User’s Research

Here is where your presentation begins
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WHAT




understanding
your users and
their needs
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WHY




a foundation for creating products, services, or
solutions that truly meet the needs, preferences,
and pain points of the people they’re intended for

every decision is informed, user-focused, and
with
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WHEN
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PRODUCT FRAMING
L]
.0. Create a vision, .0.
° f : L]
°® identify problems, o
o® and define success. L]
..
L]
MEASURE RESEARCH

Use metrics and data to
measure your success
and plan improvements.

LAUNCH

Send your product
into the wild and let
it flourish.

PRODUCT
MANAGEMENT
LIFECYCLE oL

Learn from people
about their needs
and values.

DESIGN

Synthesize vision,
ideas, and research
into a prototype.

°
L
PILOT )

Testing solutions in
real time with real
people.
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Product Development Lifecycle >

R;f::;f:g& >> Design >> Implement/Test >> Release >

e Userresearch e Setting goals e Creating PRD Product

o Market and metrics e Testing Marketing
research e Creating User e Pivoting e Issue fighting

e Competitive Requirements e Unblocking e Stakeholder
analysis e wireframing/ engineers education

e Requirement prototyping e Expectation e Measuring
gathering e Copywriting management impact

e Concept e Technical e Stakeholder
testing scoping management

AND MANY MORE
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Langkah

1. User Research

2. Market Research

Penjelasan Kegiatan

- Mengumpulkan data
langsung dari pengguna
melalui wawancara, survei,
observasi, atau studi
lapangan.

- Memahami kebutuhan,
perilaku, pain points, dan
preferensi pengguna.

- Menganalisis kondisi pasar
untuk memahami tren,
peluang, dan kompetitor.

- Mengidentifikasi posisi
produk dalam pasar.

Artefak yang Dihasilkan

- User Persona: Representasi
pengguna berdasarkan hasil
riset.

- Pain points & user goals.

- Laporan hasil riset
kebutuhan pengguna.

- Laporan analisis pasar.
- Profil target pasar.



Langkah

3. Competitive Analysis

4. Business Model Definition

Penjelasan Kegiatan

- Mengidentifikasi kekuatan,
kelemahan, peluang, dan
ancaman (SWOT) dari
kompetitor langsung/tidak
langsung.

- Membandingkan fitur produk
dan strategi kompetitor.

Menyusun Business Model
Canvas (BMC) berdasarkan
hasil riset pengguna, pasar,
dan kompetitor.

- Memetakan elemen-elemen
kunci seperti segmen
pelanggan, proposisi nilai,
saluran distribusi, dan aliran
pendapatan.

Artefak yang Dihasilkan

- Laporan analisis kompetitor.
- Daftar fitur unggulan
kompetitor.

- BMC: Business Model
Canvas yang menggambarkan
strategi dan model bisnis
produk.



Langkah

5. Requirement Gathering

6. OKR Definition

Penjelasan Kegiatan

- Mengumpulkan kebutuhan
bisnis, teknis, dan pengguna
dari pemangku kepentingan
dan hasil riset.

- Menentukan prioritas
kebutuhan.

- Menyusun Objectives and
Key Results (OKR)
berdasarkan BMC, hasil riset,
dan kebutuhan pengguna.

- Menentukan tujuan strategis
produk serta metrik
keberhasilannya.

Artefak yang Dihasilkan

- Daftar kebutuhan fungsional
dan non-fungsional.

- Customer Journey Map
(CIM): Memetakan perjalanan
pengguna berdasarkan
kebutuhan.

- OKR: Tujuan strategis yang
jelas dan terukur untuk tim
atau produk.



Langkah

7. Concept
Testing

8. Product
Metrics
Definition

Penjelasan Kegiatan

- Menguiji ide awal atau konsep
produk dengan pengguna atau
pemangku kepentingan untuk
validasi.

- Mendapatkan umpan balik
awal terkait kelayakan konsep.

- Menentukan metrik yang akan
digunakan untuk mengukur
keberhasilan produk.

- Metrik diturunkan dari OKR
dan kebutuhan pengguna.

Artefak yang Dihasilkan

- User Flow: Diagram alur langkah yang
harus dilakukan pengguna.

- Umpan balik pengguna.

- Laporan validasi konsep.

- AAARRR Metrics: Metrik untuk setiap
tahap funnel (Acquisition, Activation,
Retention, Referral, Revenue).

- HEART Framework Metrics: UX metrics
untuk Happiness, Engagement, Retention,
dil.

- North Star Metric (NSM): Metrik utama
yang mewakili nilai inti produk.

- Product Metrics Report: Dokumen yang
merangkum metrik utama produk.
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Method

Survey

A/B testing

Focus group discussion
Usability testing

User interview
Contextual inquiry
User Feedback
Heatmaps
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1. User Research : User Persona

What Negative Persona

personas are fictional, a representation of who you
generalized representations of don’t want as a customer.
your ideal customers. They help EX .
you understand your customers - professionals who are too advanced
(and prospective customers) for your product or service

. ) - students who are only engaging with
better, and make it easier for your content for research/knowledge

you to tailor content to the - potential customers who are just too
specific needs, behaviors, and expensive to acquire
concerns of different groups.
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Assaf

About

User Research : User Persona

Core Needs

2 28Yearsold.

& 9K per month.

M Rentapartment in Tel Aviv

2 Medium- High Tech proficiency.

Why he get to the market ?

Find exactly where are the groceries he wants,

44D

Remembers where to find each shops he liked.

Makes shopping faster with direct route.
Finds a vegetarian place to eat.
Find a new and recommended place to eat

Motivation

Price
Local food
Quality
Vibes

Loves the market vibes and variety.
Usually finds something new to try,

Easy access to things he needs

Love the market location and like to hang
around after he finishes shopping

| love doing my shopping at the market,

2-3

Per month
Market visits

but | wish to finish it quickly so | could get something to eat

Pain Points

Have a hard time to find a resturant that
serve vegetarian food
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Another Example

E PERSONA NAME:

Sample Sally

BACKGROUND

Job? Career path? Family?

DEMOGRAPHICS

Male or female? Age? Income? Location?

IDENTIFIERS

Demeanor? Communication preferences?

Head of Human Resources

Worked at the same company for 10 years; worked her way up from
HR Associate

Married with 2 children (10 and 8)

Skews female

Age 30-45

Dual HH Income: $140,000
Suburban

Calm demeanor
Probably has an assistant screening calls
Asks to receive collateral mailed/printed

SECTION 1: WHO?

E: N,
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Another Example

E PERSONA NAME: I Sample Sally SECTION 2: WHAT?

Keep employees happy and turnover low

GOALS

Primary goal? Secondary goal?

Support legal and finance teams

Getting everything done with a small staff
CHALLENGES » Rolling out changes to the entire company

Primary challenge? Secondary challenge?

» Make it easy to manage all employee data in one place
WHAT CAN WE DO + Integrate with legal and finance teams’ systems

... to help our persona achieve their goals?
... to help our persona overcome their challenges?

\E‘E—‘\C{ :iE.—OO > Qi—l.:).x
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Another Example
E PERSONA NAME: Sample Sally

»  “It's been difficult getting company-wide adoption of new
technologies in the past.”

» "l don’'t have time to train new employees on a million different
REAL QUOTES o e

About goals, challenges, etc. databases and P|atf0FmS.”

“I've had to deal with so many painful integrations with other
departments’ databases and software.”

«  I'm worried I'll lose data transitioning to a new system.
COMMON OBJECTIONS = | don't want to have to train the entire company on how to use a new

Why wouldn't they buy your product/service? system.

\E‘E—‘\C{ :iE.—OO > Qi—l.:).x
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Another Example

E PERSONA NAME: Sample Sally SECTION 4: HOW?

Integrated HR Database Management

MARKETING MESSAGING

How should you describe your solution
to your persona?

We give you an intuitive database that integrates with your existing
software and platforms, and lifetime training to help new employees

ELEVATOR PITCH

Sell your persona on your solution! get up to speed quickly.

\E‘E—‘\C{ ZEE.—OO }}LQI*
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E PERSONA NAME:

[you type here]

[you type here]

BACKGROUND

Job? Career path? Family?
[you type here]

DEMOGRAPHICS
Male or fi le? Age? | ? L tion?

= [you type here]

IDENTIFIERS
? C

ication prefer ?

SECTION 1: WHO?

’__8

— o




Template

E PERSONA NAME: I

|

SECTION 2: WHAT?

[you type here]
» [you type here]
GOALS
Primary goal? Secondary goal?
» [you type here]
CHALLENGES
Primary challenge? Secondary challenge?
» [you type here]

WHAT CAN WE DO

... to help our persona achieve their goals?

... to help our persona overcome their challenges?

oo
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Template =5 remsonawame: | vovseerem  EEEIEIERTIE
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REAL QUOTES - [you type here]

About goals, challenges, etc.

-—
(o)}

[you type here]

COMMON OBJECTIONS

Why wouldn't they buy your product/service?
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Template

PERSONA NAME: [you type here]

MARKETING MESSAGING * lyoutype here]

How should you describe your solution
to your persona?

[you type here]
ELEVATOR PITCH

Sell your persona on your solution!

SECTION 4: HOW?

coeo 1 U
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9. Requirement Gathering : Gustomer Journey Map (CJM)

What

Traces the interactions for typical customers, their
decisions, and emotions throughout the

product acquisition cycle.

The customer journey map is completed for a
representative persona in each market segment.
After completing the customer interview worksheets,
you will summarize customers with two to five
personas.
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Sharon (persona) is a 33-year old teacher. Her home coffee maker broke on a Monday morning when she
needed to arrive at work early for a meeting with school staff. During breaks in the school day, Sharon
checks features and prices of coffee makers online, and she noticed an ad on television in the break room
for a coffee maker. After work, she goes to the mall to pick up her dry-cleaning, so she also stops at a
nearby department store that advertises small appliances and sells brands she trusts. With scheduled
exams for her students during the week, she decides to purchase a coffee maker immediately since it has
comparable features and prices compared to the ones she researched online. She is delighted to receive

special coupons via email for disposable supplies, like filters and special blend coffees.

Persona
Sharon, 33 Evaluate Purchase
Teacher
CUSTOMER—-—-—-—.-—'—-—-—-—-—-—-—-—-—-—-—-—--
EXPERIENCE
Touchpoints -1V advertising -Talk to friends [ -searcn nearby -Urgency of need -Product
-YouTube “How To” | -Prior brand use locations for brand registration
Channels | -Online: Compare -In store: Price -In store: Product  -Online: email
-Online -Online: Search features comparison to avallabllatywtﬂl discount coupons
-In store Amazon -In store: Compare | online offers te feat for disposabl;
available teatures and price supplies
& @ | &
Internal -Marke;i;aé ‘ <c0mpéiiii;e -Pricing?!écisions —Demov;suélions -1 week;rli ﬁsomh,
Processes decisions analysis (SWOT) | -Discount strategy 6 month emails
RECOMMENDATIONS ===+ ot o o o o o oo om— o — om— — —s —n  — — o— -—
Improvements . Amprove search Mobile search Link strategy and ] -More in store [ -Offers for similar
engine rank comparison tool pricing demonstrations products
Key Learnings -Diversify -Seamless online  -Differentiate -Impulse purchase | -Good email
marketing and instore online and in store | when needed response rate

¢_ 8
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CUSTOMER Copliolion
JOURNEY MAP their audiences by narrating

the customer experience

= A“ Other Example PHASES AWARENESS O OIeEs i

\/
o What Do ‘
© They Think?

Search
Queries

Scope Of
Improvement/
Opportunities

e g =1 D
T . |
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Customer Journey Map

TOUCHPOINTS  sacial media, word

CUSTOMER
EXPERIENCE

TEAN(S)
INVOLVED

View oniine ad, see (aaduaves:wd\
el bl researc
pasgn, hear TR,
about from friends and pich
Traditional media,  Word of mouth,
website, social
of mouth media
Interested, hesitamt  Curious, excited
N b d' " M adha e,
reached visitors

— e
ol |
Receive product/
service, contact
Make o purchase 7T S purchase, share the
g producty !
documertation
Vebrite Word of mouth,
phore email 'd‘"":‘ review
Excited Frustroted Satished, excted
Product reviews, -
Retention Rate,
. onfine sales s vl customer satisfaction
score
rine deveiopment, ks v

Another Example
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— 0 ° ]



— 0~ ¢ «@—lF

In general, there are many examples of CIM
that can be used: The most important thing
is that CJM must be able to explain:

Objective, Touchpoint and the
Journey itself

OomcORr
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Common mistakes in CIM

l : - ®* Too much focus on touch points

Not considering customer input

* Having only 1 map for all
customer type

® Onlyone CJM made - NO

improvements

TO—IZIEI
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- Template

CUSTOMER
EXPERIENCE

Touchpoints

Channels

Emotions

Internal
Processes

B O N AN E N D ATIONS e o o s, e, 8 s | . i s i s, 1 s &

Improvements

Key Learnings

T — A0 .!| ./__ 8
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1. Goncept Testing : User Flow
Wh
& ’

What show Product Managers how people are
a visual representation of the path that actually using Fhe“’ produc.t In th_e

a user takes to achieve a specific goal context of their goals and intentions.

or Job-To-Be-Done within your product. Product Managers use this visual tool to
User Flows clearly show the series of help them. bettgr unc.lersta.md user

steps a user takes, highlighting the behavior, identify pain points, reveal
decisions they make along the way potential for user drop-off, and optimize

the user experience for better customer
retention and satisfaction

)
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https://productschool.com/resources/glossary/jobs-to-be-done
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User journey vs user flow for electric vehicle renting

User journey

User plans User realizes

. ; . Looks up

i the tour would Searches Finds app, Registers in Goes o app

h.. be difficult to google for goes to store opp and does U’:‘ Relwont I_f,' store, writes o

fo see in the ) o sends .
. cover by solulions to downlood enboarding i review
city . guestions
“Ikl'g
User flow
T — L[]
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How

Define the User Flow's Purpose

Determine the specific user journey or task that the user flow will
illustrate. Identify the user persona(s) for whom the flow is being
created, as well as the main goals and objectives of the flow.

Step Two: Map Out the User Flow

Begin with the entry point, such as the landing page or homepage.
From there, define the next steps in the user journey, such as the
actions the user needs to take to achieve their goals. Identify any
decision points, such as a choice between multiple options, and
define the resulting paths. Continue until the user reaches their goal
or task is completed.



How

Step Three: Add Details

Label each step with a concise description and any necessary context. Use
symbols and visuals, such as arrows or shapes, to represent specific actions or
decisions. Highlight any errors or exceptions, and define the resulting paths.
Step Four: Get Feedback

Share the User Flow with stakeholders, such as other Product Managers,
designers, developers, and even users. Gather feedback to ensure the user flow
is accurate and easy to understand. Make necessary changes to improve the
flow's usability.

Iterate and Improve

Incorporate feedback and learnings from user testing and analytics to refine the
user flow. Iterate on the User Flow until it accurately reflects the user's journey
and goals.



@ (oN NoXe] — -
1] [ ol |
O
O
v
Food order user flow
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' . Add Item to Remove Item . Make Order Confirm Food Confirm
Edit Menu Review Menu Cart from Cart Review Order Enter Address Payment B Delivery
[ = 3
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Example : document management sw

Log In/Sign up

Already
signed up

Setup free

Enter email
address

Enter

]

(o))

Oo|

Create a document

Add icon Icon choices
Choose from
Blank Add . Unsplash

document
Upload image

Type title

Repaosition

Doc Remave

Project brief
Pre-made template
template: Tasks

Product
roadmap
Al Yaur templates
templates
Task list
Pre-made template:
Froject hub OKR planner

wl Q1%
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Thanks!

Do you have any
questions?

CREDITS: This presentation template was created by Slidesgo, and
includes icons by Flaticon, and infographics & images by Freepik

Please keep this slide for attribution



https://bit.ly/3A1uf1Q
http://bit.ly/2TyoMsr
http://bit.ly/2TtBDfr

	Slide 1: User’s Research
	Slide 2: WHAT
	Slide 3: understanding your users and their needs
	Slide 4: WHY
	Slide 5
	Slide 6: WHEN
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13: HOW
	Slide 14: Method 
	Slide 15: 1. User Research : User Persona
	Slide 16: User Research : User Persona
	Slide 17: Another Example
	Slide 18: Another Example
	Slide 19: Another Example
	Slide 20: Another Example
	Slide 21: Template
	Slide 22: Template
	Slide 23: Template
	Slide 24: Template
	Slide 25: 5. Requirement Gathering : Customer Journey Map (CJM)
	Slide 26: Example
	Slide 27: Another Example
	Slide 28: Another Example
	Slide 29: In general, there are many examples of CJM that can be used: The most important thing is that CJM must be able to explain: Objective, Touchpoint and the Journey itself.
	Slide 30: Common mistakes in CJM
	Slide 31: Template 
	Slide 32: 7. Concept Testing :  User Flow
	Slide 33
	Slide 34: How
	Slide 35: How
	Slide 36: Example
	Slide 37: Example : document management sw
	Slide 38: Thanks!

