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OVERVIEW
The B2B marketing strategy firm, B2P
Partners, has conducted proprietary
research to determine, understand, and
benchmark the current use of B2B buyer
personas. The research probed how
companies are using buyer personas, where
and how they have been effective (or not
effective), and what obstacles, real or
perceived, block the path to success. This is
the second yearly survey.
A buyer persona is a composite profile of
the perfect prospect, reflective of their
actual interests, goals, perceptions, and role
in the solution consideration process.
Our report covers:
1. How marketers are producing buyer
personas
2. The potential marketers see for
personas
3. How are personas performing
In addition to statistics from this online selfadministered survey, verbatim responses to
open-ended questions are included in
quotations.
HIGHLIGHTS
Increasingly buyer personas are becoming
part of the marketing toolkit. Over half of
B2B marketers say they are currently using
personas, up slightly from last year (from 58%
to 63%) and roughly one-quarter still say

they will start using personas in the next 1-2
years (from 28% to 24%).
At the same time, there continues to be
great variation among personas. No more
than three of four buyer personas includes
any one element.
For half, buyer personas helped them
discover important new insights or corrected
faulty assumptions (from 47% to 53%).
However, despite the apparent increase in
persona use, it’s disappointing that the
minority who report that personas are very
or extremely effective has not increased
beyond one-third (from 35% to 34%). Even
more B2B marketers rate their buyer
personas as only “somewhat effective”
(from 49% rising to 63%).
The jury continues to be split on the respect
personas command. While about slightly
fewer than one-third say buyer personas
ARE respected and/or understood in their
company (from 33% to 27%), an equal
proportion reports that personas are NOT
respected (from 29% to 27%).
“We don’t have full buy-in, which
affects how effectively they are
implemented.”
The promise of buyer personas is being
diminished by the practice of some
marketers to create personas only from
internal projection rather than bringing fresh
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insights from external research with real
prospects.
The finding that there is a very strong link
between persona effectiveness and the use
of external persona research continues to
be strongly supported.
•

•

Over the last two years, fully 89% of
persona that were judged very or
extremely effective were based on
new external research.
Similarly, all 86% of the personas
judged “ineffective” were not based
on any new external persona
research.

Similarly, the data demonstrates that
external research needed to generate new
insights.
• Not surprisingly, marketers report that
two-thirds of personas created from
external research generate new
insights (68%) while
• a minority of personas created
without external research generate
new insights (41%).
Nonetheless, B2B marketers remain
optimistic about the potential for personas.
Those who have invested thought and effort
into them report strong benefits, not only in
understanding their prospects, but in
building a customer-centricity throughout
the company. This way, personas guide
customer success efforts in addition to
prospect marketing.
“We have uncovered truths that
were known to prospects, but not to
us”

“Our marketing messages are more
directed and focused, and have led
to a growth in inquiries.”

There is an incredibly strong correlation
between persona effectiveness and
external persona research.
“Buyer personas inform content
marketing strategy and help other
functions become more customercentric, which helps the story we
share become more relevant and
compelling.”
“Personas help CX staff think
differently about how to treat
customers, remembering “what
would Persona A do or want in this
scenario?”

IMPLICATIONS
Buyer personas are here to stay. Their
familiarity, adoption, and impact continue
to grow. Their use should be considered an
integral part of the B2B marketing toolkit.
The biggest frustration cited, and thus an
obstacle to achieving personas potential, is
the lack of respect they command within
the company. This can be combated by:
• increasing the quality and strategic
impact of personas,
•

selecting the highest return
strategies, and

“They aid us in going beyond
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•

implementing the learning and
insights.

Marketers can increase their impact with
personas by establishing metrics that allow
them to create and publicize persona case
studies as internal proof points.

improves the quality of insights and,
more importantly, engages the
team, especially to identify topics
they would like to understand better
from persona research.
•

Here’s what this research, and our
experience, tells us about maximizing the
effectiveness of buyer personas:
•

•

•

•

Research this year again
demonstrates the necessity of
conducting external persona
research as a best practice. This is
the only way marketing can
introduce new insights and unveil
aspects of prospects not visible to
the sales team.
Independent research conducted
by those not in a selling mode will
reveal the triggers, motivations, and
perceptions of competitors more
candidly.
Currently-held customer information
and lead gen data should be
incorporated as well to build
credibility and action-ability.
The sales force should be engaged
to share their observations and
experiences about prospect
motivations and behavior. This

•

To create complete profiles, buyer
personas should include
o

prospect priorities

o

benefits sought,

o

decision criteria,

o

buyers journey.

The most overlooked aspect of
buyer personas, and one with
potential to increase impact is the
core insight.

To gain the greatest return, buyer personas
should be applied to:
•

Marketing communications such as
content marketing and campaign
planning

•

Messaging strategy and planning

•

Targeting and engagement / media
strategies

The application with the most additional
potential is new product launches.
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FINDINGS: ANSWERS TO 3 KEY QUESTIONS

Topic 1: How Are Marketers Producing Buyer
Personas?
While most B2B marketers claim
familiarity with buyer personas, Active
use of them is relatively recent. Only a
few have used personas more than 1-2
years.
-

-

-

About a fifth (22%) started
using personas in the past
two years.
A third (33%) have been
using them for more than
five years.
13% have yet to create any
personas.

Over half (63%) of marketers are
currently using buyer personas, and 24%
say they will be using them in 1 – 2 years.
Fully half (49%) believe that personas usage is
increasing.
However, their experience is not deep. Most have
created just a few personas.
-

44% have created 1 – 4 personas
37% have created 5 – 9 personas
17% have created 10+ personas

Personas do not take long to be created, with three
of four (78%) completed in three months or less. Of
course, many of those created in under a month
(37%) did not involve external persona research.
Fortunately, most personas are not general profiles
of roles. Two-thirds (68%) create personas that are
targeted profiles of key decision makers involved in
making decisions about a particular product.
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There is a wide range of practices in
spending on B2B buyer personas. Among
those who made any financial
investment, the average cost per
persona is about $18,000, although there
is wide variation.
-

Half (49%) were created
internally with no spending.
17% invested up to $10,000
per persona.
15% invested between
$10,000 up to $20,000, and
10% invested $20,000 or
more per persona.

There continues to be great variation in
what comprises a persona. No more than
three of four buyer personas includes any
one element and only half (53%) reference a core
insight about how the persona makes decisions or
selects a product.
-

76% Personal Profile
73% Benefits Sought
71% Decision Criteria
68% Influence Points
65% Perceived
Barriers to Adoption
65% Buyer’s Journey
53% Core Insight

Topic 2: What Is The Potential For
Personas?
At least half of B2B marketers
report that buyer personas are
used for:
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-

78% Content Marketing
78% Marketing Communications
67% Campaign Planning
56% Messaging Plans
50% New Product
Introductions

Less than half report using them for other
applications.
-

42% Sales Enablement /
Alignment
39% GTM Plans
25% Marketing Automation

-

“Personas are key to our
messaging, strategy and work
efforts”

Section 3: How Are Personas Performing?
The perceived effectiveness of buyer
persona remains mired where it was
previously.
•

•

The minority who report that
personas are very or extremely
effective has not increased
beyond one-third (from
35% to 34%).
Even more B2B marketers
rate their buyer personas
as only “somewhat
effective” (from 49% rising
to 63%).

For half, buyer personas helped
them discover important new
insights or corrected faulty
assumptions (from 47% to 53%).
This also means that nearly half
found NO new insights from their
persona work – mostly because
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they did not conduct any primary research (34%).
Over half of B2B marketers (63%) agree completely
or very much that personas have become a
permanent strategic tool for them. However, they
are much less likely to agree that
personas have:
•
•
•

Changed our ideas about
prospects (47%)
Deliver a competitive
advantage (37%)
Are respected and
understood (37%)

Marketers report that personas
consistently or frequently drive
each of their key strategic
discussions:
-

Messaging strategy
(78%)
Engagement / media
strategy (69%)
Targeting strategy (67%)

Specifically, a majority of B2B
marketers find personas very
useful for:
-

Marketing
communications (75%)
Messaging plans (73%)
Content marketing
(73%)
Campaign planning
(67%)
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On the other hand, they perceive personas as only
somewhat useful at best for:
-

New Product launches (39%)
Sales team enablement (35%)
Go-to-market planning (22%)
Marketing automation (4%)

Most have some frustration with
personas, with one third (34%)
having none. Their frustration
centers on how they are
received, rather than on their
creation.
“The rest of the
organization isn't used to
using personas to develop
marketing
campaigns/strategy and
product strategy.”
“Not everyone
understands or believes it
is a useful means of time
spent. They think it is
'marketing hocus pocus.”
“Unfortunately, the focus
is on the number of leads,
not their quality.”
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The biggest frustration with
buyer personas is that they are
not respected or appreciated
(37%). Relatedly, others say they
lack strategic impact (13%) or
don’t advance prospect
understanding (13%).
Relatively few are disappointed
with executional issues like
personas taking too much time
(13%) or cost (5%) or there
being too many to manage
(13%).
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