














• A persona (often referred to as user persona, customer 
persona, or buyer persona) is a fictitious character 
created to represent a user or customer type

• Contains a rich description of a specific fictional person as 
an archetype exemplifying a group of people (e.g., users, 
customers, or employees)
• Shared interests

• Common behaviour patterns

• Demographic and geographic similarities (be careful!)

• 3-7 core personas → based on your research data







1. Engage empathy for users
• Create a mental model of a specific user group



https://www.mikeandersson.com/blog/personas-the-good-the-bad-and-the-ugly/
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2. Communicating in a team
• A reference point

• A consistent understanding of a target group

• Design and marketing efforts can be prioritized based on personas



3. Relatively quick to develop
• can replace the need to survey the whole user 

community and spend months gathering requirements

• The team can concentrate on designing for a manageable 
set of personas, knowing that they represent the needs 
of many users



4. Avoid self-referential design





Conduct 
research

Look for 
patterns

Create 
personas & 

share

• Interviews
• Focus groups
• Observations
• Surveys
• CRM data
• Traffic metrics
• Etc.

• Image
• Name
• Description
• Quote
• Pains
• Etc.

• Clustering
• Affinity diagrams
• Concept mapping
• Thematic analysis
• Etc. 



✓Always listen more than you speak

✓Remember that it is your responsibility to be 
true for the thoughts, behaviors, and 
expressions of people you are studying

✓Conduct the research in the natural context 
of the topic

✓ Start the interview with a general description 

of the goal of the study

✓ Encourage people to share their thoughts 
and go about their business freely

✓Avoid leading questions and questions that 
can be answered with only yes/no answers. 
Ask follow up questions

✓ Prepare an outline of the interview questions 
beforehand

✓ Snap photos of interesting things

Source: Penin, L. (2018). An introduction to service design: designing the invisible. Bloomsbury Publishing.



questionnaire

Question in the survey Cluster
1 2 3 4

I want a car that is trendy. 3.97 6.51 4.50 4.02
I am fashion conscious. 1.97 6.51 3.56 3.77
I do not have the time to worry about car maintenance. 4.01 3.88 3.18 5.99
Basic transportation is all I need. 4.08 4.03 1.50 6.22
Small cars are not prestigious. 1.76 4.01 3.94 6.02
I want a car that is easy to handle. 3.95 3.76 3.84 5.71
The car I buy must be able to handle long motorway journeys. 4.99 1.51 6.47 3.98
I want the most equipment I can get for my money. 6.08 3.92 6.56 4.17
I want a vehicle that is environmentally friendly. 6.93 3.91 3.84 3.92
I want a car that is nippy and zippy. 5.09 4.06 6.47 2.00
I prefer buying my next car from the same car manufacturer. 5.97 3.86 3.84 4.02
I wish there were stricter exhaust regulations. 6.00 3.99 4.28 4.22
One should not spend beyond ones means. 6.02 1.51 4.22 4.06
Good aerodynamics help fuel economy. 5.99 3.85 6.44 4.20
Buying a car on a lower interest rate does not interest me. 1.93 6.49 3.97 3.88
I want a car that drives well on country roads. 1.80 1.32 6.63 3.01
Small cars are for women. 2.05 3.92 4.19 4.17
A car is a fashion accessory to me. 2.12 5.92 4.06 4.11
City driving is my main concern. 4.19 4.08 3.34 6.05
Fuel economy comes at the expense of performance. 4.00 4.14 4.06 5.97
I want a practical car. 4.03 3.95 4.00 6.24
I prefer cars with high performance. 4.03 3.82 6.66 6.09
In today's world it is anti-social to drive big cars. 3.96 6.50 1.44 1.97
I want to buy a car that makes a statement about me. 3.83 6.51 4.38 2.00
A car is an extension of oneself. 3.99 6.44 4.06 3.92
I always want the latest style and design in a vehicle. 3.89 6.51 4.41 3.80
When it comes to cars my heart rules my head. 3.84 6.58 3.72 4.18
My car must have a very individual interior. 4.05 6.56 4.00 3.85
I have a relationship with my car. 4.13 1.44 6.38 3.95
Quality and reliability of products are my main concerns. 4.24 1.54 6.47 3.98



Demographics (e.g., gender, age)

Behavior (e.g., purchase frequency)

Opinions (e.g., positive/negative)

Needs (e.g., jobs to be done)

Values (e.g., independence, tradition)

Motivation (e.g., intrinsic/extrinsic)   



https://www.dt-toolbook.com/
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1. WHAT DO CUSTOMERS SEE?
- What do they see in the marketplace?
- What do they see in their immediate 

environment?
- What are they watching and reading?

2. WHAT DO CUSTOMERS HEAR?
- What are they hearing from friends? 

colleagues? family?
- Who influences them?

3. WHAT DO CUSTOMERS THINK & FEEL?
- What emotions drive them?
- What do they think? What does that say 

about their attitudes?

4. WHAT DO CUSTOMERS SAY & DO?
- What have we heard them say / could 

imagine them say?
- What kind of behavior can we assume?

https://www.dt-toolbook.com/


Describe the fictitious 
character.

1

2

3

4

5

6

7

8

Which tasks are supported 
by the product? 

Describe all use cases in 
the context of the problem

What are the difficulties, 
frustrations, problems?

What makes the user 
happy?

Do a moodboard or a sketch 
that visualizes the customer

Who are the influencers?

What are the driving forces 
and trends (in future)?

https://www.dt-toolbook.com/

https://www.dt-toolbook.com/


https://spotify.design/articles/2019-03-26/the-story-of-spotify-personas/

https://spotify.design/articles/2019-03-26/the-story-of-spotify-personas/


• in 2017, our team was challenged to create a better understanding of 
existing and potential listeners

• the general idea is that capturing and clustering the needs, goals, 
habits, and attitudes of existing and potential users helps to build a 
solid understanding of the problem space.

https://spotify.design/articles/2019-03-26/the-story-of-spotify-personas/

Data 
collection

User needs

consistent

varying

https://spotify.design/articles/2019-03-26/the-story-of-spotify-personas/


https://spotify.design/articles/2019-03-26/the-story-of-spotify-personas/

https://spotify.design/articles/2019-03-26/the-story-of-spotify-personas/


the personas cardboard cutouts card game

workshops









Together with your 
team, fill out a persona 
canvas for your product

• Use a template of your own choice 

• Prepare a short presentation to 
share with the rest of the class 
[5min]



• As a team, interview real users of a 
product similar to yours, and build a 
persona based on them. Each team 
member should conduct one interview.

• Were the assumptions you made in your 
earlier persona correct?

• For the next class, prepare a 5 minute 
presentation in which you outline what 
you learned based on a real user 
interview. Compare and contrast your 
assumptions vs. real user data.


