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PERSONA
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A persona is a model of people you are
designing for. It adds human context by
describing patterns shared by a certain
segment of target users, and showing
Individual’s behaviour, needs and wishes.
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1. A conclusion of the user research
outcome;

2. Example of possible features
combination set;

3. A tool for brainstorming;
4. A tool for internal communication:
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ARCHE I'YPE EXAMPLE

https://insights.mastercard.com/theconnectorsproject/connectors.html
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ATTENTION

1. Persona A~[8]F Archetype;
2. Persona @ EMMHARNEE, TEETEMRERILE;

3. Persona FEEMRIEINB ARNEEML, ABE—BIMTN;

1. Persona is different from archetype;

2. Persona is the outcome of qualitative research, which needs to be validated In
guantitative research;

3. Personais not fixed - it needs to be updated from time to time;
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The Customer Journey Map Is a synthetic
representation which describes the main
stages of an experience through the touch
points across which the interaction can
occur.
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ATTENTION

1. Customer Journey IWNEIMAHNEZ4F, BILAA infographic , 8k, *hH, WMusElzZh &
FIVEE;

2. TERE(ER[F Customer Journey 28I, Bl ]—EEZSLBIFMPERINTAGE, UK
XLEEEENEHNAFD, kNBHERERARRASRRETAEEE;

3. Customer Journey {YXZEixiTHEFHN—M, BIPAZ S Service Blueprint , Business
Model Canvas , User Task Flow & Efth 5iE—t2{ER;
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“ERAMEL, HERURBR—MNRHTE; RENESELEBITE.

“In the realm of the mind a method iIs comparable to a crutch; the
true thinker walks freely.”

—— Dutch Writer Godfried Bomans

2

31



@frogChina
in

WeChat




