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Part 1
Understanding your customer / user.

The difference between what and why.



WHAT THEY WANT
VS.
WHAT THEY NEED



What does she What does she

Say? Need?

Energy?

Caffeine?
Is it a habit?

Socialize?
Break?




To truly understand your
customers you need to see
their worldview.



WHAT DOES
THIS GIRL NEED?




UNDERSTANDING YOUR CUSTOMERS:
WHAT THEY DO AND WHY THEY DOIT?



Place. Time. Money. Difference.
Trends. Numbers. Clicks. Analytics.
Visits. Statistics. Data. )




Motivations. Emotions. Goals.
Values. Attitudes. Prejudice.
Behavior. Actions. Feelings.
History. |[dentity.




RAPID EXERCISE 1/2.

1. Choose a pair.
2. Choose which one is the interviewer.

3. The interviewer asks about the latest gift
the other person has given to someone.

4. Begin when ready.



RAPID EXERCISE 2/2.

1. Same pair.
2. Switch roles.

3. The interviewer asks about the latest gift
the other person has given to someone.

4. Now the interviewer asks 3-5 times WHY after each answer.

5. Begin when ready.



ANY DIFFERENCES?



To understand better,
you must tap into
feelings & emotions
(to know what they need).









FORM A PAIR.
CHOOSE AN INTERVIEWER.

INTERVIEW THE OTHER PERSON FOR 5 MIN.
TRY TO FIND ABOUT OUT YOUR SECRET PRODUCT USE.

DON’T USE THE WORD.
DON’T ASK STRAIGHT.



WHAT DID YOU TALK ABOUT?
HOW DID YOU GET TO THE SECRET PRODUCT?






Your Customer’s jobs to be done?

In the context of your project,
what are the things your customer needs to get done
(even when they have never heard of your solution)?

NOTE!
What needs to get done,
not how they do it.



Your Customer’s jobs to be done?

What do you think are your customer’s pain points,
trying to get the jobs done?

What do you think makes your customer happy or content
trying to get the jobs done?

NOTE! All this without your solution!



Your Customer’s jobs to be done?




Part 2
Value proposition.

The core of your concept.









IKEA
FAMILY

Kids Eat Free!

Weekends in April at the
IKEA Portland Restaurant

Children 12 and under can choose one
combo meal valued at $2.99. One meal per
child, Valid 11am-8:30pm Saturdays and
Sundays in April 2014 at IKEA Portland only,

CIDf



Kids + Food + houseware = ??

« Kids need to * Furniture & « |KEA is never « Restaurants
be fed. houseware nearby. are
stores are expensive
boring for for families.

kids.



Value Proposition:

“Kids eat free”

Decent food that kids also eat.
Fed kids are happy.
Free food is worth the trip.
Even cheaper than fast food.






You get fresh, hot pizza delivered to your
door in 30 minutes or less — or it's free.



l more efficiency, in more ways l




Wal-Mart’s Value Proposition

Wal-Mart's value proposition can be summed up as
“everyday low prices for a broad range of goods that are
always in stock in convenient geographic locations.” It

is those aspects of the customer experience that the
company overdelivers relative to competitors. Under-
performance on other dimensions, such as ambience
and sales help, is a strategic choice that generates cost
savings, which fuel the company's price advantage.

If the local mom-and-pop hardware store has
survived, it also has a value proposition: convenience,
proprietors who have known you for years, free coffee
and doughnuts on Saturday mornings, and so on.

Sears falls in the middle on many criteria. As a result,
customers lack a lot of compelling reasons to shop
there, which goes a long way toward explaining why the
company is struggling to remain profitable.

Customer
purchase criteria*

Low prices @ Mom & pop @ Sears
v stores "
\

Selection across
categories

Rural convenience
Reliable prices

In-stock
merchandise

Merchandise quality

Suburban
convenience

Selection within
categories

Sales help

Ambience

Wal-Mart

poor
Delivery on criteria

*in approximate order of
importance to Wal-Mart's
target customer group

Source: Jan Rivkin, Harvard Business School

» excellent



Tue Kopak (CAMERA.

“You press the button, -
- = = we do the rest.”

The only camera that anybody can use
without instructions. Send for the Primer,
free.

The Kodak is for sale by all Photo stock dealers.

The Eastman Dry Plate and Film Co.,

Price $25.00—Loaded for 100 Pictures, ROCHESTER, N. Y.

A full line Eastman's goods always in stock at LOEBER BROS,, 111 Nassau
Street, New York,



People don't want a quarter-inch
drill, they want a quarter-inch hole.”
- Theodore Levitt
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Ready food.

Food that kids like.

Get to do some shopping.
Spend time productively.

Kids Eat Free!

Organic, decent food.
Free for kids!
Full stomachs make happy kids.

Get many things done in one place.

| don’t have to cook food.
Kids are happy and content.
| do something productive with kids.

Feed my kids.
Buy houseware.
Not junk food.

Save money.

Junk food is bad.
Restaurant is €€€I

Kids get bored in stores.
| need to drive by car.



Do your value prop canvas.
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Tauko?




GETTING TO KNOW
YOUR CUSTOMER

STORIES FROM THE TRENCHES.



- 3 ‘\ ,

.\\:) = " - : s \‘fk § .‘
"Yes, yes, we know!”




Get out of your office!



“All is fine..."
and they hate us.




Emotions matter.

"Big glass buildings don't buy
services — people do!”
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Who to target and how?

"..stop selling to the company’s chief information
officer, and start selling to every product manager,
developer, and other employee who may need to use
your products and services.”

https://www.fastcompany.com/3029952/how-to-make-a-b2b-company-less-boring



‘But they dll said ‘yes




Do your best to prove that

YOU ARE WRONG!



Part 3
Value proposition prototype.

Why not test that value proposition?



Fake ads

H&“P%Efﬁ’i\ﬁ

B F &

~HEA 1:23949685




WHAT IS THE FIRST THING YOUR
CUSTOMER’S SEE OF YOUR PRODUCT / SERVICE?



o’

((

atat

THEN. NOW.

With iPhone, Apple combined innovative hardware features with
the world’s most advanced mobile operating system to redefine
what a mobile phone can do. Applications work together
seamlessly and they sync with your computer, whether you're on
a Mac or a PC. From its revolutionary Multi-Touch display to its
intelligent keyboard to its smart sensors, iPhone is years ahead
of any other mobile phone.

Apple iPhone 3G starting at $99

’



SOME DAYS CALL FOR COMFORT EATING
LV A0 T\

CHOCOLAT -

lunch A% early bird menu €15.50 -k evening menu €19.50

va
Fromm 1AM 0 P, Seven days a week From §r to 71, seven days & week From 7ru until late, seven days a week
Starvers from €4.00, Main Course Dishes Any Starver and Main Cousse from the A Any Starver, Main Course & Dessert
from €6.50 La Carse Menu with Tea or Coffce from the A La Carte Meau

Chocolat restaurant, 109 O'Connell St - Ph: 06t 609 709 - www.chocolatrestaurantie - open 7 days a week



Danske Bank Oy, wiww.danskebank i

Ohhoh... 250,30 euroa
lastenvaatteisiin®?

danskebank.fi/tulotjamenot

A Laajapaketti e
Topahtumat Erdantyvat

Saldo 1.580,58

Vaatekauppa Nino 59,00
15082013

Saldo: 158058

Autokorjaamo Bil -395,00

1508.2013
Herkkukauppa -25,90
2013 Sido: 2004 50
Osingot 40,90
15.08.201 <
Jukka Lehto 25,00

)

Rahank&ytén seuraaminen
ei ole koskaan ollut n&in helppoa

Uuden ja Tulot ja. ja ra&taloida oman
menot -nakymén avulla néet verkko-  nakymasi.
pankissasi, mihin rahasi kuluvat.
Tulot ja menot -nékymé on kaytissési

Korttiostokset ja maksetut laskut Danske Bankin Verkko-, Tablet- ja
esim.

asumiseen, likkumiseen ja paivittéis-

hankintoihin. Voit itse muokata Lue lisaé danskebankfi/tulotiamenot

ERELG]

New Standards
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Helppoa pankkiasiointia

neuvontaa.
Kotonasi.

Asiantuntijamme
tavattavissa myés verkossa
Verkkotapaamisessa saat
asiantuntijaneuvontaa vaikkapa
omassa keittisssasi - aivan kuten
Konttoreissamme.

Palvelemme iltaisin
puhelimessa

Sijoitus- ja asuntolaina-asiantunti-
jamme ovat vain puhelinsoiton paassa
- aamusta iltaan (ma-pe klo 8-18).
Soita 0200 2580 [pvm/mpm},

Helppokayttéinen nakyma
menoihisi

Verkkopankin henkilokohtaisen
Tulot ja menot -nakymén avulla naet
helposti, mihin rahasi kuluvat.

Tutustu muihin helppoihin tapoihin anske
hoitaa pankkiasioita: danskebank.fi







LAYOUT

Order of importance: Picture,
headline, copy

Ads that look like editorials are read
more frequently

Good typography helps the reader
read your copy (use serif fonts)

Picture

Headline

Copy




PICTURE

Photos that make the reader ask
“what's going on here”

Show product
Show the end results: before/after
One person rather than many

Readers want to identify with the
picture




HEADLINE

Most people read only the headline
Communicate benefits

News

Helpful information

Brand name

If your product only appeals to a narrow
audience, mention the audience in the
headline

Be specific rather than general
Use quotes
Use locality

Use easy to understand language rather
double meanings

The Rolls-Royce Siver Cloud - $13,995

“At 60 miles an hour the loudest noise in this
new Rolls-Royce comes from the electric clock”

What makes Rolls-Royce the best car in the world? “There is really no magic about it—
it is merely patient attention to detail,” says an eminent Rolls-Royce engineer.

1. “At 60 miles an hour the loudest noise

comes from the electric clock” reponts the

Technical Editor of Tie moron. Three muf
flers tune out sound frequencies—acoustically
2. Every Rolls Royce engine is run for seven
hours at full throttle before installation, and
cach car is testdriven for hundreds of miles
over varying road surfaces

3. The Rolls-Royce is designed as an owner
driven car. It is cighteen inches shorter than
the largest domestic cars

4. The car has power stecring, power brakes
and automatic gearshift. It is very easy to
deive and to park. No chauffeur roquired

5. The finished car spends a week in the final
testshop, being finetuned. Here it is sub
jected to 98 separate ordeals. For example, the
engineers use a stethoscope 1o listen for axle
whine

6. The Rolls Royce is guaranteed for three

— et ) BESSSSI w2 BT BN " Uy 2 ~ESSNTTRCEEEEEEEEER A WRel BT

years. With a new network of dealers and
pans-depots from Coast to Coast, service is
no problem.

7. The Rolls-Royce radiator has never
changed, except that when Sir Henry Royee
died in 1933 the monogram RR was changed
from red 1o black

8. The coachwork is given five coats of primer
paint, and hand rubbed between each coat,
before nine coats of finishing paint go on

9. By moving a switch on the steering col
umn, you can adjust the shock-absorbers to
suit road conditions.

10. A picnic table, vencered in French wal
nut, slides out from under the dash. Two
more swing out behind the front seats

11. You can get such optional extras as an
Espresso coffee making machine, a dictating
machine, a bed, hot and cold water for wash
ing, an electric razor or a telephone

12. There are three scparate systems of power
brakes, two hydraulic and one mechanical
Damage to one system will not affect the
others. The Rolls-Royce is a very safe car—and
ako a very lively car. It cruises serencly at
cighty-five. Top speed is in excess of 100m.p.h
13. The Bentley is made by Rolls-Royce. Ex:
cept for the radiators, they are identical mo-
tor cars, manufactured by the same engineers
in the same works. People who feel diffident
about driving a Rolls-Royce can buy a Bentley
rmice. The Rolls-Royee illustrated in this ad
vertisement—F.o.b. principal ports of entry-
costs §13,995.

1f you would like the rewarding experience
of driving a Rolls-Royce or Bentley, write o
telephone 10 one of the dealers listed on
the opposite page.
Rolls-Royee Inc., 10 Rockefeller Plaza, New
York 20, N. Y, Clrcle 5-1144.

March 1959



COPY

Write a letter to the reader

Short sentences and paragraphs
User’s language

Easy words

Focus on what the product will do for the user and
tell it with specifics

Write it as a story
Avoid analogies
Don't be boring
Avoid superlatives
Testimonials
Special offers
Prices

Ads with long copy convey the impression that
you have something important to say

How to create advertising
that sells

by David Ogilvy
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2. headline

Absolutisti

Tavoittelemme aina absoluuttista tuottoa
3 CO py ‘ pitkélla 'ui}(aviili‘l‘lii‘. Nopea 'reagoir.lti, oikein vuli'tut
‘ instrumentit ja aktiivinen suojautuminen mahdollistavat
asiakkaillemme tasaisemman tuoton.

www.mandatumlife.fi

4. call to action

1. Big picture

Easy to analyze.
Not so easy to create.



The Fake Ad forces your
to communicate:

What is it we are doing?

What's the value to the
customer?

How does it differentiate
from other solutions?




Helppoa pankkiasiointia

neuvonta
Kotonasi

* BENEET # ]

Asiantuntijamme
tavattavissa myos verkossa
Verkkotapaamisessa saat

asiantuntijaneuvontaa vaikkapa e
__ omassa keittiéssési - aivan kuten -
—_—————— -
konttoreissamme.

Palvelemme iltaisin -
puhelimessa ——

. . =
Sijoitus- ja asunlclﬂlnﬁﬂﬂwuﬂi— ~
jamme ovat vain p@felinsoiton padssa C
- aamusta iltaan (ma-pe klo 8-18). /

Soita 0200 2580 (pvm/mpm].

Helppokayttainen nakyma

menoihisi |

Verkkopankin henkilskohtaisen — W- To 4 q-’ G

e ¢ .

Tulot ja menot -nakymén avulla naet e o o 0 O

helposn,mlhmrahawh\iﬁh—————————— Loy
"

=
Tutustu mARTPHEISBOTRIR tapoihin
hoitaa pankkiasioita: danskebank.fi

sho



Ensin yksikseen.
5min

.Jykdise esite fai mainos
palvelustasi / tuotteestasi.

kuva
(joka resonoi kohdeyleison macimankuvassa)

oslikko
(jolla saat asiakkaasi huomion)

hyodyt .
(puhu asiakkaan kielta: termit, sanat, kasitteet)

call-to-action
(mitc pitéic tehdd seuraavaksi)

AR @

NOT
woReN (G

HEADLINE

' BENEET # 1]
< be bE T & 2

cgbEtie 42

eNL-To-Acriop L0660




YHDESSA RYHMAN KESKEN

ESITELKAA TEKELEENNE
60S PER TEKELE.

KOTITEHTAVA 1-3 UUTTA

KUVA
(JOKA RESONOI KOHDEYLEISON MAAILMANKUVASSA)

OSTIKKO
(JOLLA SAAT ASIAKKAASI HUOMION)

HYODYT )
(PUHU ASIAKKAAN KIELTA: TERMIT, SANAT, KASITTEET)

_ CALL-TO-ACTION
(MITA PITAA TEHDA SEURAAVAKSI)

Picture

Headline

Copy







NKOSAHKO
\ SUOMESS

ijdiden joukkoon. Aurinkokum
eelin aurinkovoimalasta ja paj
/an energian tuotantoa Suomsd

rinko 4447 Helsingin

Haluatko paikan auringosta ja ympa
Saat sen omasta nimikkopaneelis
uudessa aurinkovoir]

Lue lisdad: www.helen.fi/aurinko 4»

KASVAA S

Liity tulevaisuuden tekijéiden jo
saat oman nimikkopaneelin aur
kasvattamaan uusiutuvan energ|

Lue lisda: www.helen.fi/aurinko

~——

~

D
o~
-
Py

5

AMPARILLINEN BENSAA VAI
KUUKAUDEN AURINGOT
KOTIISI?

Ryhdy kerrostalosi aurinkokuninkaalliseksi. Saat osuuden
aurinkovoimalasta ja nimikkopaneelisi kuukauden tuoton.

Lue lisaa: www.helen.fi/aurinko 4447 Helsingin Energia



Make 2-4 alternatives

Trick 1: make them prioritize.
*relevance?
* understandable?
* would buy?¢

Trick 2: Ask them to explain the ad
(like you would to a friend).

Trik 3: co-create: how would you change thise



There are only 2 alternative outcomes in your
tests.

A) Your customer group is the wrong one.

B) Your value proposition is wrong.

What questions will you ask to make sure you
know which is the case?¢



Summary

Understanding the what and the why.

(Note! They are probably already solving the problem.)

Value proposition = your idea

(because it has the customer needs built in)

Your first prototype is not technical,

it is prototyping your value proposition (i.e., fake ad).
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