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Persona and Social Norm Overlay Design Template

A persona is a descriptive summary of representative 
primary users and the key stakeholders that influence 
their behaviors. It includes an overview of their situation, 
context, needs, motivations, and benefits. A persona is 
developed from a range of different sources, pulling 
together common characteristics of similar people into an 
“archetype” through which a group can be understood. 

Personas are often used as tools to capture and present data 
gathered in interviews and customer segmentations. They 
can help build empathy within your team and ensure that 
your offering fits customer needs. Many teams use insights 
from personas to customize products, services, delivery 
methods, and communications to specific subgroups.

PRO TIP

o Make each persona as close to a 

typical person as possible. Details 

like name, age, and a list of daily 

activities help paint a picture of 

your customer. Photos and real or 

illustrative quotes help bring your 

persona to life.

o Personas evolve so it is important 

to keep coming back to the initial 

personas and learning what has 

evolved, how and why. 



Persona and Social Norm Overlay Design Template

Overlaying social norms onto 
personas is a unique way for 
implementers and designers to 
understand the multiple layers of 
women as clients and unpack the 
way in which social norms impact 
their ability to interact with financial 
services. Through this process you 
will be able to map influencer 
strength on the differing personas, 
and adapt or develop appropriate 
messaging and financial services 
that can shape and shift these 
norms over time.

The design process is broken 
into 2 phases: The first phase 
launches a social norms 
diagnostic or gender assess-
ment that captures data 
on women as clients together 
with what norms impact their 
financial lives and how they do 
so. CGAP and MarketShare
Associates pursued new 
methods for a social norms
diagnostics with Syrian women 
entrepreneurs in southeastern 
Turkey.

The second phase is the Persona 
design process. Using the data from 
the social norms diagnostic or gender 
assessment, we begin to group data 
based off of key attributes and explore 
the role influencers play in supporting or 
inhibiting the persona’s access to and 
usage of financial services. We then take 
the social norms from the diagnostic
and map the strength, prevalence, 

adherence, and potential consequences 
of adhering to or breaking the norm. 



Conduct in-depth 
social norms diagnostic. 
Identify how norms drive 

consumer financial 
behavior

Persona Design Process

FEEDBACK LOOPS 
AND REFINEMENT

Finalize personas, 
approaches and 
share learning

Take analysis and data and 
begin to map the range of 

norms, strength, how they serve 
as barriers and key influencers 

against the personas

Test personas, identify entry 
points and opportunities, 
while also collecting new 

data points/research 
on persona needs. 

Step 2: Map the Norms

Create a range of personas 
to better understand their 
complex needs, behaviors, 

attitudes, pain points

Step 3: Generate
“Straw Women”

Step 4: Test

Step 5: Action

Conduct in-depth analysis 
from diagnostic, mapping 
characteristics, behaviors, 

pain points, influencers and 
financial behaviors

Step 1: Analyze
PHASE 1

Social norms 
diagnostic

PHASE 2
Persona

development



Persona and Social Norm Overlay Design Template

Woven through these 5 steps are questions that assist designers to unpack how 
identified norms impact and shape differing personas.  

The What– is captured in the initial analysis of attributes and characteristics that 
shape a persona. This helps to provide a snapshot of who the customer is. 

The Why– looks to understand why the customer behaves the way she does. This 
category looks more deeply at what are the motivations, agency and decision 
making capabilities for her to access and use financial services in her day to day 
and business lives as well as who are the key influencers that impact her. 

The How– looks to understand how the customer behaves as it relates to financial 
services. More precisely at the actions of how she accesses and uses financial 
services, how those key pain points and challenges limit her ability to access and 
use financial services and how influencers impact her financial decision making. 



Persona and Social Norm Overlay Design Template

STEP 1—ANALYZE THE DATA 

Designers conduct an in-depth analysis mapping key 
characteristics to help understand the customer, her 
behaviors, pain points, how influencers support or inhibit 
how she acts and behaves as it relates to financial services. 
Each persona can draw from a variety of sources, including, 
ethnographic research, feedback from customer surveys, 
quantitative metrics (service delivery points, usage rates), 
and segmentation models, data from the social norms 
diagnostic or institutional gender assessments. You may 
need to fill in certain information gaps with secondary 
research and interviews if time and resources permit. 



Persona and Social Norm Overlay Design Template

STEP 2—MAP THE NORMS 

Using the initial analysis and groupings of key 
characteristics, take the identified norms and use the 
spectrum of normative influence to map the strength or 
weakness of the norms against the initial data groupings. 
Here you will also map the strength, adherence, prevalence 
and consequences of norms against the initial groupings. 
Questions like: Do women adhere to a norm? Will key 
influencers expect the norm to be followed? What are the 
consequences if a norm is broken or ignored? help to 
provide a deeper understanding of how and why these 
norms are influenced, followed, shaped, and governed by 
the differing personas. 



Persona and Social Norm Overlay Design Template

STEP 3—GENERATE (Develop ”Straw Women”)

Based on the initial groupings and mapped social norms a 
“straw woman” begins to emerge (see the “Persona and 
Social Norm Overlay Design” template for guidance). This 
begins to develop your understanding of her motivations, 
decision making capabilities, behaviors, attitudes, pain 
points and how influencers impact her as it relates to 
financial services. It is good to develop a few personas to 
test and refine. 
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STEP 4—TEST AND REFINE

Test “straw women” and the identified normative barriers by 
developing stories that highlight the key attributes and normative 
barriers of the “straw women,” and through key informant 
interviews.  Be sure to diversify and interview others within your 
target market's sphere. This could include family, community 
members, local, government and private sector actors who have 
been identified as those who support or inhibit women's access to 
and usage of financial services. While testing it will be critical to 
conduct a deep dive through interviews and discussions into what 
services women would prefer and why. During the field test, look to 
understand additional layers of the persona that the data analysis 
and secondary research may not have uncovered. Based on 
findings and feedback continue to refine and iterate on personas. 
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STEP 5—ACTION

Share personas and approaches with 
key donors, local and national actors 
and implementing agencies looking to 
deepen their program or funding 
strategies, and who aim to understand 
and tackle normative barriers
faced by women.



Persona Title 

Name: __________

Age: __________

Marital Status: __________

Education: __________

Income level: __________

Employment status: 

Children: __________

Current access and usage of  financial services:

PHYSICAL ENVIRONMENT—

ACCESS TO INFORMATION—

[Insert photo]

NOTE: This first section dives into the details, 
demographics, and socio-economic 
characteristics of your persona, essentially 
outlining who she is. 



Persona

FINANCIAL DECISION MAKING CAPABILITIES

MOTIVATIONS FOR USING FINANCIAL SERVICES  

KEY INFLUENCERS AND STRENGTH 

NOTE: Using the social norms from a 
gender assessment or social norms 
diagnostic, this section looks to 
understand why the customer behaves 
the way she does. These categories look 
more deeply at what are the 
motivations, agency and decision 
making capabilities for her to access 
and use financial services in her day to 
day and business lives as well as who 
are the key influencers that impact her. 



PAIN POINTS

KEY INFLUENCERS AND STRENGTH

FINANCIAL BEHAVIORS

Persona

What are the norms that impact this persona’s 
behavior around accessing and using financial services? Why does 

she behave the way she does in the face of identified social norms? 

NOTE: This section looks to understand 
how she behaves as it relates to 
financial services. More precisely at the 
actions of how she accesses and uses 
financial services, how those key pain 
points and challenges limit her ability 
to access and use services and how 
influencers impact her financial 
decision making power.



OPPORTUNITIES

OTHER PARTNERS TO ADVANCE OPPORTUNITIES

RECOMMENDATIONS FOR PRODUCTS & SERVICES

ENTRY POINTS FOR ENGAGEMENT:

[Insert photo]

NOTE: This section allows designers and 
implementers to explore the opportunities to 
address some of the persona’s pain points and 
barriers to entry as well as tackle or shift 
some of the social norms. This section also 
helps to think through who are other actors or 
partners to engage with. 
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Pragmatic Provider

No current use of 
financial services, but 
has interest in a bank 
account. 

Name: Hanan

Marital Status: Married

Education: Grade school

Income level: Medium income level 

Employment status: Owns home-based kitchen and car 
service

Children: Yes 

Access to information: Receives information through 

services linked through an NGO or trusted group in the 
community, also through social media, friends
and family

No current use of financial services

CURRENT USAGE OF  
FINANCIAL SERVICES













Thank you!


