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Best Practices Why?

1. Visit a cross section of people who do or Achieve the greatest depth and
would use your product or service to solve breadth of market inputs =
their own problems

2. Observe, interview and probe in customer Gain context to understand what is
environment getting in their way of doing their jobs

3. “Guide” with open - ended questions “Chance favors the prepared mind”

4. Complete transcript. If you don’t have it No filtering. “The real thing”
word for word it didn’t happen

5. Information gathered and processed by Internalize the experience to reach
cross functional teams rapid consensus across team

6. Create a story with images Understand what it’s like to

experience the customers’ problems

7. Translate into measurable customer Measure meeting customer need, not
requirements meeting functional spec

8. Survey for quantitative results Answers “How do you know that?”

with confidence

9. Drive investment by competitive positioning | Put your dollars where the value is
and unmet needs of the customer

10. Innovate where gaps that customer’s value | Create pull, not push




et
s
—

Product Development Consulting, Inc.

1. Customer Visitation
N

= Visit

A cross section of people

People who do or would use your
product or service to solve their
own problems

People who use other existing
solutions than yours if you have
one

= Visit enough people to gain an
understanding of a high
percentage of problems (Typically
15-25 interviews per distinct
market segment)

© 2008 Product Development Consulting, Inc.



e
s
—

Product Development Consulting, Inc.

2. Interview & Observe In
Customer’s Environment

T
W = (Observe before and after interview

Before to provide a foundation for
your interviews

After because you will see different
things

= Look for and probe for examples of:

Expectations, fears, doubts, wishes,
mistakes

Combining or using products in
unintended ways or locations

Creating products on their own to
solve their problems

Frustration or complacency about
results
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3. Open-ended Interview
Guide

Ask for examples! What problem does that solve? How did that make youn
feel? How does that effect your ability to do your job? Likes & Dislikes?

4-

Describe your typical day as it relates to MISSION.

Include likes, dislikes, examples. Best case? Worst
case?

?

Describe a typical day of PRODUCT? Likes?
Dislikes? Best day? Worst day?

7

‘What about your job in MISSION gets under your
skin or makes your blood boil?

Describe your ideal job as it relates to MISSION?

What problem would this solve?

Describe the ideal MISSION PRODUCT?
‘What problem would this solve?

Describe the installation, training, maintenance,
repair, and support issues you have with your
MISSION. Likes? Dislikes?

10. Compare and contrast the way you currently do

MISSION to what vou see in the future?

© 2008 Product Development Consulting, Inc.

= Interview with open ended

questions and probe, probe,
probe!

Your favorite questions should be:

= “What problem does that cause for
you?” or

= “Could you explain and give an
example?”

Don’t ask
Leading questions
Closed ended questions

Practice! Practice! Practice!
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4. Complete Transcript

= Get a complete transcript of each
e e |nte rVieW

= = If you don’t have it word for word,
—— It didn’t happen

;;;:E = Eliminates the filters that you
ri— apply when you listen

= Audio Tape if possible, else word
for word note taking

© 2008 Product Development Consulting, Inc.
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5. Cross-functional Team
N

= Gather and process the customer
data with cross functional teams

= Build In consensus to your process
= Gain differing perspectives
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6. Create a Story with
Images

WE HATE GETTING ELOOD TAKEN

/—{ NowoRE BLoODL |, /{REDRAWSPISSPEOPLEOFFl\R\ = EXxtract key imageS of your

oF TESTS. WE WL USE Even | | | | PAIENTHRA HAS HaerENES 1o customers from your transcripts

THEIR BLOOD AND WHY WE ARE
20ML SYRINGE. LOOKING AT THE REPEATING. THE PATIENT GETS

SIZE OF THE SYRINGE PEOPLE VERY APPREHENSIVE. THEY WANT

PRI, | | lemewwnmevausseemier || m Creates a story of what it is like to

AM I REALLY OK?

THAT YOU ARE DRAWMNG THE SOMETRIES THE SAMPLES AFE be a person with problems your

BLOOD IN 4 OR 5 TUBES AND ONE
TUBE THAT IS VERY LONG (ESR). PATIENTS. SOMETIMES PATIENTS

THEYTHNK WE AREWASTNG | | | | WILLAGREE U7 soMETnes product would solve

THE BLOOD OR USING IT FOR
SOME OTHER PURPOSE. HAVE GIVEN SAMPLES WE WANT
RESULTS..WE REALLY FEEL BAD.

PATIENTS ARE ALARMED AT THE
QUANTITY OF ELOODD THAT WE
COLLECT..."WHY DO YOU NEED
50 MUCH, I'M ALREADY WEAK."

WE HAD TO REPEAT
SAMPLES...AND THEN THE
PATIENTS THEY USED TO
GRUMBLE, HOW COULD YOU GIVE

) l\_ ME SECOND PRICHK. /
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/. Translate Transcripts Into

Reqguirements
I
USER NEEDS TO AVOID ID misTAKEs " Translate what the customer /
" — T h consumer told you into measurable
o WSER CAMN LINK o RECOGHNIZE .
SHF“;:I"EEN:G (| PURPOSE OF THE [ customer reqUIrementS
(10 .
k_)m‘j,’f;"[m,{ P T = Each requirement has
PATIENT INFO TO ENTIFIES WHICH N .,
e TUBE GOES TO A “who” that has the problem
— WHICH LAB FOR o ] ]
W PROCESSING A verb describing the missing
COMPLETENESS OF |(: 3 JTHE USER CAN functionality they have
Jﬂ'ﬁ.ﬂr'?éﬂﬂ'i IMALLY IDENTIFY
LABEL apm CORRECT A scalable component to enable you
(COMPLETENESS IS ot to compare solutions and see which
INFORMATION TO 1D FIRST TIME) one is best, next, etc.
PATIENT)
W\ )\ -~/ = Remove ambiguity

= Don’t include
Targets
© 2008 Product Development Consulting, Inc. SOI Uti O nS
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8. Quantitative Results Using
Survey
o = Get statistically significant results
e W

when feature is less functional or
not present

feature's functionality
increases/decreases

Dysfunctional <

Indifference

Functional
ﬁ_

* Customer satisfaction does not
move above neutral

+ Lesser or greater functionality
does not influence customers

+ Lack of feature quickly dissatisfies
the customer; features are

expected to be present

Dissatisfaction

© 2008 Product Development Consulting, Inc.

Prioritize, validate, analyze each
key customer requirement



Product Development Consulting, Inc.

PDC

9. Drive Investment to
Opportunities

= Match investments to customer value

REQUIRE- ALL Segment 1 | Sement2 |WNat TO soiution 1 2 3 4
MENT & |msor| et |wr Rsod er | wr ksoderlwr] "9 [Raw weT|Raw weT|Raw weT|RAW weT
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% REQUREMENT 5 | 1596 | 70 | 51 | 168 | 61 | 48 | 42067 53] Parit &7 o, o] o D ol 0| - - -
REQUREMENT 6 | 108 [ 63|47 | O |48 | 48 | 21 |66|45 66| of o] 1] &8 o o
Sl o s e 5o offerings to create sufficient
el pegueesent B | £21 [ 57 | 40 [ 104 | 40| 38 | 21 |59f39] wow | 1] s8] 0] O 1] 59 ol 0
(AR | S
540 -70] 301 -209)
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- = Balance selection against business
constraints
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10. Innovate to Fill Gaps
B

= Use tools and techniques to

_ generate, strengthen, and shape

J TRssscmner] iIdeas, build competitive
advantages, and develop paths for
opportunity

ep o innovale
Step 5: Make the Investment
Step 4: Find Some Partners
Step 3: Identify the Potential Constraints
Step 2: Validate the Data

Step 1: Get and Understand the Data

= Develop the most innovative,
creative solutions possible

= Stretch the envelope of what is
currently considered as means to
meeting the customer’s
requirements
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