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INTRODUCTION

Know Who You're Talking To
Marketing to "everyone" is the fastest way to reach no one. When you know
precisely who your best customers are, what they need and where they spend
their time, every post, ad and message gets sharper and cheaper.

Defining an audience looks different in 2026. Platform algorithms now find people for you
based on your content rather than your targeting settings, so your content is your
targeting. People also search social apps and AI assistants in full sentences, which means
you need to understand the exact questions your audience asks. This guide helps you build
clear audience profiles and shows you the free tools to research and refine them.

01 Primary and secondary audiences
Who gets most of your attention, and who you test with

02 Audience profile worksheet
Demographics, needs, behaviors and where they search

03 Five ways to research your audience
From your own followers to social search and AI

04 Putting your audience to work
Content, ads, messaging and privacy-safe targeting

05 Research and analytics tools
Meta, Google Analytics 4, TikTok, YouTube, LinkedIn and X

About this guide
Produced by Ronin 1 Digital Marketing & Recruiting LLC for small businesses and staffing agencies.
Platform features, menus and prices change often, so this edition reflects what was publicly
announced as of fall 2026. Always confirm the latest steps inside each app or its help center.
Want it done for you? Visit ronin1dmr.com or email keven@ronin1digital.com.
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SECTION 01

Primary and Secondary Audiences
Most businesses serve more than one type of person. Rank them so your time and budget go
where they count.

Primary audience Secondary audience

Who they are The group most likely to become your
most valuable, repeat customers

Other groups who may buy or engage
but are smaller, less frequent or less
profitable

Share of effort Roughly 70 to 80 percent of content
and budget

Roughly 20 to 30 percent, often in tests

Why they matter They drive revenue and referrals They open new markets, support other
services and reveal growth
opportunities

Example: a Southern California staffing agency
Audience Type What they need

Operations and HR managers at
warehouses and light-industrial
companies

Primary (clients) Reliable, safety-trained workers on
short notice; fewer no-shows; simple
billing

Hourly job seekers, often bilingual, within
a short commute

Primary
(candidates)

Steady shifts, clear pay, quick hiring,
respect, and answers in their
language

Small businesses needing seasonal or
temp help

Secondary Flexible short-term staffing without
long contracts

Skilled trades and forklift-certified
workers

Secondary Higher-paying roles and certification
opportunities

Two-sided businesses
Staffing agencies, marketplaces and recruiters serve two audiences at once: the people who pay and
the people who fill the roles. Build a separate profile for each. They use different platforms, words
and messages.
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SECTION 02

Audience Profile Worksheet
Complete one worksheet per audience. Base it on real conversations and data, not
assumptions. Give each audience a memorable nickname, such as "Busy Ops Manager
Maria."

Audience nickname

Their #1 problem or need

Age range / life stage

Job role or industry

Location / service area

Languages they use

Budget / income range

Interests, values and goals Behaviors: how they buy or apply

Platforms they use most

Exact words they search

Questions they ask before buying

Objections or fears

Who influences their decision?
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SECTION 03

Five Ways to Research Your
Audience

1. Study the people already engaging with you
■ Check Insights on each platform for age, location and active times of your followers.
■ Look at who comments, shares, saves and messages, not just who follows. Engagers are

your real audience.
■ Ask: what stage of life are they in, what else do they follow, and how do their interests

connect to what you sell?

2. Ask them directly
■ Use Story polls, question stickers and comment prompts ("What's your biggest headache

with hiring right now?").
■ Send a three-question survey to past customers.
■ Talk to five real customers or candidates on the phone. You'll learn more in an hour than

in a week of analytics.

3. Mine social search and comments
Type your topic into the TikTok, Instagram and YouTube search bars and note the
auto-suggestions. Those are real searches. Read the comments on popular videos in your
niche to find recurring questions, complaints and slang. Turn each one into a piece of
content.

4. Watch trends and communities
Trends now move fast and splinter into niches, so follow the communities your audience
belongs to: Facebook Groups, subreddits, LinkedIn groups, X Communities and local pages.
Track recurring hashtags and phrases, and note which conversations your brand can
genuinely add to.

5. Use AI as a research assistant, not an oracle
AI tools can summarize hundreds of comments or reviews, cluster common questions, and
draft persona outlines in minutes. Treat the output as a starting hypothesis and verify it
against real data and conversations. Never paste personal customer data into public AI tools.
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New in 2026: optimize for answer engines
More people ask ChatGPT-style assistants, Google's AI results and Meta AI for recommendations.
Clear, consistent business information across your website, Google Business Profile and social
profiles, plus content that directly answers common questions, makes it more likely you'll be
recommended.

SECTION 04

Putting Your Audience to Work
1. Shape your content around their questions. Every common question on your

worksheet is a video, carousel or post.
2. Speak their language, literally and figuratively. Use their words, their examples and,

where it fits, their native language.
3. Choose platforms by audience, not by habit. Go where the worksheet says they are.
4. Let content do the targeting. Algorithms on Instagram, TikTok and YouTube show

your posts to people similar to those who engage. Specific content attracts specific
people.

5. Use broad ad targeting plus strong creative. Meta's and TikTok's AI-driven ad
systems often outperform narrow manual targeting. Give them clear creative made for
one audience and let them find buyers.

6. Build retargeting and lookalike audiences from website visitors, video viewers and
your customer list (uploaded securely through the ad platform).

7. Refine monthly. Compare who actually converts against your profile and update it.

Fair and legal targeting
Ads for jobs, housing and credit fall under special rules on Meta and other platforms that restrict
targeting by age, gender and ZIP code to prevent discrimination. Staffing agencies should select the
employment ad category and let the content attract applicants.
Follow privacy laws such as California's CCPA/CPRA when collecting and using customer data, and
only message people who have opted in. This is general guidance, not legal advice.
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SECTION 05

Research and Analytics Tools
All of these are free with your business accounts. Check one each week, and do a deeper
review monthly.

Tool What it tells you Best use

Meta Business Suite
Insights

Reach, engagement, follower
demographics and locations across
Facebook and Instagram, plus content
performance

Finding your best-performing
content and the age and
location mix of your audience

Meta Ads Manager
audiences

Estimated audience sizes and performance
by placement, age, gender and region

Testing messages and offers
with small budgets

Google Analytics 4 Which social platforms send website
visitors, what they do on your site, and
conversions such as form fills and
applications

Proving which platform actually
drives leads, not just likes

Google Search
Console and Business
Profile

Search terms that bring people to your site
and Google listing, calls and direction
requests

Finding the exact words
customers use

TikTok Analytics and
Creative Center

Viewer demographics, traffic sources,
search terms that led to your videos, and
trending sounds, hashtags and ads

Spotting trends early and
learning what your audience
searches

YouTube Studio
Analytics

Audience age, geography, returning
viewers, search terms and when your
viewers are online

Planning long-form topics and
publishing times

LinkedIn Page
Analytics

Follower industries, job functions,
seniority, company sizes and locations

Understanding B2B buyers and
professional candidates

X Analytics Post impressions, engagement and
follower growth

Testing which topics spark
conversation
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Key metrics to watch
Metric What it really means

Reach How many unique people saw your content. Tells you about awareness.

Engagement rate Interactions divided by reach. Tells you whether the content resonated.

Shares and saves The strongest signal that content is valuable. Weighted heavily by algorithms
in 2026.

Messages and leads People raising their hand. The metric closest to revenue.

Conversion rate The percentage of visitors who take your desired action, such as booking or
applying (tracked in GA4).

Cost per result What you pay in ads for each lead, application or sale.

Let us do the research
Ronin 1 builds audience profiles, sets up analytics and runs targeted campaigns for small businesses
and staffing agencies. Visit ronin1dmr.com or email keven@ronin1digital.com.
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