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Persona 

“I am always on the road. I need a car that is comfortable, fast, 

and reliable which is visually appealing and adds to my business 

image.” 

Name: Daniel Johnson- Smythe 

Age: 39 years old  

Status: Married to Rebecca Johnson-Smythe. 

Education: MBA in Executive Marketing. 

Occupation: Account Manager for GlaxoSmithKline in Ireland. 

Hometown: Celbridge area, Kilcullen, Co. Kildare. Resides in Ballsbridge, Dublin.  

Traits: Loyal, educated, friendly, youthful, high work drive, “work hard, play hard” attitude, 

can have a short fuse when under pressure. 

Information Sources: Internet (mobile and at home), Television - early in the mornings and late 

at nights- , The Irish Times, The Irish Independent, Auto Trader, Time magazine. 

Profile: 

Daniel has a wealthy background, but determined for success of 

his own, he pursued and guaranteed a very successful career in 

his pharmaceutical sales field; making good impressions is one 

of the main parts of his job. He is interested in technology and 

the latest gadgets fascinate him so he is always well informed about ‘it’ items.  

Being a car enthusiast was a trait inherited by his late father, Sean, a racing car 

engineer, whom he was really close to. Daniel spends most of his time on the 

road so he developed a real enjoyment in driving, for him driving is a form of 

personal expression.  

After years of enjoying in being a bachelor, Daniel met Rebecca, an architect, in 2001, which 

he fell in love with. In 2007 they got engaged and three years later they got married. Daniel 

loves spending time with his wife either in Dublin or at their 

holiday home in Cobh, Co. Cork. They enjoy the good 

things in life, such as travelling abroad, extreme sports and 

socialising. 



Daniel Johnson-Smythe chosen product 

BMW M3 

Marketing Mix 

Product 

The BMW M3 could be the car industry's most benchmarked vehicle - beautifully balanced dynamics, 

upscale image and enthusiast appeal with luxury sport compacts.  

 

Characteristics:  

 Fastest car made by BMW, street legal car, with the same features of a race car  

 Can reach 60mph in 4.1seconds 

 Offers of BMW individual, same product but customised to attend 

customer’s needs 

 Leather racing car seats add comfort to this ‘machine’ 

 

Fun to drive, excellent sound quality, M drive system, and permits user to adjust how the car drives, 

on-board Navigation makes it easier for users to find directions; voice command is safer to make 

phone calls while driving. 

The features of the BMW M3 are appealing to Daniel since it is positioned in the high-end, sports cars 

segment. A comfortable but fast car would influence his purchase as his profession requires him to be 

on time for meetings and he can drive for long hours. Also, the racing car features in the M3 would 

remind him of his late father, a racing car engineer, who always was a big influence in his car 

purchasing decisions.  

Prices 



From €75K, plus VAT and add-ons available. 

Due to his upper class background and successful career, money is not a problem to Daniel, so 

premier car prices would not represent a threat to him when purchasing this vehicle, although as a 

result of his education and relation towards investments, it is important that Daniel can understand he 

is investing in his career and personal life by purchasing the right car.  

Place  

There are three BMW stores located in Dublin city. With several authorised maintenance garages 

nearby its stores. There is also the online purchase option, where customers can purchase the M3 and 

its add-ons, virtually visualise the purchase and receive the product at the comfort of their home. 

For Daniel, the store in Murphy & Gunn at Milltown Rd, Dublin 6 would be the most convenient 

option to purchase this vehicle since it is close to his home. If there were any problems with his M3, 

he could just call in the store, where they offer Daniel the best option of BMW authorised mechanics 

to fix his problem. 

The BMW online shop can be a good option for Daniel since he is a busy businessman and husband. 

Car online purchases can save Daniel’s time. 

 

 

 

 

 

 

 

 

 

 

Promotion 

Slogan: “Ultimate driving machine” 

The BMW M3 is advertised in TV, car magazines and business newspapers, cinemas and online – in 

sources such as YouTube and Facebook. The car is also promoted via events such as motor shows 

and sponsoring sport events – soccer and European golf tournaments. 

BMW’s chosen methods of promotion appeal to Daniel because the sources chosen to advertise and 

promote the car are present in his everyday life. In M3’s ads, which 

the car is often shown in motorways and open spaces as these 

represent freedom and speed when driving. Daniel can identify 

himself with the imagery featuring the benefits of driving the M3 

as shown in the ads. 

 
 



Competitor’s product targeting Daniel Johnson-Smythe 

Audi RS5 

 

Marketing Mix 

Product 

RS 5 was built to compete with the BWM M3. Lots of cars go fast but the Audi RS 5 does so with style 

– modern, athletic, refined style. The RS 5 also avoids the rough-edged intimidation factor found in 

some of its competitors - the Audi RS 5's charms are lavish, with powerful brakes and precise 

steering. The RS 5 can reach 60 mph in 4.9 seconds. 

    

Main features of the RS 5: 

 Multimedia interface (MMI) and a 6.5-inch screen come standard, but navigation is an 

added-cost option  

 Adaptive cruise control, a backup camera, racing car seats, a blind-spot warning system, and 

ceramic front brakes  

 Can be fitted with neck-level heating vents and climate-controlled seats. 

The RS 5 is a fast car that is designed for its drivers to feel like they are in a race track, although 

driving in the city.  

The Audi RS 5 can be appealing to Daniel due of its visual traits and racing car features.  

Price 

From €98K plus VAT, add-ons available.  

Audi positions its cars in the premier segment, targeting upper class consumers that can afford 

luxuries - Daniel can be attracted to be part of such an exclusive market group. 



Place  

The Audi store is located at North Road, Dublin 11. It is a visually attractive store, where all the 

newest Audi cars are available for test drives by appointment. Also, consumers can purchase the RS 5 

online and personalise their car. Audi was the first car company to offer virtual test drives to its 

customers. 

 

The Audi online shop and test drives options could be great for Daniel since he does not have much 

spare time.  

The attractiveness of the shop also can influence Daniel, as he probably would want to be seen getting 

into the Audi store – it would be good for his image as a powerful businessman. 

Promotion 

 Slogan:  “Truth in Engineering” 

The Audi RS 5 is advertised in TV commercials, specialized car magazines, newspapers, and online. 

Audi participates of car events and fares and sponsor soccer teams, polo teams, hockey and American 

football. The Brand also holds events such as the Audi FIS Alpine Ski World Cup and the Audi 

Quattro Cup for Golf. 

Audi RS 5 advertisement strategies would appeal to Daniel because of the sources it features in and 

the visuals of its prints and TV commercials - either the car speeding in a desert motorway or showing 

the engineering behind the RS 5.  

 

 

  



Research 

The Daniel Johnson-Smythe persona was based in the research for the segments of BMW’s M 3 and 

Audi’s RS 5 car models. Below are the sources that enabled the creation of the persona. 

The name: Most double barrel names are perceived as high-class by the Irish and British. 

Henritze, B. 2013. Double Barreled Surnames, Compound Words and the Hyphenates. [online] Available at: 

http://www.barbarahenritze.com/index.php/research-blog/genealogy-blog/item/double-barreled-surnames-the-

hyphenates [Accessed: 28 December 2013]. 

The Age: Researches, made by BMW and Audi, show the average consumers for their 

segments are between 30 to 46 years old.  

Arroyo, J. 2012. Audi- Manufacturer of Automobiles:Chapter 8 Segmenting and Targeting Markets. [online] 

Available at: http://jarroyo2.blogspot.ie/2012/11/chapter-8-segmenting-and-targeting.html [Accessed: 28 

November 2013]. 

Brava, F. 2011. BMW M3 presentation. [online] Available at: http://www.slideshare.net/bava_89/bmw-

presentationfinalvo [Accessed: 03 December 2013]. 

Livengood, D. 2010. M3 Marketing Plan. [online] Available at: http://www.slideshare.net/DougLivengood/m3-

marketing-plan?from_search=3 [Accessed: 03 December 2013]. 

Mcmillan, J. 2013. The Importance of Marketing Segments. [PDF] London: Available through: Google Scholar 

http://www.mcmillantech.co.uk/articles/MarketSegments.pdf [Accessed: 28 November 2013]. 

Status: According to researches on BMW segments, 38% of its consumers are married.  

Brava, F. 2011. BMW M3 presentation. [online] Available at: http://www.slideshare.net/bava_89/bmw-

presentationfinalvo [Accessed: 03December 2013]. 

Livengood, D. 2010. M3 Marketing Plan. [online] Available at: http://www.slideshare.net/DougLivengood/m3-

marketing-plan?from_search=3 [Accessed: 03 December 2013].  

Pearson Education. 2013. Case Study: BMW. [online] Available at: 

http://wps.pearsoned.co.uk/ema_uk_he_kotler_euromm_1/126/32286/8265285.cw/content/index.html 

[Accessed: 05 December 2013]. 

Education and profession: The following resources ware crucial to find the highest paid 

professions in Ireland – Account Manager features the 11
th

 position, earning over €79K 

yearly - and the type of education needed to achieve the position. 

Education Portal. 2013. How to Become an Account Manager: Education and Career Roadmap. [online] 

Available at: http://education-

portal.com/articles/How_to_Become_an_Account_Manager_Education_and_Career_Roadmap.html [Accessed: 

28 November 2013]. 

Salary Explorer. 2013. Best Paying Jobs in Ireland - Salary Comparison. [online] Available at: 

http://www.salaryexplorer.com/best-paying-jobs.php?loc=104&loctype=1 [Accessed: 28 November 2013]. 

Traits and profile: Both traits and profile were mainly based in a WARC report on BMW. 

The document details its consumers and the market for the brand in Ireland and UK.  To add 

more depth to the persona’s profile, some other researches, specifically on the M3 consumer, 



helped to build the persona’s character, personality how they make their purchasing decisions 

and their likes and dislikes.  

 Report on brand strategy and identity for UK and Ireland: Was used to build a persona that can be 

identified with the brand. 

Alves, P. 2013. BMW's approach to marketing ROI, brand learning and measurement. [online] Available at: 

http://0-www.warc.com.www.library.itcarlow.ie/Content/ContentViewer.aspx?MasterContentRef=3a62dc77-

e0a6-4fbb-82ef-9a7bede87b1d&q=BMW+marketing+ROI [Accessed: 05 December 2013]. 

 Personal profile of BMW M3 segment and their marketing strategy: helpful to have an insight on what 

BMW M3 consumers think and what personality they have. 

Brava, F. 2011. BMW M3 presentation. [online] Available at: http://www.slideshare.net/bava_89/bmw-

presentationfinalvo [Accessed: 03 December 2013]. 

 Marketing plan for BMW M3. 

Livengood, D. 2010. M3 Marketing Plan. [online] Available at: http://www.slideshare.net/DougLivengood/m3-

marketing-plan?from_search=3 [Accessed: 03 December 2013].  

 Research results showing BMW drivers are the most aggressive when on the road. 

Wiliams, O. 2013. Beware of blue BMW drivers who really are the most aggressive and more prone to road 

rage when they get behind the wheel. [online] Available at: http://www.dailymail.co.uk/news/article-

2390373/BMW-drivers-really-aggressive-drivers-prone-road-rage-wheel.html [Accessed: 05 December 2013]. 

The marketing mix for the two products and the connection with the created persona were 

done by thoroughly analysing the two product’s websites and marketing strategies.  

BMW. 2013. BMW M3 Coupé. [online] Available at: 

http://www.bmw.ie/ie/en/newvehicles/mseries/m3coupe/2007/introduction.html [Accessed: 05 December 2013]. 

Audi. 2013. RS 5 Coupé. [online] Available at: http://www.audi.ie/ie/brand/en/models/a5/rs-5-coupe.html 

[Accessed: 05 December 2013]. 

The review on the two cars featured in the program Top Gear, series 16 - episode 5, was 

crucial in the decision of which product to choose and where to begin researching consumers. 

Also it shows the similarities of the two cars and how they were built to compete in the 

premier car market. 

Top Gear, 2013. Jeremy drives the BMW M3 Competition and Audi RS 5. [video online] Available at: 

http://www.topgear.com/uk/videos/jeremy-drives-the-bmw-m3-competition-and-audi-rs-5-part-1-series-16-

episode-5 [Accessed: 28 November 2013]. 

BBC Top Gear. 2013. Jeremy drives the BMW M3 Competition and Audi RS 5 part 2 (series 16, episode 5) - 

BBC Top Gear. [online] Available at: http://www.topgear.com/uk/videos/jeremy-drives-the-bmw-m3-

competition-and-audi-rs-5-part-2-series-16-episode-5 [Accessed: 28 November 2013]. 
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