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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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ATTENTION

1. Persona A8+ Archetype;
2. Persona @ EMMHARNEE, TEEFTEMRERIE;

3. Persona FEMRIEIB ARNEEMN, ABE—BRIMTN;

1. Persona is different from archetype;

2. Personais the outcome of qualitative research, which needs to be validated in
quantitative 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. e oo
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1. Customer Journey IWEIMAHNEZ4F, BIBAA infographic , 8k, *hH, WMudElzZh &
FIVEE;

2. TERE(ER M Customer Journey ZalI, BT —EZLBIFMFEERFEITAER, Uk
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3. Customer Journey X ZEi%1tHEFIN—, BIALS Service Blueprint , Business
Model Canvas , User Task Flow SFHA 75— {FEH;
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“In the realm of the mind a method is comparable to a crutch; the
true thinker walks freely.”

—— Dutch Writer Godfried Bomans
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