
Easy Steps
that Lead to 
Buyer-centric  
Messaging 

How can B2B tech and SaaS marketers create messaging  

that resonates with buyers? The answer is to see things from  

the buyer’s perspective. This handy tip sheet will take you through 

the basics of pivoting toward customer-centric messaging in the time 

it takes to enjoy your morning cup of joe.

Start With Understanding 
Your Ideal Customer Profiles
First, you’ll need to understand the kind of organization where your ideal 

customer might work. Flushing out ideal customer profiles (ICPs) can help  

you identify the accounts you want to attract, engage, convert, retain, and 

grow while further informing your customer-centric messaging.

ICPs can be created from historical data on your best customers, or be based  

on where your company wants to go. Include the following key demographics: 

 • Company size

 • Industry

 • Employee headcount

 • Location

 • Revenue

 • Maturity stage

 • Annual budget

 • Business goals

 • Buying triggers

 • Common objections

 • Why your company 

would bring them value

Interested in learning more about developing ICPs?  
Check out PMG’s The Ultimate Guide to Digital Marketing.
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Get to Know 
Your Buyer Personas

Deliver Value to the 
Buyer’s Perspective

Your next step to creating customer-centric B2B messaging is to gain  

a clearer understanding of your buyers. One of the most common ways 

marketers gain this insight is through the creation of buyer personas.

Buyer personas are semi-fictional profiles of the people who will make or 

influence the decision to purchase your products or services. They are based 

on a combination of real-life contacts from existing accounts, interviews with 

your sales team and customers, and an analysis of your CRM data. Here are  

key demographics to include:

 • Age

 • Job title

 • Location

 • Education

 • Experience

 • Who they report to

 • Key responsibilities

 • Pain points

Now that you’ve gained insight into your ideal buyers and their organizations, 

it’s time to transcend your own perspective and craft messaging that will 

benefit the buyer and speak to their point of view. 

Ultimately, your job is to connect the dots from your buyer’s motivations, 

needs, and pain points to how your company’s product or service can enable 

them to overcome obstacles and achieve their goals. You’ll want to craft your 

customer-centric messaging for each step along the buyer’s journey. To do so, 

you can simplify the process by addressing the following questions, turning to 

your newly created personas to guide your responses.

Use “The Big 5” to Predict Behavior
Once you’ve documented the basics, add a layer of sophistication to your personas 

using a behavior prediction framework like The Big 5 traits indicator. The five traits it 

measures—openness to experience, conscientiousness, extraversion, agreeableness, 

and neuroticism—are represented by the acronym OCEAN. Working within this 

framework can help inform the nuanced details for your buyer personas.

New to The Big 5? Here’s a quick rundown. 

OPENNESS TO EXPERIENCE 
Represents a person’s level of creativity and curiosity. 

Inventive 

Curious

Playfulness, a love of variety, 
expressions of creativity, 
aesthetic sensitivity, and 
intellectual curiosity. 

Consistent 

Cautious

Predictability, a love of 
routine, perseverance, 

and pragmatism.

CONSCIENTIOUSNESS 
Represents a person’s level of organization and work ethic. 

Efficient 

Organized

Self-discipline, making 
good on commitments, 
and enthusiasm for 
planning things out  
in advance.

Easy-going 

Careless

Flexibility, spontaneity, 
unreliability, and a 

preference for having 
others take care of  

the details. 

EXTRAVERSION 

Represents a person’s level of enthusiasm and sociability.

Sociable 

Enthusiastic

Seeking out socialization, 
whether in small or large 
group settings, and an 
enthusiastic approach 
to life.

Solitary  

Reserved

Choosing solitude over 
any social situations and 

seeking out low-key/
quiet environments and 

experiences.

AGREEABLENESS 

Represents a person’s level of friendliness and kindness.

Friendly 

Compassionate

Showing consideration, 
generosity, kindness, 
optimism, and trust 
toward others.

Challenging  

Callous

Acting toward 
others with distrust, 
argumentativeness, 

suspicion, and pessimism.

NEUROTICISM 

Represents a person’s level of calmness and tranquility.

Resilient 

Confident

Emotional stability, 
positivity, tolerance, 
and hope.

Sensitive 

Nervous

Emotional instability, 
negativity, intolerance, 

and anxiety.

Want to learn more about B2B audiences? 
Download the free PMG guide How to Engage B2B 
Prospects: Content strategies that earn and hold 
the attention of potential customers.

Speak Your Buyer’s Language
Avoid industry jargon and acronyms. Don’t fall into the trap known as “the curse 

of knowledge” by assuming that your buyers have the same level of insight and 

expertise that you do about your industry, your company, or your products or 

services. Instead, cut through the fluff by using straightforward, clear language 

that anyone can understand.

Solve for Problems 
Ultimately, you should be able to clearly and succinctly answer the 

question: “What can you do for your buyers?” Instead of focusing 

on your product or service’s features, focus on the benefits those 

features enable. What pain points are you alleviating? How will 

the specific customers described in your personas be better 

off if they choose your product or service?

Try writing from your buyer’s perspective for your next B2B 

marketing project and you’ll find that your message better 

resonates with them wherever they are in their journey. 
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Transform Insights Into Opportunities
Understanding the challenges and desires of your ideal buyers enables 

more meaningful connections that fuel growth. PMG partners with tech 

and SaaS marketing organizations to drive business value through high-impact 

content and digital marketing programs—helping companies define their strategies, 

deliver on their objectives, and smash their KPIs.

Contact PMG today to schedule a 20-minute introductory call. 
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1: Who is your buyer as a person?

2: Where are they in their journey?

3: What pain points are they facing?

4:  Why is your organization uniquely  
positioned to help them overcome  
those challenges?
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