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Owned Media and Persona Development

**~ Fundamental Strategy for Attracting an Audience ~**
Created by: Masahiro Ohno (Representative of Kamui Land)
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1. Introduction

A persona refers to your target customer.

Who exactly are you targeting when operating your owned media or other types of
media?

When building an owned media strategy, it is important to first define your end goal—
what you ultimately want to achieve.

This session will help you learn how to set up a persona in order to attract the right
audience as you work toward that goal.

2. The Importance of Persona Setting (1)

It is essential to create content after clearly defining your target audience image.

Why?
Because if your persona is vague, the core message and content will also lose clarity.

Think about the kind of people you want to attract to your owned media.
To do this--
2. The Importance of Persona Setting (2)

Why is it important to envision your target audience?



-Who exactly do you want to reach?
-What type of people do you want to become your customers?

Clarify these questions to determine your persona.

3. How to Set Your Persona (1)
To set a persona:

Categorize based on lifestyle and affiliations (e.g., gender, occupation, way of thinking,
hobbies, etc.).

Platforms like Instagram, Facebook, or even TV affect behaviors and thinking patterns,
and can provide valuable references when defining the persona’s profile and
environment.

3. How to Set Your Persona (2)

Design your persona using a model that combines features from multiple people.
Refer to these points:

-Gender

-Age

-Hobbies

-Skills

-Lifestyle habits

3. How to Set Your Persona (3)

Create a profile of your character based on the following points:

Gender, age

Background (occupation, career, family structure, residence, annual
income, etc.)

Company and position

Weekday and weekend routines

These pertain to the person’s affiliations or attributes, so make assumptions based on
their general background.



3. How to Set Your Persona (4)

To make your persona even more specific, consider the following:
-How they gather information
-Their business goals
-Devices and tech skills they use

-Level of information literacy

Add details such as their preferences and behaviors to deepen the profile.

3. How to Set Your Persona (5)
Once the persona is mostly defined, summarize it clearly for future reference.
Examples:

1.Compile the persona description in a text format

2.Summarize it on an A4 page for quick review later
4. Basic Persona Info and Job-Related Info (1)
Based on the person’s affiliation and attributes, organize the data into a table.
(Table of affiliations/attributes)

4. Basic Persona Info and Job-Related Info (2)

(Table of lifestyle and environment)

5. Scenario Planning Based on Persona Traits

Based on the persona’s behavioral and emotional tendencies, think about what kind of
information they need at different times.

Examples:
1.Behavioral trends (interests, media usage, purchase intent)
2.Emotional tendencies (curiosity, anxiety, expectations)
3.Key challenges (digital environment)



6. Story Development Based on Persona Traits (1)

Current Situation

Mr. Hiroshi Ono, 58, is a married man with a daughter in college.

He works for a town office in a suburb of a regional city.

He belongs to the Board of Education and manages five subordinates. His role focuses
on school education.

His typical workday is from 8:30 AM to 7:00 PM.

6. Story Development Based on Persona Traits (2)

Challenges (Job-related)

Mr. Ono’s workplace is facing challenges in keeping up with changes in the educational
landscape.

Technological advances have been rapid, and the town’s ICT systems are outdated.

He is concerned about the situation and is considering reconstructing the operational
systems to better support future educational needs.

7. Conclusion (Summary)

In this material, we've learned about persona setting as a fundamental concept in
operating an owned media.

Most importantly, visualize the kind of customer you want to sell to, and try actually
defining that persona.

If this learning helps you in your future efforts, nothing would make me happier.
Thank you for viewing!
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