Audience Research Tt
for Marketers: N

From Guessing to Knowmg

- Gut-feel assumptions cause costly
@ misalignment, missed opportunities,
and budget waste—real campaigns
have lost $1M+ from wrong targeting.

- Learn to use interviews, observation,
. and existing evidence to uncover real
. audience problems, language, and
information needs.

- Core mindset shift: from 'What do
we want to tell them?’' to 'What do
they actually need to know?’

- Course roadmap: mindset foundation,
evidence collection, synthesis,

. validation, and building a lasting :

' research habit. N




The Cost of Assumptions:
Why Guessing Fails

— Wrong targeting wasted $1M+ in
insurance Meta ads on misdirected
dental clicks

= Grillio's "Eco-Smoke" grill ignored
urban fire regulations, inventory
piled up

= American Eagle's tone-deaf
campaign alienated core
Gen Z customers

= Internal echo chambers turn
untested guesses into costly "facts”

= 72% rank audience insight as critical,
yet 78% say insights are 90+ days stale




The Researcher’s Mindset:
Questions Over Assumptions

* Facts vs. guesses: if you can't
trace a claim to specific data, it’s - '
an untested assumption.

The Ladder of Evidence: most
marketing decisions rely on gut .
feelings, not systematic inquiry. % 7

Key biases: confirmation bias,
false consensus, and social
desirability distort audience views.

Assumption Mapping: plot
beliefs by importance vs. evidence;
prioritize high-importance,
low-evidence items.

| EVIDENCE SCALE
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Designing Interviews That &
Uncover Truth, Not Validation N2

» Ask about past specific behaviors:
‘Tell me about the last time you.../,
not ‘Would you use this?”

e Structure the guide with context,
current state, pain points, and
language capture tied to a
research objective

» Use neutral probes: 'What
happened next?' and 'Can you
give an example?' instead of
leading questions

Record exact customer language
for pains, gains, and objections—
this becomes your marketing copy




Interview Practice:
Role-Play and Avoiding
Common Pitfalls

* Pitch in discovery mode:
every answer gets
contaminated by
social pressure

 Lead the witness:
"“You'd like this, right?"
kills honest feedback

* Accept "that's interesting"—
polite flattery, not
useful signal

* Ask "tell me about the
last time you..." to
anchor in real behavior

* Practice role-play:
15-min interviews with
observer noting missed cues




What Audiences Do
vs. What They Say

. stated preferences
predict purchase only 34% accurately;
38% misrecall digital shopping

y\ /e: decisions are
unconscious; self-reports are
rationalized stories missing
real context

recordings, heatmaps, social listening,
review mining, support ticket analysis

behavior question, watch 5-10 real
tasks, note path deviations, capture

friction Concrete Data




Mlnlng Existing Evidence:

' The Data You
Already Own

+

- Support tickets contain verbatim
customer language and real problems.
@ - Extract recurring pain points, exact
phrasing, and expectation gaps.

- Export 100 random conversations
and code into a 3-column spreadsheet.

@ - Triangulate themes across sources;
seek 70%+ pattern frequency.

’ /‘@%\ @ - Actively hunt for evidence that
A

contradicts your existing beliefs.

SIGNAL EXTRAC
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2+ Triangulation: Connecting Interviews,

oooooo

------ Observation, and Existing Data

- Use 3+ independent sources
to confirm or challenge findings

- - Map themes x methods on
a matrix; flag convergence
and divergence

| - Build profiles only from
© . cross-source confirmed claims

- Label evidence level per claim;
. leave gaps empty, don'’t invent

@ - Contradictions often reveal
. hidden segmentation insights
B




o Synthesize using the Lean Audience
Canvas: Real Problems, Real Language,
Real Info Gaps

e Map drivers across functional,
emotional, and identity layers

for resonant messaging

|
@ o |dentify patterns mentioned by
70%+ of participants and

| emotionally charged language

o Stay evidence-bound: label
unexplained patterns as

hypotheses, not filler facts

Synthesizing Findings:
Creating an Evidence-Based Audience Canvas

{ G Gut Feel ee0cesccs0sescccossnee oo .% Concrete Data . }
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<27 Validating Your Conclusions Before You Commit
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Synthesized findings still
require testing to prevent
expensive at-scale failures.

The False Confidence Filter: JRNCER MR PRT'CE"S‘}TY
Stranger, Priority, Clone, and -
Champion Tests, each run
with 5 ICP buyers in 48 hours.

STRONG
CONCLUSIONS )
MOVE FORWARD /

Fatal test failures demand a
full rewrite; fixable gaps need
sharper hero messages or
elevated differentiators.

Lightweight validation: 5-second
clarity tests, micro-surveys,
de-identified comparisons, and
small-sample A/B tests.

. / SIGNAL EXTRACTION
\_ (FILTERING NOISE FROM GOLD)  /




Turning Audience
Truths into
Marketing Action

Pull verbatim customer
language into headlines [
and landing pages e

0 Replace fictional personas I
with aggregated research
themes ,

o Map every uncovered
objection to a proactive
messaging fix

o Build a weekly support-
marketing loop to stress-test
creative against real
conversations



Building Your
Continuous Audience
Research Habit

- From one-off project to always-on
practice: 2-4 monthly interviews, i

weekly support-ticket review S

- Match cadence to campaign rhythm:
light-touch before every campaign,
quarterly deep-dives

- Block a 90-minute weekly slot:
one customer conversation,
synthesis, and one shared insight

- Pre-campaign checklist: tested with
5 ICP members? Language from real
conversations? Contradicting evidence?




Your First Research Sprint:
A 30-Day Action Plan
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low-evidence beliefs

Week 2 ASSUMPTIONS ASSUMPTIONS | ASSUMPTIONS | ASSUMPTIONS
® VWWeek Z: | . #

Mine 100 support
tickets; run Stranger
Test on your
messaging

* Week 3: e/ eIk | W A [

Conduct 5 discovery

interviews; capture
verbatim customer
language

e Week 4:

Build a Lean Audience
Canvas; implement
one evidence-backed

change
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PersonWise.

PersonWise - Al digital-human course platform

Scan the code or click anywhere to watch this course live, with voice Q&A

personwise.ai/t/272ea80e/public


https://personwise.ai/t/272ea80e/public?entry_surface=public_courseware_pdf

