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Because its easier to design
for a customer
you UNDERSTAND




Voice Of Customer
the dark arts
101



The Don'ts:

No leading - don’t load the answer you're looking for in the question

No selling - leave the preconceived solution or assumptions at home

No future talk - stick with the present and the things they've done

Defer judgement — the customer cannot think there is a right or wrong reply

So, how useful would
it be if there was

a simple new tool

to help you do that a

different, better way?

..L.eading

..Future talk
.Selling in
..Leading, selling &

future talk



The DoO's:

Break the rules — just be sure to follow up the ‘loaded’ question with the ‘why?’

Be neutral — practice your poker face

Shhh! - embrace silence, make space, capture the things they almost didn't say

Listen and reflect
It sounds like...

So, from your point of view...

In your experience...
Probe

Why do you say that?
Anything else?
Can you give me an example?

What specifically..?



Getting below the waterline:

Customer Voice
‘I want a more reliable washing machine”

Researcher:
*“What i1s unsatisfactory about the reliability?”

“The pump is always breaking down”

‘It gets clogged with dirt”

UNO"

“Washing my potatoes”



On the road..
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Insights visualised
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Create a display culture



Qualitative customer research
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ALL BLACKS

EXPERIENCE



ATTITUDES,
MOTIVATIONS, EMOTION

VALUES
WHAT
PEDPLE

BEHAVIOUR




Wait. What problem are we solving?



PRESENT FINDINGS

Design

Concepts, sketches,

. moods.

® PRESENT CONCEPT

Deliver

Finishes, renderings &
mock ups.

® PRESENT DESIGN



ATTITUDES,
MOTIVATIONS, EMOTION

VALUES
WHAT
PEDPLE

BEHAVIOUR




