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This week: Audiences 

- Convincing people to join your movement requires understanding your audience. 

- How your audience is going to understand your brand, mission, and what you’re doing. 

- Terminologies “audience” and “avatar” to be used interchangeably, which simply means “typical 

person,” painting a picture of somebody; particular characteristics that make “who they are;” in 

essence, profiling, and ultimately knowing what they are and therefore what you should be 

offering. 

- Treating everybody the same way simply does not work. 

- Building avatars for people makes us understand what they need. If a person is interested in 

gardening, the term “gardening” should recur so you could connect with them and show value 

in your offer. 

- There are ways to build avatars for different people and at the same time, allow “connection” to 

be made between all of you, whether you’re speaking in a room, or you’re putting out a 

publication they can read or view online or other media. 

- When you are offered something, accepting that offer and choosing to engage in it entails that 

you feel you’re being catered to. The message of the one who is offering you something should 

be coming your way, that though the messaged is addressed to multiple people, there is the 

feeling that you yourself are being addressed. 

 

Activity: Facebook pages of your audiences. 

 
- Marc asked us to really draw this while he explains, as this is going also going to be the 

homework. 

- The challenge this week is that we’re going to build the Facebook profiles for two kinds of 

audiences, namely the “typical audience” and the “unsuspecting audience”: 

o Typical audience: in Valhalla, typical audience would be the gardener, the sustainability 

person and the unsuspecting audience. 
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o Unsuspecting audience: the people you don’t expect to join in but joined in anyway, at 

one point or another because of the connection they have found for themselves with 

your business, movement, or idea. 

- Recognize those who would engage with you and come back to your website: the core audience. 

Likewise, recognize those who would not, but nonetheless know how get your message across, 

from time to time. 

- There is not one message that would cater to both typical and unsuspecting audiences. Rather, 

there should be a message tailored for each. 

- Splitting your power makes it less effective. A generic message is not as effective as a specific, 

focused, and targeted message. 

- Why a Facebook page? Because it’s something we can all understand. It’s a place where we can 

easily get information and allow us to profile our audience. 

 

The Facebook Name: 

- We will name the profiles we create. Which name we use hardly matters, but it should 

represent the type of audience you are creating the profile for. 

- In our example using Valhalla, we use the name “Hippie” as Hippie could count as a typical 

audience for Valhalla.  For the unsuspecting audience, it would be “Mom.” We will use Hippie 

and Mom as examples for “typical audience” and “unsuspecting audience” for this class. 

 
The Profile and Cover Photos: 

- Our audiences’ Facebooks should have profile pictures, pictures of themselves, as they are 

individuals. They have their own egos and self-expressions. They gather around the page of 

Valhalla through their own Facebook pages. 

- The profile picture can be said to be the expression of the ego, the fullest expression of 

themselves and what they’re feeling like. 
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- They must also have cover photos. Marc used the example of a mountain and a sun image as 

cover photo, depicting Hippie or even Mom to be lovers of nature. 

 
- This cover photo expresses their “collective mindset.” People’s cover photos promotes 

something that they like, one way or another; and they like it so much, they want it expressed 

visually. It could be a band, a lifestyle, a trend, etc. It’s simply something people are into. 

- For our typical audience, Hippie, it could be his or her garden or some place he or she may have 

travelled, or a flower, etc. For the unsuspecting audience, Mom, it could be a family picture, a 

vacation, etc. 

- Point is, different people have different beliefs often displayed in more ways than one. 

Particularly, people display them visually. Most of us learn through what we see. 

- What we put out there visually affects us: our actions, the things that attract us, what we like; 

and so, ultimately, in terms of Facebook, what we might click. 



Be Your Own Hero: 

Avatar Building. How the Top 

Marketers Understand Their Audiences 
 

 

 

4 ©2015 Superhero Academy 

- For our drawing activity, Marc asked us to visualize our audience: what they would look like and 

what their name would be. 

- Now setting the examples of Hippie and Mom aside, we proceed with giving our audiences’ 

profiles their names. 

- These are the audiences we’re going to interact with regularly and we have to identify them. 

o What are the types of visuals that might respond (or elicit response) from that type of 

person? 

o Going back to our example in class, what visuals would appeal to the Hippie and what 

visuals would appeal to the Mom? 

- On our part, what visuals would our audience respond to? 

- In building our audiences’ profiles, Marc asked us to really “find” pictures: a typical profile 

picture for a particular audience as well as a typical cover photo that particular audience would 

have. 

- Draw the Facebook profile out or even make a fake account. 

- Google out the visuals/photos you’re going to use. 

- Going back to our example in class, words like “landscape,” “flower,” etc. are to be Googled out 

for Hippie; and the words “family,” “(Pinterest worthy) interior design,” etc. are for Mom. 

 
- Of course, these are only stereotypes; and building stereotypes is not what we’re doing. What 

we’re doing is honing our ability to profile our audiences and would-be audiences; and in the 

Facebook profiles we’re building for the challenge, we are going to build Facebook profiles for 

our audiences. 

- You have to know what they like and consider what they see. The better you do this, the more 

you’re able to make good offers for them or get those offers of yours to stick. 

 

The Info Section: 

- Your audience Facebook profiles must have their basic info: 
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o Their contact information, where they live, their school and education, their occupation, 

their age, and so on and so forth… 

o This is important because you’re going to talk to these different people who would want 

different words and terminologies used with them, so you could reach them and they 

could connect to you. 

 
- An engineer would want engineering jargon or simply things that relate to his field brought up. 

A hippie might perk up when you bring up things like “perma-culture vs. gardening,” etc. 

- The idea is to gather words, terminologies and phrases that would appeal to our respective 

audiences. 

o “Oh, well some of you are students…” makes connection with students if you’re talking 

to an audience with students in it. 

o “Some of you have a nine-to-five…” makes connection when your audience have people 

working nine-to-fives. 

- We don’t just talk to the people; we talk to their “scenarios,” which we should then use in our 

iterations and examples. That way, we connect with them and their scenarios, the things that go 

on in their lives. 

o For us taking this class, Marc says, “for your business…” “for your movement…” “for 

your idea…” If he only used, “for your movement…” it might not resonate with those in 

business or those with idea. 

o Injecting these key words and phrases into our sentences in our talks will at some point 

spark something in our audience. 

- Looking back to our Facebook info, is your business, idea, or movement location specific? Is it 

online in which you can be accessed anywhere? These should be clearly indicated. 

o If you’re a local business catering to people around your vicinity, you would want to 

bring up things about your area, things they can relate to. 
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o If you’re an international entity with audiences that are from all over the world, you 

wouldn’t joke about a statue in your town that only people in your town will 

understand. However, it’s a different story If you’re running a local coffee shop, and 

people would get it. 

- Understanding your audience’s information is important, as it helps you make decisions about 

the who’s, what’s, where’s, why’s and how’s of what you’re catering to your audiences. 

- Another thing you would want to know is a little of your audience’s economic states, so you can 

peg the affordability of your goods. 

o If they are students, chances are they don’t have that much money. 

o If they are executives, like say, in Apple, chances are they are making more. 

- Your audience can basically be categorized according to those pieces of information. 

- Other details under info include things like family, marital statuses, etc. 

o Are they single? 

o Are they together with somebody? 

o Do they have a girlfriend or a boyfriend? 

o Are they making decisions on their own or do they have to consult other people? 

o As an example, some of us are catering to and working with moms. Sometimes the 

decision maker in the house is not just the mom, but there’s also the dad. 

o Sometimes, the considerations of your offer must have to work with numerous people 

of the family. 

- Another consideration could be nationality. While your message registers to an Italian in a 

particular way, it might sound different with a Greek or an Israeli. 

- Another portion is the pages that they like. All that and more, but the point is, finding out where 

the people congregate. 

 
- Knowing these about your audience will ultimately get you to tailor your offer to make it 

accessible and affordable for them. 

- They could also be source of content for you, things you could share on Facebook. They’re 

creating the content. All you have to do is share it, bringing in more “us” in the picture. 
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- They could be potential market or partners. They are a huge resource. 

- Another portion under info is Interests: 

 
- Similar with likes, but different in the sense that you can find a common place for the people. 

- Example used is a meeting in a golf course. People hold meetings over golf, because men and 

women who play golf can discuss business over golf. 

 

Friends, Photos, Videos: 

 

 
- Your audiences also produce content. They post and share stuff, and have friends who could 

also be “influencers.” 

- Understanding who your audiences’ friends are make you understand more of them: things that 

matter to them. 

- There are circles of friends from all over the place; and in those circles, there always has to be 

some “opinion leader.” 
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o People rarely go to events on their own. They often go to them with friends. In that 

case, knowing who the opinion leader is counts. 

o In a circle of friends, who gets asked what happens in Fridays? Who is the go-to person? 

o You would want to affect opinion leaders. That’s multiplying the effect. 

 

The Feed: 

- Made up of posts people put in to show others. 

 
- Our feed on our own page is what we want to show others. We don’t share for ourselves. We 

share for others. We share what we would want others to associate with us. 

- It’s not just what they share but why they share them. If a hippie sees a post that says 

something like a small farmer winning a court case against Monsanto, that hippie will most likely 

be happy about it and they would view the post and probably even share it. 

- There are lots of things right now, such as Top 10 Best Ways to this and that, etc. 

- Getting effective titles and pictures will make a great post. They are likely to be liked, shared, or 

commented on by your audience. They’re the make or break of your post. 

- Think deep what moms and hippies share… 

- Figuring out what the best title is, simply ask yourself what makes you click on a post? 

- Using Be Your Own Superhero as an example, Marc put out questions like… 

o Are you ready to be your own hero? 

o Is there a better time than now to commit to yourself? 

o Do you want to be a “social entrepreneur?” 

o If the answer to these questions are “yes,” they’re likely to mean connection right away. 

- Picture = what; why and how = description; now = URL/the link. 
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- There’s always got to be a call to action part to wrap up your posts, examples of which are, “Sign 

up now,” “Sign this petition,” “Take me there,” etc. links. Avoid dead ends. 

- Blogs and posts with recommendations at the end work better than those that just inform. 

- Again, consistency plays a key role. If you keep posting, you’re likely to have audiences. 

- You would want to consider timing as well. Posting at a time when people are most likely to see 

would be the best time. Things like where they are and what their states of minds are in 

whatever hours of the day are crucial. 

- Don’t just pass around content. Be an adder to the treasury of content out there that gets 

passed around. Bring back to mind the “story.” 

- Think of the thing that go viral. They are stories, one way or another. We click them. People click 

them. Think about why they went viral. 

- Who, what, when, where, why, and how are the six questions whose answers you can find by 

building avatars of your audience, allowing you to tailor your offer for them. 

- This is not a race, it’s a marathon. Consistency is the key. 

- Look and observe other people’s profiles. Subscribe to newsletters of competitors, your friends, 

etc. 

- Don’t do anything half-assed. How you do anything is how you do everything. Take the time to 

craft the good title. Take the time to write the proper blog. Know your audience. 

- You’re only as good as a poster as you are an observer of other people’s profiles. 

 

Assignment Reminder: 

- Create at least two Facebook audience avatars: typical/suspecting audience (example, the 

hippie) and the unsuspecting audience (example, the mom). 

- Understand both of them, their life patterns, life flows, their contact information, their work, 

where they live, age, state of life, education, interests, what they might like, what they might 

click and why, what they might share, what they might pull up their phone and take pictures of, 

who their friends are and who the opinion leader might be, what they might like visually. 

- Make those avatars and like those things your audiences might like. 
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- Make a logo of your idea, one that resonates your message. 

- Adjust your offers to these avatars. 


