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ate that typify different types of stakeholders. Though 

we create them based on the real information that we 

gather during our What is research, they usually repre-

sent a synthesis of characteristics of different people we 

have interviewed, rather than one actual person. We use 

them to bring our stakeholders to life—not as demo-

and-blood people with names, challenges, hopes, and 

dreams. We then use these to try to identify particular 

attractive persona.

You can develop your own personas in three steps:

1. Study the themes you have uncovered in your 

research to identify a number of dimensions, usually 

psychographic rather than demographic, that you 

believe help reveal the differences within the group 

universal human needs, compiled by the Center for 

Nonviolent Communication, to be very useful in gen-

erating dimensions and have included it on page 104.)

2. Select a number of dimensions that you feel are 

revealing. Experiment by pairing two different sets 

of dimensions to create a 2x2 matrix, and then map 

each actual interviewee into whatever quadrant 

your interviewees across at least three of the four 

quadrants.

For example, “social behavior” might be one dimen-

sion, with “introverted” at one extreme and “extro-

verted” at the other. You might cross it with “spend-

ing habits” and use “frugal” and “free-spending” as 

the extremes.

3. Create a persona who belongs in each quadrant. 

Describe the archetype as fully as possible, focusing 

on the demographics and psychographics that make 

this archetype unique.

You may want to combine your results with the 

journey mapping approach. Map the journey of 

each persona. Each should reveal its own set of low 

points. These are the “pain points” that represent 

the most valuable innovation opportunities for 

that customer type. While some low points may be 

shared across personas (making them a particularly 

fruitful target for innovation), we want to generate 

in each quadrant.
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