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Abstract

the emergence of new technologies have made the world of business fall into a
competition of rapidity, process accelerating and fast deliveries , through automation and the
use of machines where burst the fear of being less human and forgetting that our client is a

human first.

Therefore ; marketing today is moving toward more client centricity , and is aiming to
be more human centric, where comes the talk about empathy-based marketing , a type of
marketing that focuses more on client psychology, and seeks a deep understanding of him.

To achieve that deep understanding of the client we need to understand first his era

and how is it effecting him.

In our research we will explain the characteristics of digital transformation era and its
impact on client behavior, lifestyle and expectation. As well as its impact on business process
and modeling . then we will deeply define and talk about empathy-based marketing definition

and highlight its importance in the current era.

Key words: empathy-based marketing , innovation , design thinking , application

mobile



7

Résumé

L’émergence des nouvelles technologies a poussé le monde du business de se
focaliser sur 1’accélération des processus, 1’accélération de la livraison et de tout ce qui peut

étre accéléré.

En revanche c’est de cette situation ou émane la peur de tomber dans le picge de
I’automatisation, et enfin d’oublier qu’on a affaire avec des étre humains , et qu’ils ont
besoin ; au-dela de la rapidité , une empathie et une meilleure compréhension de leur besoins

leurs personnes et leurs attitudes.

Dans notre recherche ; nous allons parler du marketing basé sur I’empathie qui est un
type du marketing qui aide a humaniser la maniére de faire le marketing pour atteindre une
meilleure comprehension du client, ensuite nous allons parler du I’ére du digitale quelles sont

ses caractéristiques et comment elle impacte le client.

Les mots clés: marketing basé sur I’empathie, la digitalisation, le design

thinking, I’innovation, application mobile.
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General introduction:

Human beings, are a combination of consciousness and sub consciousness a mixture
of irrationality and rationality , we can say that human beings are like icebergs we see only
the top and what lies under the sea is their undeclared facts, thoughts, feelings , emotions
needs and desires. That the person himself might be unaware.

A person is determined by what he sees, hears, thinks and feels and finally by what he
says and does; he is the meet of outer world and inner world which both affect each other’s
and shape the up part of the iceberg. Therefore ignoring these areas about a person makes it
hard for us to relate to his thinking process thus his decisions. Wherefore we say that human
being is irrational. Because every human experiences the convergence of his own both worlds

that would keep him from completely relating to the interaction of two another worlds.

Here where comes the talk about the psychology science and so marketing; these both
sciences have been improving to describe, explain, predict, and change or control individuals
behaviors; except that for marketing the ultime goal beyond the understanding is creating
value by presenting products and services. A convergence between these two sciences gave
birth to a new marketing called empathy-based marketing to relate to the previous explained
irrationality marketing has been using psychological techniques and methods, more precisely
empathy tools to step in to our clients shoes and experience life from their perspective to

relate to their irrationality.

The emergence of new technologies caused the world a shift into a new era; where its
clients are different from the clients of the previous one; nowadays they have different
lifestyle, different needs, and higher expectations. And if we talk more precisely about mobile
technology, mobile users are completely different from the none mobile users; therefore to
propose products to these mobile users like applications mobile, we need to understand them
and empathies with them apart as mobile users in addition to understanding them in the

context of our product.

it is in this context that our research theme is inscribed, we aim to empathies with Algerian
citizen in the context of claiming first then with them as mobile users to be able at the end to
improve the user experience of an application mobile designed to ** Algerian consumer rights

protection association’’ called APOCE. Thus we will be proving that despite the emergence



of new technologies, marketing needs always to be humanized through psychological

techniques and tools for a better efficiency.
Main question, secondary questions and research hypotheses:

What is the role of empathy-based marketing in understanding client’s need? And how would

it contribute at improving a user experience?
Secondary questions:

1. Does empathy-based marketing help to understand client’s needs?
2. How would empathy-based marketing contribute at improving a user experience?
3. Does empathy-based marketing help to find solutions and solve problems?

Research hypotheses:

1. Empathy based marketing offers great tools to understand client’s needs
2. We can improve client’s experience with empathy, by understanding the depth of
client’s problems.

3. Yes empathy-based marketing can be used in a problem solving process
The importance of the research:

Our research will contribute at improving the user experience of Apoce application mobile;
that would facilitate claim procedure for Algerian citizens, and that would contribute to their
social welfare, in another hand this research will help find a link between psychology,

marketing, and technology.
The reasons for choosing the topic:

e As a passionate about psychology and marketing, we felt curious about discovering
the bridge between these two sciences and so technology.

e our personal experience as a business owner with the use of empathy-based
marketing made us want to conduct deep research about this field and discover better
its details and also prove its efficiency in understanding customers and so achieving
business’s goals.

e Modern Marketing is moving toward more client centricity.
e Improving our ability in understanding customers.
¢ Find good suggestions for a better client’s experience.



Goals of this research:

e Understanding empathy based marketing approach, its main characteristics, and the
role of empathy in innovation and it principal tools;

e Learn how to use empathetic marketing tools; and be able to realize a deep empathy
with the client.

e Understand how to use empathy in business in this digital era.

Research methodology:
Bibliographic research: based on different resource
Qualitative research: we have conducted a qualitative research.

Structure of the thesis:

1. First chapter: in this chapter we will talk about empathy based marketing, what is it ? what

are its main characteristics ? its relation with innovation and tools.

2. Second chapter: we will talk about digital transformation era it main characteristics and
more precisely about applications mobile and how to use empathy to improve an

application mobile’s user experience.

3. Third chapter: we will present the host-company Brenco engineering and consulting and
present the empathy-based marketing research for an application mobile > Apoce * and

then suggest propositions to improve its user experience.



Chapter I: Empathy based marketing

Introduction

Clients are human beings and they often go irrational when it comes to decision
making. Therefore marketing has been improving and progressing to relate to that irrationality
starting with a gut feeling marketing decision based, moving to data and knowledge based
marketing arriving to marketing based on empathy. Empathy started being used to humanize

marketing, to relate and deal better with clients.

In this chapter we will talk about empathy based marketing; definition, modalities and
tools and in the second section we will see it’s relation with innovation and how would we
use empathy to develop innovative and useful solutions with a method called Design thinking;

we will be defining its concept , steps and goals.



Section 01: empathy based marketing definition and tools.

Marketers started to understand that sometimes to make better decisions, they need to
step out of their role as marketers and start being their own clients and try to experience life
from their client’s perspectives. To deeply understand their feelings thoughts environments
and sayings in hope to make the most suitable decisions for them. And that’s the concept of

empathetic marketing.

1.1. What is Empathy

Empathy is the human ability to relate to someone other’s thoughts, feelings and
attitude. It’s the capacity to see the situation from another perspective other than ours .in

another words it is about experiencing someone’s inner world.

Here are different definitions:

1. “Sharing another’s feelings by placing oneself psychologically in that person’s
circumstance®.”

2. “The act of perceiving, understanding, experiencing, and responding to the emotional state
and ideas of another person?.”

3. Edward TITCHENER? coined the word "empathy" (feeling-in), as a translation of the
German Einflhlung : “A process of humanizing objects, of reading or feeling ourselves
into them.”

4. “A distinction between oneself and others and awareness that one is vicariously feeling

2

with someone but that this is not one’s own emotion”.
We can distinguish three types of empathy: Cognitive, Emotional and Compassionate:

1) Cognitive empathy: the first level of empathy and it’s based on the ability to identify and

to know other person thoughts and feelings it’s about knowledge and awareness.

> having more complete and accurate knowledge about the contents of another

person’s mind, including how the person feels’’®

L LAZARUS, (R. S): «<Emotion and adaptation», in Oxford University Press, New York, 1991, p.287.
2 BARKER, (R. L): The social work dictionary, Washington, DC: NASW Press, 5th ed, 2003, p.141.

8 Edward Bradford Titchener (11 January 1867 — 3 August 1927) was an English psychologist.
+WISPE, (L): «The distinction between sympathy and empathy: To call forth a concept, a word is needed», in

Journal of Personality and Social Psychology, N°50, 1986, p.318.


https://en.wikipedia.org/wiki/Psychologist

2) Emotional empathy: the second level of empathy, “when you feel physically along
with the other person, as though their emotions were contagious®.” Defined by (Daniel
Golemanand)

3) Compassionate empathy : the third level of empathy , and it’s about taking action as a
result of empathy process , understanding and feeling others

1.2.Empathy leadership and management:

Nowadays Empathy is the most needed soft skill; it contributes at humanizing
business, enhancing work efficiency, and it can also bring a competitive advantage in
business. The ability to see the world from the perspective of others is one of the most crucial

tools in business.

Leadership is a process of social influence, which maximizes the efforts of others,

towards the achievement of a goal’

1. Warren Bennis: “Leadership is the capacity to translate vision into reality.”
2. Peter Drucker: “The only definition of a leader is someone who has followers.
3. Bill Gates: “As we look ahead into the next century, leaders will be those who

empower others.”

Essentially leadership based on empathy is a data gathering tool that enables leaders to
understand the work place environment and therefore make better predictions, think of a

better tactics, and communicate clearly.

Using empathy, leaders can achieve their goal of influencing those who are under
them and direct their efforts toward the fixed goals. Empathetic leaders understand the depth
of root cause behind poor performance and so gain a greater awareness of the needs of their
employees, and help the struggling ones to enhance their productivity by encouraging an open
communication and listening to their feedbacks to create a good circumstances and the right

environment for them.

Shttps://lesley.edu/article/the-psychology-of-emotional-and-cognitive-empathy (consulted 27/06/2021 at 3AM )
®https://blog.heartmanity.com/the-three-kinds-of-empathy-emotional-cognitive-compassionate(consulted
27/06/2021 at 1AM )

" https:/Itodd1.weebly.com/defining-leadership--management ( consulted 20/06/2021 at 2PM )



https://lesley.edu/article/the-psychology-of-emotional-and-cognitive-empathy
https://blog.heartmanity.com/the-three-kinds-of-empathy-emotional-cognitive-compassionate
https://ltodd1.weebly.com/defining-leadership--management

“We’ve seen three “ages” of management since the industrial revolution, with each putting

the emphasis on a different theme: execution, expertise, and empathy””.

A study conducted by the Center of Creative Leadership (CCL) to address successful
job performance of a leader has shown that Managers who show more empathy toward direct
reports are viewed as better performers in their job by their bosses.

Psychologist Jaakko Sahimaa states that® ¢ soft skills are very important in business to
achieve goals, we need soft skills. Employees are human beings and a leader needs to be
prepared to lead and encounter people in an empathetic manner. Empathy is a significant skill

for work life”

1.3.Empathy and marketing

1.3.1. What is empathy based marketing?

Empathy is the capacity to share and recognize the emotions felt by another being. In
the context of conversion marketing, empathy allows you to understand your target audience,

create relevant offers and engage with them in an authentic way®.

Empathy, that is , the capacity of understanding another person’s perspective and
feelings, it has conventionally been a pillar of marketing as the discipline from its very
inception has emphasized the importance of understanding and putting oneself in the shoes of
customers , yet , with an increasing focus on rationality , objectivity, and science marketing

has arguably become more empathy-driven?®,

Empathy is superpower. It’s a superpower for sellers and marketers to connect, to

understand another person’s feeling and experience®?.

Empathy-based marketing boils down to seeing the world from the perspective of

your users and customizing your marketing to fit their experience. The result is that it builds

7 https://hbr.org/2014/07/managements-three-eras-a-brief-history (consulted 15/06/2021 at 1 AM).

8 Microsoft pulse: empathy in business, June 2020, p.09.

® https://unbounce.com/conversion-glossary/definition/empathy/ (consulted 12/06 /2021at 9AM).

OCARSTEN, (L.P): empathy based marketing, in Psychology & Marketing, N°38, January 2021. (Abstract).
Uhttps://marketinginsidergroup.com/strategy/empathetic-marketing-connect-customers/ (consulted 27/06/2021)
at 3 PM.



https://hbr.org/2014/07/managements-three-eras-a-brief-history
https://unbounce.com/conversion-glossary/definition/empathy/
https://www.x-mol.com/paper/journal/113726?r_detail=1347340836486139904
https://marketinginsidergroup.com/strategy/empathetic-marketing-connect-customers/

better relationships with your customers because it is a customer-centered outlook instead of a

solution-centered*?.

Empathy-based marketing is about doing marketing by putting yourself in the shoes of
your customer to know how and what value to create to satisfy which needs and desires; and
by understanding the depth of every need and relating to every client’s feelings, to design the
exact product that matches their exact declared and undeclared needs, therefore empathetic
marketing is about diving deep into your client’s life experience and figuring out their
problems in order to find the right solutions for them. It provides a framework for exploring
the subconscious emotions and innate core needs that drive people’s motivations and

behavior.

1.3.2. Modalities and tools of empathy-based-marketing:

1.3.2.1.Modalities of empathy-based-marketing:
A. Empathetic conversation
Empathetic marketing is based on evidence and data; the best way to reach empathy
is through one-to-one conversation with clients .emphatic conversations need to be
conducted by all stakeholders engaging with customers. These conversations need to
be more iterative, flexible, and scalable to understand client’s perspectives and
behaviors. The difficulty is that clients want to be satisfied by things they think the
business already knows about them without having to be told, as well as by those
things of which the customers themselves might be unaware. Customers do not
always tell what they want and more often they do not always know what they want;
we mention three types of needs
a. Stated needs are the needs customers can explicit, which are easily captured with
tools with which customers can engage, such as interviews, focus groups and surveys
b. Implied needs: these needs are somehow difficult to capture because customers and
clients consider them too obvious to be mentioned and they assume that such
information is clear for everyone.
c. Silent needs: these needs are considered as the most difficult to capture and that’s what
makes them the most valuable and useful, discovering these needs requires deep
analyses and psychological understanding tactics and techniques because the customer

is not aware of their existence which he ultimately cannot articulate them.

12 https://clevertap.com/blog/empathy-marketing/ (consulted 12/06/2021 9:21 AM).



https://clevertap.com/blog/empathy-marketing/

B. Emphatic listening

Effective listening is crucial to marketing. Unless we understand the opinions, values
and beliefs of clients, we will attempts to manage them, to direct them to explicit their needs.
So the more we listen to our customer, the better we can frame not only what we say, but how

we say it and how to conduct our emphatic research.

Active listening consists of two components; the first one is the genuine seek of
understanding the client in front of us , and second is often referred to as ’ reflective
listening *’ it is about mirroring that understanding back to the interviewed person to reassure

him that the conversation is being well assumed .

Figure 1-01: Four Key® Active Listening Skills

1. Suspending judgment of the speaker

2. Focusing on emotion as well as
content

3. Following, not leading the
conversation

4. Reflecting accurately what you

Source: developed by us based on: CLAWSON, (J.G): «Active Listening», in University of
Virginia, Darden School of Business, October 2008.

1.3.3.2.Tools of empathy-based- marketing:

1.3.3.2.1. Empathy map:

An empathy map is a data-gathering tool, it was first made by Dave gray in his book "
business game".It can be defined as a visual illustration used to gain useful insight into a
user's context. The use of an empathy map allows having a look into user’s mind and
revealing their thoughts their desires, needs, motivations, and essentially helps marketers be

their customers.

13 CLAWSON, (J.G): «Active Listening», in University of Virginia, Darden School of Business, October 2008.
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The structure of an empathy map helps to develop a better understanding of the

customers, it goes beyond demographic characteristics. it is typically based on capturing the

consumer’s environment, behavior, aspirations, and concerns.

1. The elements of an empathy map:

The empathy map is divided into four quadrants.

a. Sees: This quadrant helps to learn about the environment of our client, how his life looks

d.

f.

likes; what are the things that surround him that might probably influence him in some
way; it is a sort of description of our client's worlds including the things they see, the
people they interact with.

Hears: this second quadrant is highly related to the first one, the environment that the
clients interact in. determines what he hears; we need to figure out what are the messages

that our clients are receiving and how are they influencing them.

Thinks and feel: the messages we hear and the environment we interact with shape the
way we think and feel; this quadrant is crucial to understanding clients, it helps figure out
the things that our clients are thinking about on a regular basis the emotions they are
experiencing in the context of our research; What are their fears, aspirations, motivations,

and occupations.

Say and do: What people think and feel influences their behavior .this quadrant captures

the actions that client takes and the words they say.

Pains: As a conclusion of this process of understanding the client’s environment both
what he sees and hears; we aim to determine the client’s pain in the research context, what

keeps him from taking the desired actions?
Gains: This quadrant concerns the solutions that would transform our client's pain points.

The evolution of empathy map:

In the first version of the EM, Matthews, proposed four different areas that should be covered

when making an Empathy Map of a person.

Fiqure I-02: Empathy map** of a person

14 https://www.nngroup.com/articles/empathy-mapping/ ( consulted 13/06/2021 at 01:12 PM)



https://www.nngroup.com/articles/empathy-mapping/
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EMPATHY MAP

SAYS THINKS

N

DOES FEELS

Source: https://www.nngroup.com/articles/empathy-mapping/

After, Bland improved the EM by including Pain and Gain areas. As a result, the EM

consists of six areas:

¢ See — what the user sees in his/her environment;

¢ Say and Do — what the user says and how s/he behaves in public;
¢ Think and Feel- what happens in the user’s mind;

¢ Hear —how the environment influences the user;

+ Pain- the frustrations, pitfalls and risks that the user experiences,

+ Gain —what the user really wants and what can be done to achieve his/her goals.

Figure I-03: empathy map'®

Bhttps://www.researchgate.net/publication/276207468 Designing_Personas with Empathy Map/download/
(consulted 13/06/2021 at 11:43 PM).



https://www.researchgate.net/publication/276207468_Designing_Personas_with_Empathy_Map/download/
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Think & Feel?

Hear? See?

Say & Do?

Pain Gain

]

Source:https://www.researchgate.net/publication/276207468 Designing Personas

with Empathy Map/download

g. Steps to build empathy map:

1. Steps to build empathy map:

a)

b)

d)

target selection: The first step to create an empathy map is to determine our segment
and target, who are our potential consumers, which audience responds the most to our
goals, and who are the persons that are concerned by our product or service;

Data research and gathering: Second; collecting data is essential because empathy-
based marketing is highly based on data and information gathering, and empathy is a
tool for deep data collecting. This can be realized through qualitative data gathering
tools; like qualitative surveys and personal interviews and focus groups;

Team assembling: Creating an Empathy map is a collective process that requires
grouping individuals who are involved in the product creation or problem-solving.
ideas need to be shared in a brainstorming session about the context and the analysis of
the gathered data.

Ask questions: As discussed earlier; asking questions to fill the different empathy map
components:

1. See: What does a consumer see? Who are his surroundings? Where does he live?

And how does this influence him?

2. Hear: What does a consumer hear? Consider what a consumer is hearing from real-

life surroundings and the media?
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3. Thinking and feeling: What are our client’s thoughts and feelings? What are his
beliefs, and overall emotional state toward our business or product?

4. Say and do: What does a consumer say and do? What does he share? In the context
of our business and products.

5. Pains: What are the customer's pains? Obstacles and frustrating points?

6. Gains: What are the solutions to develop to diminish our customer’s pains?

e) Summarize the session and results: At the end empathy map should be made clear
for everyone who needs to refer to it, then share it .

1.3.3.2.2. Buyer Persona:

A buyer persona'is a representation of your target customer. It’s a picture you paint
based on research and interviews with actual customers. It goes beyond basic demographics to
include the intangible elements that make a person tick.

Buyer Persona provides marketers with a deep understanding of buyers' needs and
behaviors which facilitates target customer visualization .this tool development is intended to
glean insight from situations and scenarios, it provides customers understanding by
uncovering their behaviors and the reason that lies behind. basically, the aim of buyer
personas is to gain an understanding of the brief of behaviors behind why people attempt to

take a kind of action.

The process of creating a persona is based on research that mainly helps figure out
what attracts new leads and drives them to make a purchase. A process of creating a persona
is based on a research that mainly helps figure out what attracts new leads and drives them to

make a purchase.

According to Tony Zambito, “Buyer personas are research-based archetypal (modeled)
representations of who buyers are, what they are trying to accomplish, what goals drive their

behavior, how they think, how they buy, and why they make buying decisions®"”

16 The Ultimate Guide to Inbound Marketing Personas, p.04.
17 http://tonyzambito.com/about/what-is-a-buyer-persona/ ( consulted 10/05/2021 at 2AM )



http://tonyzambito.com/about/what-is-a-buyer-persona/

Figure I-04: Persona Example

Decision Role: Decision Maker

Title: CEQ, President, CMO, VP
Marketing, Sr. Director Marketing

Influence: “If | say ‘yes,’ everyone
else will, too.”

[ | ll Budget Control

] I I I Organization Influence

[ | Awzilability

Company Profile:
*  Revenue of 10+ Million
*  Marketing Budget of 315,000
monthly
. Menthly visitors 10,0004 unigue

What | need:

“I need proven tools, methodologies and
insights that will drive more top- and
bottom-line revenue, | need my
organization to operate with the highest
efficiency and effectiveness, and | cannot
afford ta have any leaks in my sales or
marketing funnel. | want someone who can
bring clarity to the complexities of my

marketing and sales revenue challenges.”

Vertical:
*  Computer Services
s Infermation Technology
(Software/Hardware)
*  Publishing
s Manufacturing/Engineering
& Financial Services
*  Real Estate

Personality Type:

“fs 8 Type AAA, | want results and
wanted them yesterday. | am not afraid
to bring in consultants to get the
outcomes | need, and | know my
organization doesn't have what it takes to
get the results | want. | respect your
thought leadership. | have studied your
reputation and | appreciate your rigorous
science, so | am willing initiate a pilot/test
with your company. | am ready for
change, and | know my organization’s
revenue performance has plenty of room
far improvement.”

Top Challenges:
* Increasing top- and bottom-
line revenue fast.
*  Doing more with less money.
s Optimizing sales and
marketing funnel.
* Increasing sales productivity.

Motivators:
+ Recognition from the board, peers
and outside stakeholders
+ Personal reward from successful
deals
+ Satisfying shareholders and

delivering predictable performance

Validators:
*  Executive Team
*  successful partner case studies
of other or similar research
partners
*  Peers
*  The Board of Directors

Why | won't buy?

Not convinced of the ROI, or simply cannot
afford [agency's or vendor's] services.

14

Media Preferences:
s Wall street Journal
*  Forbes
. Fortune
*  Business Week
*  The Econcmist
*  Trade Publications
o NewYork Times
. Bloomberg

. Reuters

Analysts & Research Providers:
. Forrester
. Gartner
*  Frost & Sullivan
*  Deloitte & Touche
. Price Waterhouse & Coopers
. McKinsey & Company

What closes the deal?

Proving our value with real-time,
real-world examples of how
companies made significantly more
money than what they invested.

Source : http://b2bleadblog.com/images/2014/12/persona-example.png ( consulted

1) Difference between demographics and persona:

10/06/2021)

While demographics include the basic information about a person, personas dig deeper

and provide insight into the personality of a buyer. Demographics are important but still don’t

refine sales and marketing processes. Personas focus on what makes prospects who they are

and what drives them to interact with the business.*®

18 power point presentation shared on website slide share https://www.slideshare.net/EmmaBellantonioGonca/inbound-

marketingpersonasebooksmartbug-84063744 written by Emma Bellantonio Goncalves ( consulted 29/06/2021 at 4PM )



http://b2bleadblog.com/images/2014/12/persona-example.png
https://www.slideshare.net/EmmaBellantonioGonca/inbound-marketingpersonasebooksmartbug-84063744
https://www.slideshare.net/EmmaBellantonioGonca/inbound-marketingpersonasebooksmartbug-84063744

2) Steps to create a buyer persona:

15

Although the persona creation process should be tailored for each situation, there are

three primary approaches, based on the type of research and analysis performed:

» Qualitative persona ;

» Qualitative persona with quantitative validation ;

» Quantitative personas.

Table I-01: steps of creating a persona °

Types  of
personas

Steps of

Creating a

persona

gualitative persona

qualitative and

quantitative persona

Quantitative persona

Quialitative research :

It reveals insights into user goals,
behaviors, and attitudes; it can be

Quialitative research:

Same as the qualitative

Qualitative research:

Same as the qualitative

persona persona
done through several methods
personal interviews, focus
Research groups , usability tests, or by
observing the client in their
environment
Segmentation based on | In this type of persona, | For this type of persona,
the qualitative research: segmentation goes | segmentation goes through
o through two steps 3 steps :
Segmentation is the act
of creating groups based on | 1st : segmentation based | 1st: Form hypotheses
some similarities on the gualitative | about segmentation
o ) research: the same as the | options:
Qualitative segmentation o
) i qualitative persona o
is less about science and Based on qualitative
Segmenta

19 MULDER, (S): Approaches to Creating Personas, The User Is Always Right: a Practical Guide to Creating
and Using Personas for the Web, ppp.4-6-8.
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tion

more about a deep detailed
analysis of  customers'
goals, attitudes, and

behaviors.

2nd: Test the
segmentation  through

guantitative research:

w For this type of persona
segmentation based on
qualitative research is not

enough

w This step helps to
confirm the results of
qualitative research By
testing segmentation

model using a larger
sample size to be more
certain that it reflects

reality.

w The test can be
conducted through
surveys then analyzed
with statistical analysis
techniques which need to
prove whether our
segments are different on
the needed data points or

not.

research we come up with
several ways to segment

our audience.

2nd: Gather data on
segmentation options
through quantitative

research.

For every segmentation
hypothesis, some
questions can be asked to
gather more data about
each way of segmenting
this step is not to prove
any segment but it's about
gathering more data to
prepare for a more

efficient segmentation.

3rd: Segment users
based on statistical
cluster analysis.

Rather than lying only on
qualitative research or
testing the qualitative
research with quantitative
research.

w The qualitative persona
uses statistical algorithms
to find suitable
segmentation. This
requires feeding it with the
several collected data.

These algorithms try many
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different ways of
segmenting users, and
through an iterative
process, it finds a
segmentation model that
mathematically describes
commonalities and

differences.

When the cluster analysis
spits out the segments, you
take the data and make it
real through the
same process as before: by
adding names, photos, and
stories to turn these
spreadsheets into real
people.

As businesses rely on
personas more and more
for overall strategic
decisions and marketing
planning,

quantitative personas will
grow in popularity due to
the scientific rigor they
bring. The increased
objectivity that the
quantitative approach
brings to the process of
creating personas aligns
much more

closely with the data-
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driven decision-making
that occurs in so many
organizations. The use of
quantitative

personas will also rise
because the number of
variables businesses have
about users will only
increase

as research techniques
continue to evolve.
Machines are simply better
than people at managing

many variables at once

Create a | Each type of user evolves When you have
persona into a persona as you add quantitative research for

for each | more detail to their goals, creating realistic

Segment | henhaviors, and attitudes. personas, you can be

Each one becomes realistic | more certain that the
when you have supplied a | decisions you make have
name, a photo, statistical significance.
demographic Personas are no longer

) ) ] simply fictional creations.
information, Scenarios, and
Quantitative data doesn’t
more. These steps represent )
necessarily prove your
the most common approach _ )
) points, but it reduces the
to creating personas and
. . chance that you’re
following their works
. wrong. It’s also valuable
successfully for a variety of o )
o for providing evidence of
organizations. It’s a ]
) ) the magnitude and
relatively quick process and | )
importance of a particular
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an excellent way for ISsue.

) ) With this approach, you
companies to put their toes ) )
) get a little more science
in the water and try out ]
and a little less art for
personas
your personas. The
segmentation is still based
on qualitative research,
but you use quantitative
research to obtain
evidence to back up your

decisions.

Source: developed by us with adaptation from the source: MULDER, (S): Approaches to
Creating Personas, The User Is Always Right: a Practical Guide to Creating and Using

Personas for the Web, ppp.4-6-8.
e Qualitative persona®:

Figure I-05: Qualitative persona

Goals & Attitudes Behaviors
s ——

User interviews Usability testing
Qualitative
Research

Field studies

‘ Segmentation '
OO O

Personas

Source: MULDER, (S): Approaches to Creating Personas, The User Is Always Right: a

Practical Guide to Creating and Using Personas for the Web, p.4.

20 |bid, p.4.
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« Qualitative and quantitative persona?

Figure I-06: Qualitative and quantitative persona

Goals & Attitudes Behaviors

Qualitative User interviews Usability testing

Research Field studies

- Segmentation -

Quantitative User Site traffic
Research survey analysis

O

Personas

Source: MULDER, (S): Approaches to Creating Personas, The User Is Always Right: a
Practical Guide to Creating and Using Personas for the Web, p.6.

« Quantitative persona®

Figure I-07: Quantitative persona

Goals & Attitudes Behaviors

‘—

Qualitative User interviews Usability testing
Research Field studies
Hypotheses T —
Quantitative User Site traffic
Research survey analysis

‘ Segmentation '

Personas

Source: MULDER, (S): Approaches to Creating Personas, The User Is Always Right: a
Practical Guide to Creating and Using Personas for the Web, p.8.

21 |bid, p.6.
22 |bid, p.8.
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3) Advanced Persona Development?:

e Customer personas:

When a lead becomes a customer, is his or her journey over for your company? Or
will you continue to work to delight him or her in hopes of turning him or her into a brand

evangelist? (Hint: It’s the latter option.)

e Negative personas:

While buyer personas can help teams understand their audience and reduce costly
interactions, it’s equally essential to bolster your strategy with negative personas. If buyer
personas represent your target customer, then negative personas are pretty much the exact
opposite. Negative personas save organizations time and money by identifying archetypes of

whom you don’t want to sell and market to.

Customers who won’t work with your business will end up costing you far more time,
money, staff contentment, reputation than they would have given you. Negative personas
enable teams to segment out the bad apples by proactively identifying which types of
prospects is a potential drain on resources. Finally, identifying negative personas gives teams
a reason to cut ties with certain prospects. To help identify the best personas, it’s essential to
identify the ones that work with you in the first place. Successfully segmenting negative
personas can result in a lower cost per lead and cost per customer, resulting in higher sales

productivity.

e Micro personas:

While standard buyer personas differ based on the high-level goals, challenges, wants,
or needs of an organization’s customers or users, micro personas differ based on more subtle
features, such as preferred means of communication. One standard persona may have many
micro personas, but each micro persona can only be a subset of one macro persona. Let’s look

at a few examples of micro personas and how they relate to macro personas

23 The Ultimate Guide to Inbound Marketing Personas, pp.53-58.
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1.3.3.2.3. Customer journey map:

1) Customer journey map definition:
Customer journey map is about writing down the customer’s story with a company or
a product by mapping how he interacts with it, in a way that explicit the key events, and

highlight his motivations, needs and expectations at every event.

CJM?* is a tool developed by Stephan Gauthier that allows to identify essential areas
of innovation through asking a certain number of people and their experiences in order to

identify a series of activities which constitute the experience.

This tool can be described as a graphic representation and a visual depiction of the
sequence of the stages of client’s relationship with a product or the sum of events through
which customers may interact with a service or a product. It lists all possible organizational
touch points customers may encounter including the key steps taken before, during and after

purchase or use.

Fiqurel-08: Customer journey mapping®

SCENARIO GOALS AND EXPECTATIONS
-
- ZONE A
B . The Lens
O — @) (O — @
4 _— P — (9

| ZONEB
The Experience

OPPORTUNITIES OPPORTUNITIES OPPORTUNITIES OPPORTUNITIES
ZONE C
The Insights
ONTERNAL OWNERSHIP INTERNAL OWNERSHIP INTERNAL OWNERSHIP INTERNAL OWNERSHIP
_ NNgroup.com

Source: https://www.nngroup.com/articles/customer-journey-mapping/ visited 25/06/2021 at
21:44.

2 MATHIEU, (F) and HILLEN, (V): le design thinking par la pratique, EYROLLES edition, 1% edition, p.59.
25 https://mww.nngroup.com/articles/customer-journey-mapping/ visited 25/06/2021 at 21:44.



https://www.nngroup.com/articles/customer-journey-mapping/
https://www.nngroup.com/articles/customer-journey-mapping/
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2) Customer journey map components:

%+ Stages: breaking down the customer journey into stages understand each one apart.
% SCOPE Needs and Interactions: at every stage, we need to write down the needs
and the interactions

% Key Expectations: at each stage, we need to capture consumer’s expectations and
compare it to reality.

% Moments of Truth: along the journey, there’s a moment where the customers had to
make a decision in our favor or the opposite; these moments need to be captured and
understood to better orient their behavior toward the desired action.

s Customer Quotes: at every stage, we need to capture the consumer’s thoughts.

% Sentiment: feelings and emotions at each stage need to be highly spotted light on.

3) Steps to make a journey map:

1. Define the objective of the journey map:

Before going through the analysis of customer journey to map it , the first step is to
define the goal from this mapping that should be tied to business goals whether it is a better
understanding of actual clients ,increasing client’s loyalty , purchasing new client’s
acquisition or improving customer’s journey . These different goals define where the focus

should be, and allows prioritizing touch points above others depending on the chosen goal.

The goal should be communicated and exposed to all participants on the customer

journey mapping.

2. gather and analyze data:

To determine and fully understand journey stages , data should be collected from all
the interactions that customers have with the business, through as many sources as possible ,
customer surveys , internal interviews , market research. And also develop an understanding

customer needs, wants, expectations, and emotions during each interaction.

First internal data gathering ; by organizing interviews and workshops or surveys
with employees implied in customer’s journey , employees help see customer journey from
their perspective by providing insights into the processes and systems and pinpoint where

obstacles exist that may inhibit them from delivering the expected customer experience.
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Second , gathering data from customers, it can be solicited data as asking customers
for filling surveys to capture their feedback , but more interesting unsolicited data can provide
richer insights , it can be collected through already available sources like Social media
comments, Website analytics, Third party review sites, Call center recordings ,Call center

agent notes and emails.

Capturing emotion at the exact instant when it’s felt is critical to understanding

customer needs and wants®®

In addition observing customer behavior in the environment where their journey

happens; provides a better understanding of the experience and the why that resides behind.

Customer journey data gathering and analysis focuses more on uncovering sentiments
and emotions at every stage and event. Sentiment analysis provide useful business
information the aim goal is above knowing what they do , but knowing how they feel at that
point and how to improve or correct that event to make them feel better.sentiment analysis
offers an unprecedented view inside the hearts of customers. To conduct a thorough sentiment

analysis on large volumes of data, you will need a technology?’.

3. build the map:

a) ldentify the Persona : customer journey map is related to the other persona tool; to each
key persona a different journey map should be attributed

> Define the stages: the collected data and feedbacks help determine the different stages
that customers goes through in their experience with the product. In this stage we need to
consider the entire progression of steps the person goes through when interacting with the
product and the essential events they fall into along the journey. And also it is more about
pinpointing the key touch points that we need to focus more on.

» Show the needs, interactions, and sentiment within each stage: the third step is about
determining customer feelings at each step; were they enjoying interacting with the
business at this point? Were they annoyed? Or frustrated and lost? Customers expectations
also can be elicited as well as the questions that crossed their minds.

> ldentify key moments of truth: In this step we should analyze customer decision when
he realizes a gap between what was expected and what was found, those make or break

moments whether he continues the journey or quit. Moments of truth need to be spotted

26 STUCKI, ( K): the ultimate guide to customer journey mapping, CLARABRIDGE, p.13.
27 |bid, p.14.
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light on; they serve to illuminate aspects of customers’ interactions to reach their expected
and desired experience.

Identify volumes and frequency: Checking volumes of reactions and interactions to
validate what matters the most to consumers and to determine the most important touch
points for every segment their different emotions and pain points.

Improve the experience:

Establish/align listening posts and metrics;

It is about making sure to continue listening to customer to know how the changes are
working , and how the customer is being affected. By knowing what customers are saying
at the most important points along the journey, Use of voice, text sources and surveys to
capture what customers are saying about the product or the company.

Potential opportunities for improvement;

Customer journey maps should highlight potential opportunities for improvement as
where they can reduce customer effort, or change how they set expectations for customers,
improvement opportunities should be defined and prioritized to ensure sustainability of

the journey map.

Embedding the customer journey into your governance model:
Journey map should be used as framework to evaluate and prioritize improvements and
investments. Also, it can serve as communications tool to align different organizational

areas around a common understanding of the journey.
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Section 02: empathy and innovation; Design thinking.
We have seen in the first section; what empathy-based marketing is, we knew its
different modalities to understand better our clients using several tools; empathy maps,

creating a persona and designing a journey map.

Now we will be discovering the use of empathy based marketing in innovative
problem solving technique called design thinking. We will be defining its concept, main
features and steps; and of course with highlighting the use of empathy through all these steps.

2.1.Definition:

Design Thinking?® is a comprehensive customer-oriented innovation approach that
aims to generate and develop creative business ideas or entire business models. Essentially,
Design Thinking attempts to project designers' approaches and methods onto business
processes. The approach is ultimately applicable to all kinds of business ideas — whether they

have a product or service character.

Design thinking is a philosophy and a set of tools that helps solve problem creatively,

through the lens of human centered design.

Design thinking?® is a non-linear, iterative process used to understand users, challenge

assumptions, redefine problems and create innovative solutions to prototype and test.

The strength of this approach is the ability to combine the desirability, the economic

viability and the technical feasibility that a human can experience of an innovative idea.

28 ROTERBERG, (C.M): Handbook of Design Thinking, Kindle Direct Publishing, November 2018, p.01.
29 https://www.interaction-design.org/literature/topics/design-thinking/ (consulted 26/06/2021 at 3:35 PM).
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Figure I-09: Overview®® of Design Thinking

desirability

A

viability feasabilty

Source: GASPARINI, (A.A): Perspective and Use of Empathy in Design Thinking,
Department of Informatics University of Oslo, Norway, 2015, p.01.

2.2.The features of Design Thinking:

a)

b)

d)

Integrative approach: it means that every components of the design thinking process
complete each other’s and are considered together in the same framework ; The problem
analysis and solution development both process in an integrative way;

Early customer orientation: beyond the traditional way of testing final products. Design
thinking focuses on the early integration of customer in the process of product creation ,
customers should determine the go/stop decisions of the process since its designed for
them;

Empathy : the central element of deign thinking is the ability to put ourselves in the
customer shoes and collect the maximum of deep data that would enhance the feasibility,
desirability and viability of a product;

Prototypes : prototyping is making ideas tangible at an early stage, it is based on testing
individual functions, features or components of the product and even a service offer by
our potential clients;

Iteration loops : is the act of going back to the previous step to modify and correct some

decisions or features , in design thinking failure is expected and accepted;

S0GASPARINI, (A.A): Perspective and Use of Empathy in Design Thinking, Department of Informatics
University of Oslo, Norway, 2015, p.01.
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f) Two main phases: the first one is the problem space; where we focus on answering what
is the problem? And why is it a problem? Second is called solution space where we need
to answer how to solve this problem by concreting ideas and testing.

2.3. Design thinking steps:

A. Phase 1: Understand

In the first phase it is first about understanding the problem and the challenge .second
it’s about determining the 3Ps of design thinking the people that should be integrated , the
process and ( technical perspective ) that we should be working with. And finally the place or

the environment.
B. Phase 2: Observe

So many tools can be used in this phase to clarify the problem understanding and to write the

exact definition of the target group.
C. Phase 3: Define the problem

After the problem comprehension and the different observations, it should be

summarized in a clearly defined question.
D. Phase 4: Ideate

This where brainstorming should have place, ideating is about Finding, evaluating and
selecting the different ideas that should be analyzed in a customer centric way and from his

perspective.
E. Phase 5: Prototype (Develop the prototype)

After generating and selecting ideas; they should be concretized and made tangible

rapidly, many tools and methods are used in this phase.
F. Phase 6: Test

Prototyped products should be tested through experiments our potential consumers feedbacks.
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Figure I-10: Process®! of Design Thinking supplemented with the Double-Diamond
model

problem space:
& What and Why?

UNDER- = |dentify, clarify, analyse and
divergent STAND understand the problem
thinking

= Observing
OBSERVE = Determine framework conditions
and goals
convergent
thinking = Define the target group

= Describe the customer problem/
needs

solution space

000 IN0IO

< How?
= Create ideas
divergent = Evaluate and select ideas
thinking
PROTO- = Select appropriate
! TYPE Y visualization/prototype-
techniques
= Develop protoytypes
= Test the idea
= Analyse and reflect on results
convergent
thinking

Source: ROTERBERG, (C.M): Handbook of Design Thinking, Kindle Direct Publishing,
November 2018, p.06.

3t ROTERBERG, (C.M):0p.cit, p.01.



2.3.1. How to understand the problem?

These matrices are used to deeply understand the problem:

Table 1-02: Questionnaire® to clarify the problem

problem

has the problem?
is indirectly affected?

non-problem

is not affected

solution

could use the solution as well?
can contribute to solving the
problem?

bigger problem?

Who believes that they are by the .
Y Y does not want the solution?
affected? problem? .
- could stand in the way of the
makes decisions? .
solution?
has something similar already been
does not the g 4
successfully resolved?
Where | does the problem occur? problem ) .
occur? is the best place to solve it?
could the solution also be used?
did the problem start?
does not the . .
does the problem occur? should the solution be available?
When . problem e
does it become an even occur? will it improve?

Is the problem?
do you know or don't know

about the problem?
ic nnt iinderstand ahnnit

%2 |bid, p.13.

has been made the solution so far?
should the solution necessarily be
abletodo?

30
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"""""""""""""""""""" are the constantsthat must
the problem? not/cannot be changed?
is different than it should is not the . & -
What is needed for the solution?
be? problem? . ) .
: . . will be differentin the future?
is particularly noticeable? . . .
is (or is not) important for the
annoys you about the .
solution?
problem? .
g are your goals for the solution?
are the individual aspects do vou have to discover?
of the problem? ¥ ’
does the problem manifest
itself? should the solution look like?
How is it related to another is it usually is it tried to be solved so far?
problem? going? could the problem be an
can it be formulated opportunity?
differently?
is the solution needed?
i< it 2 oroblem? isn'tita do we want to solve it?
Why s theproblem.unusual? problem for won't it just solve itself?
P ' others? can it be solved?
is it difficult to solve?

Table I-03: Problem clarification®® according to Kepner/Tregoe

problem

non-problem

discrepancy Cause

(why is there a
discrepancy?)

: assumption about
Who | has the problem? has not the problem? differences? fause
does the problem doesn’t occur the . assumption about
Where P differences? P
occur? problem? cause
When does the problem does the problem not differences? assumption about
occur? occur? cause
. . assumption about
What | Is the problem? isn't the problem? differences? Sause
does the problem . .
is it usually going? .
emerge? : assumption about
How . many parts/areas are not differences?
extensive is the cause
affected?
problem??

Source: ROTERBERG, (C.M): Handbook of Design Thinking, Kindle Direct Publishing, November 2018, p.14.

33 |bid, p.14.
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2.3.2. How to observe:

The results of this step are the clarification of the general conditions and the exact

definition of the target group and a deep understanding of the customer’s needs and behaviors.
This step can be conducted using different techniques:

2.3.2.1.Interviews:
Interviewing is a method that seeks through a conversation with the interviewee to

obtain information from questions, context awareness cards, and other techniques.

Interviews are particularly useful to get at the story behind the interviewee’s life
experiences. The interviewer should prompt the participant to explain the reasons for these
narratives so as to be able to understand the meaning of what is being said. Through

interviews, it is possible to expand understanding of social behavior*.

Interviews should be conducted following predetermined protocol that can be
adjusted, depending on the conversation by delving into each person’s point of view, different
perspectives of the whole can be discerned, and it is possible to identify polarities that will
help to develop Personas, thus providing raw materials for the generation of ideas in the

Ideation phase

2.3.2.2.Cultural Probes:

Is a way used to inspire ideas in the design thinking process; it serves as a means of
gathering information about people and their universe. Cultural probes allows data gathering
with the minimum of intervention by asking participants to record specific events , emotions
or interactions in the context of their day-to-day lives to evoke deep responses. It is often used

when the issue investigated unravels over a lengthy period of time.

2.3.2.3.A day in the life:

It is a type of ethnographic study in which a designer observes the participant’s
activities which he would perform by mere habit and subconsciously in the context of the
research.

Through a typical day, for instance, researchers assume the role of the person under review
and spend the day acting from another perspective and interacting with the different contexts

and people that would occur in daily basis.

% MAURICIO, (V), YSMAR, (V) and ADLER, (I.K): Design Thinking, MJV Press, 1% edition, RIO DE
JANIERO, October 2015, p.37.
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2.3.2.4.Shadowing®®:

Shadowing is a qualitative research technique where the researcher accompanies
participants over a period of time where they are interacting with the product and record and
analyze but still, needs to stay as a shadow without any intervention or any sort of influence to
avoid that the participants deviate from their natural behavior. it should be conducted without

asking questions or disrupting the context.

Shadowing is particular user centered technique which helps gather a great empathy
for them and allows an effective real time data collection which leads to rich and meaningful

insights.

2.3.3. How to define the problem?

To define a problem several techniques are used; we have already mentioned three of

them: personas, empathy map and user’s journey:

2.3.3.1.Affinity Diagram:

It is organizing and grouping Insight based on affinities, similarities, dependency or
proximity, creating a chart containing the macro areas that mark the boundaries of the subject
under consideration, its subdivisions and interdependencies. When there is a large amount of
data coming in from research (desk and/or field research), to identify connections among

subjects, and windows of opportunity for the project

2.3.3.2.Conceptual Map®:

It is a graphic visualization, built to simplify and organize complex field data at
varying levels of depth and abstraction. Its purpose is to illustrate the links among different
items of data, thus allowing new meanings to be extracted from the information gathered in
the initial stages of the Immersion phase, particularly from the associations tying them
together. During the Immersion phase, to structure the field data, while the project’s daily or
weekly debriefing is under way, to expedite subsequent, more complex analysis, and also to
facilitate the communication of the data to the team, fostering collaboration throughout the

process.

3 |bid, p.72.
3 |bid, p.74.
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2.3.3.3.Guiding Criteria®’:

These are the guidelines for the project that serve as demarcations underscoring
aspects that must be kept in view over the course of all phases of solution development. They
arise from an analysis of the data gathered, from the predetermined scope of the project and
the direction suggested by the client. They serve as a basis for determining the boundaries of
the project and its true purpose. The guiding criteria should always be present during the
development of a project because they offer parameters and guide solutions, giving evidence

of its adjustment to a scope that must be respected.

2.3.3.4.Blueprint:

It is a matrix that visually represents in a schematic and straightforward fashion the
complex system of interactions whereby services are provided. In this representation, the
different service contact points are mapped, that is, the visible and/or physical elements with
which the client interacts. These encompass both the client’s actions, as well as all interaction

with the company, from visible operations.

To background processes. When you wish to observe the service from all sides, in
order to pinpoint areas for improvement and new opportunities. The Blueprint describes the
physical evidence, the different players, their actions and interdependencies over the course of
the journey, making it possible to catch flaws and unnecessary overlap, thus facilitating

strategic and tactical innovations®2.

2.3.4. How to Ideate?

Process of generating a broad of ideas can be conducted based on the following techniques:

2.3.4.1.Brainstorming:

According to Alex Obsorn — Brainstorming®® is a tool for maximizing a
group’s creativity in problem solving. It is a conference technique by which a group attempts
to find a solution for a specific problem by amassing all the ideas spontaneously from its

members.

%71bid, p.78.

*1bid, p.87.

¥KUMBHAR, (K.N): «Brainstorming technique: Innovative Quality Management Tool for Library», content
updating training program’s conference, December 2011, p.02.
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It is a technique and a creative process to stimulate broad number of innovative ideas
in a short term it contributes at maximizing a group’s creativity in problem solving by

encouraging spontaneity and non judgmental in generating ideas.

Brainstorming is an activity which consists in an unrestrained offering of suggestions
and propositions. It’s one of many methods of ideation to generate fresh solutions to a defined

problem and it’s a core to the design thinking process.
Four general rules of brainstorming:

e Focus on quality: the maximum quantity of ideas generates quality. The larger
number of ideas is generated the more probable that the discovered solutions are
effective.

e Don t criticize: brainstorming is based on non judgmental mindset whether it is a
positive judgment or a negative one; welcoming and non criticizing produce ideas.
The participants should feel free and comfortable and must be spontaneous in
brainstorming session

e Welcome unusual ideas: this rule is about Recording all ideas, and welcoming all of
them.

e Improve ideas: at further steps Good ideas need to be combined to generate a single

better idea.
Steps*® of Brainstorming:

Every step is important in brainstorming process, ignorance of step will meet
incomplete result or disadvantage. Skipping out the steps in brainstorming session can be
expensive mistake and time spending. If all steps are carried out properly, it is very powerful

to find better solution.
1. Select the group: facilitator must select the members not less than 5 or more than 20.

2. Specify the objectives: Facilitator should build objectives and define why he wants to
brainstorm. He will find out about all members interested and happy for selected central

question. Allow people to make noise, shout, laugh, and enjoy.

“Olhid, pp.4-5.
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3. Define the roles- facilitator must decide the role of leader, recorder etc.

4. Explain the rules: facilitator should explain the rules to everyone before discussion

begins. Everyone must be clear about question.

5. Start the discussion: begin to start discussion rounds, they should take some rounds and

produce ideas.
6. Record the ideas: Ideas must be recorded and arranged.

7. Encourage the Ideas: wait for ideas, don’t hurry, participants must get sufficient time to
think and present better idea. Facilitator should encourage the members to present ideas and

appreciate all ideas.
8. Do end on the wild ideas.

2.3.5. How to Prototype?

Prototyping is the act of making an idea more tangible; the passage from abstraction to
physicality to represent reality, even if in a simplified fashion and provide validations. It is an

instrument of learning in two respects:

Figure I-11: prototyping*

r 1\

Prototypes Tests

\ )
Y

\ Prototyping /

Source: MAURICIO, (V), YSMAR, (V) and ADLER, (I.K): Design Thinking, MJV Press, 1% edition,
RIO DE JANIERO, October 2015, p.122.

L MAURICIO, (V), YSMAR, (V) and ADLER, (I.K): Op.cit, p.122.
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2.3.5.1.Level of fidelity of prototypes:

A prototype can be anything ranging from a conceptual or analogous representation of
the solution (low fidelity), to assimilating aspects of the idea, to the construction of something
as close to the final idea as possible (high fidelity).

2.3.5.2.Techniques used in prototyping:

2.3.5.2.1. Paper Prototyping:

Is a crafted representation of the studied product based on paper it can be simple as
well as complex, depending on the level of fidelity, but it usually starts simple than by adding
more and more details as the process goes through successive iterations becomes more
complex . Paper prototyping can be executed with hands or with the aid of a computer.

2.3.5.2.2. Volumetric Model:
A volumetric model is a representation of a product with its final appearance this

model allows for 3D visualization to elicit assessments to adjust the product.

2.3.5.2.3. Staging scenarios:

It’s an improvisation of a situation or an experience which can present everything of
that interaction between users and the product it can be a machine or a person as a component
of a service transaction in order to improve and adjust the experience. Imagination and the
ability to improvise is needed for this technique ,Researchers are asked to improvise and
behave naturally in their actor roles to explicit all touch point of an experience and find a way

to improve it
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Conclusion:

We could through this chapter called “° empathy-based marketing °* have an idea
about the use of empathy in business and in marketing more particularly. We have first

defined empathy from a psychological perspective what is it and what are its main types.

Then we have seen empathy in marketing; where we have talked about its different
modalities; emphatic listening and emphatic conversations. After that we gave a deep detailed
look into its different tools; we have seen what empathy map is, explained its different areas:
sees, hears, says, does, thinks and feels. Then we jumped into persona creation process; we
saw the different types of persona and the different methods used to create them. And another

detailed look into customer journey mapping.

Then we tried to highlight the link between empathy and innovation ; by introducing
the design thinking technique ; which is an innovative problem solving process based on
empathy, we saw its different steps and explained the several techniques used through each

step.
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Chapter II: Empathy based marketing in the digital

transformation era

Introduction:

The first step to empathies with our clients is to understand their environment; how do
their lives look, with whom are they currently interacting, and especially to which era do they
belong. Understanding the current era is fundamental to reach complete empathy for all

clients in every domain.

This chapter is dedicated to understanding the current era; which is the digital
transformation era we will be explaining the main characteristics of this era to offer a better

comprehension of the actual clients.

In the first section we will talk about the digital transformation of business and
examine it in different areas, then in the second section we will give a deep look into mobile

technology and the use of empathy to understand mobile users.
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Section 01: digital business transformation

The emergence of new technologies have transformed our lives , our culture and even
our nature as a human beings, which has pushed businesses to transform as well to keep up
with their clients , not only by adopting those new technologies but further more by

transforming business models , business strategies and processes.

1.1.Digitization: The Straightforward Term

Digitization can be defined as ° technical process’” of taking information and
encoding it into digital form , so that computers can store, process, and transmit such
Information in numeric format, or binary numbers as zeros and ones . The digitized data is

used to automate processes and enable better accessibility.

According to Gartner’s IT Glossary, “Digitization is the process of changing From

analog to digital form”.

We can mention Converting paper-based texts or documents into digital form as an
example of digitization. It’s important to remember, however, that digitization is about the

data, signals and media objects (eg documents, images or sounds) conversion.

We can digitize paper but not an industry nor a small business. that’s where

digitalization comes up .

1.2. Digitalization:

Digitalization moves beyond digitization; but it is still closely associated to
digitization, digitalization essentially means the usage of more IT, in order to enable and take
advantage of digital technology and data; however the digitalization isn’t about changing the
way things are done, but doing things faster and better because data is easily and instantly

accessible; Leveraging digital information technology to entirely optimize processes.

Table 11-04: definitions of digitalization

definition Author

“We refer to digitalization as the way in

which many domains of social life are ] )
o o J. Scott Brennen, and Daniel Kreiss,
restructured around digital communication
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and media Infrastructures.”

> how people interact. As such interactions | Brennen and Kreiss thus
move away from analog technologies (snail
mail, telephone calls) to digital ones (email,
chat, socialmedia), both work and leisure

domains become digitalized’’

Digitalization is the wuse of digital | Gartner
technologies to change a business model
and provide new revenue and value

producing[1Opportunities,”

“It is the process of moving to a digital | Gartner’s glossary.

business.”

Source: developed by us with adaptation from different sources

1.3.Digital Transformation:

Digital transformation is a natural progression Enabled by technologies, digitized data,
and digitalized processes, more suited to this digital era. It’s more about the shift in strategies,

culture, and in the way of doing things.

Digital transformation 'as a consequence of technology development requires the
organization to deal better with change overall, essentially making change a core competency
as the enterprise. Digital transformation has the ability to deal with uncertainty and respond

quickly to change.

Therefore, we digitize information, we digitalize processes and roles that make up the
operations of a business, and we digitally transform the business and its strategy?.
1.3.1. Digital Business transformation:

«Digital business transformation is a fundamental change in organizational logic,

which resulted in or was caused by a fundamental shift in behaviors®».

!BLOOMBERG, (J): «Digitization, Digitalization, And Digital Transformation: Confuse Them At Your Peril»,
Forbes Article, April 2018.
2 1hid.
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It is the application of technology to build new business models, processes, software
and systems those results in more profitable revenue, greater competitive advantage, and
higher efficiency. Businesses achieve this by transforming processes and business models,

empowering workforce efficiency and innovation, and personalizing customer experiences®.

According to a study by the Massachusetts Institute of Technology, digital-
transformed businesses are 26 percent more profitable than norms. The challenge of
organizations today is to leverage strategy, culture and leadership to meet the potential of
digital transformation of business.

Digital business transformation is more about strategy than technology; it’s about clear
vision for the company's development, and then be supported by the unlimited possibilities of
these technologies that are related to the chosen strategy®.

Therefore we can Cluster transformation concepts into four constructs:

» Re-engineering: improving overall organizational efficiency while only partially
addressing the better engagement of the workforce;

» Restructuring: improving efficiency without necessarily improving the organizational
ability to achieve its long-term goals and opportunity capturing;

» Renewing: gaining improved efficiency, effectiveness and innovativeness through
employee empowerment without a clear focus on the desired results;

> Regeneration®: improving existing processes and fundamentally revisiting the direction

and portfolio of available opportunities

1.3.2. Approaches to exploring digital business transformation:

Digital transformation can be explored in three areas of business; business processes

consumer behavior, and business models.

SMCKEOWN,(I) and PHILIP,(G): «Business transformation, information technology and competitive strategies:
Learning to fly», in International Journal of Information Management, N°23, February 2003, pp.3-24.
4SCHWERTNER, (K): «DIGITAL TRANSFORMATION OF BUSINES», in Trakia Journal of Sciences, N°15
(1), 2017, p.388.

®Ibid, pp, 388-389.

SMUZYKA, D and KONING (A): «On Transformation and Building the Entrepreneurial Corporation»., in
European Management Journal, 13(4), 1995, pp.346-362.
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1.3.2.1.Business processes transformation:

The use of the newest and the different technologies is not enough for business digital
transformation; in contrast, it requires a deep change in business’s strategy and therefore
business process. Digital transformation strategies should be clear enough to take benefit of
the unlimited possibilities of the offered technologies.

So company-level digital transformation seems to hinge on a strategy perspective;
companies have recognized the need to govern this complex endeavor by formulating a clear

strategy and executive process steps to keep pace with the new digital era.

Figure I1-12: business processes transformation’

digital process
transformation

1
startegy
process
strategy
content
dg‘;?;g” types paths participants frameworks

Source: ISMAIL, (M.H), KHATER, (M) an ZAKI, (M): «Digital Business Transformation
and Strategy: What Do We Know So Far? », University of Cambridge, Working Paper,
November 2017, p.07.

Digital transformation is considered to be an overarching strategy guiding the entire
organization in its digital transformation path; its broadness requires different alignment; with

the company’s strategy and with the operational strategies.

TISMAIL, (M.H), KHATER, (M) an ZAKI, (M): «Digital Business Transformation and Strategy: What Do We
Know So Far? », University of Cambridge, Working Paper, November 2017, p.07.
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Digital transformation strategy Impacts Company’s in different segments and it aims

for transformation along multiple business dimensions: Corporate Strategy, processes, and

business models, products.

Strategic decision areas have to be incorporated into the strategy formulation process:

e Technological;
e Managerial;

e Organizational;
e Structural;

e Operational.

Fiqure I1-13: digital transformation strategy content®

/ Digital Transformation Strategy Content \
[ ]
Business Technlogical Customers
Managerial Organisational Structural Operational

\_

/

Source: ISMAIL, (M.H), KHATER, (M) an ZAKI, (M): «Digital Business Transformation
and Strategy: What Do We Know So Far? », University of Cambridge, Working Paper,

8 Ibid, p.16.

November 2017, p.16.
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1.3.2.1.1. Digital transformation strategy process:

To answer how companies transform; and execute the transformational strategy.
When operating in the digital world; companies have two strategies types to adopt either its
customer engagement strategy CSS or its digital solutions strategy (DSS). the first one
focuses on offering a unique ,innovative, customized and integrated customer experience,
while the second strategy DSS focuses on reformulating a company’s value proposition

through the integration of products, services and data .

1.3.2.1.2. Strategy Paths
When companies choose to start transformation journey; the most crucial thing to
define is the starting point of this journey. Up on this decision companies will cross different

strategies’ paths;

R

% The first path: the digital transformation journey begins with reshaping the operating
model by taking advantage of data and digital capabilities within the organization
before touching the customer experience through services and products.

%+ The second path: is controversy to the first one it’s about customer value proposition
enhancing, extending or redefining it with digital engagement before the operating
model.

% The third: transforms both customer value proposition and business model from the

start®.

1.3.2.1.3. Strategy Participants'®:

the old “divide-and-conquer” approach, where functions are working in silos to
optimize their individual performances, are not suited to digital transformation; people should
collaboratively experiment with technologies and embrace collaborations across functional

and organizational boundaries.

1.3.2.1.4. Strategy Frameworks!!:

Business digital transformation is a process that develops through stages, building on
one another as opposed to happening all at once ;table below identifies six distinctive phases
that can be applied to all of the frameworks, and also equip managers with a structured

approach while progressing from one stage to the next.

9 Ibid, p.22.
10 |bid, p.23.
11 |bid,
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Tablell-05: BUSINESS DIGITAL TRANSFORMATION STEPS*?

Phase Description

Initiation Understanding digitalization opportunities, threats and impact

Ideation Imagining transformation dimensions as options for the business

Assessment | Evaluating digital readiness levels and identifying gaps

Engagement | Communicating the vision and integrating the necessary people.

Implementati | Proceeding with the action plan in various domains

on

Sustainability | Validating and optimizing the action plan continuously

Source: ISMAIL, (M.H), KHATER, (M) an ZAKI, (M): «Digital Business Transformation

and Strategy: What Do We Know So Far? », University of Cambridge, Working Paper, November
2017, pp.23-24.

1.3.2.2.Business models transformation:

1.3.2.2.1. Business model definition:
Michael Lewis refers to the phrase business model ‘3as “a term of art.” And like art
itself, it’s one of those things many people feel they can recognize when they see it but can’t

quite define.

“Answer to two most important questions: who is the customer and what Does the

customer value” P. Drucker’s

The business model canvas that was first proposed by Osterwalder and Pigneur it is a
framework that provides support for rapid and efficient content documentation in the process
of identifying crucial components of an organization. Each area of BMC represents bunch of
specific questions to be answered. And the Process of filling out the canvas determines BMC

, uniqueness . It contains the following components:

2 1bid, pp.23-24.
13 https://hbr.org/2015/01/what-is-a-business-model/ consulted 10/05/21 at 1:30 AM.
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o key partners;

e key activities;

e Kkey resources;

e value propositions;

e customer relationships;
e channels;

e customer segments;

e cost structure;

e Revenue streams.

Figure II-14: Elements of the business model**

. Organization | | Client  EEEE—
Key Customer
Activities Relationships
Key Value
Partners Proposition Customer
Segments
Key
Resources Channels
Cost Structure Revenue Streams

Source: OSTERWALDER, (A) and PIGNEUR, (Y): Business Model Generation. A
Handbook for visionaries, game changers and challengers, PEARSON edition, France, 2010,
pp.18-19.

1.3.2.2.2. Business model digital transformation:
Transforming the business model is done through digital content to existing products

and services and introducing new digital solution.

140STERWALDER, (A) and PIGNEUR, (Y): Business Model Generation. A Handbook for visionaries, game
changers and challengers, PEARSON edition, France, 2010, pp.18-19
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Figure I1-15: Digital Transformation of the Business Model Morphology?!® (part 1)

1. Client/Client Segments

Base segmentation Segment-To-Segment
+ Individual Interactions
+ Business/Company + B2B Production| Service
+  Utilities Transactions
» Public Sector + B2C Production | Service]
+ NGO Transactions
+  Community/Group | B2C Portal |
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) B2C Content
Sub-segmentation
+ Demographics B2C e-Tailer
+ Geography/Reach C2B Reverse Sell
*  Market share/size [ c2c-P2PMarket |
| Drareyhese® [C2cp2p community]

Empathy

3. Value Proposition/Advantage

Products/Assets Self-Service
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Price/Vale
Differentiation VAR (Reselle
Disintermediation

Exhaustiveness

Exclusive Customization
Innovation
Eco/Bic/Earth/Sustainability
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Product-to-Service

Hyper Personalization
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Client Education
Safety/Security
SPAM/unwanted content
and contact Elimination
Gambling/Risk Supply

+ Networks and

+ Emotions | Experiences
+ Memories

2. Client Relationships

CRM
Digital ID |

Anonymous |
Personal
Communities |
(Micro/Macro)

Low touch

Lifetime care

Loyalty management
Rewards/Incentives

Affinity club
Uit [ Digital Public Trust_|
Compliance

Corporate Social
Responsibility (CSR)

Connectivity

4. Resources

Financial

Natural resources « Data ;
Organizational + Apps ﬁ
Fixed assets . Biometrics |®
Human resources « LIDAR 5
Datafinformation « Commercial ?
Intellectual Property . Community g
(Rights | Knowledge) . i

[Autonomous Transp. |
Open Source Softw.
[ Open API |

Source: Interpretation of Marcin Kotarba, based on OSTERWALDER, (A) and PIGNEUR,
(Y): Business Model Generation. A Handbook for visionaries, game changers and
challengers, PEARSON edition, France, 2010.

15Interpretation of Marcin Kotarba, based on OSTERWALDER, (A) and PIGNEUR, (Y): Business Model
Generation. A Handbook for visionaries, game changers and challengers, PEARSON edition, France, 2010.
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Fiqurell-16: (part02): Digital Transformation of the Business Model Morphology*®

Virtual Real

[Omni-channel/360° |
[ Touch-points/NPS | 020/ROPO

I

| PMIRIVY LW ey |

L L 611+ )| IECosystems | Sharing)|

Broker

+ Industry partnerships

+ Competitors Academia
» Non-competitors Venture Capital
+ Vertical | Horizontal

|Cross-domain Outsourcing
+  Supply chain alliances
* Innovation centers
Public and private
partnerships

Shared Services |

+ Revenues: Sell |
Rent | Lease
Costs

Capital

Risk Management
P&L/Returns
Balance Sheet
Liquidity/Cash Flow
Payment and
settlement

Cash | Credit
Transaction Mgmt.
Discount systems
Subscription

8. Financials/Economics

|_Risk Based Pricing |
| Advertisingas Core |
|  Affiliate/Referral
[ Prepaid

| RazorandBlades |

[Pay-As-You-Go

Source: Interpretation of Marcin Kotarba, based on OSTERWALDER, (A) and PIGNEUR,
(Y): Business Model Generation. A Handbook for visionaries, game changers and
challengers, PEARSON edition, France, 2010.

< Brief explanation for the new BMC version!’:

1. Client/Client Segments:

2.

v

v

The client domain was selected as a starting point for the discussion of the business

model (Table 1);

in line with the widely adopted client-centricl9 paradigm of contemporary

organizations. Primarily;

it covers the aspects of segmentation and also the relationships between the segments,

forming various configurations of mutual interactions in both standard production and

services, as well as transactions.

The following elements can be allocated to each ontology group.

The client relationships domain describes the nature of interactions that organizations

may have with their clients (Table 2). The relationships are described by several

parameters, for example, intimacy (anonymous to personal), duration (one time to

18 1hid.
YKOTARBA, (M): «DIGITAL TRANSFORMATION OF BUSINESS MODELS», in Foundations of
Management, N°10, July 2018, pppp. 128- 131-135-136.
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lifetime), span/reach (networks, groups), true nature (financial, emotion, or trust based), or
the level of regulations (compliance).

3. Value proposition/advantage:

The value proposition and competitive advantage domain is aimed at describing the
core elements that determine the principal purpose for the clients and client relationships and

distinguish a given organization from competition (Table 3)

4. Resources:

v" The resource domain describes key sources and supplies used by the business model
(Table 4).

v" The wealth of new digital resources presented above suggests that organizations need to
be increasingly aware of the changes they are bringing to the existing value chains.

v’ Traditional products and services (e.g., physical book or human financial advice) will
continue the migration to their digital equivalents, frequently superior across many
dimensions (e.g., user experience, availability, resilience, flexibility or unit cost).
Moreover, new digital resources will continue to emerge, either disrupting or creating
sources of value.

5. Channels and customer experience:

Channels in the business model reflect means of communicating and exchanging value
(products and services) with the clients (Table 5). This domain was extended by the author
with customer experience, which is becoming a core dimension of evaluating channel

advancement and their usability.
6. Partnerships, ecosystems, sharing:

The partnership domain describes cooperation arrangements between various market
participants (Table 6). The original BMC taxonomy was extended with the concept of
ecosystems (sets of interconnected organizations, usually sharing certain transaction and
communication platforms). Although various forms of partnerships existed at the dawn of
entrepreneurship, the digital transformation allows to create new types of partnership enabled
by the usage of advanced technologies. Instant connectivity and access to the ever-growing
sources of data support new cross-sell or cross-service opportunities.On the other hand, the
cooperation forms and settlement mechanism are becoming more complex and more

challenging from the legal and regulatory point of view (e.g., because of the allocation of
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responsibilities and indemnity). One of the key trends to recognize in this domain is the

creation of original ecosystems where new, digitally enabled products.
7. Activities/Energy usage:

The activities domain contains a description of core actions performed by the
resources within the business model (Table 7). In the activities domain, we observe two
primary trends. First, the evolution of well-established activities toward more digital forms
and new levels of advancement (e.g., marketing automation or cloud computing). Here we
should point out that some activities from Wave 1 served as a base for influencing other areas
of the business model morphology in Wave 2. For example, the supervisory control and data
acquisition (SCADA) concept that was developed in the industrial setting can be considered a
predecessor of the Internet of Things enabled in the personal world, mainly thanks to the
advancement in sensor and communication technology and costs. The second trend covers
innovative solutions that challenge current paradigms (e.g., safety of transactions is
guaranteed by a public distributed ledger rather than the core systems of large “trusted”

institutions).
8. Financials/economics:

The financials and economics domain covers the performance aspects of the business
model, expressed mainly in financial terms and also in the form of performance indicators and
systems of measures (Table 8). The financial and economics domain shows a strong
disruptive movement in the area of revenue generation. In Wave 1, the industry was first
exposed to business models that built their cash inflows on sources not related to their
primary value proposition. In Wave 2, this trend is further extended by exploring economies
of scale (collection of small fees from a large pool of users or identifying a community
interested in the service to the point of providing the financing for it). Another very important
phenomenon is the growth of concepts that abandon classical ownership and encourage usage

of a service/product only for the time or application needed by the client.
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1.3.2.3.Digital transformation of Consumer behavior:

The way people behave and think have known a tremendous change due to the burst of
digital technologies; the use of the different technology devices including - Laptops, Mobiles,
Tablets, and Smartphone has transformed customer’s lifestyle. And so their expectations from

products and services experience.

The shift in customer’s expectations and lifestyles generate a shift or we rather say
progress in consumer’s needs although customers needs and wants are analogous in the new
digital transformation era as well as in the ancient ages - health, education, banking, or
finance, utility services, retail, and transport are fundamental wants and attributes of the

humans.

However, the digital transformation world generates progress in our methods of
fulfilling those needs; our ways to communicate, transport people or goods, produce and

consume.

There is a transformation with a radical change in the way Humans meet their needs

or wants.

Figurell-17: Human’s Needs or Wants in a Evolving Digital World

Wellness learning culture transact moblllty

Source: SHRIVASTAVA, (S): «Digital Disruption is Redefining the Customer Experience:
the Digital Transformation Approach of the Communications Service Providers », Telecom
Business Review: SITM Journal, N°10 (1), September 2017, p.42.

BSHRIVASTAVA, (S): «Digital Disruption is Redefining the Customer Experience: the Digital Transformation
Approach of the Communications Service Providers », Telecom Business Review: SITM Journal, N°10 (1),
September 2017, p.42.
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1.3.2.3.1. Customer expectation’s transformations:

Costumer’s expectations are increasing day by day and it has become complex for
companies to manage these rapidly evolving expectations, clients today are hard to please and

they are becoming very exigent.
They demand 24*7 services including the next attributes:

o Seamless: Customer search for easy, smooth, and noontime consuming interactions, they
expect effortless transactions through the digital or voice channels.

e Stimulating: customer today is well informed and searches to compare several value
offerings of similar products. Companies need to focus on value-creating across their
entire client’s touch points rather than just pushing, selling, or promoting products.

e Sensitive: Businesses have the advantage of social channels availability to listen
carefully and actively to their clients to develop a deep understanding of what really
occupies customers and respond in ways that are intelligent and relevant to customers.

e Synchronized: real-time supported and personalized conversations between the
Customer and companies.

e Smart: customers expect companies and brands to be smart enough to Align with trends

to keep their experiences fresh and distinctive.

1.3.2.3.2. Customer experience:

Today CSPS; which are a tool of segmentation that has a significant role in providing
the connectivity and enable humans to use or consume the different services to adjust from
their wants (or needs) through interactive multiple channels(voice or digital). need to be in
incremental steps to align with digital trends and so with the evolving customer behavior
through enhanced Digital Customer Experience which is the Digital Customer Experience
Transformation (DCEXT).

DCEXT is a continuous improvement program and a long term strategic initiative in a
phased manner. It also significantly reflects the changes are expected in the business model of

CSP to adapt the digital disruptions and use it as an opportunity to transform and embrace the
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change to enable “Customer is First” culture in an organization to improve the long term

business profitability™®.

Digital customer experience maturity assessment is fundamental to assess CSPs
maturity level to define the starting point of digital customer experience transformation by
indicating the baseline of customer service provider communication, which depends on the

digital customer experience level of maturity.

19 |bid, p.47.



Section 02: mobile application and the use of empathy

characteristics we will give a deep look into one particular technology which is THE
MOBILE. In this section, we will be explaining this technology and especially the application

After understanding the digital transformation era and its businesses and client

mobile, of course with highlighting the use of empathy to understand its user's characteristics.

2.1.1. Mobile Characteristics:

Personal: the mobile is personally identifiable because it basically belongs to only one

person.

Communicative: the mobile can send and receive messages in different ways and

different forms
Handheld: it is portable and needs to be operated with either both hands or just one.

Wake able: both users and networks can awaken the mobile easily and quickly.

2.1.2. Mobile user’s characteristics:

>

Mobile: mobile users are not sitting attentively, they are moving, walking, or even
running. The user being mobile means that their social and physical environment is
changing as well, and their context is unpredictable except by the use of the
advanced technologies;

Interruptible and easily distracted: the user has broad sources of interruption from
the physical world as well as from the device itself; the user transition between
physical and virtual tasks is so easy that can reduce users effectiveness in both tasks
Available: in a controversy, the mobile user is easily available remotely, which
enables people to be more connected;

Contextual: the context of the user determines how he behaves, and ideally user
needs to inform the mobile of the current context so the mobile behaves in an
appropriate way;

Identifiable: devices are personal and they usually belong to a single person which

makes the mobile’s user identifiable.
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2.2.Mobile application overview:

Mobile applications®® are consist of software/set of program that runs on a mobile
device and perform certain tasks for the user. Mobile application is a new and fast developing
Segment of the global Information and Communication Technology. Mobile application is
easy, user friendly, inexpensive, downloadable and run able in most of the mobile phone
including inexpensive and entry level phone. The mobile application has wide uses for its vast
functioning area like calling, messaging, browsing, chatting, social network communication,

audio, video, game etc In large number of mobile application some are preinstalled.

2.2.1. User interface (Ul ) design of an application mobile:

Before understanding what the user interface design is; we should be defining
interface first; an interface is a space in which two or more objects can come together and

interact.

An interface is a space in which two or more objects can come together and interact. A
language, for instance, is an interface for two people who want to communicate ideas to each
other. The importance of an interface is obvious: it determines how successful and efficient
the interaction is. The term “interface” frequently comes up in connection with computers and
human-computer interaction. In computer science and technology HI this term can refer to
different things. Obvious examples of different interfaces are a user interface and a computer

interface.?®.

in our case; interface in more precisely about user interface and an application mobile
interface; However, user interface is the sum of visual elements, interactions and animations;

it’s about the texts users read, images and the buttons users click on.

User interface design decides what the application is going to look like. Which
color ,which schemes and how button shapes would be like ; so it’s about designing the

look and so the feel of an application’s interface.

An application’s interface needs to be attractive, visually-stimulating and themed

appropriately to match the personality of the app, So every visual element feels united,

RASHEDUL, (1) and ROFIQUL, (I): «Mobile application and its global impact», in International Journal of
Engineering and Technology, 10(6), January 2010p.104.

ZLWICKRAMARACHCHI, (P.M): « UI/UX User Interface & User Experience», Media and communication
Design: Department of Integrated Design, N°3, p.05.


https://www.researchgate.net/journal/International-Journal-of-Engineering-and-Technology-0975-4024
https://www.researchgate.net/journal/International-Journal-of-Engineering-and-Technology-0975-4024
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both aesthetically, and in purpose and also an application interface needs to intuitive to

offer to the user an effortless interaction.

2.2.2. What is user experience (ux) design?

The user experience of an application mobile; answers the how question, how a user
would use it and interact with it, UX design is in charge of determining how the user interface

operates, how easy or difficult is this application to use.

There are two scenarios of a user experience; either it’s a good experience where the
interface works well and feels smooth and seamless or its bad where the navigation or the

interaction is complicated, unintuitive, clunky, and confusing.

> Users have great expectations when they visit Web and mobile applications. They
increasingly want an experience that’s valuable, easy to use, aesthetically pleasing, and
emotionally satisfying. To retain and gain customers, it has to continually win their hearts and
minds by providing them with a compelling user experience (UX) that is useful, usable, and

desirable’’%2.

2.2.2.1.The Elements of User Experience:

Visual Design: like images, graphs and texts.

Navigation Design: elements that facilitate the user's movement.
Information Design: the presentation of information.

Information Architecture: structural design of the information space.
Content Requirements: content elements.

User Needs.

AN N N N N RN

Application Objectives.

2.2.3. User research of an application mobile:

User research or user study, is referred as an approach of early user involvement in
product (in our case an application mobile ) development, it is based on studying usability
experienced by users ; and that’s what makes the difference between market research and user

research ; market research studies persons as clients and customers while user research study

22 GUALTIERI, (M): Best Practices In User Experience (UX) Design , FORRESTER Edition, September 2009,
p.01.
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persons as users whom we can define as individuals interacting with the product, whereas a

customer is a person who pays for the product and buys it.

Customers and users have different motivations toward products, the roles are frequently
interlocking and both groups are important information sources and stakeholders in product
development.

It is believed that usability, customer satisfaction and requirements quality are
achieved through the early involvement of potential users in product development.

For a better understanding of user research we will tackle the two terms; user and

usability deeply next below:

2.2.3.1.Usability of an application mobile:
Usability is associated with these multiple attributes:

% Learnability: The system or the application should be easy to understand and to learn.

s+ Efficiency: The application should be efficient to use so that once the user has learned it,
a high level of productivity is predicted.

% Memorability: The application should be memorable so that the casual user is able to
return to the application after some period of not having used it without having to learn it

again.

/7
A X4

Errors: The application should have a low error rate so that users make the minimum
errors possible during the use of the application, and they need to have the possibility to

easily recover from them. Further, catastrophic errors must not occur;

X4

Satisfaction: The application should be pleasant to use so that users are subjectively

L)

satisfied when using it.

2.2.3.2.Users:
So Users can be classified into the three main types based on their experience with the

application, with mobile in general, and with the task domain:

1- The users’ experience with the specific user interface ( application ) user’s experience
level with the application mobile should be taken into consideration; it is a crucial dimension
that is first referred to when talking about user expertise.

2- The users’ general experience with mobile: this dimension also has a fundamental

impact on users and so on application interface design.
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3- The user’s knowledge of the task domain addressed by the application: except the

user’s experience level with a specific application or with the mobile in general, application

domain experience needs to be discussed too, to avoid painful experience caused by

nonfamiliar concepts, words or abbreviations.

2.2.3.2.1. Types of users:

A. Novice:

Applications should be well explained in detail for novice users; to make their journey

as a user, painless. Designers need to make everything clear by sending feedbacks and

opportunities. Application mobile should speak with the language of these users to seem

controllable for them.

B. Experts:

These users have rapid response time and will require short feedback and explanation

.for a painless journey, Expert users will look for less detailed explanation.

2.2.3.3.Tools used in user research

>

Interviews: User research is more about collecting quantitive data, that would be
perfectly gathered by personal interviews which are the most widely spread method when
having set the target audience of the product, and to get potential users involved into the
creative process.

Personas: With this technique, designer collects the data about the potential target
audience, its psychological and behavioral habits and creates an imaginary user with these
characteristic. Based on this data, the designer models users’ interactions with the
application and identify what would possibly please him and what would make struggle in
the process.

Surveys: Answering asked questions by users give the actual information enabling
designers to understand their preferences and wishes deeper.

Focus group: Popular method presenting the moderated discussion of the product, its
features, benefits and drawbacks within the group of people potentially close to the target

audience. Altering some characteristics of the group, for example, age, gender, education
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level, tech literacy, researchers can receive the variety of data and see how these features
can influence user behavior?,

» Task analysis: Understanding the task users want to accomplish through the application
enables designer to consider the fast and efficient ways to achieve those goals.

» Eye tracking: with the use of some devices; we track user’s eyes to pinpoint the most

important touch points with the application to take advantage of the most noticeable parts

> Participatory design: asking users to contribute at application creation.

» Clickstream testing: The analyses of the most clickable parts of the layout with the aim of
designing clear interactions and reveal the problems?*.

> Daily Reports: asking user to interact with the application for a long period of time , to
give him the needed time to discover the application .

> Desirability testing: asking about style and visual preferences

2.2.3.4.User research and empathy:

A basic question in user research is how to find out what users really need which is
pretty implicit because figuring out user needs of an application is not that obvious and it’s
not easily revealed because even the user might be ignorant. However, the problem of
requirement information from user can be attributed to poor communication between users
and designers and Misinterpretations between them The most frequently mentioned

requirements elicitation problems and empathy-based solutions are discussed below:

¢+ Users do not know what they want, or they cannot articulate it:

A difficulty is that part of the users' knowledge has become tacit through automation
(Mitchell and Chi, 1985; Wood, 1997). In well-learned tasks, much of the relevant knowledge
is no longer consciously available for the person and nonverbal skills and everyday self-

evidences are difficult to articulate®.

Users are unaware of the technical possibilities because they do not know what they

need, they cannot articulate the needs, because they are subconsciously experiencing them.

23 https://uxplanet.org/user-research-empathy-is-the-best-ux-policy-5f966ba5bbdc consulted 10/05/2021 at 2PM.
21bid.

BKUJALA, (S): User Studies: A Practical Approach to User Involvement for Gathering User Needs and
Requirements , Helsinki University of Technology, Department of Computer Science and Engineering, Finland,
2002, p.18.



https://uxplanet.org/user-research-empathy-is-the-best-ux-policy-5f966ba5bbdc%20%20%20consulted%2010/05/2021
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Therefore, the challenge is not to make user explicit their needs but to study users and

their activities in their environments and uncover their unspoken knowledge.
Thus, can be perfectly achieved through the following empathy-based marketing tools:

v' User empathy map: tool discussed earlier, it allows designers to watch and
understand the worldview of their users. In addition, it helps to identify key insights
and understands target personas better. Knowing how the end-users feel, what is he
thinking about what does he hear and see helps designers to perfectly jump into the
user’s environment and explicit the subconscious knowledge and the tacit data.

v' Journey map: can be a great tool to explicit user’s needs, designers have a limited
amount of time to prove to users that the application is worth the download and can
help them accomplish what they want before they lose interest.

So UX and Ul design challenge?® is Turning first-time users into long-term customers
and this requires an analyze of where users are coming from and what they want to do and

that’s what journey map aim to answer.

Questions to map user’s digital journey:

e Why did the user open or download the application ?
e Isthe application easily understandable?
e Does the user take a long time to accomplish his goals?

e How does the user evaluate his experience ?

+ There are too many users to study:

One fundamental problem in creating any product and especially application mobile is
identifying the customer. In addition, it’s impossible to meet all potential users and adjust the
application or the product upon their preferences; therefore empathy-based marketing tool is
needed: creating an imaginary persona is a perfect solution, for which we need to gather the

maximum data of our potential users and use it to create a persona.

26 https://www.appcues.com/blog/user-journey-map/ consulted 05/05/2021 at 2AM.
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Conclusion:
We could through this chapter called ° empathy based marketing in the digital
transformation era °’ understand this current era; and more precisely in the context of

business.

We have seen the shift in business model, business process and the consumer
behavior, how businesses are being more clients centered and how the client is being more
exigent and hard to please. How his needs have progressed and how his expectations are

getting higher and higher.

Then, in the second section we talked more precisely about mobile technology, mobile
users characteristic then we jumped into application mobile and we spotted the light on
method used to improve these application mobile, called user research which is based on

empathetic marketing tools.



63

Chapter lll: Empathy-based marketing research to improve user

experience of an application mobile

Introduction:

We have seen in the previous chapter, what is empathy based marketing and what are
its tools and modalities then we have highlighted the link that exist between empathy based

marketing and innovation by introducing the problem solving technique : design thinking.

Then in the second chapter we described the digital business transformation, by
showing its impact on client nature , and behavior. Then on business process and business
model. And then we gave a detailed look into mobile technology and we spotted the light on

the use of empathy in the improvement of an application mobile.

The third chapter is a combination between the two previous chapters; a mixture
between psychology, marketing and technology. we will conduct a marketing research based

on empathy to improve user experience of an application mobile >’ APOCE”’.
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Section 01: presentation the company Brenco engineering and consulting

In this chapter we will give a brief presentation of the company and its products and
services. Then, we will present our research methodology and goals.

1.1.The Host Company: Brenco engineering and consulting presentation®®

Brenco is an Algerian consulting and engineering company specializing in market
intelligence, business modeling, design thinking, and supporting organizations based on
human-centered strategies.

Over the past 5 years, Brenco has shown a strong commitment to the development of
the Algerian start-up ecosystem, through the detection and support of entrepreneurs in the
digital industries, food processing, and recycling.

For Brenco, the children of today must and will be the green and social entrepreneurs
of the future. Brenco has therefore decided to integrate people and nature into the training

activities and concrete projects that it has undertaken.

Since 2017, Brenco has introduced more than 1,500 young students to design thinking,

business modeling, green entrepreneurship, and business creation voluntarily.

Brenco, develops partnerships with Algerian and regional actors to have its capacity to
support entrepreneurs, allowing them to participate in international training, exchanges,

competitions, and fundraising activities.

1.1.1. Brenco engineering and consulting services:

1.1.1.1.Market research and feasibility:
Brenco is specialist in Qualitative and quantitative market studies, opinion polls, focus
groups, mystery shopper surveys, marketing feasibility, and social-economic studies. The new

projects to test an idea and reduce uncertainties, and control risks.

1.1.1.2.Digitilization strategy:

Brenco engineering and consulting helps companies to build digitization strategies.

88https://brenco-algerie.com/ (consulted 27 .05.2021 at 3AM) by adaptation.



https://brenco-algerie.com/

65

1.1.1.3.Conceptual reflaction:
Brenco engineering and consulting support companies in the conceptualization of their

new products/services centered on their internal or external customers and their needs.

1.1.1.4.Internet of things (ido):
Brenco engineering and consulting have developed expertise and technological
solutions that assist companies in their activities and their development.

1.1.1.5.Virtual and augmented reality:

Brenco engineering and consulting supports companies to create, live and bring to life
virtual and augmented reality. She offers Professional indications, training, virtual tours,
gamification, disease simulation through the use of virtual reality and augmented reality.

1.1.1.6.3D Printing:
Brenco engineering and consulting helps companies prototypes at O logistical and
financial risk with the use of 3D scanning and printing equipment.

1.1.2. Brenco engineering and consulting Products:

1.1.2.1.Immediately by Brenco:

RightNow by Brenco is a white-label cloud solution (Mobile App & SaaS) that will
allow companies to offer a new UX user experience to Customers or Citizens through this
communication channel that everyone wants "Mobile First User”. RightNow by Brenco will
allow teams to manage everything via a SaaS designated for this purpose. "*Make your

strategy data-driven™

1.1.2.2.The Digital Market-Place des Espaces Office

The Digital Office is a platform as well as a mobile application that will allow
companies to find a space to work, organizer of a meeting or an event throughout Algeria.
The application is also a way to make companies spaces profitable by setting up a location on

the platform. ©See your space differently”’

1.1.2.3.CityLocker logistics 10T solution
Citylocker is an intelligent delivery solution based on connected cabinets (10T / 1oT), a

mobile application for order tracking, and a Saas for logistics process management.
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Figure III-18: Brenco engineering and consulting swot analysis

strength
the possession of skills in several areas;

« the human-centered business strategy.
* reverse engineering.
« the talent acquisition policy.

« the company's startup culture; responsiveness,
speed, innovation.

« the business's passion for sharing knowledge
* Innovative product proposal.

« involvement of the company in relationship
marketing.

* strong corporate involvement in customer
retention and loyalty.

* presence of the company in the field of
engineering and consulting.

« strategy of the lack of clarity of the company.

» teleworking (a mastery of communication tools;
slack Trello zoom)

* good internal communication.

opportunities

1. Brenco engineering & consulting is ki
the world of startup entrepreneurship and
innovation.

2. The presence of Brenco in several Algerian
cities.
3. Creation of a labeled incubator.

4. Strong growth in the digital and technology
market in Algeria.

5. Strong growth in the digital and technology
market in Algeria.

6. Strong growth in the startup market in
Algeria.

7. Partnerships with several national and
international companies; Mobilis, Efe,
SEAAL, Memac, EIFFAGE, Algeria telecom.

8. Proposal of innovative products.

o

swot
analysis

Weaknesses:

1. absence of the sales department

2. poor team collaboration and management.

3. a very limited number of employees which
puts pressure on them

4. lack of communication of the strategy
internally

Threads

1. Strong competition in the field of
consulting

2. Competition in the field of technology
3. Arrival of new entrants on the market.

/

Source: elaborated by us.
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Section02: Study representation

After representing the host company Brenco engineering and consulting and its
different products and services and also the company’s SWOT analysis; in this section we
will first present our research methodology and goals then we will present the research.

2.1.Research presentation:
2.1.1. Project brief:

¢’ this project is collaboration between the Algerian organization charged of clients

rights protection > APOCE °’ and the host company Brenco engineering and consulting.

lately APOCE started getting so many claims , where came the need to digitalize their
process by creating an application , that would make her work more efficient , rapid and less
tiring and in another hand that would facilitate the claim process for Algerian citizens.

Brenco developers worked on creating the application and we contributed at
improving its user experience by proposing options to add on this application in hope to

Reinvent claim process and make it less painful to the user *

2.1.2. Project’s ecosystem definition:

First step and the first thing to define is ecosystem where our project will take place:

Figure I11-19: Project Ecosystem Presentation
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apoce
organisation

20 company
interviewed b.r encq
S engineering

and consulting

Source: developed by us

2.1.3. Research methodology:

We have worked with quantitative research method where we conducted one to one

interviews with 20 people each ten of them represent a sample:

A. The first sample: young people from 20 to 27 years old students and fresh graduates
because we esteem that they would be familiar with the use of technologies especially
mobile . And for the context of claiming, this generation express them self easily
especially through social media therefore, they believe in the efficiency of posting a
bad comment and they believe that their voice has a certain weight.

B. The second sample: old people from 50 to 68 years old, they have different mentality
from those of the first sample, they are not so much into self expression, and they are

not familiar with the use of new technologies.

We have conducted these interviews; through zoom platform, because our sample was
chosen from different cities to make the research richer by knowing the different mentalities

and behaviors of different environments.
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Each interview lasted for 40 minutes to one hour, It depent on the nature of the

interviewed person; some of them were talk actives and others were straight to the point .

Along the research we tried to stay as passive as possible, to not to guide the
interview toward a certain answers nor to control or effect their thoughts or sayings. We
made sure to let the person speak freely by choosing to conduct the meeting in the language of
the interviewed person, because our ultime goal was to make them comfortable, to help us

get useful insights into their perspective.

We have also used the emphatic listening and emphatic conversation techniques; by
not adding any new information, but only reflecting their sayings to assert that their talk is

being well understood.

In addition the interview was not directive, nor direct we tried to ask broad questions,
and we also made sure to not to tell the goal of the research; therefore they were answering

the givens questions without knowing the goal of the research.

Qur interview questions were divided into three parts:

1) The first part: it was an ice breaker , we asked the interviewed person to comment on an
image , just to make him comfortable.

2) The second part: in this part we asked indirectly what would keep people from claiming
and what would motivate them to claim in both virtual and real world.

3) The third part : in this part , our focus was shifted on the interviewed person journey
with claiming, we asked them to walk us through a story that happened to them where

they claimed or had to claim , but they did not.

2.1.4. Samples presentation:

Figqure III-20: sample gender presentation:
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Gender

H male female

50%

Source: Developed by us

Figure III-21: sample’s age presentation

Age

W 20-27 years old 50-68 years old

50%

Source: Developed by us
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Figure IT1-22: Sample cities presentation

Algerian cities

H relizane
M oran

H BBA

B setif

M bejaia

© batna

= bel abes
blida

M algiers

Source: Developed by us

2.1.5. Empathy maps presentation:

To every interviewed person we mapped an empathy map; to go straight to the point
we gathered people who has similar empathy maps in one map and kept only those who are
different.

Then we conducted an interview with Apoce organization members and we have built

an empathy map for them as well.

We present down below empathy maps:
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\
6} what does he think? GOAL Z4OW DOES HE FEEL ? |
1. We must not remain passive with companies on the other hand with 1.FEAR THAT the problem grows ‘
individuals . ! P s
sometimes it is necessary To remain passive because we don't know the persoJ 2.fear of falling with a dangerous ‘
in front of us i person. }
2. We should only claim from people who have a culture of protest 3.when a problem rocks my nerves | |
3. You must not put your life in danger because of a C?Iafm \ talk.
4.
. = \
You have to get your right / @ ) e i
PAINS GAINS (3.) What do they SEE?
[fearing the other person securlty Lahouassa rachida
B - \ 60 years old
(ss\ What do they HEAR? = A retired mom
o [\ \ FROM Borj bouaririj
| HAVE heard that apoce ‘ C @ \What do they SAY?
have already panalized \,,../ ' ) i !
% S [ | 11am against passivity with big companies who are educated
traders by closing their \ ~—__/ people and aware of
shops their rights and what they do.
) 2We do not know who we are talking to, it could be a drugs
. / addict person.
Whatda they 05 X, 3With individuals, | prefer to keep quiet because you don't
g know who you're
e S S, dealing with.
. 4.Th I though they k that th th
1. claim on the spot. 4 czr;;]r:irz:’;p e even though they know that the person they
2.1 threaten people to have my right. from i useless they claim anyways.
3.1 prefer to speak with the person if they :;:‘:f;ggzd;u‘y°::ezﬁ:k:£vwe
canno_t h_ear me | call the 7. If apoce wont fix me the pim, I will fix
association. it myself.
Source: elaborated by us
<, .
« Karkatou yahia’s empathy map
think-and feet

’? what do they think
"1, It's a personality trait there are people who are
ready ta claim anything and everything, they are
usually old peaple
2. When we claim face to face; we risk entering
~.._  into conflicts with the ather persan
3. the way of cleiming reflects the n

S

.

— Yt
ety ot o \tf screen

2 how do they feel
1. The fear of entering into
conflicts
2. | feel free by claiming behind
-

- sot:ie%lhat cannot be found /e/lsevfhere \\‘ // "3 What do they SEE?
& What do they HEAR? .
L . I N
e |._ 7. }jpains and gains
1. The Algerian, when he \\\_.-" -
enters the social media he P Al student life
starts to insult and say | [ 24 Id
whatever P years o
N f '|
5 : i { 1 [}
2. In Algeria, there is unfair | & vy
competition; competitors ] I A
- o —
1
who remm ,to their | S— 1. When | enter the foreign
competito r's pages and \ ~_ sales site | find respectful
post negative comments ) What e ioug s and festings migH ot el betaar? ) comments
L / 2. Behind the screen |
N - speak freely
. ‘\-.H ’/
{ 5.:: What do they DO? h —_ \
- 1. 1 am active on the apoce page, | post negative comments to .
those who deserve them and postive comments to those who g
also deserve them. .
2. I don't buy unless I'm sure of the product and the quality. ™.
3. | measure my chances of winning the claim when | see from S
the start that | have no hope of being reimbursed | don't give it a I
chance. \\|

Source: elaborated by us
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lahouassa houda empathy map

(/'lw what does he think ?

1. Complainiﬁg/is a waste of energy.
2:
complaining.

3.  People complain through social media to tell
others the truth and to push companies to improv:
product.

4.  Not feeling heard or not seeing result keep
people from claiming. /

/

L2

GOAL

Time and energy are valuable than to be spent on

—

eir

/ n%ﬂ)'g%g sure of

hesitate

.

\

6)

&/ What do they HEAR? ( C/
\
\\_/

In Algeria they don’t :
hear you .

// ( ; ) What do they DO?

3. | criticize on

restaurants.

results makes me

\7

2. | comment negatively.

@cmus AND PAINS

social media , especially the

GAINS @

ass

——

73

HOWD

1. When | feel angry | speak.

2. | don't like getting into trouble.

3. I'm afraid of wasting my time and energy and in the end
without result.

4. Being sure that my claim will bring out a change

ﬁnot}iv:‘:es me to claim.
5.1 't really feel that | am being listened to.

6. | feel free behind the screen. | get upset so | don't try to
get my rig|

What do they SEE?

ert her Lahouassa houda
26 years old

fresh graduate
O Borj bouaririj
a What do they SAY?
\1\/
N keep quiet to avoid problems.

?Why bother if nothing will change, better keep quiet
. Loss of energy.

4. When the person believes they can make a change, they
complain.

5. When one person leaves a negative comment other people will
avoid this service, and the companycan improve their product
too.

1. Nothing prevents

me from claiming on the networks.

1. When a service

answers me, | know they are pretending to listen to me but they
are not

actually listening to me.

P

Source: elaborated by us
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0,

* Riache mohammed ali’s empathy map:

2
@ what does he think? GOAL HOW DOES HE FEEL 71.
5 ” -
| believe that complaining process will always gomplammg process it tiring.
remain tiring.
2. | don't want to waste my time.
| believe that we are heard and the message will 3.
bl S I'm afraid my complaint will go viral on social media.
4,

We must talk

4,8 e It encourages me when people push me to go and
Time , energy are more valuable to be spent on claim.

complaining 5,

5 - PAIN AND GAIN When | feel determined and fully conwi

:;ommepts going viral keep the people who wants i have the right , i claim,

o remain discreet from complaining. PAINS GAINS B Wit o they SEE?
6 (3 ?
Having people \’Nho encourage you to go complain fear that my claim would go CO mfort hlm ahmed ali riache

‘ i factor, viral
W fresh graduate
(6.)  wnat dothey HeAR? a\ O \ 25 years old
2 3 [ from setif
1. Without me calling | know | C Y
they won't answer \\ ; *\DJ What o the
me So better post a status = ‘/ 12 T’?e rr;gssa%:‘vyill arrlive in: way ?fr arlother.
y . Negative criticism always have effect .
!Nhere ev?ryone wil 1. It's not good to keep silent and be passive
interact with me. 2. Criticism or feedback helps companies improve
/) their products or services
3. We don't claim because we don't want spend
What do they DO? / our efforts on problems, we have no time and we don't want
et 1 1 ~ 5 to appear we want to
1' I Cr|t|C|Ze ar Alge"e \"\»\‘ /_.,/ remain discreet because some claims go viral,
i i TN 4, The client must contact the company directly
SOCIety on SOCIaI networks and leave the assoclation as a plan B.
i 5. We do not claim because the process is tiring
3. I rarely claim but when | o s ol e
do |t IS because | 6. It may be that friends urge us to go and
claim.
have every nght and | am 7. People prefer social media because information spreads
i immediately.
able to convince |

Source: elaborated by us
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+ Lahouassa laala empathy map

f?) what does he think? GOAL ,Z,HOW DOES HE FEEL ?
;_- I Tth‘if_\k P_e:PIe sh9;|d :}aifnt-h " — 1. People feel free on the networks.
. aKing Into consideration the other person circumstances 4
ke s from complaining, 2. FEAR gf hurting others keep us from
3. We need to claim through legal ways . __—————__complaining.
4. P "8. Fear of claiming when we don't really
I think claiming should have place only when we are suré to :
Pl l/ have the right.
5. Ithink it is meaningless to claim though soT: Imedla\\ %) PANAND GAIN X g—
/" PAINS GAINS \ 7 g -
[ . i | Lahouassa laala
\" fear of hurting ~ security s Vours ol
(&) Whatdothey HEAR? L others |\ A retired father
o N\ |\ FROM Borj bouaririj
. | \
They listen to us . \ C/ R e ey
A€ |

‘ j,‘“ 1. You have to claim until the end
] \\ 2. We don't claim when we don't want to hurt
\ ‘ ) others

@  vinet do they 07 3. We protest with companies through legal ways.
- / 4. The person must claim where he or she can
e succeed to get her right .
1. in case where the person t5h We <':1Ita;m where we are completely sure that we have
: e right to.
re_fuses to listen to me | go to Trade 6. For me complaints via social media are
Directorate meaningless.
7. You should contact the establishments

concerned directly.

Source: elaborated by us
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+* Naouel ouabdesselam’s empathy map

('1 \> what does he think ? ‘

2. ) HOW Does he feel

1. I'm get sick of their games ‘

1. I'think social media makes us feel more GOAL LTOR A e g,
: . | am afraid of being judged.
(2:omf|o {'t‘?b‘itefto (_:omptlﬁln, iud tk f 3. I'm afraid to find myself alone. 1
‘ ink fearing other’s judgment keep us from | 4 Imafraid of appearing weird
claiming 6, I'm afraid of being attacked |
3. Ithink our society pushs us to keep S|Ie9t/ 6. Ifeel the shame in reality more than on the
4. |think that there will always someone/dse "EfWOYkS |
claim at my place ) 0AINS AKO PANS \ ‘
PAINS GAINSf h \ \.3,/ What do they SEE?
~om
\ fear o' ort her | ’ Nawel ouabedslam
| i 20 years old
~ judgel
(8.) [\ J g fa \ Student
\_/ What do they HEAR? \ C \) \_from ORAN
. In Algeria, complaints are not R 2t “ What 3o they SAY?
taken care of. \ T
2. Everyone tells You it's not my \ . Whveam on the networks ] am more ComeI'table
responsibility 5\ 2. | cannot claim out loud
3. When | call they will not answer 3 yrd N 3. If | attack a brand they will say | want to get \
me Pi N\ famous \
4, It takes time; the complaint /// .9 4:0n the networks you will not be judged as much.
procedure " () What do they DO? 1 1.lamnot the type of person who claims. ‘
' 5. You will find them close} ‘ 2. We got used to being silent
i 1. If the campany repeats 3. We do not have the initiative to protest because
5 5 3 , we always say that no one is going to hear us until |
| P 3 the same mistake | will | someone decides to speak and everyone follows him.
P : 4. Another Person will do it
7 claim e
£ . —

Source: elaborated by us



++ lahouassa donia empathy map
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,// needs people with her
|
_/ What do they HEAR?

In Algeria The claim
procedure is not rapid

/ Py — I
\

5,) What do they DO?

A negatively or complained.

m what does he think ? ‘ (5,) HOWD .
1 L4 GOAL 1. | feel lazy to go and claim.
The slow complaints process prevents people from 2.I'm afraid that the person /
going out to complain threatens me. /
2, 3. when | find a lot of people »
Relationships prevent people from complaining o talking about it, P
3. & \\itpushes me to talk too. A
Fearing the person's reaction keep us from /72 What do they SEE?
claiming \ \ 3 /
4,
The large number of people complaining pushes us GAINS AND PAINS y P Lahouassa donia
to complain too . v
PAINS GAINS 24 years old

people support

1.1 have never commented

fresh graduate
Borj bouaririj

|

O -
J

K/

1. Preferably the person claims to improve their

roduct

2. | have never had a bad experience that made

me claim

2. When we know the person we do not want to

complain and cause him a problem

3. When we claim there is a possibility that the

person threatens us

4. When we find a lot of people talking about it

automatically we feel touched and pushed and

it motivates us to talk about it

What do they SAY?

Source: elaborated by us
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<+ Amouri mohammed abdessamed

[
@\

‘ 2,) HOW Does he feel

‘ _ . ( 9 Wwhat does he think ?
1.Ith|!1kweshouldntbesxlem ) . \ ) o GOAL 1 |d th |th t" |' ' dt
2. | think you have to make a claim when it comes to precious things like time and . Laont reel that Iam listeneda to
| - " 2. | feel that | am more
3. I think businesses are not listening soient in claimi h
4. I think there is a real communication problem in Algeria —s efficient in ¢ aiming on the
5. | think social networks are effective in making your voice heard P BT . networks
1. I think a complaint always creates problems. q : .
2. | think there are some lttle worries that we can ignore. \3' I'm affaid to find "!yself
3. It all depends on the cost of the complaint, we decide to speak or be silent/ [ ﬂf{e onIy one who claims
4. 1f a person claims against a company they will be alone because / 4 J/ sidhion \
this is the first time that this has happened. / GAINS Y \
5. | think that we should leave the association as a second plan / PAINS \ 9 Whetdo they S22
[believesthat, »pomfort him amouri Abdessamed
\ complai ~ 26yearsold
@ 7 T \ fromsidi bel abes
(©.) What oy Hearr | \ Employee
1. In Algerian, people do not have the \_/ [ &) What do they SAY?
culture of protest. \‘ ]
2.they do not respond \ /1. When it comes to the law | have to claim.
o b maalt il 2. When it comes to my safety, time: | claim.
3. When we clamin eaity we il find \ /3. Businesses do not respond and f they do, they respond out of the
ourselves alone \ / qme
4. When we cal °Ut'N° one will hear / \ /" 4. They just pretend to hear us but n reaity they don't.
us, there will be no impact —_ 5. Community managers and customer service people are poorly
// (2 What do they DO? e trained
ya S . 6. The only way to make your voice heard is through social media
Ve 1. I call if | am not answered 7.1 will not contact the association for a small matter; it is not worth it.
// | comment. 8. A rant will have a big impact,
7 2.1 ask with kindness. 9. They will forget you, even if they answer.
/ . d. e . On the networks a single comment, will be seen by hundreds of people
y 3.1go to the business first g "
/ vy : 10. People clamor to raise awareness and influence others
S/ and if that d99§"t work I go 11, they claim so they will get fameous
to the association. 12, they claim to Tell the truth

13. they claim to recover their rights
14 they claim to Improve the service

Source: elaborated by us.



+» Toudji halima’s empathy map
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() What does he think ? (2.) HOW Does he feel
( = GOAL *‘
1. The presence of people can prevent a person from 1. We are afraid of society; because it imposes certain things on us
claiming. 2. | feel it's not good to go and protest in front of people ‘
2. The weak character of the person can prevent him W 3.1 don't want to hurt another person
from claiming. =l “._ 4.ldon'tlike to criticize in front of people ‘
& 5 P / . 5.
3. Despite technological development, fears are still Vs \ ) |
= “Eear of judgment and the gaze of others
there. 4 (7 GAINS AND PAINS \
4. Suffering can make people go out and claim 4 e \
5. It's not ethical to go out and protest on anything ~ / PAINS GAINS q \ 5) What do they SEE?
6. Social / security and| ' ' HET
media is the easiest voice to claim because fear. of freedor);w TOUd_J' halima
information spreads quickly { society \ A retired mother
e 50 YEARS
\ (/ \ Relizane
~ \»,-—/‘ ! 4.) What do they SAY?
('e) What do they HEAR? | | .
\ ——/ 1. When the product is dangerous, has caused
The /\ , me a problem or is harmful
person who claimsisthe / tomy health| claim.
\ 7 2. complaining in front of people

bad guy in our somety/ /5 idaiheriis ™

1. | always give another chance.
o 2. | always take into consideration
Z the other person and their situation.
/ 3. | claim when | suffer so much and
P when it touches me deeply.
- Sees:

can sometimes be a good thing, sometimes not.
%
When it comes

to health: this is a good reason to go and ‘
complain on the networks

2.

When the ‘
product is not harmful enough: only to lose

customers ‘
3.advicing doesn't work with everyone ‘

Source: elaborated by us.
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+» Louzzani redouane’s empathy map.

(2 What does he think ? i | () HOW Does he feel

GOAL 1. I'm afraid | will find myself ]
1. Ithink it is not ethical to claim anonymously. quilty. |
2. | think sensitive people refuse to claim; unless the 2, Complaints become fun on
case is very dangerous. — social media ‘
3. When the other exercise pressure on us ; it keeps us «._ 3. Fear that the other person is
fromch:im;nsi. o ok i HE “putting pressure on us
4, I think claiming through social media, is fun. 4. 1don't hurt others
5. | think some people want to show off through social / »’\7.‘) GAINS AND PAINS Q\

media by claiming. / N \
J ¢ / PAINS ——GAINS 1\ (5) What do they SEE?
[ sensitivity municate| Louzzani redouane

\‘ Keeps him importance 58 ans
' \ from claiming faim from relizane

\sj What do they HEAR? “ {,-l \’ \"x\‘ retired father

N | 4. What do they SAY?
{ |1 Anonymity prompts people to go
\ T/ outand claim
\ 2. | cannot criticize by
/\\ / preserving my anonymity; it's not ethical,
w \, / 1. 1 am sentimental | cannot file
Vel \ o a complaint unless it is something serious; when it is bad for your health, you
7 3 have to file a complaint
2. Family or neighborhood
relations prevent me from claiming
Fd 3, When we really feel like a
i victim, we claim,
/ 4. The other person is putting
/ . . : pressure on us that prevents us from going out to protest,
" heavoid claiming when it 5. ith socianetwors
S becomes a game
comes to the people he 1 Peopecam because they vant
g to assert themselves and show off via social media,
/ knows 2. Advice is better than a
Ve complaint.
/ 3, A high likelihood that People pushed
that person to go and claim.

Source: elaborated by us
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1. Clients trust us (1) WHAT do they think ? .
2. Clients know very well that oursSsociation doesn’t diffuse their GOAL 1.
informations g

4. Before Hirak , people used to fear claiming but now they have

3. Clients know that we are here for them , and to protect them ‘
became fearless

What do they need to DO?

Clients feel free when talking to us

2. They feel comfortable o

3. They trust us ‘

= n s ) % . . . o ‘
5. Clients know that we can advice so they come to get our advices. 2 Siie TR 4. rh(‘.\ an t feal’ ‘hat we mlgh‘ dlﬁuse (hl?ll' S o

6. When people talk to the person first then comes to us , their clim

will have more /
weight /
7. Some people think that its our responsibility to protect them , they /
forget that we

do this for free,

8. Iprefer that the person who fear consequences won't come lmMm

"\ What do they THINK and FEEL
M

because law is / PAINS GAINS d l
the law and we have no other clue other than respecting it.
9 Thrl:nmrd lunl\m:lw that :I;:nlhx Iuln p‘:'::I:Tll:lh:;L Ill\u can ﬂllhcy d()n[ see [he redl lnlr() uce [ 1C
ythi AR
i A personna etected
f‘ C personna
‘ Wby

o What do they HEAR?

1. They know about us \

2. Weare famous enough \ b
3. They know our president and trust him he "\ /
have talked on tv too many times P L /
4. We have a good reputation ] /

g,) What do they DO?

1. People often choose to talk with the person

first then come to us y

2. There’s kind of people who claim near the person with .
whom they are having problem , and near us too .

3. WE listen carefully.

4. We always try to sympathise with them,

5. We always try to make the person comfortable and make
them trust us.

6. We give our time and put our efforts on every claim we
receive,

. informations

5, They are determined
6. \They come to us to comfort them _~ ;
7. Thev feel heard and listen to

8. Thf‘ feel thankful and grateful for us

/

./ 3. ”
P What do they SEE?
,,

/ /

What do they SAY?

1. They often ask us whether we will diffuse their
informations.

2. They often ask us about how we are planning to

panish that person.

3. They often ask us about the consequences of their
claims and want to keep us in touch

with every shift that might happen.

4. They call us sometimes to thank us for our efforts. |
5. Our ultime goal is to let Algerian citezens know

about their rights.

6. The people who come to us are very determined

and want get their rights with any

cost.

7. Only those who have a false claim leave the claim ‘
procedure, J

Source: elaborated by us
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2.1.6. Persona creation:

After conducting interviews with normal Algerian citizens and presidents of APOCE,
it appeared that we have three types of persona:

a. Imaginary persona: that we would call Mohammed. through the interview with the

Apoce president, we tried to visualize and write down the characteristics of the
imaginary person that APOCE is unconsciously addressed to.
b. Detected persona: through our interviews, we could detect two personas each one

presents two segments and two types of people in claim context the first one we would
call Kenza because the interviewed Kenza represents the most the first segment. The
second persona we would call Halima because the interviewed Halima represents the

most this second segment.
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2.1.6.1.Imaginary persona presentation:

Figure III-23: Imaginary persona presentation

mohammed

brief about mohammed the imaginary personna

D mohammed iz a very determined person whe wants to get his rights at any cost,
sometimes even when he doesn't have the rightto.

Age he trusts us because he has already heard about us and sawus on TV.
25to 34 years o . .
our president iz famous encugh and he trusts him and knows that he iz a correct perzon,
Highest Level of Education he doesn't really have fears toward us because we make him feel comfortable, and he
Master's degree (e.g. MA, MS, knows that we would never diffuse his information o he feels free with us and he freely
let thingz out of hiz chest.

Social Networks
Thiz person doesn't search to know about the consequences of her claim, becauze he

o believes that [aw iz above us all and it should be respected.
Sometimes she wants to keep us in touch with consequences of her claim whether it iz
good orbad .

She often thank us for our efforts and ourtime, and che knows that we are a non prefit

asseciation o he iz patient with uz and he knows that we help for free zo he tries to help

us too by making the procedure easy forus.

Source: elaborated by us
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2.1.6.2. Detected persona:

Figure III-24: detected persona 1

halima toudii

Erief about Halima

Halima iz 8 mom ef five childrens , she lives in relizane

Job Title Before claiming Halima thinks twice , she fears people's judgement because she believes that our
g peopie 5 judg
teacher . . . .
society looks at the person who claims as though he is @ bad person ,and she also finds it
Age unethical to claim for everything . she sometimes fears the other persan, who might be
30 YEARS aggressive. When she decides to claim she takes into consideration the other person situation and

Highezt Level of Education she always fears to hurt him or effect his reputation so she always chooses to claims just between

Master's degree her and them to not to cause any problem for any of them.
She is afraid of not being heard and always wants to gather people with her to claim because she
Social Networks believes that her voice alone doesn't have enough weight, that's why she gathers people to have
her rights.
o She often fears finding herself quilty , and that claim would cause her problem because she didn't

have the right from the beginning.
She believes that she must get her right back but she just has fears, so she always finds a way to
overcome those fears and talk , it can be directly when she feels safe or indirectly behind the

screen where she is more free.
She also finds that personal relationships keep her from claiming , especially if the other person
figures out that she is the one who have claimed.

Source: elaborated by us
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Figure III-25: detected persona 2

Job Title
student

Age
22 years

Highest Level of Education
Master's degree

Social Networks

00

kenza

brief about kenza

kenza is & Medical student, she lives currently in Oran.

in context of claim kenza is & person who gets angry and upset easily and always claims on the
spot she is mistrustful, she avoids buying from enline stores to prevent her self from getting into
problems unless there's no delivery service where she has to go and bring her products , in case
of disliking something she claims on the spot.

Kenza believes that in Algeria , client service is not efficient nor the organization Apoce. she
believes that nobody hears you so that's why she claims on the spot and if there won't be any
results she disappears as a client and tries to influsnce those around her; because she believes
that people around her will certainly believe her and boycott them, and that would certainly
punish that company or that persan.

She doesn't fear others reactions she doesn't have a problem with being the first and the anly
one to claim.

Kenza doesn't go further beyond claiming on the spot, she doesn't insist and refuses to waste
neither her energy nar her time claiming more than once. Because she doesn't really care a lot
about getting her rights, she has her way to punish them.

In addition Kenza is not an early adopter , she refuses to be the first one who tries out new
technologies but chooses to let people test first and when it works she would go after them; she
is hardly convinced about the efficiency of some procedure.

Source: elaborated by us
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2.1.7. Journey map presentation:

To the developed personas: kenza and Halima we developed three journey maps:

1) The first is action’s journey of the user with our application.
2) The second is thoughts and feelings journey of the user while taking a certain actions

with our application.
3) The third is application options and features we propose and i

2.1.7.1.Persona Halima’s journey map presentation:

Figurelll- 26: halima journey map

actions
painful
clai
follow up with th
aim
normal . .
= actions
wait for an answer
DainleSS duwniuad

Source: elaborated by us
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2.1.7.2. Persona Halima journey map part two presentation

Figure III-27: personna halima journey map presentation part 2

thoughts and feelings
painful
not feeling heard
feeling
lonely
fearing consequences of
e claim
fear of hurting

normal other

/ feeling guilty

/ IMLQ ita fr\'l

nainlacc

Source: elaborated by us



2.1.7.3. Kenza journey map presentation part one

Figure I1I-28: kenza journey map presentation part one

actions
painfull
O
follow the claim
wait for an
normal answer
feeling guilty
claim
lets give it a try
painless

88

Source: elaborated by us
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2.1.7.4.Kenza journey map presentation part two

Figure III1-29: kenza journey map presentation part two

thoughts and feelings

painfull

this will take time

O O——
this claim will consume
L my energy
lets give it a

I

not efficient

painless

I'am not an early adopter

Source: elaborated by us



2.1.8. Understanding the environnement:

2.1.8.1.Understanding the problem part one:

Table TII-6: understanding the problem part 1
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Related to the person

Related to the person

receiving the claim

Obstacles
Before

Claiming

O O O O O O O O O O O

O O O O

o

we don’t have the culture of complaints
related to a personality trait

*I do not have the time

we don't have time and we don't want to
appear

we want to remain discreet

The presence of people

Character of the person

Fear of society

ethics

protest in front of people

I always take into consideration the other
person and their situation

I am sensitive

Advice is always better than a complaint
There are little worries that we can ignore
I need time to adopt new technologies | am
very hesitant.

I am not fast and I do not easily and easily
adopt new technologies

claiming alone

Laziness

We got used to being silent

No one will do it for me

I cannot claim out loud

they will say that | want to make the buzz

they don’t have the culture of
complaint

Family or neighborhood
relationship

if they exercise pressure on me
they do not answer

it's communication
we know the person

I know they won't answer me

Obstacles
After

claiming

e 6 o o & ¢ O O O O O o

being guilt

appear weird

being judged.

The fear of being judged

We feel the shame in reality

I don’t have time to follow up the claim

Everyone tells you it's not my
responsibility

they will not answer me

no one will hear us

my claim might make them loose
customers

they don't really listen to me

They will forget you

They just pretend to hear u

2.1.8.2.Understanding the problem part two :

Table III-7: understanding the problem part 2

Source: elaborated by us
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Related to the process

Obstacles

before claiming

Loss of energy

I will get into troubles

the process is tiring

a waste of time and energy

Administration and coming and going

A nerve wracking procedure

the fact of getting up, moving towards this association, and

telling them about the claim
The slow procedure
Complexity

Obstacles

after claiming

53

S

7 7 7
0‘0 0‘0 0‘0

Conflicts

the problem will certainly grow
nothing will ever change

It will take time

2.1.8.3.Understanding the problem part three
Table I11-8: Understanding the problem part three

Source: elaborated by us

RS

Motivation

Related to the

person claiming

Related to the
person receiving the

claim

Related to the

claim procedure

Before

talk
o It

talk

o when | get nervous i

may be that

friends pushes us to

go and claim
o when | have all the
right

o when | feel free to

o when the product is
harmful for my
health

o when the same problem
repeats over and over

o products offered for
sale that disrespect the
values of our society

o when the person I'm
claiming against is a
calm  person and
accepts criticism ©

I claim when | see a lot
of people claiming
about it too

when the claim
procedure is easy.
Anonymity

when claiming is fun
like on social media

when the apoce
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claiming | o the product association is certified
represents a danger by the state
o when the product a
effects my health
o something serious
o when | really feel
likea victim
o | have to be honest
and | am able to
convince
When | feel comfortable
Negative criticism
always have weight
when | feel safe.
Counseling doesn't
work for everyone
After o whenI’'msurelcan | o people will avoid this when my claim will be
claiming win the case service. seen by hundreds of
o improve their products people
or service when the claim spreads
o raise awareness and immediately
influence others
o Improve the service
o protect people with us
o educate people
o improve the product

2.1.9. Defining the problem:

2.1.9.1.The main problems

a. Not feeling heard

o

- ® o o

Fear of hurting others
Fearing the other person
a slow claim procedure

fear of being guilty

fear of being the only one who claims

g. fearing the consequences of the claim

Source: elaborated by us



2.1.9.2.The main Motivation

% Make people aware of the problem.

2.1.10. Understanding the problems:

2.1.10.1.

Not feeling heard:

Table III-9: understanding the problem 1
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problem Non-problem
Who Who has the problem: Who has not the
problem :
The persons who have already tried 0 | The persons who had a good
claim and the concerned organization | experience with claiming and their
did not respond. claims were heard.
the persons who have heard that in
Algeria claims are not taken in
consideration.

where | Where does the problem | Where doesn’t occur the
occur ? problem ?

In the mind of the client who is hesitating to | It doesn’t occur in the mind of the
claim. person who is determined to claim.

When | WHEN does the problem occur? | When does the problem not
Thinking that they won’t hear you occurs | gccur?
when the person hesitate to claim. It doesn’t occur when people already

see results, and see responses of their
claims.

What | What is the problem? What is not a problem?
Thinking at the moment of claiming that | Thinking at the moment of claiming
they won’t hear you and decide to do not | that they won’t hear you and claim
claim. anyways.

How Does the problem emerge? | How is it usually going?

The problem emerges in form of | The client talks about his rights and

passiveness of the client.

claims and believes that his voice will
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be heard.

Source: elaborated by us




95

2.1.10.2. Fear of hurting the other person:
problem Non-problem
Who Who has the problem : Who has not the problem :

Sensitive people, who think of
others and take other’s situation in

consideration before claiming.

People who think that law
should be respected no matter what

consequence will be.

where

Where does the

occur ?

problem

It occurs in the mind of sensitive people

Where doesn’t occur the

problem ?
It doesn’t occur in mind of law

people

When

WHEN does the problem occur
?

It occurs when the person wants to claim
but fears the consequences on the person

or when he knows the person

Or when he fears society judgment.

When does the problem not

occur ?

It doesn’t occur when the person
knows the consequences of his
claim or he doesn’t know the person
Or he believes that law should be

respected no matter how.

What

What is the problem ?
The problem is when people fear to hurt
the other person so decide to not to talk

at all.

What is not a problem
It is not a problem when a person
asks about the consequences and

decides to claim.

How

Does the problem emerge :

Passiveness of the person

How is it usually going

The person claims

Table TI1-10: understanding the problem 2

Source:_elaborated by us.



2.1.10.3.

Fearing the other person
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Table III-11: understanding the problem 3

problem Non-problem

Who | Who has the problem : | Who has not the problem :
A person with a weak | A person with a strong character or a
character, ignoring the law | person who knows his right
Or Unaware that the|Or a person who knows that the
association maintains | association apoce maintains
anonymity. anonymity.

where | Where does the plm | Where doesn’t occur the plm ?
occur ? It doesn’t occur with companies
At simple shops when
dealing with persons

When | WHEN  does the | When does the problem not
problem occur ? occur?
It occurs when the other | When the person claiming knows that
person seems to more | organization Apoce doesn’t diffuse his
powerful than the person | information.
who wants to claim. Or
seems dangerous and can
threaten him.

What | What is the problem ? | What is not a problem
Fearing the other person and | Fearing the other person but claiming
deciding to not to claim. anyways .

How |Does the problem | How is it usually going
emerge : People don’t fear the concerned person
Not claiming and remaining | Pecause they know they can claim with
silent the protection of APOCE

Source: developed by us



2.1.10.4.

a slow claim procedure

Table TII-12: Understanding the problem 4
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problem Non-problem

Who Who has the plm : Who has not the plm :
Companies and apoce | Companies who respond quickly
organization.

where | Where does the plm | Where doesn’t occur the
occur ? plm ?

When | WHEN does the prolem | When does the problem not
occur ? occur?
It occurs when the person | When the person claiming is not
claiming is in a hurry or when he | in a hurry and have all his time
doesn’t know how much time he | and trusts the organization Apoce
needs to wait. that it will respond.

What | What is the problem ? What is not a problem?
It is a problem when the person | It is not the problem when the
wants a quick answer; and they | person decides to wait even if the
take time to answer so he quits | procedure is not rapid.
the procedure.

How | Does the problem emerge : | How is it usually going
The person claims then doesn’t | The person receives a quick
follow his claim because its not | answer ; or knows how much time
worth the wait nor the efforts it will take from the beginning
Or when the person doesn’t know
how much time will it take so he
quits.

Source: developed by us



2.1.10.5.

Being guilty

Table TI1-13: Understanding the problem 5

problem

Non-problem

Who

Who has the plm :

People who ignore their

rights.

Who has not the plm :

People who know their rights

where

Where does the plm
occur ?
At public places as well as

behind the screen.

Where doesn’t occur the plm
?
at public places as well as alone and

behind the screen

When

WHEN does the prolem
occur ?

When the person doubts his
rights and feels that he is
have the

not sure to

complete right.

When does the problem not

occur ?
When the person is sure that he has
the right or try to ask whether he has

the right or not then claim.

What

What is the problem ?
The problem is when the
person doubts his right to
claim and decide not to

claim

What is not a problem

It is not a problem when a person

doubts his right then decides to claim

anyways.

How

Does the problem

emerge :

Passiveness of the client.

How is it usually going
The person doubts his right, try to
understand and do a research then

claim

98

Source: developed by us



2.1.10.6.

Table III-14: understanding the problem 6

Being the only one who claims

99

problem Non-problem
Who | Who has the problem : Who has not the problem :
Person who fears the People who believe in law and
consequences and fear the results | assume their decisions and they usually
of their claims. And need people | take the initiative to talk even if nobody
to assert that they have the right. | else is claiming.
Person who fear problem
and prefer to go with the flaw , to
minimize the cost of his claim.
where Where does the problem | Where doesn’t occur the
occur ? problem ?
It occurs at public places as well | It doesn’t occur where there’s already
as where alone people claiming
When WHEN does the problem | When does the problem not
occur ? occur?
When the person wants to claim | When the person is completely
then hesitate because he is the | convinced that he has the right to claim.
only one who wants to claim.
What What is the problem ? What is not a problem
The problem is that people fear | It s not a problem when a person fears
claiming alone so they end up not | to claim alone but claims anyways.
claiming at all
How Does the problem emerge : | How is it usually going :
Passiveness of the person When a problem happens the person
Or claiming in group claims directly because he believes that
Or claim after companies who | his claim alone can be sufficient.
already have a lot claims

Source: developed by us




2.1.10.7.

Fear the consequences of the claim :

Table TI1-15: understanding the problem 7
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problem Non-problem
Who | Who has the problem : | Who has not the plm :
People who predict that the | People who know that the association
person who received the claim | will follow up with their cases.
will behave in inappropriate
way after the claim and the
organization will not keep up
with the consequences.
where | Where does the plm | Where doesn’t occur the plm ?
occur ? In the mind of people who will keep
In the mind of people who | UP the organization with the
doesn’t know that apoce will | Consequences and know that they will
keep up with the | be taking them into consideration.
consequences of their claim.
When | WHEN does the prolem | When does the problem not
occur ? occur
Before and after claiming When people know since the
beginning that they can keep up the
organization with consequences.
What | What is the problem ? | What is not a problem
The problem is that fearing | When people ignore the consequences
consequence keep people | and fear them but
from claiming Decides to claim anyways.
How |Does the  problem | How is it usually going:
emerge : The person knows about the
Passiveness of the person and | consequences or ask about them than
not claiming decide to claim
Second case where the person doesn’t
want to know about the consequences
but want to claim anyways
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Source: developed by us

Figure II1-30: Application feautures importance for the persona : kenza

option importance

important
aproving the claim
crowed keep the organisation in
effect touch with consequences
&
normal /
feeling guilty

make him feel
heard

Time

lacc imnartant

lets give it a try

Source: developed by us

Fiqure III-31: Application features importance for the personna Halima:

option importance

infull .
paintu make the user feel rapid process
heard
‘_
normal \

make the user
feel heard

painless

Fam-not-an-early adopter




102

Source: developed by us

2.1.11. Challenges to reveal :

. [¢B] [«B] “ 1 1

| == “ “ 7y |

| 2 v | | c “

! %) | | L m !

| S =] | " c = “

! 04 ! ! s I “

| “ “ 1 |

| 2 g = |

“ 5 o “ o 2 “

“ (&) [¢B} 1 1 = 1

\ - [<b) [(%2] 1 1 . .mJ “

! ™®» o 5 | | © - !

IIIIIIIIIIIIIIIIIIIIIII 1 ".IIIIIIIIIIIIIIIIIIIIII_

“ £ 5 “ ! “

1 (44 Ien) “ 1 “

“ S S | ! s |

“ £ T I £ “ "

' o : 1 ' [<b) 1

! E o 2 | ! o !

! @) c | ! S |

| O E E | 3 |

“ I “ O |

m N S o m Ty “

||||||||||||||||||||||| 1 S |

! S ! | o | = = = |

I [<D] ! I — ! QO = < !
S - 1 p 1 wn 1

| 3 9 L ks 138 = m o

1 D “ 1 “ I © wn “

" £ g o L ie 8 ° 8

“ e T S - B T~ S |

1 1

i X “ | S S “ D Armu S !

| S T & R 5 g

| S @ L O E 8 | 12 -5 &

! . _ ! s 2 s 3 5 !

1 . — 1 .
m ~ “ m < © o 1 0N S = o !



103

2.1.11.1. Explaining each challenge and the approach used to solve the problem:

1. Make the
user feel
heard.

This challenge is a response to the first problem discussed previously that what keeps

people from claiming is that they don’t feel heard before the claim during the claim and after.

There for we need to design the application in a way that would make the user feel

heard; our approach is :

1) add comforting messages in the right areas.
2) Add an option that would tell the person about the number of claims received and

treated in one weak or since the first use of the application.

2.  Communicate
the importance of
claiming.

This second challenge is about people who hesitate to claim because they fear to

hurt others, we need to make them aware of the importance of their claim.
Our approach to solve this problem is :

Adding an option that would indicate shops or buyers to trust. on a map and with
geolocalisation, for example if someone is in a new or unfamiliar place and wants to buy a
meat as an example; he would open the application indicate his localization then see which
shops have already been controlled. And the apoce organization guaranties that they have a
good product , and this could be after a claim and apoce have taken the right action with the

concerned person or the concerned shop. And now she can guarantee to the application’s
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users the good quality of products, And this could never have happened if that °X “’person

didn’t claim.

Shortly this option is for goal to highlight the good side of claiming.

3. Reassure security

to the user.

This challenge is for the problem of fearing others ; when the person seem to fear the
person they want to claim from , they hesitate so we aim make the user feel secure when

claiming , our approach to solve this problem:

1) Communicate the fact about the association that she doesn’t show user identity to the
person or the part that they are claiming from.
2) We add messages before claim area which comfort the user that their identity will

remain secret.

4. Offer a Rapid

claim procedure.

This challenge is response to the problem that people refuse to claim because they

think that the process will take so much time ; our approach to solve this problem is as next :

1) The problem of the user is not that he is not capable to wait , but because he doesn’t
know how much time he got to wait make him think that the process will take time
and loose interest in claiming , so our proposition it to Tell the user how much time ,
he got to wait from the beginning by showing him how much time does the

organization often take to respond.
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2) Also we thought of sending message right after sending the claim , telling the user

that he would receive notification once his case starts being treated.

5. Crowd effect

As a respond to the problem , that people often fear being the only one to claim ; we
thought of causing a crowed effect which makes the user feels less lonely and gets encouraged

by the number of people claiming with him , our approach to solve this problem is as next :

1) Offering the possibility to user to claim either alone or with a group of people , that
they might experience the problem with him as well.
2) Option that shows how many people are claiming at the same hour the user is claiming

in hope to comfort him .

6. Offer an Easy

rights research.

As a response to the fact that people fear being guilty at the end , this problem that we
have explained of people’s lack of knowledge of their rights make them fear being guilty ;

our approach to solve this problem is :

1) An option that facilitate right’s research for the user , by organizing them as much as

possible in a way that helps the user knows his right easily.
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7 Assure the user

that Apoce will

. Follow claim’s !
| consequences. ;

As a response to the fact that people fear the bad consequences of their claim , our
approach to solve this problem is as next:

1) Offer the possibility to the user to follow his claim.
2) Give the possibility to the user to keep apoce in touch with any consequences.
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2.1.12. Prototype:

Figure III-32: application prototype 1

200 réclamations |
regues

To prove  efficiency and

150 réclamations
traitées

availability of the organization

la moyenne de réponse est de 24h

mon droit }[ To show that the process is rapid ]

ma réclamation

je suis ma réclamation

je crée mon profile

Option where people can
search for their rights texts

easily.

Source: elaborated by us.
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Figure II1-33: prototype 2

créer votre profile , qui restera secret.
votre nom complet

votre e-mail

votre genre

votre date de naissance
To reassure the user

that their identity

okre vile will remain secret.

Source: elaborated by us.

Fiqure III-34: prototype 3

-
A message to let the user feel

—heard.
e

-
A message that Reminds the user of

the security the organization is

offering by keeping their profile
A
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Source: elaborated by us

Figure II1-35: Prototype 4

An information about

100 réclamations se traitent maintenant

the people testing the
application at the

reclamation
recue

WO 2020

| Possibility for the user to follow his

| | claim

reclamatjon
approuvee

(An option that gives to
quitter e the user the possibility to
keep APOCE in touch

Source: elaborated by us.



110

Figure II1-36 : prototype 5

. 150 personnes réclament maintenant

Show the user that he is not

[ the only one claiming, and

la moyenne de réponse est d'une semaine

A message that Reminds the

user again that the process is rapid.

Source: elaborated by us
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This option helps the user to find in this nearby the shops that had been already
controlled by Apoce, this implies the guarantee of hight quality products.

Figure II1-37: prototype 6

une viande guarantie chez

cette boucherie ‘

Source: elaborated by us
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2.1.13. Testing:

We gave the prototypes application to Two persons chosen from the samples we have

previously interviewed, to use it, and we followed their journey with a shadowing technique

where we kept silent and tried to notice their behavior.

1.

Users found that the added options were good and had significant importance if they
are claiming for real; they said that they understood better the role of APOCE , that
didn’t know before and they mentioned the fact that the identity will remain secret.

For the option that shows number of claims treated on this application; user found it
significant and that it would help them trust better the application.

For the message that shows how much time the company does take to respond; users
commented that it is comforting.

For the option of receiving notification; user said it would help them conserve their
time by avoiding checking the application every time.

For the option that shows how many users are claiming, users said that it is comforting
and they feel less lonely.

For the option that helps know search for their rights easily; they said that they have
already dreamed of it.

They said that the receiving messages are comforting too especially when rewriting
the claim, and mentioning their names.

Users said that knowing from the beginning how much they got to wait is so

comforting.
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Conclusion:

Through our research; we succefully could gain useful insight into Algerian
customer’s behavior and attitude in context of claim. Therefore, we could get out with two
types of attitude the first we presented by the persona Kenza and the second one Halima. As a
conclusion we can say that social shame, lack of security are the main obstacles that keep the
person from claiming; in addition to the neglected customer services in the most of Algerian
companies which have contributed in implementing the idea that <’ in Algeria, they would not
hear you ’ and that’s exactly what makes it difficult for APOCE to push people to talk about

their rights. Because the problem is deeper than it seems.

But the application mobile with the proposed features, would certainly have an impact
in raising awareness and talking to Algerians fears and comforting them. This project still

needs to be worked on to discover more issues and propose the suitable solutions for them.
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General conclusion:

Given the theoretical development we have discussed, it appears that the burst of new
technologies have brought a tremendous shift in client’s lifestyles, behaviors and so attitude;
and if we talk more particularly about mobile technology the client in this context which is
called a mobile user, has his own characteristics: he is contextual, mobile, available and most
importantly distracted and disturbed.

The need therefore to achieve a deep understanding of mobile users is indisputable for
the designers, to offer the suitable application that would capture user’s attention and help
them achieve their goals in a limited amount of time before they disable their product; mobile

application.

The options and the features we added on APOCE application; are fruits of a long
empathy process; where we have tried to understand claim psychology, for the purpose of
highlighting the main problems and obstacles that would keep a person from claiming.

And by creating two different Personas that represent the most our Apoce users

different segments.

This helped us to empathies with the target more efficiently and more deeply, there
after; we mapped a user journey for each persona that spots light on their actions thoughts and

feelings.

More over we mapped proposed features importance, for each persona which helped
us determine obviousness of each feature and its position in the user journey timeline.
Feedbacks received from the application testers have proved the efficiency of using empathy

in developing innovative and useful solutions.

And also the use of design thinking technique which is based on empathy, prototypes

and tests in improving a user experience with the minimum cost.
To get some answers, and in order to so, three secondary questions were formulated:

1) Does empathy-based marketing help understanding client’s needs?
2) How would empathy based marketing contribute at improving a user experience?

3) Does empathy-based marketing help to find solutions and solve problems?

At the end of this work, therefore, we are to express an opinion on the said hypothesis
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1) ¢ Empathy based marketing offers great tools to understand client’s needs’’.

v" Confirmed hypotheses ; based on our research, empathy-based marketing helps to
get useful insight into client’s behavior , attitude , environment , feelings thoughts ,
thus it helps understanding client’s needs by understanding the main cause that lies
behind.

2) We can improve client’s experience with empathy, by understanding the depth of
client’s problems.

v' Confirmed hypotheses; empathy based marketing aims to understand the depth of
problems; by tackling them at their roots. It is a process of root cause analysis; it is
based on looking at the complex systems around those problems to finally determine
solutions to them, therefore, contribute at improving the user experience.

3) Empathy-based marketing can be used in a problem solving process

v' Confirmed hypotheses; empathy based marketing is a part of a problem solving
method, called design thinking. and it is used in the early phase of understanding
and observing the problem . empathy based marketing offers great tool to find
innovative solution by spending the most of the time familiarizing with the problem
and empathizing with those who face the problem , as proved in our research
empathy based marketing helped us develop useful and innovative options to add on

the application mobile .
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