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Target Introduction

The Ambitious, but Unguided

Buyer Persona

Our target audience includes women of color who are business professionals. 

in the following slides we have summed up key insights about our
audience as they relate to the CNY Women’s Network. 

These women are seeking out a community that not only supports
them in their career-goals, but understands their background and
shares similar experiences.



The Office SocialiteThe Office Socialite

55.2% use loyalty / reward programs
56.9% use discount codes or coupons
11.4% buy products / services to access the community built around them

Behavior & Habits

Typically discovers brands from social media, websites or word of mouth 
Wants brands to be reliable and authentic
Loyal to brands that she trusts 
Wants brands to be social responsible
Thinks the brand role is to help you improve your knowledge / skills

Brand Goals & Discovery

Target Introduction Buyer Persona

Meet Rhylee Hudson!

Age: 32
U.S. Region: North East
Socioeconomic Status:
Upper Middle Class
Family Status: Just Married
Job: Director of Analytics for
Butler Till in Syracuse

Brands & Platforms

discount
codes

health 
and 

fitness

beauty
and

fashion



Interests

Audience’s Habits
Buyer Persona

High interest in cooking,
trying new restaurants and
going out to dinner, and
connecting with friends
through these activities.  

Foodies 

Care about their overall
wellness and mental health
as well as staying active.
High percentage enjoy spa-
based vacations.

Health &
Wellness

Consider themselves fashion-
conscious and enjoy staying
on trend when it comes to
style. They also take care of
their apperance.  

Fashion &
Beauty

Focused on setting goals for
themselves that both
challenge them and give them
opportunities to become more
sucessful. 

Personal
Development



Gaining both professionally and personally from these communities Buyer Persona

The Ambitious but
Unguided are 26.4% more

likely to buy
products/services to access

the communities around
them

Community Data

The Ambitious but
Unguided are 14.6% more

likely to use social media to
find likeminded community 

47.1% of the Ambitious but
Unguided believe it is

important to contribute to
their community



The Ambitious but Unguided seek out communities where they
can grow personally and professionally Buyer Persona

Professional Growth

Challenging myself is important   65.1%

Having a positive attitude in my
professional journey   79.9%

Personal Development

A judgement free zone where everyone
understands what it means to be a

woman

Spirituality, health, and wellness are
important to me

  54.6%

Being in a community that breeds
accountability

"Having accountability when it comes to mindset, planning business goals, as well
as meeting like-minded entrepreneurs allows me to see the success of others and

why it's possible for us all to succeed!" - Member of Bossbabe

“I love having a safe space to talk about what's on my heart... I love that it's a
judgement free zone where we can explore topics on our mind and learn together in

the workshops." - Member of Almost30



Solution: 
I need to find a community that experiences
similar issues and can have conversations
regarding them.

Questions:
What type of resources are available? 
Are there any communities near me that I
could benefit from?

Action:
Attend Free/Plaid Networking events/
speaker events for specific communities
within the CNY WN

Problem: 
I feel underrepresented in corporate
America.

Questions:
Is there a community that currently exists? 
Do others struggle with the same issues?

Action:
Through Social Media and word of mouth,
become aware of the CNYWN

Journey to Finding Community Buyer Persona

Awareness Consideration Decision

Decision: 
I will join one of these communities to
connect with like-minded individuals that
are career-focused.

Touchpoints:
Local News Outlets, Blogs, Social Media,
Google

Action:
Ultimately decided to join the CNYWN, and
start benefitting from all the products and
events that CNYWN offers



Funny/Entertaining Content as a way to Connect
Media Habits Buyer Persona

Instagram Facebook TikTok

highest performing
platform (23.9% said its
their first choice
platform)
65.2% use instagram to
find funny and entertaining
content

19.4% use facebook as their
primary social media platform
video content performs the
best
consumers looking to find
entertaining and funny content

18.6% use TikTok as their
primary social media platform
this platform is used multiple
times per day
consumers are looking for the
same funny and entertaining
content

CNY Women’s network should be using their platforms in different ways  to best connect
with their audience. Posting interesting content that users can find funny and engage

with will perform well.



The Ambitious but Unguided yearn to be the powerful and confident women that they read about, but
need guidance and lack proper diverse role models in the media and their professional lives.

Our Target is
25-45 years old
women of color

in business

Buyer Insight Buyer Persona

The Truth
They focus on
self-love, and

personal
wellness

They are
looking for a
relatable and

ambitious
community

They enjoy
using social
media like a

search engine

Overall Insight:



Thank you

ADV 523

For your attention
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GWI Audience
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