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This tool is often filled in clockwise,
starting with a general description of
the target audience and our goal, to
the center, where the pain of the
consumer and their benefits are
already described.

One of the comprehensive tools —
Customer Empathy Map — allows
you to comprehensively analyze the
consumer and understand their
hidden motives, needs, and how
they think. This gives a complete
picture, will enable you to segment
the audience correctly, and more
importantly, determine consumer
insight.

When analyzing consumers, a whole
combination of methods is often
used: from field research, which
includes surveys, focus groups, in-
depth interviews, and mystery
shoppers, to desk techniques.
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WHO are we empathizing with?
Who is the person we want to understand?

What is the situation they are in?

What is their role in the situation?

(O what do they HEAR?

What are they hearing others say?
What are they hearing from friends?
What are they hearing from colleagues?
What are they hearing second-hand?

GOAL

) what do they THINK and FEEL?

e WHAT do they need to do?

What do they need to do differently?

What job(s) do they want or need to get done?
What decision(s) do they need to make?

How will we know they are successfull?

0 What do SEE?

PAINS GAINS
What are their fears, What are their wants, What do they see in the marketplace?
frustrations, and anxieties? needs, hopes and dreams? What do they see in their immediate environment?

What do they see others saying and doing?
What are they watching and reading?
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o What do SAY?

What have we heard them say?

What other thoughts and feelings might
motivate their behaviours?

o What do they DO?

What do they do today?
What behaviour have we observed?
What can we imagine them doing?

What can we all imagine them saying?
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