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designed for

Empathy Map Canvas

Designed by. Date.

version

Who is the person we want to understand?
What is the situation they are in?
What is their role in the situation?

PAINS
What are their fears,
frustrations, and anxieties?

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?

'\ WHO are we empathizing with? GOAL

What other thoughts and feelings might motivate their behavior?

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 were successful?

What do they THINK and FEEL?

GAINS
What are their wants,
needs, hopes and dreams?

What do they SEE?

What do they see in the marketplace?

What do they see in their immediate environment?
What do they see others saying and doing?

What are they watching and reading?

What do they SAY?
What have we heard them say?
Wwhat can we imagine them saying?

What do they DO?

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

Last updated on 16 July 2017. Download a copy of this canvas at http://gamestorming.com/empathy-map/

© 2017 Dave Gray, xplane.com
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William W. Townsend 1924 ... Sales Funnel
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TYPICAL
QUESTIONS

EMOTIONS/

FEELINGS

WE NEED
TO...

RESEARCH

How do | make an app?
What platform should | use?
How much does It cost?

How do | protect my Ideas?

Curlous. Protective.
Enthuslastic. Keen to rush In.

Be present, ensure that we
are found. Glve confidence In
us as a company and glve

them reason to contact us.

COMPARISON

What should | look for In an
app developer?

Cost vs quality?

Who have they worked with
before?

What are thelr capabllities?

Discretlonary. Subjective.

Unsure.

Welghing up pros and cons -
usually focused around time,

money and quallty.

Explaln the process of app
development, best practices
and show our past success

storles. Be open, honest.

WORKSHOP

How do | know the app will
be successful?

Wheo will be the product

owner/declslon maker?

Eager. Insplred.

Has a new comprehenslon of
the workload required.

Get them to really
understand what Is Involved -
that nothing Is an overnight
success. Establish that we
will be there to gulde them

through the process.

How does this compare?

What other business
opportunitles do | have?

Do | really want to take this

leap?

How will | fund this?

Revisloning pror Ideas or
optlons. Justifying their
declslons with business
partners or famlly. Valldating
Internally that It Is the right

move to make.

Display why we are the best
team for the Job and Justify
our pricing with
substantlated Information.
Welcome questlons.

What else do | need to do to
set up the business?

When will | get my finished
product?

Optimistic. Nervous/anxlous.
Keen to see results ASAP.

Set clear expectations. Keep
them Informed with relevant
Information. Communlcate
frequently. Ask for feedback
on how we're doing to ensure
everyone Is happy and on the

same page.




STAGES m BOOK APPOINTMENT ARRIVE AND CHECK IN WAIT DURING SERVICING CHECK oUT > FOLLOW-UP

= How much will this o=t
= Yivhat's near ma
= How can | contaat tham?

THINKING Wiy Crogn Garaga?

= Appraharsia - Don't want to spand = lot.
» Annoyad - Cer troubiks i inconvoriart.

= Clugless - 'mchuslons sbout oars

» Skaptical - Wil this raclly heolp the plnat?

Thasa's lots of competition so knowing who o
trust i important.
haiming and hard {0 nai

= Siais
-+ Brodon inks
= Dutcdatod Info

= A thay fiasibie T Can | just show up?
= Wihat's the Esicst wey to book an
epponiment?

= Can | canod or mschadule? HowT

= Frusiretad - don't want 1o jump through so
marry hoops st o get an appointment.

+ Hopalul - | hopa | got tha tima | wart:

= Fiokiaved - now that the appointmont i sat

D

can be booked by phore o
onlire bt ith tedious aithar werg.
* Oniling form asks for o ot of information:
# Lama orodit car imaga ot tha iop is slsming
= Onling booking stll meoquiras email and
phona.
= Frisndly attendant on $he phona, but hove
to go through ewtomeiod wica first.

# |5 it enmy o find and pet thena?
 Whem do | park?
= Yivhom do | go? Who do | ok io?

+ How long wil tha wait ba?
= How rmuch wil this cost7

= finscious - F1'm keta, will thoy st ke me?
 Uncortain - Am | in tha right placc?

. - Car trondks i incomerianod,
bt it b b gt hona,

&

Check-in is fest and fiandly but i doasn't fosl
b the o s peting hugged

# Phono ringing ooretanthy and koudly
« Custornar not informed thet chock-up is
included with ol change, until ha mkad.

o -

= What can | do whiks | weit?

= Would | mthar wait hem or coma back: kster?
= Will it bo dona on tima? How will | know?

= Can | warich what thoy am doing fo my oar?
» How is r7y sarvioo ooo-iriondly?

= Surprised - i's spacious and comiortabla.
» Bored - Mo magarinasTVT But $hom’s WiFL
» Shapticel - I all this gran sbuf o el

» Ipaiont - how much kenger vl this nka?

©

‘Wisiting eren is mona ooy than most but
reading product end grean facts gets old fost.
= frtincts o not eievant fo my senvioa

» Mo indi iy p——

= No eniertsinmant

= Mo acknowledgement from siaS

= Will o madheric tall me axactly did they did?
= Wil | undarsiand what 5'he i toling ma?

= What is tha cost braskodown T

* fAra thara othar tips for maintzining my o7

* FRalioved - It's fraly dond

» Falioved - Tha oost is as cpociod,

* Disappointad - Didn't meet my mechanic?
# Clusloss - Dot undarstand what thay did.

Checkout i fast an painkess but it doosn't

irspira & huge dasine toretum.

= Knoredodga and passion only came
aftar prompling.

= Mo chnr brakodown of whet wins dona,

hhow it s2vas money, or tha planct
= Mo ranson fo stay connadtad bobwaon visis

>X<

= Whara is rmy cor? s it in e same spot 7
= Whan will | naad 1o bring my oar in again?

= What mquines mechanic, and what can | do
‘on Y ol

= Hopafl - Will mry car nun batiar?
» Optimistc - Doas my car fool any difioront?
= Coutiows - A thay going 1o spam my inboxT

GG s on socil neiveorks but them's no mason

o stay conrectod batwoon visits.

*» Noad bottor reminder than o sticker

» Ermailod rocoipt s a dasd and.

= Nothing i sham or connact with my newly
preon-tunad car ™



