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The best description I’ve come across is that branding is the way other 
people feel about your business. To help build a brand, I like to concentrate 
on five elements: visual identity, target client persona, reputation, 
consistency, and something that could be called buff-worthiness. 
Branding is important because it helps you reach the right clients, those 
who connect emotionally with what you have to offer, in a world where 
there  is way too much noise and too many options to go around. 

This workbook helps you with one of the most crucial components, 
creating a target client persona. Creating a persona is helpful because it 
simplifies ALL the decisions you ever need to make about your business, 
whether to do with your visual identity, the products you offer, or deciding 
how and where to connect with your potential clients. It helps you to 
forge your marketing message without having to talk to EVERYONE at 
the same time.

Once you have your target client persona fully fleshed out, all you 
ever have to think about is just that one specific person when making 
decisions. Would they like it? If yes, go for it, if not, it’s not the right 
direction. That’s a weight off, right?

Have fun creating your very own persona!

WHAT IS 
BRANDING?

AND WHY DOES IT 
MATTER?

Marianne xo
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You might be wondering where on earth you are supposed to find all the answers 
to these questions from. It’s really a combination of different things. If you’re in 
the very beginning, you should start thinking about how your friends or family, 
or your biggest fans see you. How would they describe you? How would you 
describe them? A big part of the process is figuring out who YOU think that 
perfect person you want to work with is, a person who sees you and your work 
in the way you want to be seen.

Then, you should move into market research. Dive deep into the industries you 
wish to serve, analysing their needs, trends, and visual aesthetics. Understand 
their values  and their aspirations. By immersing yourself in the industry landscape, 
and learning about who the decision makers are, you can align your photography 
style and services with the demands of potential clients.

Another important element is identifying any clients you have already worked 
with, who you’d consider your ideal clients, and find out as much as you can about 
them. Actually, it’s good to get into a habit of asking for information throughout 
your relationship with your clients, starting from your enquiry form, through all 
the verbal communication between you, and ideally ending with an anonymous 
survey after you’ve delivered your services.

All clear? Right, I think you’re all set now. 

Good luck!

HOLD 
on!

BEFORE  
YOU START
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DEMOGRAPHICS /  who are they?

Name ( f i r s t  name i s  enough , jus t  to f lesh them out) :  

Age ( just  one age , not  a  r ange) :

Gender :

Income:

Urban ic i ty  (c i ty /countr y/suburban) :

Occupat ion : 

L IFE S ITUATION /  where in  l i fe  are they?

S ing le/Engaged/Mar r ied/Co-hab i t ing :

Chi ldred Y/N:  Number :   Ages :

Pets  Y/N:   Type :

Homeowner Y/N:

Anyth ing e l se you can th ink of ?

WHAT ARE THEY L IKE /  what  per sona l i ty  t r a i t s  or  ind iv idua l 

qua l i t ies  do they have?

Tr a i t  1 :

Tr a i t  2 :

Tr a i t  3 :

Anyth ing e l se?

STEP 
ONE
THE BASICS
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LIKES /  What are the i r  favour i te books , movies , TV shows , 

magaz ines , and what  mus ic  do they l i s ten to?

BOOKS:

MOVIES & TV:

MAGAZINES:

MUSIC:

What would the i r  idea l  house look l i ke?

SHOPPING /  Where do they shop?

Store 1 :    

Store 2 :   

Store 3 :

Where do they wish they shopped?

TASTE /  How do they dress ?

What are the i r  favour i te co lour s ?

Colour 1 :   Colour 2 :    Colour 3 :  

STEP 
TWO

TASTES
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What do they spend most  of  the i r  t ime on?

What do they WISH they ’d spend more t ime on?

What hobbies  do they have?

What blogs do they read/podcats  do they l i s ten to and how often?

B log/podcast  1 :      Da i ly       Week ly       Month ly

B log/podcast  2 :      Da i ly       Week ly       Month ly

B log/podcast  3 :      Da i ly       Week ly       Month ly

What are the top 5 webs i tes  they use and how often?

S i te 1 :        Da i ly       Week ly       Month ly

S i te  2 :        Da i ly       Week ly       Month ly

S i te  3 :        Da i ly       Week ly       Month ly

S i te  4 :        Da i ly       Week ly       Month ly

S i te  5 :        Da i ly       Week ly       Month ly

How did they f ind you?  ( I f  search eng ine , what  term?)

STEP 
THREE

HABITS
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What do they va lue?

Va lue 1 :       Va lue 2 :

Va lue 3 :       Va lue 4 :

What k ind of  choices do they make based on these va lues?

What rea l ly  exc i tes  them/what are they dr awn to?

Turn-on 1 :      

Turn-on 2 :

Turn-on 3 :      

What e l se cou ld exc i te them i f  they knew i t  was a  poss ib i l i ty ?

What turns them of f ?

Turn-of f  1 :    

Turn-of f  2 :

Turn-of f  3 :    

How do these d i s l i kes  in f luence the i r  dec i s ions?

STEP 
FOUR

VALUES
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What are the i r  needs?

Need 1 :      

Need 2 :

Need 3 :      

Which of  these needs are l i ke ly  to be neg lected?

What h idden needs to they have?

Need 1 :      

Need 2 :

How could you fu l f i l  these needs?

What do they fear ?       

What do they REALLY want f rom you?

What exc i tes  you about wor k ing wi th them?

STEP 
FIVE

NEEDS
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What you’ve written above is one of the most valuable things you could 
have done to steer your business decisions in the right direction. Now look 
at what stands out to you, and gets you excited about your ideal client, and 
fill in the guideline on the next page.

Do have a print-out of your guideline at hand, whether pinned to the wall 
next to your desk, or filed somewhere where you can easily find it if you 
have difficult decisions to make and need to remind yourself of your target 
client. In time you will get to know them well, and making decisions based 
on their needs becomes second nature to you.

Remember to revise your target client if you are ever thinking of changing 
the direction of your business to serve a different type of client.

Extra tip: if you work with commercial clients and wonder how you’re 
supposed to distil a company into just one persona - you’re not, You should 
concentrate on identifying who the decision makers are. Who are the people 
at your ideal companies that you’re actually going to be communicating and 
working with. Who brings you in because they love your work, and who 
keeps working with you hopefully in the long term. Remember, companies 
are also made up of people and no matter what level you’re working at, you 
will always be working with a real life person!

YAY!
YOU’VE  
DONE IT
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My Tar get  Cl ient  i s  ca l led___________, They are ___ year s 

o ld , l i ve in  the ____________ and wor k as  a 

_____________. They f ind ______________________ & 

______________________ to be impor tant  in  the i r  l i fe . 

They l i ke the co lour __________________, read 

________________, and shop at  ___________________ 

& __________________. They spend most  of  the i r  t ime 

on _______________________, & wish they had more 

t ime for  _____________________. They get  ver y exc i ted 

by ___________________ & ___________________, and 

are complete ly  turned of f  by_____________ & 

________________. Three words to descr ibe them are  

______________, _______________, and 

_________________. They want to wor k wi th me because 

they want to____________________________ & 

_____________________. I  can ’ t  wa i t  to wor k wi th them 

because _______________________________________.

MY  
CLIENT

AT A GLANCE


