
  



 

Understanding YOUR Target Audience. 
 

Most people think they have a good understanding of their target audience, but in reality, they 
have barely scratched the surface. For online coaches, this is no different. So let’s dive straight 
in and look at an example. 

 

Target Audience 

 Women 
 Age 25-40 
 Wants to lose fat/ tone up.  
 Mid-level office-based career. 
 Busy in the evenings with kids/ house/ family. 

 

Does your target audience profile look something similar to this? A lot of coaches don’t even 
get past the first three things on this list before stopping. But the reality is, if you want your 
content and socials to really pull in the right sort of leads and paying customers, you will need to 
do a lot more digging.  

 
So, what else should you be thinking about? 

 

1. Your target should be a PERSON not an AUDIENCE. 
The first thing to do is start thinking about your DREAM 
CUSTOMER and not your TARGET AUDIENCE. Shifting 
your mindset towards a single dream customer will 
allow you to think about every aspect of their 
personality and life in much more granular detail. For 
example, if you were asked to get to know a crowd of 
1000 people or a 1 person in an hour, which do you 
think you’d know better at the end? 

First things first – decide on their name and age. We’ll 
be calling our example dream customer “Laura” 
throughout the rest of this info pack. Her full name is 
Laura Jones and she is 32 years old (specificity will 
become important later). 

Next – decide what Laura looks like. Laura is 5”4; she’s a brunette naturally but dyes her hair. 
She doesn’t do this as often as she would like and her roots are growing out. This is because 



 

she can’t justify the cost of her hair looking great when she doesn’t feel happy with the way her 
body looks. Over the last few years, she’s started to wear less make-up as her pride over her 
looks has slowly faded. She still puts it on for social occasions but feels awkward and like she’s 
trying hard to look good when she does. Laura is currently 63kg and has excess fat in all the 
usual places. She’s started to wear larger sizes and more “flattering” clothes to try and hide the 
shape of her body from the world.  

 

I’m sure you can already see that thinking about your dream customer as a person instantly 
gives you insight into their concerns, fears and worries. You can start to empathise with this 
person and naturally begin thinking about how you would help them if they were real. All of 
these thoughts and ideas are an absolute goldmine for marketing and content production.  

 

So, let’s look at Laura in a bit more detail and find some more ways we can target our approach 
to her.  

 

2. Where does Laura hang out and what does she do? 
You should be thinking about where your dream customer spends online and offline time. With 
all of these things, the more specific you be in your own mind, the better the understanding of 
your customer will be, and the more focused your content will become.  

For example:  

 Laura spends her time flicking through 
Instagram – TOO VAGUE! 

 Laura gets home from work at 6pm every 
evening. She feeds and pet’s her cat “Collin” 
while flicking through IG reels of silly cat videos. 
She follows a few personal trainers she knows 
from her school days and occasionally looks 
through their before and afters, drops a like and 
daydreams about how great it would make her 
feel to be one of them. But her embarrassment 
and social awkwardness quickly kills any 
thought of reaching out to these coaches 
herself.  

So now we are starting to realise that Laura will probably never message a coach of her own 
accord. She’s a bit socially awkward, embarrassed and ashamed that she’s let herself go. So if 
we want to get Laura on board and help her out, we are going to have to make the first move 
here and tread gently in our approach.  



 

And we got all of that from what Laura does within an hour of getting home from work. We can 
literally plan out an entire day’s schedule for her and try to identify marketing and content 
opportunities at every stage. 

For example: 

 That same evening, Laura will visit her 
2 best friends from school, Kate and 
Sarah. They’re all 32. Kate has been 
with the same guy since she was 17 
and is married with 2 children already. 
Sarah is engaged and talk very quickly 
turns to whether Sarah will be having 
kids soon too. Laura feels awkward in 
this inevitable conversation topic 
because she hasn’t ever had a steady 
boyfriend. Her longest relationship is 3 
years at most and she’s pretty much 
stopped trying over the last few years. 
There’s been the occasional hookup 
but nothing serious. Secretly she 
believes no worthwhile guy would be interested in her in the long run, but she pretends 
she’s not interested in men or kids to her friends and family. On the outside, it’s her and 
Collin against the world.  

Now we are really getting somewhere!! We are beginning to understand that Laura is conflicted. 
She feels like the clock is ticking, but she’s now backed herself into a corner where she feels 
she has to present a strong and confident persona to her friends and family.  

So, as clever marketers looking to win Laura’s business, we should now consider an 
empowerment angle. Laura is going to lose this weight for HERSELF and nobody else. It’s her 
against the world and when Laura puts positivity out into the world, it’s going to throw positivity 
back at her (possibly in the form of a hunky new man)…  

 

3. Hopes, Dreams and Desires VS Fears, Worries and 
Regrets. 

As you can see, the more we piece together our dream customer as a REAL person, the more 
we begin to understand all of their hopes, dreams and desires. We also start to tap into their 
fears, worries and regrets.  

All of these are elements that we should be pulling from when we are creating content, ads, 
messaging etc. We can pull from any one of these or a combination in order to sell your services 
as an online coach (or any product or service).  

 



 

For example, a desire:  

 Laura is going to be maid of honour at 
Sarah’s wedding 6 months. She’s decided 
she wants to shift the excess weight and 
look just as good as Sarah on her big day. 

This becomes a message in the DMs: 

 With someone as motivated and hard 
working as you Laura, I guarantee we’ll have 
you looking and feeling incredible in 3 
months, let alone 6. But are you sure you 
don’t mind upstaging Sarah on her big day? 
ѧѨѩѪѫѬ  

You know Laura is a worrier, she’s underconfident and needs reassurance that she’s making the 
right choice. So, you’ve complimented her and you’ve reassured her that the results are more 
than achievable. But you’ve also set the expectation that there will need to be motivation and 
hard work in a way that doesn’t seem unachievable because she is ALREADY those things. 
You’ve also shown that you’re a real person by joking and being playful, putting Laura’s concern 
that online coaching would be cold and impersonal at ease already. 

 

Summary 
Believe it or not, this is a very brief overview of the level of detail that can go into building your 
dream customer avatar. But hopefully, by now, you’re starting to realise that “woman, 30s, a bit 
fat” doesn’t quite cut it.  

If you find yourself struggling with content and marketing ideas, start to build your dream 
customer, like Laura, in as much detail as you can, and you’ll be blown away by how quickly 
new ideas will appear.  

 

 


