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persona definition
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Personalized representation of a customer target rooted in attitudinal, 
behavioral, and demographic data that is aspirational to both younger and 
older customers.  

This is NOT a literal expression and narrowly defined customer profile 
meant to drive media/broad targeting.  

This should provide content & UX creators with a rich, yet focused portrait 
of the handmade customer, her key values/lifestyle/style/shopping 
attitudes in order to engage with her on a deeper, more human level. 

source: Hitwise AudienceView 4 weeks: 9/9/2018 – 10/6/2018



© Overstock

persona details
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These persona details are used to limit the scope of 
customers we observe to get a more refined view of the 
handmade shopper. The persona is based on shoppers who: 

Are [female], AND [between the ages 25 – 54], AND [visit 
Etsy], AND [have an income of $60,000 +], AND [visit 
Anthropologie, OR Wisteria, OR Sundance, OR Restoration 
Hardware, OR Nordstrom, OR West Elm, OR Everlane, OR 
Food52, OR Uncommon Goods].

source: Hitwise AudienceView 4 weeks: 9/9/2018 – 10/6/2018
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Hannah’s story
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Hannah is a career woman that loves to shop and connect with her friends on social media. She is simultaneously 
committed to maintaining her health as well as the health of the environment. Hannah enjoys cooking nutritious meals at 
home and keeps a steady exercise routine. Even though Hannah wants to maintain a healthy diet, she is also a serious 
foodie and enjoys trying new cuisines and becoming an expert on the topic.  
When she goes shopping, Hannah is focused on the joy of the experience as much as going home with a great item. 
Hannah likes to travel to a great store and is willing to spend money on keeping up with the latest trends, but she still 
keeps an eye out for a bargain. She will look at stores like Nordstrom for designs she likes, but then make her way to 
Target to find similar designs at more affordable prices. Hannah shops online for apparel, her home, and toys for her 
children when she isn’t impulse shopping in stores. She visits Etsy, Amazon, Nordstrom, eBay, Target, as well as Walmart, 
Wayfair, Overstock, and Home Depot.  
Because she cares about the environment, Hannah carefully reads the labels on items she purchases, and she looks for 
items made with recycled packaging that are eco-friendly and don’t contribute to pollution. If she has the option to select a 
more eco-friendly item, Hannah is willing to spend a little more for the peace of mind it affords her. This is why Hannah 
likes to shop at Etsy – she knows the items she purchases there are not mass produced, and even though she may 
pay a little more for a handcrafted item, she feels like she is doing the right thing. She enjoys spending time with 
her children and will often take them shopping with her as she flits from store to store, looking for bargains and any spur-
of-the-moment items that stand out to her.  
Hannah is knowledgeable about the latest technology and is confident using the latest gadgets, but she isn’t the first 
person in line to pick up the newest iPhone or iHome. She uses technology to keep her life organized, but she doesn’t 
organize her life around being on the cutting-edge.  
Hannah’s friends are getting married or having children, so she likes to keep up on lifestyle blogs about weddings, and 
she is often browsing online for toys for her own children as well. She can be found browsing Pinterest for fun ideas, and 
she likes to spend time on Instagram keeping up with friends and looking for inspirational posts. She also likes to find 
inspiration on sites like Houzz, HGTV, DIY Network, Apartment Therapy, and The Kitchn. 

source: Hitwise AudienceView 4 weeks: 9/9/2018 – 10/6/2018
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Hannah demos
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59%  
married

82%  
employed

38%  
ages 25-34

100%  
female

30%  
ages 35-44

76%  
own a house

32%  
ages 45 - 54

55%  
college grads

60%  
$100,000 +

source: Hitwise AudienceView 4 weeks: 9/9/2018 – 10/6/2018

45%  
children
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interest segments

!6source: Simmons Essential Consumer Intelligence

food lifestyle segmentation 
30% | 171 - true foodies  
Passionate about food and spend a lot of time cooking at home. They prefer 
fresh ingredients and organic food and consider themselves culinary experts. 
Variety is the spice of their life, and they love to try different cuisines. 

health and well being segmentation 
21% | 198 – healthy holistics 
Committed to exercise, organic foods, and healthy choices while shopping and 
eating, which help them to stay healthy. They are active in their personal health 
management, trust holistic medicine, and like to cook nutritious meals. 

retail shopping segmentation 
28% | 162 – status strivers 
Shopping is fun and recreational; they like to browse as much as buy, are willing 
to travel to stores, and spend the money and time to keep up with trends 
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interest segments

!7source: Simmons Essential Consumer Intelligence

mobile user segmentation 
32% | 162 – social connectors 
Communication is central in the life of a Social Connector. Their mobile phone is 
a bridge to their social world, allowing them to keep up to date with important 
friends, social events, news, and their favorite celebrities on social media. 

technology adoption segmentation 
22% | 186 – journeymen 
They have become skilled users of new technology, and are confident with and 
knowledgeable about it. They are willing to experiment with new features, 
benefits, and devices. While cutting-edge gadgets may help them organize their 
busy lives, new technology is not always their top priority. 

greenaware segmentation 
39% | 120 – think greens 
Consumers in the Think Greens group think green but do not necessarily follow 
through on those beliefs with green actions. They are well-intentioned but will not 
go too far out of their way to behave green. 
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lifestyle attitudes

!8source: Hitwise AudienceView 4 weeks: 9/9/2018 – 10/6/2018 – any agree

33% |135 - I try to keep abreast of changes in styles & fashions. 

72% | 130 - I always look out for special offers. 

18% | 130 - I buy products from companies which sell their products directly to consumers through 

distributors or representatives who work from their homes.  

63% | 126 - I shop around a lot to take advantage of specials or bargains. 

48% | 124 - I buy products that use recycled paper in their packaging.  

50% | 124 - I usually read the information on product labels 

39% | 124 - I would be prepared to pay more for environmentally-friendly products.  

46% | 121 - When in the store, I often buy an item on the spur of the moment. 

27% | 119 - My children have a significant impact on the brands I choose. 

23% | 114 - I like to change brands often for the sake of variety and novelty. 37% | 119 - I would be 

prepared to pay more for environmentally-friendly products.  

37% | 114 - I ask people for advice before buying new things. 
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top websites

!9source: Hitwise AudienceView 4 weeks: 9/9/2018 – 10/6/2018

Lifestyle Website Shopping Website Social Website

www.poshmark.com www.amazon.com www.facebook.com

www.sephora.com www.ebay.com www.youtube.com

www.houzz.com www.etsy.com www.twitter.com

www.anthropologie.com www.walmart.com www.pinterest.com

www.ikea.com www.target.com www.houzz.com

www.popsugar.com www.nordstrom.com www.food52.com

www.michaels.com www.macys.com www.instagram.com

www.bustle.com www.wayfair.com www.reddit.com

www.vox.com www.homedepot.com www.linkedin.com

www.refinery29.com www.kohls.com www.yelp.com

www.hgtv.com www.zulily.com www.quora.com

www.legacy.com www.overstock.com www.archiveofourown.org

www.thekitchn.com www.nordstromrack.com www.nextdoor.com
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digital industries

!10source: Hitwise AudienceView 4 weeks: 9/9/2018 – 10/6/2018
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competitors
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Etsy 

Anthropologie 

Wisteria 

Sundance 

Restoration Hardware 

Nordstrom
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demographics

!12



© Overstock

company ages 
25 - 44 female homeowners employed married college 

graduates
income 
$100k +

Etsy 36% 54% 64% 60% 49% 30% 30%

Anthropologie 37% 59% 68% 63% 47% 33% 35%

Wisteria 32% 69% 74% 54% 52% 34% 33%

Sundance 32% 61% 73% 58% 53% 35% 33%

Restoration 
Hardware 32% 57% 72% 62% 54% 35% 37%

Nordstrom 36% 57% 69% 62% 47% 32% 33%

West Elm 34% 56% 71% 62% 50% 35% 36%

Uncommon Goods 35% 58% 70% 60% 50% 32% 32%

Everlane 35% 56% 66% 61% 44% 32% 33%

Food52 35% 56% 72% 58% 51% 31% 32%

Overstock 32% 55% 71% 60% 51% 30% 30%

Hannah 68% 100% 76% 82% 59% 55% 60%

!13source: Hitwise AudienceView 4 weeks: 9/9/2018 – 10/6/2018

demos – competitors, overstock, target persona
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Etsy
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49%  
married

60%  
employed

20%  
ages 25-34

54%  
female

16%  
ages 35-44

64%  
own a house

source: Hitwise AudienceView

31%  
ages 55 +

30%  
college grads

30%  
$100,000 +
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Anthropologie
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47%  
married

63%  
employed

59%  
female

68%  
own a house

source: Hitwise AudienceView

21%  
ages 25-34

16%  
ages 35-44

28%  
ages 55 +

33%  
college grads

35%  
$100,000 +
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Wisteria
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52%  
married

54%  
employed

69%  
female

74%  
own a house

source: Hitwise AudienceView

19%  
ages 25-34

13%  
ages 35-44

43%  
ages 55 +

34%  
college grads

33%  
$100,000 +
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Sundance
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53%  
married

58%  
employed

61%  
female

73%  
own a house

source: Hitwise AudienceView

16%  
ages 25-34

16%  
ages 35-44

41%  
ages 55 +

35%  
college grads

33%  
$100,000 +
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RH – Restoration Hardware
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54%  
married

62%  
employed

57%  
female

72%  
own a house

source: Hitwise AudienceView

17%  
ages 25-34

15%  
ages 35-44

28%  
ages 55 +

35%  
college grads

37%  
$100,000 +
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Nordstrom
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47%  
married

62%  
employed

57%  
female

32%  
college grads

69%  
own a house

source: Hitwise AudienceView

20%  
ages 25-34

16%  
ages 35-44

30%  
ages 55 +

33%  
$100,000 +
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West Elm
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50%  
married

62%  
employed

56%  
female

71%  
own a house

source: Hitwise AudienceView

19%  
ages 25-34

15%  
ages 35-44

33%  
ages 55 +

35%  
college grads

36%  
$100,000 +
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Uncommon Goods
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50%  
married

60%  
employed

58%  
female

70%  
own a house

source: Hitwise AudienceView

19%  
ages 25-34

16%  
ages 35-44

33%  
ages 55 +

32%  
college grads

32%  
$100,000 +
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Everlane
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44%  
married

61%  
employed

56%  
female

32%  
college grads

66%  
own a house

source: Hitwise AudienceView

20%  
ages 25-34

15%  
ages 35-44

25%  
ages 55 +

33%  
$100,000 +
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Food52
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51%  
married

58%  
employed

56%  
female

72%  
own a house

source: Hitwise AudienceView

19%  
ages 25-34

16%  
ages 35-44

35%  
ages 55 +

31%  
college grads

32%  
$100,000 +
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Overstock

!24

51%  
married

60%  
employed

55%  
female

30%  
college grads

71%  
own a house

source: Hitwise AudienceView

18%  
ages 25-34

16%  
ages 35-44

36%  
ages 55 +

30%  
$100,000 +


