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Block Two: Value and Users
The purpose of Block Two: End Users is to introduce you to the following topics, ideas, etc:
· Another video on generating your business concept
· Customer Personas (series of videos + paper). Watch/read in this order for best intake.
· Layout of a persona
· Important Information to include
· Example demonstration 
· Are Personas Done? (Salminen et. al, 2018)
· Key takeaways
· Cons of personas
· Use for existing vs. new users
· Expensive for large orgs and existing users
· Important but hard to define value of the creation process
· Not discussed: value for start-ups
· Uses and (potential) misunderstandings of personas
· Customer Journey mapping
· ‘How to Create a Realistic Customer Journey Map’ (Rosenbaum et. al, 2017)
· Key takeaways 
· Horizontal and vertical touchpoints
· Not every user experiences every touchpoint
· The graphical layout
· https://www.google.com/search?q=customer+journey+map+template&safe=off&sxsrf=ALeKk00T_D4lEjwBgaXzogg8CDGXaI4hqA:1609452750420&source=lnms&tbm=isch&sa=X&ved=2ahUKEwi9vuLbnvntAhXqct8KHXFHDsQQ_AUoAXoECB8QAw&biw=1920&bih=937
· It may seem glib for me to link out to the results of a Google search. The point I’m making here is that there are MANY different ways to lay this information out, and also many consistent themes such as:
· Stages
· Goals
· Touchpoints
· Key Performance Indicators
· Customer actions
· The four levels of value (video)
General Note
The content in this block isn’t market research exactly – it’s more about creating platforms from which to launch market research. The goal of creating personas and journey maps is often about creating testable hypotheses. Perhaps you make an assumption that your persona really identifies with BMW and aspires to own luxury cars and other luxury products. This would make for an excellent platform to conduct some customer interviews. 
Treat the content in this block as a starting point to understand your end user, customers and partners and then start the research process from there. 
You can also think of these as the end points of research – your market research efforts may culminate in an empirically driven persona and customer journey map that your company uses to make informed strategic decisions. 
Perhaps it’s best to think of these two tools as evolving manifestations of your customers and end users, and how they interact with your products and services. 
Block Two Deliverable
Description
You will create a persona for the primary end-user experiencing the problem you are trying to solve. You will also submit a journey map that shows how they experience the problem now and where your solution will fit. 
Max Length
One page for the persona, and one page for the map. Feel free to use any software you like (PowerPoint, InDesign, Canva, Word, etc.) to create this. You can submit this as a PDF if you like. 


Rubric
This deliverable is worth 10 points, 5 dedicated to each of the persona and journey map. You won’t be marked on your graphic design ability per-se, but you should put some thought into layout in a way that maximizes your space and content. 
	Evaluation Criteria
	Value

	Persona
	

	Background information
	1

	Identity brands
	1

	Picture (use Google images)
	1

	Aspirations/major challenges
	1

	General quality point
	1

	Journey Map
	

	Shows users very first experience with problem
	2

	Shows the ‘experience path’ from start to finish
	2

	Shows where your solution would come in
	1

	Total Value
	10 points


Note on grammar/spelling/etc.: From this deliverable onward, this won’t be a component of the grade for a deliverable, but you will lose points if it’s not at an acceptable standard. In other words, you don’t ‘get’ 2 points for having proper grammar for this deliverable, but if you submit something that hasn’t been proofread, you’ll lose 2 points. 
Please include your name, A# and assignment title in the file name of your submission. 
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