
How Well Do You Know 
Your Audience? 
When you aren’t listening, you’re not 
part of the conversation
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Get the picture? Good, because you’ve 
got work to do. When the doors open, 
the first-ever customers of this retail 
experiment walk in. And all you could do 
from behind your table—perhaps one 
adorned with “furs and fans”—is scan 
the faces of this elegantly dressed crowd, 
and hope they wander over for a look. 

The world’s largest  
department store
Your customers today aren’t too different 
from those lords and ladies. But instead 
of a fancy arcade on Pall Mall, social me-
dia is the new arcade in which these buy-
ers dwell. They were and are part of an 
evolving commercial dynamic between 
individuals and the brands that market  
to them.

Two hundred years ago, face-to-face 
interactions at the point of sale repre-

sented the sum of conversations a brand 
would (and could) have with its audience. 
Today the conversation is constant. Busi-
nesses can know instantly when people 
are satisfied—and even sooner when 
they’re not. But only those businesses 
that are listening. 

In this ebook, we outline the basics of 
how to find out who your customers 
are, and offer key questions that every 
business should ask to ensure that they 
aren’t being left out of the conversation.

Introduction
Do you know who your customers are? 
Let’s start by thinking about who your  
customers were.

Imagine opening a shop in the world’s first 
department store. It’s the year 1796, and 
Harding, Howell & Co is established  
in London, England. It’s a new kind of     
enterprise designed to appeal to the 
emerging bourgeois class. Ackermann’s 
Repository, a periodical of the time,        
describes the scene:

The house is 150 feet in length from front 
to back, and of proportionate width. It is 
fitted up with great taste, and is divided 
by glazed partitions into four depart-
ments… the first department, which is ex-
clusively appropriated to the sale of furs 
and fans. The second contains articles of 
haberdashery of every description, silks, 
muslins, lace, gloves, etc...

Do you know who your 
customers are? Let’s start 
by thinking about who 
your customers were.
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Personal info

Giving your personas names, and representing them with a 
photo, can help you visualize your audience and talk about 
them like they are real people. 

Name• 
Age, Gender, Location• 
Education• 
Languages spoken• 

Profession

Consider what kind of buyer your persona represents. Even for 
B2C brands, professional details enrich your buyer persona. 

Job title• 
Company• 
Industry• 
Company size• 
Company revenue• 

Finances

Understanding their financial picture will help you understand 
their objections, purchase motivations, and the value proposi-
tions that are critical to them. 

Salary/household income• 
Disposable income• 
Savings• 
Homeowner• 
# annual vacations• 

Purpose

What motivates your hypothetical buyer? What forces drive 
them? Try to understand the narrative thread that ties together 
the elements of your buyer’s mindset. Not just in the sales fun-
nel, but also in their work life in general.

Life goals• 
Personality• 
Attitudes• 
Decision making style• 

Challenges

What keeps your buyer up at night? What is the problem they 
wish you could solve? You want to understand the “thing they 
want to fix” so that you can align your messaging. 

The specific problem  • 
they wish to solve
Pain points• 
How they cope• 
“I wish I had…”• 

Building a  
persona

 
The first step in understanding your audi-
ence is with buyer or marketing personas. 
These are composite sketches of your 
typical audience members. The develop-
ment of these hypothetical humans can 
feel like a lot of guesswork, but it doesn’t 
have to be. Brands can glean insights 
from anywhere: analytics, customer sur-
veys, industry research, focus groups, etc. 
Individual companies can even poll their 
front-facing staff like sales and customer 
service, to see if they’re on the right track.

Having said that, your personas don’t 
have to be perfect, and you can develop 
2–3 to start. They’re really a kind of scaf-
folding; as you continue to gather insights 
about your audience, your personas will 
become more developed, and you can 
add more as necessary.
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If you were face-to-face with your ideal 
customer right now, what could you 
do to make them smile? Think care-
fully about that question, because it can 
mean the difference between being a 
brand that “gets it,” and a brand that 
spins its wheels trying to understand  
its customers. 

Social media is a gift for brands that 
listen carefully—and a burden for those 
that put their heads in the sand. Adopt-
ing social media listening solutions is a 
choice; one made by brands that actually 
want to be a part of the conversations 
happening about their business.

Through carefully monitoring and track-
ing all of your business’s social media 
channels, you can discover revealing in-
sights about your customers, your com-
petitors, or your industry as a whole.

An effective social media listening pro-
gram assesses for sentiment, location, 
demographic information, and more. 
These insights can add depth to your 
marketing personas, by adding an emo-
tional and psychological dimension to 
your target audience. 

Key questions to consider:
What kinds of media are popular • 
with your audience?

What are their hobbies? Their val-• 
ues? Their interests?

What attitudes do they have about • 
your brand/industry? What do they 
love/hate about it?

What can you be sure will dissa-• 
point your audience?

What can you be sure will make • 
your audience smile?

From affinity 
to beyond

Understanding your audience 
affinities is important, but only in 
terms of tailoring your content. 
Being able to internalize your 
buyers’ affinities is how a brand 
learns to speak the same lan-
guage as their customers—and 
demonstrate that they are  
truly listening.
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Once you have a solid understanding of 
who your audience is and what their af-
finities are, it becomes easier to tailor 
your messaging, marketing strategy, and 
customer experience to their tastes. It’s a 
prerequisite for any brand that wants to 
be heard.

And you need to demonstrate that your 
customers are being heard by you. Simply 
providing customer support via email and 
an 800 number is no longer enough for 
most businesses. You’ll find the true voice 
of your customer on social media. The 
most effective social strategy starts with 
defining customer success metrics and 
keeping yourself accountable to them.

This goes beyond follower counts or likes. 
Your business needs well-defined KPIs and 
goals against which you measure the suc-
cess of your efforts on social media. Have 
you established a customer satisfaction 
metric, like NPS (Net Promoter Score)? If 
so, how are you measuring that on social? 
And if not, it’s clear that for your busi-
ness, “customer satisfaction” can only be a 
nebulous concept at best.

Increasingly, insights on these topics are 
gleaned in a social media context, so it’s 
critical that brands are actively listening 
and monitoring their online communi-

Key questions to consider:
What are the KPIs you’re track-• 
ing on social? 

Are your customers’ expecta-• 
tions being met?

How likely are customers to • 
recommend you to their friends 
and colleagues?

Do you have a baseline against • 
which you’re measuring?

How are you doing compared • 
to your competition?

Is your engagement steady or • 
growing?

Demand 
satisfaction ties. These are the destinations where 

customer relationships are made, 
reinforced, and sustained and thus 
need to be nurtured consistently. 
A social media listening solution 
can monitor the major social media 
networks, message boards, blogs, 
forums, comment threads, etc., to 
provide a detailed assessment of 
your success.
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Customer expectations have advanced 
tremendously from the days of Harding, 
Howell & Co. Today’s consumers live in 
an always-on, 24/7 world, and expect  
the same from the brand they interact 
with. On the internet, your business is 
never closed.

Meeting this level of service is demand-
ing, and even the largest companies    
are challenged to get it right, even with 
large in-house teams. Social listening 
that works requires access to skilled 
specialists, who deliver rapid, consistent 
and authentic customer service around 
the clock. 

How can you be sure this is something 
your business needs? Consider the 
flipside of customer satisfaction. You 
don’t have to travel far on the internet 
to find someone saying something nega-
tive about your business. That informa-
tion is out there for all to see, and many 
businesses address these in an ad hoc, 
whack-a-mole, kind of way, or worse: 
choose to ignore these squeaky wheels 
altogether. Pro-tip: they won’t go away 
on their own.

Key questions to consider:
Do you know how many unre-• 
solved queries you have right 
now?

What is your typical response • 
time to queries?

How consistent is your messag-• 
ing across channels?

Are you confident that you’re • 
closing the loop on all critical 
interactions?

Can you hear 
the squeaky 
wheel?

Forward-thinking businesses must 
be honest about these blind spots 
and address them head on, with a 
diligent, always-on, and consistent 
solution.

 When brands employ a real-time 
solution to provide social customer 
care, they can be confident that all 
queries (no matter where they are) 
are being addressed in some way. 
Your business’s social media listen-
ing solutions must be systematic (no 
whack-a-mole), because only then 
can you be sure that you are getting 
closer to your customer service goals 
and meeting your KPIs.
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The conversations happening online 
have narrowed the distance between 
the modern merchant and the digital 
audience clamoring to get a look. The 
proximal nature of these interactions—
not to mention the unprecedented 
volume—is an enormous opportunity for 
brands. The internet truly is the world’s 
largest department store. 

Social media listening solutions let busi-
nesses like yours identify trends and 
conduct analysis so that your company 
has the opportunity to continuously im-
prove. You will gain richer understanding 
of your brand sentiment, more insight 
on competitors, and unique opportuni-
ties for sales leads.

And most of all, you will get a chance to 
truly hear your customer. Not some of 
the time, or only when you cross paths 
over finery, like in 1796, but all the time. 
Social media is a constant conversa-
tion. It can be a challenge, but when you 
commit to sorting through the noise, 
and listening for what is relevant, you 
can be sure that you know who your              
customers are and what they are inter-
ested in relative to your company and 
brand.

Social media lis-
tening solutions 
let businesses like 
yours identify trends 
and conduct analy-
sis so that your 
company has the 
opportunity to con-
tinuously improve.

Back to the 
future
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We Would Love To 
Talk To You About 
Your Social Media 
Strategy
1.800.710.2713

www.icuc.social
marketing@icuc.social

About ICUC 

 
ICUC is the global leader in Social Media  
Management. 

Our experts provide vigilant protection on every 
social media channel to enhance and safeguard 
your brand 24/7/365. 

Through Social Moderation, Community Manage-
ment, Social Listening, and Social Media Customer 
Service we protect the smallest start-ups to larg-
est global brands, such as Disney, Starbucks,  
Coca-Cola, and Google. 

ICUC is your scalable eyes and ears, preventing 
small problems from amplifying around the world 
while building communities that strengthen  
your brand.


