feel the need to fill all
these out! Often, demographics can be the most basic level to base a target
audience off, so a great starting point but not the be all and end all.

Age:

Gender:

Location:

Education level:

Occupation:

Income:

Number of children (if any):

Marital status:

Religion:

Think about your dream client:



TARGET AUDIENCE FOUNDATIONS 03. WORKBOOK

Now it’s time to define and
refine your ideal client.

It’s time to bring your audience into true focus by uncovering
their psychographics. Get clear on things like fears, motivations,
values, priorities, needs, and wants. These are the details to
begin to visualize your ideal target audience. And where YOU
come in with your products and services.



Psychographics - Goals and Interests

What are the characteristics of their personality:

Adjectives their friends would use to describe them:

What do they believe strongly in:

Their favorite hobbies:

Describe their attitudes:

Notes:

Psychographics is a method used to identify your dream audience on a more
psychological, personal level. 

Understanding their personality, values, opinions, attitudes, interests, and
lifestyles (as well as demographic data) helps build a more thoughtful and
holistic profile.

What are their interests:

What are their hobbies:

What are they most passionate about:

What do they get up to on the weekend:

Their biggest personal goal:

Their biggest professional goal:

What do they value:

Their top priorities are:

What motivates them:

Think about your dream client:



Psychographics - Influences

Where do they like to buy their food:

Favorite products they have:

How do they consume media (ie. movies, Netflix, newspaper,s etc)

Where do they go to learn about a product or service?

What is their preferred method of communication?

Notes:

Psychographics is a method used to identify your dream audience on a more
psychological, personal level. Understanding their personality, values, opinions,
attitudes, interests, and lifestyles (as well as demographic data) helps build a
more thoughtful and holistic profile of your ideal target markets and audiences.

Favorite brands:

Favorite websites:

Where do they get their news from:

Favorite social media platform (if any):

Favorite book:

Favorite magazine:

Favorite influencer or thought leader:

Where do they like to shop:

Where do they want or love to travel to:

Think about your dream client:



Career

What is their industry:

Their title:

Role and/or responsibilities:

Size of the company:

Size of their team:

What skills are required for their job:

What does a typical work day look like for them:

What are their challenges at work:

What is their dream job:

Personality

Are they:

Notes:

Think about the who, what, how, why of your audience. Start by thinking purely
about them and who they are, and then slowly relate them to your service. If
they are ‘personality trait A’ vs ‘personality trait B’ , this can help clarify your
marketing based off these assumptions to appeal to their personality.

INTROVERTED 
EXTROVERTED

OPTIMISTIC
PESSIMISTIC

QUICK TO ACT
INDECISIVE

QUIET
BOISTEROUS

PRACTICAL
IMPULSIVE

FLEXIBLE IN THEIR WAYS
RIGID IN THEIR WAYS

SPONTANEOUS
MORE DELIBERATE

METHODICAL
DISORGANISED

Think about your dream client:



Psychographics - Challenges

List 1-3 most important problems/challenges your ideal customer is
facing that makes them an ideal client for your business.

Pain Point 1:

Pain Point 2:

Pain Point 3:

What scares them:

What keeps them up at night:

What are their frustrations:

What are their pain points:

What challenges are they facing:

Notes:

Think about your dream client:



Bonus Questions

Eye color:

Hair color:

What outfit would they wear to a meeting with you:

What vehicle do they drive:

What pet(s) do they have:

What is their favorite drink:

What would they order if you took them for lunch:

What must-haves do they always carry with them:

How would they greet you (wave/handshake/smile/hug/etc):

What would they be up to after 5pm on a Friday:



TARGET AUDIENCE CLIENT PROFILE WORKBOOK

How to collect live target audience
information.

Assumptions and wishlists are absolutely fine to start out with
especially since you are choosing your ideal audience, but fact-
checking some of the information you have written down will ensure
your dream clients do in fact exist and would find your
product/service helpful and useful.

The following page includes a few ways to collect information from
real, live people.



TARGET AUDIENCE GATHERING THE DATA WORKBOOK

01 02 03 04 05
SET UP VIRTUAL

INTERVIEWS
SURVEYS AND 

POLLS
RESEARCH YOUR 

ANALYTICS
RESEARCH YOUR

COMPETITORS
DO SOME 

ELIMINATION

Have your sights on someone
you want to target? Seek them
out and see if they will have a
quick Zoom call with you so

you can pick their brains and
get real in-person answers.
This way you can 100% get

confirmation (or feedback) you
are on the right track.

Can’t get any 1:1 time with the
clients you want to target?

Reach out in forums or
Facebook groups. Set up a poll
or survey they can quickly fill
out. Try to keep the survey as
open ended as possible for

they most authentic responses.

Chances are you may have
already set up a basic website

or social media account, so this
can be a great place to start.
Look at your analytics to see

what your audience is up
to/who they are/if they are who

you want/etc.

Know of another business in
the same niche as you or who
you?  Do they look like they are
working with the demographic?
See how people are interacting
with their brand via their social
channels or via their website

for inspiration.

Start brainstorming what you
don't want. Sometimes sitting
down and just writing out who
you don't want to work with will

help you define who you do
want to work with. Think about

habits, values, behaviors,
beliefs that you don't jive with.

There are many ways to get the information needed to 
identify your ideal target audience accurately:



TARGET AUDIENCE PUTTING IT ALL TOGETHER WORKBOOK

Putting together your ideal client profile

An ideal client profile (a.k.a. “Ideal client avatar”) is simply a fictional person who represents a
business’s ideal customer.

The purpose of creating a profile is to get crystal clear on whom you are marketing to, using all the
details you have begun to gather about them. You can also have more than one ideal type of
customer because sometimes your product or service is a good fit for several different “types” of
people, so you’ll just need to create an avatar for each. 

That way, when you go to write a blog post, email, or sales page, (or even create a new service),
you’ll know exactly which customer profile(s) you are speaking to!

The first thing you’ll want to do when creating a profile creates a short story about your customer
avatar/profile. This includes details about their life and professional background, and touches upon
all the psychographic data you have gathered that feels relevant to your own business and service.
Write down their story in the Bio section and make as many copies of the page as necessary for
your different audiences or segments.

This following worksheet is where you’ll actually write down everything that you know about your
ideal customer with the idea being to create a really solid character that anyone in your business
OR that you are working with can use to better understand your target audience!



ADD IMAGE HERE

Name:

Location:

Gender:

Married/Children:

Education:

Personality:

Age:

Income:

Occupation:

Brands They Love:

Hobbies/interests: Preferred Info Sources:

Introvert

Analytical

Loyal

Passive

Spontaneous

Social Media

Internet/websites

Podcasts

Newspaper

Magazines

In-person chats

Events/conferences

Extrovert

Creative

Fickle

Active

Deliberate

Their Story / Bio:

KEY IDENTIFIERS/ADJECTIVES:

THEY VALUE:

GOALS/WANTS:

CHALLENGES/PAIN POINTS:



TARGET AUDIENCE WORKBOOK

Getting to know your
ideal client.

Now you’re armed with the tools to clearly identify your ideal client. With your business
foundation set and your ideal client clear, you’ll begin to recognize your ideal client

immediately. Revisit this workbook at any time to ensure you are always aligned with your
audience. This information can be used internally by you or your team or sent to any

service provider to provide them with a strong overview of your target audience.
 

And when you’re ready for a brand and website designed with your ideal client in mind,
click here to get in touch. I’d love the opportunity to support you and your business.

https://katieobrien.com/contact/
https://katieobrien.com/contact/



