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Learning about the customers/users:
Empathy
In a general sense, empathy is our ability to see the world through other people's eyes, to see
what they see, feel what they feel, and experience things as they do. Of course, none of us can
fully experience things the way someone else does, but we can attempt to get as close as
possible, and we do this by putting aside our own preconceived ideas and choosing to
understand the ideas, thoughts, and needs of others instead.

 

In Design Thinking, empathy is, as explained in IDEO’s Human-Centred Design Toolkit, a “deep
understanding of the problems and realities of the people you are designing for”. It involves
learning about the difficulties people face, as well as uncovering their latent needs and desires in
order to explain their behaviours. To do so, we need to have an understanding of the people’s
environment, as well as their roles in and interactions with their environment.

Empathy helps us gain a deeper appreciation and understanding of people's emotional and
physical needs, and the way they see, understand, and interact with the world around them. It will
also help us to understand how all of this has an impact on their lives generally, specifically within
the contexts being investigated. Unlike traditional marketing research, empathic research is not
concerned with facts about people (such as their weight or the amount of food they eat), but more
about their motivations and thoughts (for instance, why they prefer to sit at home watching TV
as opposed to going out for a jog). It’s inherently subjective, since there is a fair amount of
interpretation involved in finding out what people mean rather than what they say.

Source: https://www.interaction-design.org/literature/article/design-thinking-getting-started-
with-empathy  (https://www.interaction-design.org/literature/article/design-thinking-getting-
started-with-empathy) )

 

https://www.interaction-design.org/literature/article/design-thinking-getting-started-with-empathy


Understanding the customer
The perceived value proposition offers a significant challenge to any business. It requires that a
business have a fairly complete understanding of the customer’s perception of benefits and
costs. Although market segmentation may help a business better understand some segments of
the market, the challenge is still getting to understand the customer. In many cases, customers
themselves may have difficulty in clearly understanding what they perceive as the benefits and
costs of any offer. How then is a business, particularly a small business, to identify this vital
requirement? The simple answer is that a business must be open to every opportunity to listen to
the voice of the customer (VOC). This may involve actively talking to your customers on a one-
to-one basis. It may involve other methods of soliciting feedback from your customers, such as
satisfaction surveys or using the company’s website. Businesses may engage in market research
projects to better understand their customers or evaluate proposed new products and services.
Regardless of what mechanism is used, it should serve one purpose—to better understand the
needs and wants of your customers.

 

Businesses should address the following questions when they attempt to learn about the
customer:

What needs of our customers are we currently meeting?
What needs of our customers are we currently failing to meet?
Do our customers understand their own needs and are they aware of them?
How are we going to identify those unmet customer needs?
How are we going to listen to the VOC?
How are we going to let the customer talk to us?
What is the current value proposition that is desired by customers?
How is the value proposition different for different customers?
How—exactly—is our value proposition different from our competitors?
Do I know why customers have left our business for our competitors?

Source: https://saylordotorg.github.io/text_small-business-management-in-the-21st-
century/s06-02-knowing-your-customers.html  (https://saylordotorg.github.io/text_small-
business-management-in-the-21st-century/s06-02-knowing-your-customers.html)

 

Watch the below video to see the approaches and methods that are used to understand the
customers and their needs:

https://saylordotorg.github.io/text_small-business-management-in-the-21st-century/s06-02-knowing-your-customers.html


1. Design Thinking: Empathize1. Design Thinking: Empathize

 

Students discuss the following questions in small groups:

Empathy is putting yourself in someone else’s shoes. Empathy means having a deep
understanding of the problems and realities of the people you are designing for. How can
empathy help us in entrepreneurship?
Through empathy, we can learn about our customers. What can we learn? Why is this
important?
How can you improve your empathy skills?
What can hinder your ability to engage with the process of empathy?
Each group of students (4-5 students) thinks about their own business idea and presents how
empathy could help them in understanding their potential customers. For presenting your
results, you can use the virtual whiteboard Lucidspark:  https://lucidspark.com/
(https://lucidspark.com/)

 

Source: Nagy, T. and Tacer, B. (2018). Teaching Entrepreneurship in Schools: An Experiential
Approach. Ljubljana: STEP Institute (The handbook was created int he scope of the Erasmus+
project CREATOR.)

What are Personas and how can you use Personas to define your optimal business strategy?
Read more here  (https://www.interaction-design.org/literature/article/personas-why-and-how-
you-should-use-them)

 

https://www.youtube.com/watch?v=q654-kmF3Pc
https://lucidspark.com/
https://www.interaction-design.org/literature/article/personas-why-and-how-you-should-use-them


Customer Development Process and
Customer Segments
Steve Blank has developed the Customer development process as part of the Lean Stratup
methodology. Customer Development consists of asking potential customers open-ended
questions and presenting them with hypothetical solutions to evaluate just how on or off target
they might be. It is not a sales pitch or a way to nurture leads; it is 100% information gathering,
discovery and confirmation of assumptions.

Customer Development should result in more products solving real problems for real
customers in acceptable ways for a reasonable price point. It should likewise avoid the
investment in and creation of products that fill a nonexistent need, address a miniscule market or
are incompatible with real-life workflows and environments.

 

Example of Customer Development - Dropbox

For Dropbox, their challenge was solving a problem customers didn’t realize they had. Because
there wasn’t anything quite like it at the time, customers used other ways to deal with their file
saving/access/sharing problems that were far from ideal. But customers weren’t dreaming up new
ways to make their life easier; they just settled for a kludgy array of workarounds from what was
already available.

 

During Customer Development, Dropbox  (https://www.cleverism.com/customer-development-
case-studies/)  learned that word of mouth was the most effective way to build awareness,
precisely because there wasn’t an existing market for their solution. They also discovered that
delivering a product with limited functionality was enough to hook users rather than trying to build
out a fully-featured solution. And they were able to escape the trap of “traditional” marketing
channels where the cost of acquisition exceeded their actual price point.

Source: https://www.productplan.com/glossary/customer-development/
(https://www.productplan.com/glossary/customer-development/)

 

The Customer development process is explained in the below videos by Steve Blank:

https://www.cleverism.com/customer-development-case-studies/
https://www.productplan.com/glossary/customer-development/


The Lean Approach: Getting Out of the Building: Customer The Lean Approach: Getting Out of the Building: Customer ……

 

The Customer Development Process. 2 Minutes to See WhyThe Customer Development Process. 2 Minutes to See Why

The process of Customer development can answer a set of questions about who the customer is,
what the problem is, and what solutions you can offer to solve them.

Watch the below video by Steve Blank to better understand why we need to get out of the
building to learn about our customers:

https://www.youtube.com/watch?v=lLEebbiYIkI
https://www.youtube.com/watch?v=xr2zFXblSRM


Why Get Out of the Building? 2 Minutes to See WhyWhy Get Out of the Building? 2 Minutes to See Why

In order to understand what customer segments are and why they are important when starting a
business, watch the below videos:

Customer Segments - How to Build a StartupCustomer Segments - How to Build a Startup

 

https://www.youtube.com/watch?v=fNVRMPhRHmo
https://www.youtube.com/watch?v=CesU4DnyDy0


The Business Model Canvas Customer SegmentsThe Business Model Canvas Customer Segments

Students continue to work on their own business/project idea. They use the following
questions for discussion:

What does “out of the building” mean?
What are assumptions?
Why assumptions may lead to failure?
How can we test our hypothesis?

https://www.youtube.com/watch?v=5Qi5z6Qt2LE


Researching user needs
Introduction

Exercise for students: Imagine you are a 7-years old child. How would you approach to research?
Discuss it in pairs (2 students). (3 min)

 

How can we research user needs?

To research user needs we use a qualitative approach to research. We use this approach to
research because users do not always do what they say. They are not entirely aware of their
wishes and needs and even if they are, they are often unable to put them into words. Therefore,
for researching user needs we use the following techniques:

interview,
observation,
field research.

 

Why is fieldwork important?

 

1. Through fieldwork we translate our assumptions, hypotheses, and wishes into facts
Entrepreneurs have a lot of assumptions about their customers.

Often those assumptions reflect entrepreneurs’ perspective and not the perspective of the
customer. For instance, in designing a new supermarket you may assume that customers need
shop assistants. However, is this truly a fact or just our generalized experience with different
supermarkets? By conducting thorough field research, you may find out more about your
customers’ needs when buying products for their daily life.

 

2. We get the emotional distance from our initial business idea.

Yes, entrepreneurship is about passion. However, do not change passion for blindness.
Entrepreneurs are sometimes so convinced of their business idea that they do not look for
information about the customers. In fact, they even reject feedback if they by coincidence get
some. Do not fall in love with your business idea. Be open and learn to understand your customer.

 

Source: Nagy, T. and Tacer, B. (2018). Teaching Entrepreneurship in Schools: An Experiential
Approach. Ljubljana: STEP Institute. (The handbook was created in the scope of the Erasmus+
project CREATOR.





Researching user needs - Observation
Watch the video that shows a practical example on how to use observation to better understand
customers (by David Kelly, founder of the global design and innovation company IDEO).

Tom Kelley: Field Observations with Fresh EyesTom Kelley: Field Observations with Fresh Eyes

Information gathering techniques:

Photography
Video recording
Note taking
Sketching
Collecting materials, flyers, brochures, packaging, newspaper cut-outs

 

What are you observing?

Physical space: physical characteristics, what stands out, what does not stand out
Which people are involved: users, employees, manufacturers, managers, media,
municipalities, local communities, interest groups
Activities: individual activities and behaviours, related activities, sequences of activities,
similarities in activities, differences in activities
Objects: the presence of objects, the absence of objects, the characteristics of objects
Events: what is going on, what are people doing
Time: sequences, beginnings, ends, individual stages, duration, times when specific
behaviours, reactions or activities come up
Goals: what are people trying to achieve
Feelings: what feelings are people experiencing and expressing

 

https://www.youtube.com/watch?v=XrpAveg7ZIg


We observe what people: 

SAY: What are some quotes and defining words your user said?
DO: What actions and behaviours did you notice?
THINK: What might your user be thinking? What does this tell you about his or her beliefs?
FEEL: What emotions might your subject be feeling?

Emphaty map - example

 



Photo source: https://www.uxbooth.com/articles/empathy-mapping-a-guide-to-getting-
inside-a-users-head/  (https://www.uxbooth.com/articles/empathy-mapping-a-guide-to-getting-
inside-a-users-head/)

Note that thoughts/beliefs and feelings/emotions cannot be observed directly. They must be
inferred by paying careful attention to various clues. Pay attention to body language, tone and
choice of words.

 

Nagy, T. and Tacer, B. (2018). Teaching Entrepreneurship in Schools: An Experiential Approach.
Ljubljana: STEP Institute). The handbook was created in the scope of the Erasmus+ project
CREATOR.

https://www.uxbooth.com/articles/empathy-mapping-a-guide-to-getting-inside-a-users-head/


Researching user needs - Interview
Watch the video about the interview as a method of understanding customers.

Interview - Design Thinking BookInterview - Design Thinking Book

If you are a good listener and know how to create an atmosphere of trust, people will open up to
you. Their stories will help you gain new insights, inspiration, and ideas.

 

Use semi-structured interviews. Start by forming a few questions in advance, then follow the
interviewee’s story and develop new questions in accordance with that. Interviews can be
conducted with individuals or groups, users or experts, various participants. It is always useful to
find a user who uses a product or service in an unusual way.

 

Ask open questions. Open questions encourage conversation and invite the user to open up.
Open questions should represent the largest part of the interview. These are questions that
usually begin with W-words: what, who, when, where, which, what kind, how, etc. Encourage the
user to think out loud.

 

ADD PHOTO What type of photo?

Here are some examples of open questions:

What can you tell me about ______?
What else can you tell me about it?
What do you like about it?
What do you dislike about it?
What do you miss?

https://www.youtube.com/watch?v=V196868TJbo


How do you use _______?
In what ways do you use this product?
What are you doing when ______?
What do you do when ______?
Tell me more about this.
Can you describe ...
Can you show me ...
How often do you reach _______?
What would you like to achieve?
What is the process?
What are the steps you take?
What do all these things have in common?
What happens first? Then what?
What is important to you?
What does it bring you?
How do you experience it?
What is your attention focused on?
What is your explanation for ______?
How does it make you feel?
What are the consequences?

 

Another interesting open question is “what if”. This question is used to encourage creative
thinking, open new possibilities and test your hypotheses.

 

Here are some examples of “what if” questions:

What if this product had _____?
What would happen if ______?
What if these obstacles did not exist?

 

Few more tips:

Select your user wisely. Your mum, dad, and friends are not users.
Find innovative users who use the products in new and innovative ways.
Encourage storytelling and sharing experience.
Do not present your business idea and ask users if they like it, how they
would change it, when they would use and how much would they pay for!
Document the interview using pictures, sketches, photos, notes, video etc.

 



Nagy, T. and Tacer, B. (2018). Teaching Entrepreneurship in Schools: An Experiential Approach.
Ljubljana: STEP Institute). The handbook was created in the scope of the Erasmus+ project
CREATOR.



Researching user needs - field research
Field research means studying the behaviour and experience of people in their natural
surroundings. If you are designing a new restaurant, observe people in restaurants. If you are
working on a new bicycle, go out in the field with cyclists. If you are developing a new medical
device, join medical workers who use these types of devices, etc.

 

Join the users and become their shadow. Immerse yourself in the context. Hold relaxed
conversations with them. Put yourself in their shoes. Move beyond existing contexts and search
for inspiration in new contexts as well. Example: if you are trying to improve logistics in a
distribution business, it might be useful to look at the logistics system of an airline or a delivery
company.

 

Look for anomalies and inspiration; always put what you see into context. How are the
users different from each other? Does anyone stand out in the use of a specific product or
service? Are they using the product or service in an unusual way?

Nagy, T. and Tacer, B. (2018). Teaching Entrepreneurship in Schools: An Experiential Approach.
Ljubljana: STEP Institute). The handbook was created in the scope of the Erasmus+ project
CREATOR.



Activity for students - Research
ACTIVITY 1: INTERVIEW (15 MIN)

You would like to develop a new smartphone so you decided to arrange an interview with your
classmate about his/her experience with his/her current phone.

 

STEP 1

In 3 minutes prepare a sample interview with questions.

STEP 2

Now you have 5 minutes to conduct and document the interview.

 

Questions for a class discussion:

What did you do well?
Which skills are important for an effective interview?
What would you change the next time?
How can you improve your interviewing skills?

 

ACTIVITY 2: FIELD RESEARCH (10 MIN)

Imagine you would like to design new running shoes for women.

 

Generate five concrete ideas on how you would approach the field research. Identify which
locations you would observe; what you would observe; which people you would interview; what
other technique you would use to gather data etc.   (10 min)

 

ACTIVITY 3: NETNOGRAPHY (20 min)

Netnography represents a method that helps us gather data about our customers.

 

Watch the below video to learn more about it. The explanation is provided by Robert Kozinets,
who is netnography’s inventor.



Netnography: Robert KozinetsNetnography: Robert Kozinets

Netnography is the branch of ethnography (the scientific description of the customs of individual
peoples and cultures) that analyses the free behaviour of individuals on the Internet that uses
online marketing research techniques to provide useful insights (by Robert Kozinets
(http://kozinets.net/) ).

 

Netnography compiles and analyzes data about the free social behavior of individuals on the
Internet. The key is that this data is collected when consumers are behaving freely, as opposed to
research surveys in which consumers sometimes respond to prevent embarrassment or please
the surveyor.

 

Source: https://martech.zone/what-is-netnography/  (https://martech.zone/what-is-
netnography/)

 

In order to learn about your customers, conduct a research by using netnography. In 15 minutes
gather as much information as possible about your potential customers* and prepare a poster
presentation. You can use the virtual whiteboard Lucidspark:  https://lucidspark.com/
(https://lucidspark.com/) . (15 min)

Each group presents the most surprising finding.

*Note: In this case, students are working on their own business idea.

 

https://www.youtube.com/watch?v=F8axfYomJn4
http://kozinets.net/
https://martech.zone/what-is-netnography/
https://lucidspark.com/


Activity for students – Fieldwork
Fieldwork is a first step in developing your business idea. The quality of this step is related to
all the other steps. We cannot learn about our customers in the classroom. Go out of the
building and find relevant sources of knowledge about your customers.

Each student/pair/group needs to plan (in the classroom – e.g. prepare questions for interviews,
prepare sheets for observation or empathy map etc.) and conduct (outside classroom) a field
research to learn about their customers* by making at least 5 interviews about the problem (with
potential users, experts and extreme users) and observe at least 3 situations.

 

Here you can find more information on how to conduct an interview:

https://www.designkit.org/methods/interview  (https://www.designkit.org/methods/interview)
(Design Kit by IDEO)

 

Interview - Design Thinking BookInterview - Design Thinking Book

*Note: Students are working on their own business ideas.

 

https://www.designkit.org/methods/interview
https://www.youtube.com/watch?v=V196868TJbo


Activity for students – Empathy map
Based on what students have learned about their customers during the filed research, each group
should develop the Empathy map for their customers. Use the Empathy map template provided
below.

EMPATHY MAP CANVAS

 

Empathy maps are visualization tools that allow you to articulate what you know about specific
types of users. They are often considered a part of the design thinking methodology, and they
empower you to create a shared understanding of user needs and help decision-makers with
key judgement calls. Many businesses employ empathy mapping as part of the design process
because it’s helpful in understanding your users, their desires, and what they want out of your
product. 

 

Source: https://miro.com/templates/empathy-map  (https://miro.com/templates/empathy-map/)

 

Here you can find the guidelines for developing an Empathy
map: https://www.uxbooth.com/articles/empathy-mapping-a-guide-to-getting-inside-a-

https://miro.com/templates/empathy-map/
https://www.uxbooth.com/articles/empathy-mapping-a-guide-to-getting-inside-a-users-head/
https://www.uxbooth.com/articles/empathy-mapping-a-guide-to-getting-inside-a-users-head/


users-head/ (Links to an external site.)  (https://www.uxbooth.com/articles/empathy-mapping-
a-guide-to-getting-inside-a-users-head/)

Empathy map template: https://gamestorming.com/wp-content/uploads/2017/07/Empathy-
Map-Canvas-006.pdf  (https://gamestorming.com/wp-content/uploads/2017/07/Empathy-Map-
Canvas-006.pdf)

 

During the next class meeting, each group will shortly present and discuss their empathy map.

Note: Until next class meeting, students also need to describe the first two building blocks of their
Business model Canvas: 1) Customer segments and 2) Value proposition. 

https://www.uxbooth.com/articles/empathy-mapping-a-guide-to-getting-inside-a-users-head/
https://www.uxbooth.com/articles/empathy-mapping-a-guide-to-getting-inside-a-users-head/
https://gamestorming.com/wp-content/uploads/2017/07/Empathy-Map-Canvas-006.pdf
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Additional resources and videos on user
research
ADDITIONAL RESOURCES

 

Osterwalder, Alexander, Yves Pigneur. 2010. Business model generation. John Wiley&Sons,
Inc., Hoboken, New Jersey.
The Field Guide to Human-Centered Design: https://www.designkit.org/resources/1
(https://www.designkit.org/resources/1)
Design kit: https://www.designkit.org/methods  (https://www.designkit.org/methods)
Wirtz, B.W. and Daiser, P. (2018), Business Model Development: A Customer-Oriented
Perspective, Journal of Business Models, Vol. 6, No. 3, pp. 24-44
(http://journalofbusinessmodels.com/media/1247/vol-6-no-3-pp-24-44.pdf
(http://journalofbusinessmodels.com/media/1247/vol-6-no-3-pp-24-44.pdf) )
Customer involvement in business model innovation: A case study in the medical instrument
industry (https://www.diva-portal.org/smash/get/diva2:731696/FULLTEXT01.pdf
(https://www.diva-portal.org/smash/get/diva2:731696/FULLTEXT01.pdf) )
Marketing research: https://saylordotorg.github.io/text_small-business-management-in-
the-21st-century/s10-03-marketing-research.html
(https://saylordotorg.github.io/text_small-business-management-in-the-21st-century/s10-03-
marketing-research.html)
How to create Personas, a step by step guide: https://uxplanet.org/how-to-create-
personas-step-by-step-guide-303d7b0d81b4  (https://uxplanet.org/how-to-create-
personas-step-by-step-guide-303d7b0d81b4)
Ferreira, Bruna, Silva, Williamson, Oliveira, Edson and Conte, Tayana. (2015). Designing
Personas with Empathy Map.
(https://www.researchgate.net/publication/276207468_Designing_Personas_with_Empat
hy_Map
(https://www.researchgate.net/publication/276207468_Designing_Personas_with_Empathy_Map) )
Robert V. Kozinets (1998). “On Netnography: Initial Reflections on Consumer Research
Investigations of Cyberculture", in NA - Advances in Consumer Research Volume 25, eds.
Joseph W. Alba & J. Wesley Hutchinson, Provo, UT : Association for Consumer Research,
Pages: 366-371. (https://www.acrwebsite.org/volumes/8180/volumes/v25/NA-25
(https://www.acrwebsite.org/volumes/8180/volumes/v25/NA-25) )
Netnography: Range of Practices, Misperceptions, and Missed Opportunities:
https://journals.sagepub.com/doi/pdf/10.1177/1609406917700647
(https://journals.sagepub.com/doi/pdf/10.1177/1609406917700647)
Netnography as a tool for understanding customers: Implications for service research and
practice: https://www.emerald.com/insight/content/doi/10.1108/JSM-08-2017-

https://www.designkit.org/resources/1
https://www.designkit.org/methods
http://journalofbusinessmodels.com/media/1247/vol-6-no-3-pp-24-44.pdf
https://www.diva-portal.org/smash/get/diva2:731696/FULLTEXT01.pdf
https://saylordotorg.github.io/text_small-business-management-in-the-21st-century/s10-03-marketing-research.html
https://uxplanet.org/how-to-create-personas-step-by-step-guide-303d7b0d81b4
https://www.researchgate.net/publication/276207468_Designing_Personas_with_Empathy_Map
https://www.acrwebsite.org/volumes/8180/volumes/v25/NA-25
https://journals.sagepub.com/doi/pdf/10.1177/1609406917700647
https://www.emerald.com/insight/content/doi/10.1108/JSM-08-2017-0294/full/pdf?title=netnography-as-a-tool-for-understanding-customers-implications-for-service-research-and-practice
https://www.emerald.com/insight/content/doi/10.1108/JSM-08-2017-0294/full/pdf?title=netnography-as-a-tool-for-understanding-customers-implications-for-service-research-and-practice


0294/full/pdf?title=netnography-as-a-tool-for-understanding-customers-implications-for-
service-research-and-practice  (https://www.emerald.com/insight/content/doi/10.1108/JSM-
08-2017-0294/full/pdf?title=netnography-as-a-tool-for-understanding-customers-implications-for-
service-research-and-practice)
Putting Personas to Work in UX Design: https://xd.adobe.com/ideas/process/user-
research/putting-personas-to-work-in-ux-design/
(https://xd.adobe.com/ideas/process/user-research/putting-personas-to-work-in-ux-design/)

 

ADDITIONAL VIDEOS

 

Empathy by Simon Sinek (14:18 min):
https://www.youtube.com/watch?v=IJyNoJCAuzA  (https://www.youtube.com/watch?
v=IJyNoJCAuzA)

(https://www.youtube.com/watch?v=IJyNoJCAuzA)
The Lean Approach: Getting Out of the Building: Customer Development (5:44 min):
https://www.youtube.com/watch?v=lLEebbiYIkI  (https://www.youtube.com/watch?
v=lLEebbiYIkI)

(https://www.youtube.com/watch?v=lLEebbiYIkI)
Customer development process (2:41 min):
https://www.youtube.com/watch?v=xr2zFXblSRM  (https://www.youtube.com/watch?
v=xr2zFXblSRM)

(https://www.youtube.com/watch?v=xr2zFXblSRM)
Doing Customer Discovery is like searching for the Holy Grail (2:42 min):
https://www.youtube.com/watch?v=hriiulBbWck  (https://www.youtube.com/watch?
v=hriiulBbWck)

https://www.emerald.com/insight/content/doi/10.1108/JSM-08-2017-0294/full/pdf?title=netnography-as-a-tool-for-understanding-customers-implications-for-service-research-and-practice
https://www.emerald.com/insight/content/doi/10.1108/JSM-08-2017-0294/full/pdf?title=netnography-as-a-tool-for-understanding-customers-implications-for-service-research-and-practice
https://xd.adobe.com/ideas/process/user-research/putting-personas-to-work-in-ux-design/
https://www.youtube.com/watch?v=IJyNoJCAuzA
https://www.youtube.com/watch?v=IJyNoJCAuzA
https://www.youtube.com/watch?v=lLEebbiYIkI
https://www.youtube.com/watch?v=lLEebbiYIkI
https://www.youtube.com/watch?v=xr2zFXblSRM
https://www.youtube.com/watch?v=xr2zFXblSRM
https://www.youtube.com/watch?v=hriiulBbWck
https://www.youtube.com/watch?v=hriiulBbWck


(https://www.youtube.com/watch?v=hriiulBbWck)
The Lean Approach: Customer Acquisition and Archetypes (9:06min):
https://www.youtube.com/watch?v=Rd56yE7Nx1U  (https://www.youtube.com/watch?
v=Rd56yE7Nx1U)

(https://www.youtube.com/watch?v=Rd56yE7Nx1U)
Marketing: Segmentation - Targeting – Positioning (9:12 min):
https://www.youtube.com/watch?v=0srjdRDh99Y  (https://www.youtube.com/watch?
v=0srjdRDh99Y)

(https://www.youtube.com/watch?v=0srjdRDh99Y)
The Innovator's Dilemma" by Clayton Christensen (4:17 min):
https://www.youtube.com/watch?v=yUAtIQDllo8  (https://www.youtube.com/watch?
v=yUAtIQDllo8)

(https://www.youtube.com/watch?v=yUAtIQDllo8)
Clay Christensen: The "Job" of a McDonald's Milkshake (7:09 min):
https://www.youtube.com/watch?v=Stc0beAxavY&t=52s
(https://www.youtube.com/watch?v=Stc0beAxavY&t=52s)

(https://www.youtube.com/watch?v=Stc0beAxavY&t=52s)
What are Personas?
https://www.youtube.com/watch?v=XnG4c4gXaQY  (https://www.youtube.com/watch?
v=XnG4c4gXaQY)

https://www.youtube.com/watch?v=hriiulBbWck
https://www.youtube.com/watch?v=Rd56yE7Nx1U
https://www.youtube.com/watch?v=Rd56yE7Nx1U
https://www.youtube.com/watch?v=0srjdRDh99Y
https://www.youtube.com/watch?v=0srjdRDh99Y
https://www.youtube.com/watch?v=yUAtIQDllo8
https://www.youtube.com/watch?v=yUAtIQDllo8
https://www.youtube.com/watch?v=Stc0beAxavY&t=52s
https://www.youtube.com/watch?v=Stc0beAxavY&t=52s
https://www.youtube.com/watch?v=XnG4c4gXaQY


(https://www.youtube.com/watch?v=XnG4c4gXaQY)
(18:07 min)
Tips for How to Create & Use Personas in UX | Sarah Doody, User Experience Designer:
https://www.youtube.com/watch?v=7z7893qE_0w  (https://www.youtube.com/watch?
v=7z7893qE_0w)

(https://www.youtube.com/watch?v=7z7893qE_0w)
(14:07 min)
Creating Personas for User Experience Research:
https://www.youtube.com/watch?v=u44pBnAn7cM  (https://www.youtube.com/watch?
v=u44pBnAn7cM)

(https://www.youtube.com/watch?v=u44pBnAn7cM)
(10:14min)
Netnography: Social Media for Cultural Understanding (9:33 min):
https://www.youtube.com/watch?v=SLC_sw4a1mM  (https://www.youtube.com/watch?
v=SLC_sw4a1mM)

(https://www.youtube.com/watch?v=SLC_sw4a1mM)

https://www.youtube.com/watch?v=XnG4c4gXaQY
https://www.youtube.com/watch?v=7z7893qE_0w
https://www.youtube.com/watch?v=7z7893qE_0w
https://www.youtube.com/watch?v=u44pBnAn7cM
https://www.youtube.com/watch?v=u44pBnAn7cM
https://www.youtube.com/watch?v=SLC_sw4a1mM
https://www.youtube.com/watch?v=SLC_sw4a1mM
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