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Best Practices Why?
1. Visit a cross section of people who do or 

would use your product or service to solve 
their own problems

Achieve the greatest depth and 
breadth of market inputs

2. Observe, interview and probe in customer 
environment 

Gain context to understand what is 
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 

word for word it didn’t happen
No filtering. “The real thing”

5. Information gathered and processed by 
cross functional teams 

Internalize the experience to reach 
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 
requirements

Measure meeting customer need, not 
meeting functional spec

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

9. Drive investment by competitive positioning 
and unmet needs of the customer

Put your dollars where the value is

10. Innovate where gaps that customer’s value Create pull, not push
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1. Customer Visitation 

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)
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2. Interview & Observe in 
Customer’s Environment

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

Preparation activities
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3. Open-ended Interview 
Guide

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 
interview

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

Eliminates the filters that you 
apply when you listen

Audio Tape if possible, else word 
for word note taking
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5. Cross-functional Team

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

Extract key images of your 
customers from your transcripts

Creates a story of what it is like to 
be a person with problems your 
product would solve
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7. Translate Transcripts Into 
Requirements

Translate what the customer / 
consumer told you into measurable 
customer requirements

Each requirement has
A “who” that has the problem

A verb describing the missing 
functionality they have

A scalable component to enable you 
to compare solutions and see which 
one is best, next, etc.

Remove ambiguity

Don’t include
Targets

Solutions
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8. Quantitative Results Using 
Survey

Get statistically significant results

Prioritize, validate, analyze each 
key customer requirement

QuickTime™ and a
 decompressor

are needed to see this picture.
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9. Drive Investment to 
Opportunities

Match investments to customer value

Evaluate alternative competitive 
offerings to create sufficient 
customer value

Balance selection against business 
constraints
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10. Innovate to Fill Gaps

Use tools and techniques to 
generate, strengthen, and shape 
ideas, build competitive 
advantages, and develop paths for 
opportunity

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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