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Persona 



The persona gives us a tool to put ourselves in the shoes 
of our users. The persona has a name, a biography, 
specific needs, everyday joys and challenges, desires and 
passions. However, the persona is not a single person, but 
a composed character that reflects our synthesized 
knowledge about our users – like a prototypical novel 
character with whom we can sympathize, laugh and 
suffer.  

Source: Digital Innovation Playbook



When do I create a persona? 1/1 

In terms of time, the persona is best developed after we 
have already conducted initial interviews and synthesized 
the data, for example with the user motivational analysis 
or the persona synthesis cluster.  

Source: Digital Innovation Playbook



We set the framework 1/1 

We have to agree which needs and problems we want to 
solve. Either we determine this by gut feeling and start the 
development of the persona intuitively - or we base our 
decisions on the need-constraint pairs or the need  
clusters, depending on which method was used before 
(motivational analysis, persona synthesis cluster).

Source: Digital Innovation Playbook



We give the persona a name and a biography 1/3 

The persona is the condensate, essence of all interviewed 
users. If we talked to a majority of women, our persona is 
more likely to be a woman. If we have talked mostly to 
people who have to watch every penny, then this insight 
also flows into the persona. 

Source: Digital Innovation Playbook



We give the persona a name and a biography 2/3 

• Gender Identity 
• First and last name 
• Exact age 
• Family status 
• Profession 
• Life status 

if the persona has a family, then we design it out 
• Partner and children get names and age

Source: Digital Innovation Playbook



We give the persona a name and a biography 3/3 

• Where does our persona work and what does she do 
there 
• In which city our persona lives 
• We name the city, the neighborhood, the size of the 

apartment or the house in which our persona lives 
• Photos help make the persona more real and tangible 

Many details add up to a life for which we can feel 
empathy. 

Source: Digital Innovation Playbook



We define the inner value cosmos of our persona 1/4 

After we know where and in which circumstances our 
persona lives, we take care of its inner life. 
Here, too, the more concrete the better.  

• Is our persona very tidy? 
• Our persona values close friendships? 
• Is our persona shy, loves animals or a morning grouch? 
• What brands does our persona prefer? 
• What does our persona spends money on? 
• Where does our persona go on vacation?

Source: Digital Innovation Playbook



We define the inner value cosmos of our persona 2/4 

The digital world is also particularly important to our 
persona 

• What devices does our persona own? 
• Is there any noticeable behavior when using these 

devices? For example, our persona watches a movie 
and buys a product on another device at the same time. 
• Favorite apps, most visited websites etc. 

Source: Digital Innovation Playbook



We define the inner value cosmos of our persona 3/4 

• What does our persona want to achieve in her life? 
• What is our persona afraid of?

Source: Digital Innovation Playbook



We define the inner value cosmos of our persona 4/4 

• What does our persona want to achieve in her life? 
• What is our persona afraid of? 

Sometimes we run the risk of making our persona 
particularly dramatic and deform our insights so that they 
no longer have much to do with reality. 

We do not want to solve fantasy problems just because we 
have created a particularly imaginative persona. 

Source: Digital Innovation Playbook
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