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A Web Marketer’s Guide to 
Personas and User Journeys
Personalization in the digital marketing domain is about more than addressing 

email recipients by their first names. It’s about more than cookies, smart forms, and 

unique recommendations. At its core, it’s about anticipating a customer’s needs 

before they occur, and creating engaging, user-driven experiences that connect 

with customers on an individual level. Web marketers are discovering that user 

personas and journeys are two great ways to achieve these vital objectives. 

They’re also the twin catalysts for creating websites that generate optimum results. 

You view your customers as individuals. Why shouldn’t your website? According 

to a study by The Wharton School, 72% of websites fail to consistently engage 

users. The majority of these sites are one-size-fits-all, and are subsequently unable 

to respond to the user’s needs in an individual way. 

That’s not just bad user experience. In today’s hyper-competitive digital world, 

that’s bad business. 
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S C O T T  S N Y D E R  &  J A S O N  H R E H A

S E N I O R  F E L L O W S ,  T H E  W H A RTO N  S C H O O L

“What really differentiates 

companies is their personalization 

through data – which allows them 

to build unique experiences that 

lead to increased engagement and 

better outcomes…”



UX vs. UX Design

Personas and user journeys can turn a one-size-fits all web experience into a highly 

engaging, user-driven one. They entail learning about each user’s behaviors, 

motivations, pain points, and contexts, so you can deliver a UX that is tailor made 

for every customer’s success. 

If you’re concerned that your site isn’t personalized enough, you downloaded the 

right white paper! You’re about to discover how these two powerful components 

of “persona-driven UX design” can help you create a website that is data-based, 

customer-focused, and primed for success. 

If UX refers to the “User Experience,” UX design refers to the steps 
taken to enhance that experience in order to optimize the interaction 
between the customer and the website. Persona-driven UX design 
informs this critical process with the power of data analytics, resulting 
in a personalized experience that is more responsive than ever.

Let’s get personal, shall we?

A user persona is an in-depth profile of a particular audience segment for the 

website you are designing. Put another way, it’s the voice of the user. Because 

there is typically more than one user segment for any given site, you will likely 

have more than one persona to draw from. These profiles are created using 

various types of qualitative and quantitative research. Including:
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User Personas: Knowing Your Customers



1. What are the customer’s goals, needs and interests?

2. What are their hesitations, pain points, and concerns? 

3. What does s/he hope to get out of the web experience?
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User personas are gaining traction because companies are increasingly 

reliant on data-driven analysis to learn everything they can about their 

customer base in order to deliver relevant information. 

Intuition is out. Analytics is in.

In terms of persona-driven UX design, user 

personas are the key to understanding 

who you are designing your website for.

They capture the essence of the customer’s 

overall character by analyzing reams of 

aggregate data to answer several important 

questions, including:  

89%
OF HIGH-PERFORMING BUSINESSES 

HAVE RESPONDED TO MARKET 

CONDITIONS BY USING DATA-DRIVEN 

RESEARCH TO PERSONALIZE THE 

CUSTOMER EXPERIENCE. 

Client interviews

User interviews

Research and Analytics

MOSAIC profiles

establish site expectations 

from start to finish.

reveal insights into how the 

website is currently perceived.

aggregate and measure vital 

demographic information.

anticipate customer behaviors, 

attitudes and preferences.



Thoughtfully rendered user personas result in a treasure trove of insights that can 

be used to justify UX design decisions, inspire the ideation process, and provide 

a valid basis for site critiques. 

Personas are also critical in creating the next phase of the design process – the 

user journey. 
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Marketing Molly
Gender: Male or Female, skewed female
Age: 30-45
Education: College grad

“I’m overwhelmed keeping up with the demands of my boss 
and the sales team, and I’m already busy managing the existing 
vendor relationships that I currently have in place.”

Job Title & Seniority
• MO, Director, Coordinator
• Reports to boss (business owner,  
 CEO, President, etc.)
• Usually works with a limited 
 budget

Goals
• Be on time and on budget
• Make impact, demonstrate 
 healthy marketing ROI for boss
• Please sales team: impress boss

Common Objections
• “Our budget is already 
 exhausted”
• “We’ve been burned badly in the 
 past by vendors”
• “I can’t manage yet another 
 relationship right now”

Involved In
• Marketing webinars
• Learn new software
• Learning better ways to leverage  
 social media for business
• Family, kids, friends etc.

Challenges & Pain Points
• No accurate way to report ROI
• Short on leads and having a hard 
 time finding the right ones
• Under pressure; trying to keep up 
 with demand of boss/sales team

Experience She Wants
• Wants to be spoken to at their 
 level; doesn’t like tech-talk
• Wants to know that we’re making 
 it easy for her to do her job, drive 
 results, and look great for boss
• Want to know that we can 
 demonstrate a healthy ROI

Average Day
• Manage all marketing efforts - 
 online and offline
• Come up with new campaigns 
 while managing existing ones
• Report on marketing efforts
• Getting caught up in noise

Values
• Results
• Convenience of working 
 together
• Peace of mind
• Prompt, clear communication

Info Sources
• Competitor websites
• Facebook and Twitter
• LinkedIn news feed/top stories
• Mashable and other social media 
 websites
• Friends & Family

User personas can be visualized in many different ways. The goal is to get at the 

heart of what makes a particular user group tick. Here is an example of a profile 

that clearly outlines one such persona, “Marketing Molly.” 



User Journeys: Creating Pathways to Success

Let’s say you’ve made the investment in creating a series of user personas for 

your website and have learned more about your target customers than you ever 

dreamed possible. 

Congratulations, but you’re not finished! The next challenge is to develop a “site 

flow” that makes it easy for these same customers to accomplish their goals. 

A user journey is the mapping mechanism that enables you to do just that. If user 

personas are about generating credible customer intelligence, user journeys are 

about putting all of that rich data to work for your website. They bring to life the 

entire arc of engagement, from the first interaction to the last.

05H O W  P E R S O N A S  &  U S E R  J O U R N E Y S  D R I V E  W E B  E X P E R I E N C E 

1. Consider the context of the site visit. Where is the user? 
What device is s/he using? 

2. Consider the progression. How does each step allow 
the user to reach the next? The goal should be to ensure 
no customer gets “trapped” and that every user is able 
to accomplish what he/she came to your site to do. 

3. What type of functionality is the user expecting? 

4. What is the user’s “emotional state”? What are their 
pain points?

As you can see from the example provided on page 6, several 

considerations go into constructing an effective user journey:



User Journey Starts

Option #1
Payment card

Option #2
Direct debit

User chooses Membership type

Membership Application Received

User has account for site, but not 
membership

Acme Manually verify application & 
activate member

Online
User sent email with membership 

number

Auto-suggest Regional group 
based on US postcode

Acme receives email alert

User sent application received 
email

Alert regional group of new 
member

Prompt user to complete full 
profile/create portfolio

Alert topic group of new 
member

User profile created with Web 
CMS

Member record created in CRM

Prompt user to choose topic 
group(s) (1 free in year #1)

User purchases membership

&

Share data

Auto-generated 
paperwork

User has set username and password

Offline
User posted letter, membership 

card & journal

Can user opt out of paper trail?

until…

logins

CRM record auto-includes username, 
password, region & topic group

Ned to auto-check for member 
duplicates (ie: members trying to 

renew)

View members reportView members report

Member’s profile

User Journey Ends

A user journey map is a diagram that provides key inputs into how your site should be 

built out, based on the ways your customers interact with it. This example illustrates a 

site that sells memberships and the various steps required to completion.
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You should create one user journey for each persona, with the goal 
of catering to your site’s primary users first, then accommodating 
everyone else. 

AS A RULE OF THUMB
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Take the example of a company selling cloud-based software products. Using the 

considerations referenced above as a guide, and based on inputs you’ve gleaned 

from your personas, you would likely discover that the user journey for CIOs and 

CTOs require different points of emphasis than the user journey of IT Managers. 

CIOs and CTOs have big-picture interests; they may not want to get into software 

specifics or watch a product demo. IT Managers are just the opposite; they fixate 

on product details, for good reason. Similarly, prospects based in New York or 

San Francisco may have different perceptions of what cloud-based software is 

capable of in the first place, compared with their counterparts in Dallas or St. Louis. 

This is just one example. The point is your site can’t discriminate and must provide 

relevant information based on need states and user journeys will help enable that. 

User journeys will help you do just that. 

Understanding the various ways in which each user group interacts with your 

website will enable you to create the self-selecting path that yields the best 

possible experience. The result is a robust, user-driven experience that responds 

to the right audience in the right way at the right time.
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STAGES DOING THINKING FEELING

RESEARCH & 
PLANNING

PRODUCT 
DISCOVERY

ORDERING 
PROCESS

PRODUCT 
SHIPPING & DELIVERY

RETURNS

REFUNDS

• What is the easiest way to get this product
• Where should I order it?
• Which website is giving the best offer 
 possible?
• What are the specs of the product?

• I want to buy this product
• Will this product offer everything I need?
• Will I be able to afford this product?
• What are friends/blogs/google saying?

• I want to get the best price, but I’m willing to 
 pay a little more if I can get it fast
• Will they deliver it at my house?
• Are there any other offers that I can get with 
 this?

• The product looks really awesome on the 
 website
• Specifications of the product seems to be 
 suiting my requirement
• Am I sure this is the product I want to buy?

ENJOYABILITY
HELPFULNESS

• Can I trust the website?
• Should I have to pay extra shipping charges?
• Ecommerce is not answering the phone. How 
 else can I get a question answered?

• Do I have everything I need?
• Ecommerce website was easy and friendly, 
 but when an issue came up, I couldn’t get help
• What will I do if my product doesn’t arrive in 
 time?

• Website experience is easy and friendly!
• Product is out of stock
• Frustrated to not know sooner that:
 -  The product is not delivered in my area
 - The payment option I want is not available
• Not sure my products will arrive in time

• Stressed that:
 - My product has not yet come and 
   Ecommerce won’t answer the phone
 - My order got canceled w/o informing me
 - I am not aware about the status of my order

ENJOYABILITY
HELPFULNESS

• There were some issues with my product. 
 What can we do now?
• Did I get the right product? If not, what next?
• I want to make more purchases. How do I do 
 that?

• Trying to return product I was not able to use. 
 Not sure if I’ll get a refund or not
• My friends my love to order this product!
• Next time, I will check the prices and product 
 details more carefully

• I am happy with the product I received
• The product that I received is not up to my 
 expectation
• Interacting with customer service agents was 
 helpful
• I did not get the Freebie promised with the 
 product

• Excited to share my product experience with 
 my friends
• A bit annoyed to be dealing with refund 
 issues and wasting my time.

ENJOYABILITY
HELPFULNESS

An eCommerce retailer might use the three Guiding Principles below from their 
User Personas to create the following Customer Journey.

This map takes into account the user’s rational and emotional state during each 
stage of interaction with the company website.

People choose online 
shopping because it is 
convenient, easy and 
comfortable.

Customers are 
apprehensive 
during this process.

People appreciate 
an experience that is 
prompt, friendly & timely 
and then talk about it.



User personas tell you who your customers are, their attitudes, behaviors, and 

objectives. User journeys provide a blueprint for designing an adaptive interface 

that helps them achieve their goals. Utilizing both of these tools will give you 

more ness for your website – responsiveness, stickiness, and, not least, overall 

effectiveness. 

All of which is very good for business. 

Great UX is rooted in a deep understanding of your 
target customers and creating a web experience that is 
ideally suited to meeting their needs. This is the concept 
of personalization taken to the next level. Personas and 
user journeys are two data-driven tactics you can use 
to get there. 

Conclusion
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Sources Include:  http://knowledge.wharton.upenn.edu/article/the-user-experience-why-data-not-just-design-hits-the-sweet-spot/,    http://conversionxl.

com/customer-journey-maps-better-website-retention/,    https://hbr.org/2010/11/using-customer-journey-maps-to,    http://www.uxbooth.com/articles/cre-

ating-personas/,    https://www.dropbox.com/s/ilxhryuwm08r7j7/Facebook_WrapReport_VCFunding_021816_Kevin.pptx?dl=0,    http://theuxreview.co.uk/

personas-the-beginners-guide/,    http://theuxreview.co.uk/user-journeys-beginners-guide/,    https://www.dropbox.com/s/sc3ptubytt7zk47/Facebook_Kick-

Off_PersonasUserJourneys_022616_Kevin.pptx?dl=0,    https://www.dropbox.com/s/pjp83vrtqabhedn/HowtoGetFundingfromYourWebsite.pdf?dl=0,    Simple 

E-commerce example: https://www.boxuk.com/~/media/images/boxuk/blog-pictures-and-case-study-pictures/the-benefits-of-user-journey-mapping/us-

er-journey-large.png?la=en&hash=305B8FBD64C7AA4F38A9CF3EE07458B846F46D4F,    Complex E-commerce example: 

http://4marketing.biz/wp-content/uploads/sites/6/2015/04/ecommerce-customer-experience-map.jpg,    www.ShipHawk.com,    www.Sumo Logic.com
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