
WHO?

REALTION TO PRODUCT?

IMPORTANCE?

Users and 
stakeholders

WHO?

REALTION TO PRODUCT?

IMPORTANCE?

WHO?

REALTION TO PRODUCT?

IMPORTANCE?

WHO?

REALTION TO PRODUCT?

IMPORTANCE?

WHO?

REALTION TO PRODUCT?

IMPORTANCE?

WHO?

REALTION TO PRODUCT?

IMPORTANCE?

WHO?

REALTION TO PRODUCT?

IMPORTANCE? WHO?

REALTION TO PRODUCT?

IMPORTANCE?

WHO?

REALTION TO PRODUCT?

IMPORTANCE? WHO?

REALTION TO PRODUCT?

IMPORTANCE?



THINK AND FEEL
What is on their mind?
What is meaningful?
Worries and¨’ä’´ aspirations

SAY AND DO
Quotes
Behavior

HEAR
Others saying
Friends
Colleagues
Media

SEE
Environment
Market
Other doing

PAINS
Fears, anxieties
Frustrations
Obstacles

GAINS
Hopes and needs
Measures of success
Hopes and dreams



Utilitarian
efficiency/convenience/usability, excellence/quality

Social 
status/success/impression management, esteem/reputation

Emotional
aesthetic/beauty, play/fun

Altruistic 
ethics/morality, religious/spiritual



Delights

Satisfiers

Must-haves

PERFORMANCE/
FUNCTIONALITY
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