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PERSONAL COMMUNICATION STYLES

In the 1970's our brains were exposed to around 500 branded messages a day. Today i t ’s c loser
to 5,000! No wonder we seem to be so overwhelmed and distracted. No wonder i t ’s di f f icul t  to
truely connect and engage with our ideal  audience.

Do you know who your prospect ive customers real ly are and how they would l ike to be
communicated with? Have you found their  sweet spot?

Tradit ional ly def in ing your target audience included demographic and psychographics information
only.  We are adding a third aspect that wi l l  not only def ine who you want to target,  but exact ly
how to market to them so that they are natural ly attracted and magnet ised to your brand!

Discover ing and appeal ing to your ideal  customers personal  communicat ions sty le is something
the sales industry has known about for years.  A good brand understands how the prospect l ikes
to be communicated with,  what information they want and how they l ike i t  to be presented.

That way, a l l  of  the quest ions are answered in a way your customer is agreeable to.  I t  makes
connect ion with them fast,  fun and easy!

For example,  i f  you promote your services or products by focusing on al l  the facts and f igures,
stats and market t rends you wi l l  natural ly attract an owl -  accurate,  suspicious and requir ing
plenty of  info to make decis ions. I f  your brand is a l l  about taking r isk,  being an act ion taker and
throwing caut ion to the wind, those eagles out there wi l l  respond wel l  to your branding. But t ry
talk ing about facts and data and eagles get bored and switch off  before looking elsewhere or
worse, not even not ic ing your brand at a l l .  And i f  you push owls to make fast decis ions, you’ l l  put
pressure on them and lose them too.

I f  your brand message is a l l  about excitement,  fun and enjoyment of  the exper ience the brand
del ivers to someone who has a caut ious Dove communicat ion sty le they wi l l  become very r isk
averse and back away, a l though this would be perfect communicat ion sty le i f  you were sel l ing to a
sociable,  outgoing Peacock. 

Good brands have learned and honed the ski l l  of  ident i fy ing the PCS (Personal  Communicat ion
Style)  of  their  prospects fast so they can sl ip into a sty le that natural ly f i ts wel l  with them, making
it  easy for them to l ike the brand and be predisposed towards the offer ing.

As a leader in business you can also learn to use this ski l l ,  apply ing i t  to your market ing, using  
imagery,  content and social  media that natural ly attracts the r ight customers and communicates
the r ight way, helping your brand stand out f rom the many competi tors.  You’ l l  get not iced and
your messaging wi l l  engage more quickly and conversion wi l l  increase. When you apply PCS to
your market ing you hi t  the sweet spot every t ime you wi l l  save t ime and money on messaging that
resonates immediately.

Even better,  is  understanding the PCS style of  your team, so you can connect and communicate
far better with them as wel l .  A wel l  connected workplace or team creates amazing results!

Do i t  wel l  and the people you attract wi l l  rave about how great your brand is,  causing a r ipple
effect where you start  to attract perfect customers and team members,  with the best reviews.

After a l l ,  according to Peter Drucker,  Author and Business Educator,  “the aim of market ing is to
know and understand the customer so wel l  the product or service f i ts him and sel ls i tsel f .”



Personal  Communicat ion Styles are basical ly how we are al l  indiv idual ly wired to respond and
operate to any given si tuat ion and the environment in which we l ive.  There are 4 def in i te sty les.
We've used bird names to help you remember them:

Eagle -  The Doer
Peacock - The Talker
Owl -  The Thinker
Dove - The Carer

Everyone uses al l  4 sty les at  di f ferent t imes, and you can have aspects of  a l l  sty les within the
way you operate,  but one wi l l  stand out and be the most dominant or natural  way you l ike to
communicate.  This sty le is especial ly important when you are making purchase decis ions.

Although you may use al l  4 sty les when buying, you wi l l  eventual ly make your mind up, using the
most dominate sty le.

For example,  you may look at a new car and check i t 's data -  mi lage, engine size,  insurance
rat ing, then look at the safety features -  checking i t  has everything needed, then consider the
colour,  sty le,  shape, how i t  wi l l  look and feel  to dr ive i t  -  wi l l  you feel  great when your f r iends and
fami ly see i t?

But i f  your dominant PCS is Eagle,  you wi l l  probably make the f inal  decis ion based on how much
you want i t ,  can I  af ford i t ,  does i t  t ick enough boxes, great!  I ' l l  take i t ! ! !

The order would change i f  your dominant sty le is an Owl,  then the data that would push your buy
button, or a safety element or feature i f  you are a Dove, or how i t  feels or looks or the
recommendat ion of others i f  you are a Peacock.

When you market and promote yoursel f  or  your business as the leading brand you wi l l  have to
appeal  to al l  4 sty les,  a l lowing your potent ia l  customers to go through the purchase process.
However,  i f  you know the dominant sty le that your brand natural ly attracts,  you can ensure that
when people f ind your brand they instant ly feel  l ike already they know, l ike and trust you.

You know yoursel f  what i t  feels l ike when you real ly feel  an aff i l iat ion with a brand. You are
predisposed to buy from them. You feel  l ike the brand knows you. This is how PCS works.

As the brand owner,  once you know your dominant personal  communicat ion sty le and have
learned the others (perhaps ident i fy ing the PCS of your team),  you can ident i ty your ideal
prospects PCS - those you wi l l  love your brand and become a raving fan.

Over lay this on the target audience demographics and psychographics and you have the ‘Sweet
Spot’ .

Then you can apply this knowledge to your promotions, market ing mater ia ls and media messages
to attract perfect customers to your brand.

So lets do a test to f ind out your dominant sty le. . .

PERSONAL COMMUNICATION STYLES



PERSONAL COMMUNICATION STYLE TEST

INSTRUCTIONS: Pr int  out th is page. Fold the bottom of the page up to cover everything except
the f i rst  l ine of  words. Take a few seconds to read the words, rank them from 4 (most
descr ibes you) to 1 ( least descr ibes you).  Answer quickly and don’t  over analyse.  
Lower the page to the next l ine and rank again…continue unt i l  f in ished. Then add up the
scores.

RESULTS: Add up each column. The highest score is your dominant communicat ions sty le.  

The second highest is your secondary sty le.  I f  your results are the same, consider how you
react under stress,  what you say and how you want to be communicated with.  
That wi l l  ident i fy your most dominant sty le.

RANK RANK RANK RANK

Directing Influencing Steady Cautious

Self-Certain Optimistic Deliberate Restrained

Adventurous Enthusiastic Predictable Reliable

Decisive Open Patient Stabalising

Daring Impulsive Analytical Precise

Restless Emotional Protective Doubting

Competitive Persuading Accommodating Consistent

Assertive Talkative Modest Tactful

Experimenting Charming Technical Curious

Forcefull Sensitive Perfectionist Sensible

Innovative Encouraging Logical Concerned

Leader Socialiser Intellectual Supporter

Driven Excited Questioning Contained
TOTAL EAGLE TOTAL PEACOCK TOTAL OWL TOTAL DOVE



Be clear,  specif ic and to the point
Answer the “what” quest ions
Give them opt ions but not too many detai ls 
Out l ine the results and paint a picture of  the outcome - the WIIFIM (What's In I t
for  Me?)

EAGLES l ike:

Eagles l ike to be in control .  They l ike quick act ion and they l ike to see results.  They
l ike to get to the point with few formal i t ies.  They don’t  care for detai ls,  love f inding
shortcuts and are def in i te ly not averse to r isk.  They l ike autonomy, f reedom,
straight-talk ing and they get bored easi ly.  They are sel f-starters,  innovators and can
be very persuasive.  Eagles tend to be high-achievers and leaders and dr ive
necessary results;  they also tend to be impat ient and can appear to be insensit ive.

They l ike publ ic recognit ion,  especial ly for putt ing what they most value into act ion
and for creat ing results that make a di f ference in their  wor ld.  They speak and act
quickly.  When sel l ing to them make sure you don't  mess about with f luf f  and
nonsense, get to the point and sel l  them the benef i ts,  ta lk about the outcomes and
results.  They wi l l  be quick to leave a short  review and i t  wi l l  be di f f icul t  to get them
to go back and change anything.

EAGLES do not l ike:

Don’t  waste their  t ime on pleasantr ies,  or beat ing around the bush - get stra ight to
the point.
Fluffy language or i r re levant information
Systems, processes or lengthy content
Anything that takes too long, wastes their  t ime or fa i ls  to del iver
They wi l l  complain when something underperforms, change their  minds quickly and
do seemingly i r rat ional  th ings that wi l l  make i t  hard for you to keep up.

Tends to:  Be domineer ing and r isky
Needs: Results,  recognit ion,  chal lenges
Fears:  Chal lenges to their  author i ty,  being rel iant on others,  systems & processes

When communicat ing your brand and sel l ing to an EAGLE: 

Language/Headl ines:  Motivated, Inspirat ional ,  goal  or iented, results based
Images: Transformational ,  achievements,  success

Cal l  to act ion: Do i t  today!  get i t  Done!

EAGLE

Eagles are eff ic ient,  independent,  candid,  decis ive,  pragmatic,
outgoing and keen to get th ings done. They resist  author i ty,  l ikes
to take the lead, takes act ion and thinks later and can appear to
be impat ient and a r isk taker.



Develop a relat ionship,  use test imonials and reviews
Be enthusiast ic,  invi t ing and conversat ional
Be prepared for “who” quest ions
Tel l  stor ies or share exper iences

PEACOCKS l ike:

They l ike to “think out loud”,  tend to interrupt others,  especial ly when they are
excited about the topic,  a l though they view this as conversat ion, not a disrupt ion.
They enjoy being around people,  desire approval  and tend to be fr iendly and
creat ive.  

They desire social  interact ion, acknowledgment and having fun. They often see the
br ight s ide and can be very amusing and dramatic.  They can bui ld rapport  quickly
but a lso f ind themselves caught up in a lot  of  drama since they are quick to want to
help f ix th ings. 

Teasing is one of their  favour i te past imes and they are great at  motivat ing others.
They can be inspirat ional ,  understanding and encouraging. They can also be wishy-
washy in their  decis ion-making and seem impract ical .  They wi l l  g ive great reviews,
probably a v ideo with lots of  laughs, i t  wi l l  just  take a bit  to get them focused f i rst !

PEACOCKS do not l ike:
.
Having to make decis ions on their  own
Too many detai ls or specif ics -  don’t  bore them with facts and f igures;  te l l  them a
story instead and get them involved.
Boring, long-term, repet i t ive act iv i t ies

Tends to:  Talk too much 
Needs: Acknowledgement of  change, new ideas, people,  teams or social  interact ion
Fears:  Disapproval ,  stagnat ion, detai led work or repet i t ive behaviour
They wi l l  b lame you even though i t  was their  fault  they rushed, didn't  order the r ight
product or fa i led to provide enough information when they ordered something.
They can easi ly be won over i f  you make fr iends with them.

When communicat ing your brand and sel l ing to a PEACOCK: 

Language/Headl ines:  Fr iendly,  sociable,  easy-going, fun,  story based
Images: Trans-generat ional ,  groups of people,  exper iences, fun!

Cal l  to act ion: Let’s do i t  together,  Join Us!

PEACOCK
Peacocks are expressive,  spontaneous, outgoing,
enthusiast ic,  impulsive,  inf luent ia l .  They prefer a global
approach, steer away from detai ls,  keen to promote
change and be sociable.  
Peacocks are very sociable.



Provide information and comparisons, data and facts 
Suggest taking t ime to evaluate,  not rushing and asking for more info i f  they
need i t
Be accurate and real ist ic,  don’t  get personal  or move into storytel l ing mode
Be prepared for “where” quest ions

OWLS l ike:

They enjoy reading and present ing their  f indings in detai l ,  taking t ime to prepare.
They take their  t ime to evaluate opt ions and make comparisons, but once they have
made their  decis ion they stand by i t ,  using data to just i fy their  purchase.

They l ive by a sense of order,  methodologies and personal  responsibi l i ty.  
They love to win,  and wi l l  compete with themselves i f  no one is avai lable.  They are
proud of their  purchase decis ion and l ike acknowledgment but won’t  ask for i t .
Don’t  expect them to make a fast decis ion. They tend to excel  when they can think
through al l  angles,  check out the competi t ion and make cont ingencies.Their  review
or recommendat ion wi l l  be precise,  long and include al l  the points.  Don't  expect to
get i t  very fast,  but the wait  wi l l  be worth i t  because Owls are trusted and their
recommendat ions are valuable.

OWLS do not l ike:

Giddy, casual ,  informal,  emotional  or unnecessary communicat ion
Pushing hard sel l  or  unreal ist ic offers that are outrageous or unbel ievable
Disorganised or messy communicat ion
They don’t  ta lk about personal  issues - they wi l l  make the sale al l  about clear
expectat ions, specif ic goals,  deadl ines and structure.  I f  you overpromise and under-
del iver you are lost.

Tends to:  Be a perfect ionist
Needs: High standards, appreciat ion,  qual i ty work
Fears:  Cr i t ic ism, imperfect ion, not having things adequately explained

When communicat ing your brand and sel l ing to an OWL: 

Language/Headl ines:  Specif ic,  technical ,  data,  stat ist ics based
Images: Technical ,  diagrams, tables,  comparisons, charts

Cal l  to act ion: Think i t  over,  Take Your t ime!

OWL
Owls are systematic,  focused, precise,  logical ,  attent ive,
conscient ious, prefers to st ick to establ ished guidel ines
and pract ices,  l ikes to plan for change. Owls are analyt ical
and l ike to research.
They love to gather information.



Use calm, re laxed and agreeable images and content
Present an openminded, easy and accommodating approach
Be prepared for “why” quest ions.
Highl ight support  and services,  how to get in touch and encourage interact ion

DOVES l ike:

They are consistent and rel iable and l ike to know what they are doing. I t  takes t ime
for them to trust a brand but once they do, you wi l l  have them as a loyal  customer
for l i fe.  They do not readi ly give opinions, instead wait ing to see what everyone else
does f i rst ,  so don't  push them too much for a review - instead send them a personal
message to check everything is OK, get a pr ivate review and ask permission to
share i t  f i rst .  Doves do not l ike to be pushed, but once they know l ike and trust your
brand they wi l l  recommend i t  and others wi l l  t rust what they say.

Because they are di l igent and dependable,  they often know the most about how
things get done. They l ike to be asked what they know and they appreciate personal
recognit ion (done pr ivately,  not in f ront of  others) .  They may appear stubborn, but
they can be very f lexible and adaptable i f  they understand why and how a product
or service wi l l  benef i t  themselves and others.

DOVES do not l ike:

Being pushed into a decis ion
Change or chal lenging si tuat ions
Standing out f rom the crowd
Don’t  sel l  them on rapid results or personal  fu l f i lment.  They seek to reduce stress
and promote harmony for everyone and are more interested in the common good.
Great brands and products enhance or embrace their  l ives and those around them.

Tends to:  Conform to others opinions, fol low and not stand out or lead
Needs: Secur i ty,  acceptance, teamwork
Fears:  Isolat ion,  standing out as better or worse, unplanned changes.
They wi l l  not make a fuss or scream and shout i f  you get i t  wrong or fa i l  to del iver,
l ike a s i lent assassin they wi l l  gut you in the review and never buy from you again,
quiet ly spreading bad ju ju about your brand.

When communicat ing your brand and sel l ing to a DOVE: 

Language/Headl ines:  Gent le,  caut ious, car ing, values,  support ive
Images: Simpl ist ic,  uncluttered, calm, embracing, col laborat ive

Cal l  to act ion: Let us show you how, we are here every step of the way

DOVE
Doves are stable,  accommodating, consistent,  car ing,
loyal ,  pat ient and l ike to maintain the status quo. They
are the peacekeeper,  preferr ing steady rather than
sudden change and avoids stress.  Doves real ly care
about everything and everyone.



LET'S DO A TEST!
Which Personal  Communicat ion Style do you think these adverts are
targeted at -  which PCS bird does each one attract the most?

A

B

C

D



HOW TO USE PCS
Now you understand more about Personal  Communicat ion Styles,  i t 's
t ime to learn how to apply this to your branding and market ing.

Now you can look at your brand from the shoes of your ideal  buyer,  knowing not just  their
demographics (L i festage) and Psychographics (L i festyle)  about also how they l ike to be
communicated with and sold to.

Your brand may appeal  to al l  4 sty les,  Eagles,  Owls,  Peacocks and Doves, but you can now
consider which sty les are most natural ly going to be attracted to your brand and why.

You can consider the tone of your brand, i ts voice,  personal i ty and how i t  conducts i tsel f ,
so that i t  natural ly attracts ideal  buyers,  who wi l l  become raving fans.

You know what they want,  what to include in your brand ident i ty,  imagery,  website,
market ing, content creat ion and social  media.

You wi l l  be able to choose photographs and wri te content for your col lateral ,  brochures,
direct market ing and the conf i rmat ion emai l  or  fo l low-up messages you send your prospects
and cl ients that f i t  a certain sty le that you know they wi l l  l ike.

You can also consider your products and how they are packaged and how your services are
del ivered to know which benef i ts,  features or stor ies you want to te l l  about them most and
the language you use.

You also know how your buyer makes their  decis ion and what wi l l  turn them on or off ,
making i t  easier to understand the customer journey and purchasing behaviours.

Heres a fun act ion step you may wish to do now: Make a mood board:

Go buy magazines in the category of  your products (camping, home-wear,  gol f  etc. . )  and
start  c l ipping out images and ads that f i t  with your brand and how you want to make people
feel ,  the communicat ion sty le you want to adopt (or  use Google images and do i t  digi ta l ly
using  Powerpoint,  Canva or Pinterest ) .

Search for words or quotes people have made that resonate with your ideal  customer,
looking for words or phrases they wi l l  most l ikely engage with and respond to.  For example
an Eagle might connect with words l ike "quick,  now, fast,  act ion,  accompl ish,  achieve".  A
Peacock perhaps ' f r iends, exper ience, team or fun'  Dove might prefer "safe,  together,
helpful ,  t rust",  an Owl "facts and f igures,  data,  information, test"

Consider symbols or icons that communicate instant ly with your ideal  c l ient -  rounded and
fr iendly,  sharp and fast,  data-points or safety instruct ions?

Put these images, symbols and words on a board (A4 or A3) and have i t  handy when you
create your market ing, so you are in the r ight mindset to communicate the feel ings and
emotions you want your ideal  customer to have when they interact with your brand. 

Every t ime you develop any market ing or create content look at the mood board and
consider how you want your customer to feel  and react.  Put yoursel f  in their  shoes and in
their  heart  and mind and real ly get in sync with what they want.

Eventual ly you wi l l  inst inct ively know what wi l l  work and what wi l l  repeal  your ideal
customer so you save t ime and money on market ing that engages and connects.

The answer to the test is:  A -  Dove, B - Eagle,  C - Owl,  D  Peacock

https://www.canva.com/
https://www.pinterest.com.au/


CHECKLIST
Heres a handy checkl ist  to ensure you take the steps to learn and
implement what you know.. .

Read through al l  four sty le types, Ident i fy the PCS in your team/partner

Appl ied what I  know to my brand and who my ideal  customer is

Clear on what content wi l l  natural ly attract my ideal  customer

Understand what wi l l  put them off  or attract them

Know which PCS is most natural ly attracted to my brand

Know al l  PCS types and what they l ike and dis l ike about my brand

Am using ideal  images that most resonate with my ideal  buyer

Completed the in-depth test to discover the % of each sty le used

Use the words they most l ike on my website and col lateral

Use cal l  to act ion statements that communicate with the ideal  PCS

Made a mood board - physical  or digi ta l  using the r ight images/words

Scanned or made a PDF of the mood board so i t  can be shared

Considered the PCS when creat ing col lateral  or  post ing social  media

Referred to mood board when developing headl ines,  adverts or market ing

Reviewed content and social  media to check i t  f i ts with the PCS of
the ideal  customer

When adding new products or services,  considered the ideal
customer and i f  the features,  benef i ts and outcomes wi l l  f i t  with what
they l ike,  want and enables them to easi ly connect and engage.

Completed PCS test to discover my dominate communicat ion sty le

Have used my knowledge of PCS to assist  the conversion of a
prospect or completed a sale by asking the r ight quest ions and
providing the best information I  know they real ly wanted



Congratulations on

understanding your ideal

buyer even better!

You can access more resources, blogs and contact

Lauren to speak at your next event or conference here:

www.yourbrandtruenorth.com

https://yourbrandtruenorth.com/

