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What are their hobbies and 
interests?

What are their favorite 
leisure activities?

How do they prefer to spend 
their vacations (adventure, 
relaxation, cultural 
experiences)?

How do they spend their 
weekends?

How do they prefer to relax 
and unwind?

What motivates them in life?

What are their aspirations 
and goals?

What type of content do 
they enjoy consuming?

What brands do they feel 
most aligned with?

What experts do they 
follow?
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What causes or social issues 
do they care about?

What kind of books / movies 
/ TV shows / magazines / 
websites do they enjoy?

What values are important to 
them?

What are their preferred 
method of self-improvement?

What are their primary 
sources of news and 
information?

How do they handle stress or 
challenges?

What kind of social events do 
they enjoy attending?

What are their preferred 
forms of entertainment?

How do they define success 
and achievement?

What are their favorite types 
of cuisine?
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Emotional Words Used Keywords

Problems / Frustrations:

Roadblocks / Struggles:

Fear (Urgency / Scarcity):

Questions / Hopes:

Results / Desires:

Action Words Used Keywords

Problems / Frustrations:

Roadblocks / Struggles:

Fear (Urgency / Scarcity):

Questions / Hopes:

Results / Desires:
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