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Abstract 

Understanding the goal and behaviour of end users is difficult. Moreover, silo thinking is 

common in large corporations. Needed are methods that support an understanding of the 

users’ needs as well as improve communication among development departments that 

require different needs and information.  

A Persona is a fictional person based on interviews or other data collecting methods, that 

describes the users’ needs, goals and issues with the product. This thesis describes a Per-

sona method specifically designed for development processes in large corporations. 

Twenty-nine interviews were made with a standard Persona method in several countries 

in Europe with end users for a large forklift truck company. Subsequent analysis with a 

focus to make a method more affective was performed. The resulting method, Quick Per-

sona Method (QPM) presents an affective process involving knowledge sharing among 

departments. Furthermore, the method is expected to break a silo thinking culture, to be 

time efficient, usable, understandable and improve communication among departments. 

Keywords: Personas, large corporations, method development, silo thinking, organisa-

tional awareness, distributional situational awareness, knowledge sharing 
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1. Introduction 

Large product development corporations are in need of more adaptive development meth-

ods to gain more understanding of their end users goals and behaviour. Methods that have 

been specially designed for a large product development corporations are beneficial to 

the product end-users. A method such as Personas can provide the corporation with in-

formation about their end users’ needs (Goodwin, 2009). Furthermore, Personas are ex-

pected to increase common knowledge about the end users and to improve communica-

tion among development departments. To involve all development departments in a Per-

sona development process can provide more common knowledge among development 

departments and boost knowledge sharing mentality within the corporation (Northup, 

2007; Vilet, 2012). Furthermore, it can break a silo thinking culture to detect different 

aspects of the product and contribute to organisational awareness. The product develop-

ment corporation referred to in this thesis is a company that develops products within the 

forklift truck industry.  

This thesis is arranged as following, first the aim and delimitations will be presented in 

the first section below. A presentation of the theoretical background of Personas will be 

presented in the second section. This is a method to describe a fictional person whose 

aims and needs can be analysed in terms of the users for whom a product is being devel-

oped. The following method section will explain the process, based on the previous back-

ground chapter, of how the data was collected and the process of how to analyse data to 

develop a persona. The next section will present a result. This will describe a suggestion 

of how a corporation can create a persona with a new persona method. The last sections 

of this thesis will contain a discussion of the method and result and a conclusion.  
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1.1. Aim  

The aim of this thesis is to create a Persona method tailored for a large product develop-

ment corporation. The purpose of the Persona method is to be time efficient, usable, un-

derstandable and improve communication among departments. Furthermore, to involve 

all development departments within the corporation in the Persona process. 

To achieve the purpose of this thesis the following questions will be answered: 

 Is it possible to tailor a Persona method for a large product development corpo-

ration? 

 Where in a Persona development process can different departments be involved 

to improve communication among departments? 

1.2. Delimitations 

This thesis delimitations are that only one large product development corporation will be 

studied and the Persona method will be based on that specific corporation’s needs and 

condition. Another delimitation will also be that only the development departments will 

be studied. However, other departments within the corporation can also take part in the 

Persona result and use it for marketing and sales projects.  
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2. Background 

The background chapter of this thesis will include theories about silo thinking, group 

awareness and Persona development. 

2.1. Silo thinking 

Silo thinking in large corporation occur between departments that shares common pro-

jects and tasks, but sees their part as the most important (Bianca, n.d.). Departments with 

silo thinking also tend to not welcome suggestions of how they might improve their pro-

cess and are less likely to share knowledge to other departments (Bianca, n.d.). In silo 

thinking corporations it is normal that the employees attend to all meeting to say what 

they need to say and later make appropriate comments on what should be done. However, 

when the meeting is over they will do as little as possible to help others with their prob-

lems (Perception Dynamics Ltd, 2016). 

According to Vilet (2012) there can be four steps to break silo thinking, which he calls 

cross-pollination: 

1. It is important for the employees to know each other, not only from the depart-

ments within development but also marketing or finances that are going to sell the 

developed products.  

2. Usually there is an endless chain of people to go through before something hap-

pens and this is important to try to eliminate or shorten the chain so decision can 

be made quicker.  

3. To have information and data accessible for every employee. This will force all 

the departments to share information and not keeping it for themselves.  

4. Have a room where the teams (with employees from different departments) can 

sit together and brainstorm, talks about the products to create solutions.  

To break a silo thinking culture and to create a more knowledge sharing culture can be 

though. Since, culture is about unstated understandings that several employees share in 

common such as norms, values, attitudes, beliefs. Employees might not even be aware of 

their behaviour of keeping information or knowledge to themselves. Knowledge sharing 
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can help to reduce product development processes and also to produce a knowledge base 

that does not disappear if an employee gets laid off or moved to another department  

(Gurteen, 1999). 

2.2. Organisational awareness  

To have an understanding of all different departments in an organisation and the structure 

of an organisation is called organisational awareness. Organisational awareness consists 

an understanding of attitudes and culture that is affecting the organisation (“Competency: 

Organizational Awareness,” 2011).  

For an organisation to be managing changes and development organisational awareness 

is a very important factor. Organisational awareness can also improve team building, 

communication, decision making and breaking silo thinking. Which also leads to a more 

consistent development results (Northup, 2007). It is important that new employees are 

given the opportunity from the company to learn about the whole organisation to receive 

an understanding of the importance of organisational awareness. The employee that 

shows an interest in organisational awareness also shows a commitment to the job and 

company (“Are you commercially aware?,” 2015). For a team or employee to be compe-

tent in organisational awareness one needs to understand the organisational structure and 

not make mistakes that affects the structure or delay task deadlines (Still, 2012). They 

also need to be aware of organisational events and easily get things done without any 

clarifying instructions. Clarifying instructions are meant as further instructions than the 

ones that are given from a team leader or from information that is presented on the organ-

isation’s intranet. 

To view an organisation from a meta perspective and to detect how all the different de-

partments can be connected and how they affect each other are called Distributed Situa-

tion Awareness (DSA). DSA is focusing on the whole organisation rather than focusing 

on one department within the organisation. Additionally, DSA are focusing on how the 

connection between departments can be observed and how they can be improved (Nazir, 

Sorensen, Øvergård, & Manca, 2014). 
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2.3. Cognitive artefacts 

According to Norman (1991), cognitive artefacts can be defined as “those artificial de-

vices that maintain, display, or operate upon information in order to serve a representa-

tional function and that affect human cognitive performance.” (Norman, 1991, p. 17). 

Moreover, cognitive artefacts, for example to-do lists, computers, calendars, are things 

that seem to increase human cognitive abilities since they can work as a reminder and 

therefore we do not need to keep it in our memory.  

A relationship between an artefact and its user can be direct or indirect (Norman, 1991). 

The relationship is direct is when, for example one person in a team create a matrix and 

add information to it. The indirect relationship is when other people in the team are ana-

lysing the information and trying to make sense of it.  

2.4. Personas 

Personas is a relatively new concept for understanding end users and to use as a commu-

nication tool, that has existed since the 1990s. It was developed for use in IT systems but 

has also been used in several other areas (Nielsen, 2014). 

A persona is a fictional person that is based on either assumptions or collected data, for 

example interviews, observations, surveys or diaries. The purpose of personas is to iden-

tify who the users of the products are, and what needs they have, so that more usable 

products can be created and developed. When creating personas it is not the whole person 

that is taken into account but rather the participant's character features, attitudes and the 

context of situation while using artefacts (Nielsen, 2014). 

Cooper (1999) developed the first Persona method, called Goal-Directed design. Personas 

are defined by their goals and goals are defined by their Personas and the more specific 

the Personas are made, the more effective they become as a designing tool (Cooper, 

1999). Cooper (1999) further explains that Personas are a valuable communication tool 

that brings developers, marketers and managers together to see a homogenous picture of 

the users and the products.  
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Goodwin’s definition of Personas is that Personas are archetypes that describe an ob-

served behaviour pattern among users. This is done in order to improve products or ser-

vices. Personas are also used as a tool to help the stakeholders and designers understand 

and relate to the users (Cooper, 1999).  

Before collecting all data, there are two different perspectives to consider when construct-

ing questions and describing a Persona. These perspectives are important when deciding 

what the Persona should include and what approach the Persona should have. These two 

perspectives are as follows. 

 The Goal-directed approach does not describe an average person, but a unique 

individual with specific details and with a goal. The Goal-directed approach exists 

because goals are the reason that we perform tasks (Cooper, 1999). There are dif-

ferences between tasks and goals: a task changes along with the technology but a 

goal is stable and does not change greatly (Cooper, 1999). 

 The Engaging perspective, gives a very deep perspective of the users. It designs 

personal questions which go into some depth to identify how the person feels 

about the focus area to be investigated (Nielsen, 2014). 
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2.5. Persona method 

Cooper (1999) was the first to develop a Persona method and Goodwin (2009) developed 

her own method based on Cooper’s method.  

 

Figure 1 - Goodwin’s persona method 

Figure 1 describes Goodwin’s Persona method development process. The main steps are 

marked as boxes and the minor steps are marked as circles. The arrows between the boxes 

indicate which flow the process follows. The process begins with gathering information 

about the project and what are the expectations. The process continuous with collecting 

data and the dotted lines indicates that data colleting method can be chosen after purpose 

and resources. Furthermore, figure 1 shows that the analysis contains nine steps, and all 

steps in Figure 1 above will be explained further in the sections below. 
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2.5.1. Interviewing stakeholders  

According to Goodwin (2009), the first approach, in order to know more about the prod-

ucts or service, is to identify the stakeholders and to interview them. It is good to find 

more than one or two stakeholders, which is easier to do in larger organisations. It is also 

beneficial to identify key topics that the stakeholders can cover depending on their in-

volvement in the product.  

Goodwin (2009) defined several topics that need to be covered in the interviews with the 

project stakeholders. Those topics below have been chosen as the most relevant for this 

project and stakeholders:  

 which role a stakeholder plays in regard to a product/service 

 point of view about the project should be obtained 

Questions to obtain this information might be:  

 What previous roles have you had before this product? What were the tasks you 

performed? 

 Do you have any concerns about this project? If so, what are they? 

 What would you like to see as the end result of this project? 

 Who else do you think we need to speak with regarding the project? 

 How would you like to be involved in the project? 

 Product overview 

It is important to understand the product and try to create a consistent picture of the prod-

uct from the viewpoints of different stakeholders (Goodwin, 2009). Questions to obtain 

this information might be:  

 Who is this product/service for? 

 When is this product/service going to be released? 
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2.5.2. Collecting data 

There are several ways to understand the point of view and needs of the user. Some of 

these ways are more likely to give a more substantial Persona result. Interviews and ob-

servations are preferable but there are also other methods which can reveal more infor-

mation or confirm what has been said during the interviews (Goodwin, 2009).  

 Interview - Interviews can be done in different ways depending on budget, time 

and project. The general guidelines are to have individual interviews and avoid 

third parties being involved. Try to have open-ended questions and listen care-

fully.  

 Observation – This depends on what you are designing. For example, you might 

need to observe how people use similar products or services today (Goodwin, 

2009). Observations can be done in several ways depending on the type of project, 

for example, controlled observations, natural observations, participant 

observations (McLeod, 2015): 

o Controlled observations are usually performed in a laboratory where the 

leader decides the time and place. The strengths of this observation 

technique is that it is easy to replicate and the analysis will be done 

quickly. The greatest limitations are that when people know that they are 

watched and observed they will act differently. This type of observation is 

not optimal for a Persona work.  

o Natural observations, which are about studying participants in a natural 

situation, has a higher ecological validity. A disadvantage is that the 

observer needs to be trained to be able to identify differences that need to 

be further investigated. A second disadvantage is that the environment and 

situation cannot be controlled in the same way as a laboratory study can.  

o Participant observations are one kind of observation when the observer 

becomes a group member of the group that is supposed to be observed. 

This type of observation can provide a lot of insight. However, it is also 

easy to lose objectivity and become biased.  
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 Diary – Holding interviews is always a good method, but since it can be hard to 

recall memories of past activities or circumstances, it is good to write down 

thoughts and experiences. However, this method is expensive and takes a lot of 

time.    

 Survey - Surveys are the most common method to use when you need quantitative 

data, but they are also used for qualitative data. Surveys usually gather descriptive 

information, which includes anything from age to attitudes.  

2.5.3. Persona Analysis 

To create Personas, you need to identify behaviour patterns and turn these patterns into 

characterizations. An analysis method to identify the patterns is essential since they are 

difficult to identify (Goodwin, 2010).  

Personas, like several other design processes, do not follow a strictly linear process but 

rather follow an approximate sequence. The following nine steps follow a linear process 

which can be modified depending on how the collected data are presented (2010). 

 Divide interviewees by role 

When you start collecting data it is a good idea to group the interviewees according to 

which roles the participants have. The roles are best defined by what tasks the participants 

perform, rather than by how they perform those tasks. Sometimes it is difficult to identify 

those roles. It should be kept in mind that roles are not the job titles since job titles can 

differ widely. This stage calls for judgement and, if you are uncertain, it is safest not to 

separate interviewees by roles. 

 Identify behavioural and demographic variables for each role 

The second step is to identify behavioural variables with cross-case analysis (see Appen-

dix B). These variables are behaviour and attitudes, such as mental models, skills, tasks 

and goals, that differ between the interviewees. After identifying the behavioural varia-

bles, it is time to identify the demographic variables that affect the behaviour of the inter-
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viewees, such as the environment or equipment. The variables should be set out as a spec-

trum (younger ←→ older) or multiple-choice (man | woman) options. When using a low 

and high range scale the low/high variables should always have the same side on the 

spectrum, for example, low should always be on the left side and right on the right side. 

It is important to focus on behaviour when using a tool, rather than on a tool itself. If the 

mapping contains more than a couple of multiple-choice variables it shows that the focus 

on how using the tool is lost and the collected data should be analysed again. It is also 

good to minimize subjective judgment with the variables. The example which Goodwin 

(2010) provides is whether a person is organized or not. This judgement is not based on 

personal opinion but on a task, for example if the participant can find the relevant infor-

mation that has been requested within ten seconds or less.   

 Map interviewees to variables 

During the following all the interviewees’ answers will be placed on the map (see Ap-

pendices C and D). If the collected data can be transcribed this step will be easier, but it 

is not necessary since many organisations do not approve recordings of the interviewees. 

It is also easier if there is more than one person in the team who has attended the inter-

views so there can be a discussion after the interviews about what has been said. Now it 

is time to place each interviewee on the spectrum/multiple-choice category. There are two 

ways of approaching mapping. The first one is to focus on one respondent at a time, and 

place the respondent on every variable before moving on to the next. The second approach 

is to place every respondent on one variable before moving on to the next variable. Both 

techniques have pros and cons. The first technique will mean that the interviewer need 

not go back and forth between pages and respondents. However, it is easy to misplace the 

respondent in ratio to other respondents and adjustments will be necessary. The second 

technique requires that the interviewer goes back and forth between respondents more, 

but avoids the misplacing of the respondents on the map. It is not important to place the 

respondents precisely but rather to place them relatively to the spectrum and to the other 

respondents. It is important to place the respondents based on data rather than memory or 

instinct. If data is missing or notes do not contain the right information, the respondent 

can still be placed on the scale but should be placed with a question mark or a similar 

notation to reduce the chances of incorrect assumptions being made. 
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 Identify and explain potential patterns 

After sets of variables and maps of every interview have been developed, the fourth step 

is to identify patterns. This step will create two or more behaviour patterns that Goodwin 

(2010) calls proto-personas. In this step it is a good idea to look at two or more respond-

ents that occur together frequently in the different variables and mark these groups with 

circles. Once that is done it is time to start thinking about how the variables are related 

and according to Goodwin it is preferable to look for variables that might be a root cause 

for the behaviour of the respondent. The second task in this step is to look at the variables 

that do not occur together in the same formation and ask if those variables could be re-

lated, for example, if one respondent is very high up on the scale and the other one is on 

the low range then we need to ask why are they close together on other variables but not 

on this one. 

 Capture patterns and define goals 

When designing a product, it is easy to put too much focus on details such as the tasks 

the users will perform instead of the users’ goal, in other words what the users really want 

to accomplish with the product. Goodwin (2010) believes that goals are an important part 

of Personas and if the goals are clear then Personas can be an effective communication 

tool for the organisation. To define an end goal, the question why needs to be raised. An 

end goal is something that the product can help the stakeholders accomplish. Personas 

can also include an experience goal. This goal is optional but can be a complement to the 

end goal since this goal describes how the Personas want to feel while using the prod-

uct/service. Goals should be short and clear, in words that the Persona would use. It can 

be good to quote a goal if the interviewee approves. 

 Clarify distinctions and add detail  

To achieve an effective communication tool there should be more than one Persona and 

those should be distinct from each other. Some variables that are not as important as some 

others but which could still help to show distinctions, such as age or gender. Review the 

mapping once again to find those variable. Personas are supposed to follow a key pattern 
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derived from the data but there are still details that need to be filled in to make it an 

effective tool within the decision making process. These are: 

 Behaviour - what the respondent's life is like now 

 Frustrations - what are the problems or issues today? 

 Environment - the space that affects the use of the product 

 Skills - this might include education, capabilities/disabilities 

 Attitudes - the interviews should give the interviewer some sense of how the re-

spondents feel about some tasks/activities that involves the product 

 Interaction - do the persona tasks involve other people, products or services? 

 Demographics - age, gender, ethnicity are factors which are very important for the 

persona to seem real 

 Relationships - can be described if the product is used by more than one 

hand/mind at the same time. 

 Names - the name should not be that of anyone that has been involved in the pro-

ject. It should be easy to remember and, in an international organisation, it is pref-

erable to choose an international name. 

 Fill in other Persona types as needed 

By this step there should be a draft for a persona, but the stakeholders sometimes tend to 

misunderstand the terms “customers” and “users”. Since they are not always the same 

person, in this step it is time to identify if the stakeholder and the design team have the 

same understanding of who is the customer and who is the user. The team might end up 

creating one or two more personas to explain who the customers are but this should not 

side-track the design decisions. 
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 Group and prioritized personas 

The second last step is about prioritizing Personas as either primary or secondary. The 

primary Personas have the greater influence on the decisions regarding the design and 

product. The secondary Persona is similar but has different needs and might have an extra 

tool for example. Skills and experience are the factors to consider when deciding which 

Persona will be primary or secondary. It can be a good idea to involve the stakeholders 

in the decision of who should be the primary and secondary Persona since this decision 

can have huge implications on the design decisions and can change the direction of the 

product. 

 Develop narrative and other communications tools 

It is essential to have all the material needed when putting together a complete Persona 

description to present to the stakeholders. The Persona is, after all, a communication tool 

and a good way to present a research result. The Persona should at minimum contain: 

 A name 

 A photograph - it should be realistic and match the Persona narrative. 

 One to two pages of narrative from Step six: “Clarify distinctions and add detail”. 

The narrative should give an insight into the Persona’s life. Details of the inter-

viewees can be used but the details must not be revealing. The description should 

put the product in context so the design team knows the users’ actions and/or be-

haviour. 

 Goals - short and clear, usually presented in a bullet-point list at the end of the 

description. 

It is optional, but more informative, if the Persona also includes: 

 Quotes 

 Diagram/Scales – of information about the user that easily can be interpret 
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Goodwin (2010) believes that Personas are a strong communication tool but, like any 

tool, it has pitfalls. Data can be misinterpreted, or biased, by the design team’s opinions 

during the process of analysis. 

2.6. Xtensio 

Xtensio (Fake Crow, 2016) is a website, that has been developed from a team of UX/UI 

designers and developers. The team is based in Los Angeles. The company designs ma-

terial for technology companies and on their website they provide customers (both private 

and businesses) with templates to help them with professional communication tools such 

as Persona-, marketing- or financial templates. 
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3. Method 

This method section has been based on Goodwin’s process to create and develop Per-

sonas. In addition to the Goodwin method, there are a few side steps which have been 

added to the process. These extra steps are called analysis and are added in order to eval-

uate the main process steps, see Figure 2 below.  

 

Figure 2 - Work process 

Figure 2 is based on Figure 1 (page 4) and Goodwin’s Persona development method. 

However, eleven minor steps (grey diamonds) have been added-on to be able to analyse 

and evaluate the necessity of the major and minor steps in Goodwin’s method. Read about 

the analysis further down in this section. The red hexagon represents the result as QPM. 

Several analyses has been executed repeatedly during the method process. Some ques-

tions were raised during every analysis to decide if the different steps of the method pro-

cess were necessary, if the steps could be developed or if a step could be added onto the 

process. Those questions were: 

 Why is this step necessary? 

 Can the step be modified? 

 Is the step understandable? 

The research process began with interviewing ten people within the organisation. This 

was done because of the need to know more about what the stakeholder wanted to achieve 

with this thesis. The interviewees were also picked from different departments to provide 

a broader perspective of the needs and requirements. Some questions were prepared and 

sent to the interviewees in advance to confirm the time and place for the interview. A plan 

and purpose for this thesis was decided after the interviews, based on what information 
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had not been presented and the point of view of the interviewees on the project. Below is 

the base of the questions that were asked,  some questions are taken from Goodwin (2009) 

and others was generated from what was necessary to know in the early stages of the 

project. 

 What do you do here at the company?  

 What view do you have of this project’s result? 

 What can this project contribute to your work? 

 Who is your client (marketing, development, etc.)? 

 What do you know about Personas? 

 What issues do you think we will face during this project?  

 What ethical aspects do we need to consider when visiting sites? 

After having a discussion with the stakeholder, the decision was made to observe and 

conduct interviews with forklift truck drivers. This choice was preferable according to 

Goodwin’s approach (2009), since a lot of other information can be noticed such as tone, 

face and body expression. The stakeholder has also provided interviewees from the dif-

ferent locations that were visited during this thesis work. 

29 people were interviewed, six women and twenty-three men. The ages were between 

23 and 60 years. During the thesis we visited eight different locations in Sweden, Belgium 

and Netherlands. The organisation has customers in many countries overseas and that is 

why the decision was made to perform interviews and observations in several locations 

in some of those countries. 

The interviewees were interviewed for ten to fifteen minutes, close to the interviewees’ 

workspace, so their daily work would not be interrupted.  The interviewees were inter-

viewed by two people, one who asked the questions (see Appendix A) and one who wrote 

down what the interviewee said. Two people were needed because the interviewees could 

not be recorded in any way, but also so the two people that were there could discuss 

afterwards what had been said and fill in blanks. The questions could not be personal or 

degrade the interviewees and the questions were produced in consultation with the stake-

holder. Observations were done after the interviews and analysis of the collected data. 

Therefore, GoPro cameras were installed in the forklift trucks. This was done not only to 
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save time and money, since it was then not necessary to return twice to the same location, 

but also not to interrupt the truck drivers too much during their workday. The participants 

were filmed from above so we could see where they were looking and how they used the 

control panel. 

The analysis of the collected data (interviews) is processed according to Goodwin’s 

method and between every step an analysis has been added-on to investigate how suitable 

the step was for the stakeholders and the new method (see Figure 2 on page 4). 

The interviewees were divided into two groups which depended on the type of forklift 

truck they drove, rather than what task they performed. The forklift trucks have two dif-

ferent control panels. One forklift truck has a panel that is integrated and the other had 

one that is split. The stakeholder wished to have two Personas, each Persona with a dif-

ferent type of control panel for the forklift truck. Therefore, a question was asked whether 

they drove a forklift truck with the integrated or divided control panel. 

We started to look for similar answers and picked out the most frequently used words as 

variables, which could be, for example, words which showed what attitude they held re-

garding the forklift truck. We also consulted with the stakeholders about what features 

they would be interested in finding more about. 

To be able to map the interviewees to the map, the variables were identified on what the 

interviewees had said and specific words. All the interviewees’ answers were placed in 

relation to what other interviewees had said, for example, if one person said that he/she 

has five year of experience and another person have ten years of experience. Therefore, 

the interviewees should be placed with longer space between them, rather than if it would 

have differed two years of experience. The easiest way to start the mapping was to begin 

with one interview at a time.  All the variables were placed on the map before we moved 

on to the next interview. To prevent misplacing the interviewees on the map, minor notes 

were made under all the figures to remind us what the interviewees had said, those notes 

were later on removed from the map. The interviewees that had the same opinion were 

placed close together and the interviewees with different opinions were placed with space 

between them (see Appendences C and D).  To confirm that all the interviewees were 
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placed correctly, all the answers were checked again. The decision was also made to not 

place interviewees on the map if the variable was not found among the notes. 

After mapping all the interviewees to the variables, the next step is to look for two inter-

viewees whose answers occur together frequently and cluster them together (see Append-

ences E and F). Whenever the formation did not occur together, the question why was 

then raised and the notes from the interviews of those two interviewees were reviewed 

again to find an explanation. 

The end goal was defined based on the mapping and the stakeholder’s interest in how the 

drivers experience their forklift truck. The main focus has been to find the experience 

goal. An end goal and experience goal that have been found are – To drive the forklift 

truck from point A to B and feel secure in a stressful environment. 

To clarify distinctions between the different patterns, the interviews needed to be re-

viewed once more to identify the behaviour/attitude the interviewees had to their work 

today. However, it is also important to identify what kind of issues they confront, what 

kind of environment they work in, their skills, gender and country. It was important to 

choose a name for the Persona which had not been mentioned in the interviews. 

By this step all the information that is needed to put together a Persona is gathered. How-

ever, the Personas also need to be understandable for every department in the corporation. 

Therefore, a few abstract variables have been added-on in the description since many of 

the employees in the development team are used to having more abstract information to 

work with. 

The stakeholder was involved in the decision as to which one of the Personas should be 

primary, which means having the most influence during development, and which one 

secondary. 

The website Xtensio has a very formal Persona template that has been used to create an 

effective communication tool that is understandable for every employee within the cor-

poration. The template is very well organised and straight forward, and it is able to com-

bine soft variables with more abstract hard variables. 
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The template contained all the information that was needed to create a fictional person: 

 A name 

 A photograph that the stakeholder has provided me with.   

 Goals and issues that the Persona experiences. 

 Quotes to make the Persona more humane 

 Diagram about experience and skills of the Persona. 
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4. Quick Persona method 

In this section of the thesis a method will be presented. The purpose of Quick Persona 

method (QPM) is that it should be time efficient usable and understandable. Furthermore, 

to involve all development departments within the corporation in the Persona process 

 

Figure 3 - Quick Persona method 

Figure 3 presents an overall picture of how the Persona process that has been developed 

from Goodwin’s method will be implemented by the stakeholders of this thesis. 
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4.1. Workshop with different departments 

In large product development corporation, it is a good idea to have workshops before 

starting the Persona project. Large corporations have a lot of knowledge but also different 

perspectives of what is important during the development process of the products. Keep 

in mind that all aspects and perspectives should be presented during the workshop. In 

order to achieve an end result that everyone can find useful, it is important to discuss 

different perspectives and unify them. It is also very important to decide the purpose of 

the Persona - is it to understand who the users are or is it to understand every little detail 

about the product and interaction that might be an issue. To provide a deeper understand-

ing an engaging perspective should be in mind and to understand issues and goals a goal-

based perspective should be approached.  

Some aspects the development group should consider before constructing the question is 

how the data collection method will be carried out. For example, if interviews are chosen 

as the primary data collection, then it must be assessed how long the participants can be 

interviewed and in what kind of environment. It might not be a good idea to perform 

interviews if the interviewees cannot speak freely and privately.  If the stakeholder is a 

world-wide corporation, and if the intention is to collect data from other countries, then 

an important aspect to consider is if the interviewees can speak English or if the interview 

leader knows the native language. If this is not the case, there may be a need for an inter-

preter that does not have any relation to the interviewees.   

The result of the workshop should be a base with questions such as; age, marital status, 

living situations, hobbies, experience, work tasks etc. that other questions will emanate 

from during the interviews. Moreover, where interviews should be takes place and if it 

includes traveling. Also be aware of if the different locations have different models, con-

trol panels or specialised functions that do not exist anywhere else.  

4.2. Data collection 

In this section a suggestion on how to collect data is presented. The first step is to do 

interviews, and the following step is to do observation. This step is optional, but some-

times it can reveal unexpected information that will be needed for other projects. 
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4.2.1. Interviews 

In this step it has already been decided who is going to be interviewed and where to travel 

to find that person. Keep in mind that sometimes it is better to have ten to fifteen inter-

views, rather than have more. Number of interviews might depend on type of model and 

purpose of the product. It is important to have open-ended questions that gives the inter-

viewee a chance to answer the question without any influence from the interviewer. It is 

also important to be alone with the interviewee, otherwise the interviewee might not give 

you the answers he/she really wants to give but say the things the other people in the 

surroundings want to hear. Twenty to forty-five minutes is an appropriate time to do the 

interviews. In that time the interviewee is comfortable with you and can feel that he/she 

can talk to you freely. It is better to have a lot of time instead of too little. Another aspect 

to keep in mind is to not have too many questions. 

4.2.2. Observations 

Observations can be done in different ways depending on time and budget for the project. 

The first approach is more expensive but it will be more thorough and it will give more 

to the project. The second approach is less expensive but is not as thorough as the first 

one, but it can still be helpful when you are trying to make sense of data.  

1. In-person observation – In this observation you stand next to the participant 

while he/she uses the product. When the participant has finished using the product 

and the interviewer has a few questions, it is appropriate to ask them now. Do not 

interrupt the participant, because he/she can lose focus and feel like he/she has 

done something wrong. The down side about this observation method is that it 

takes a lot of time for you and your buyers.  

2. Camera observation – For this observation, cameras have been installed so that 

it can be seen how the participant uses the product. This saves time for the buyers. 

The disadvantage is that questions cannot be asked during the observation and it 

can take a lot of time for the data to be analysed.  
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Sometimes the observations are not needed for the Persona development. However, it 

might be a good idea to perform some observations to be able to verify or contradict an 

interviewees answer if something is uncertain.  

4.3. Analysis  

This section will go through step by step of how to analyse the collected data.  

4.3.1. Compile all data to one matrix 

The easiest way to get an overview of the collected data is to create a matrix, see Figure 

6 below for an example. This gives the team an overview of all the participants in one 

sheet. The sheet can be created in for example Excel. 

Q1 Q2 Q3 Q4 Q5 Q6 Q7 Q8 Q9 .. Qn 

P1 man 42 text text text text text text text text 

P2 female 46 text text text text text text text text 

.. .. .. .. .. .. .. .. .. .. .. 

Pn .. .. .. .. .. .. .. .. .. .. 

Table 1 - An example of a interview matrix 

Table 1 shows an example of how the matrix can be displayed. Place one question (Qn) 

in one column and one participant (Pn) on one row, and fill in all the answers in the correct 

column and row. 
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4.3.2. Identify variables 

The second step is to identify variables. Some variables are easy to identify and can ac-

tually be taken directly from the questions such as age, experience and gender. All varia-

bles are not obvious to identify, for example in Appendix B there is a variable called 

“ownership” and that variable was identified because one of the interviewees said “This 

is my truck, and I would throw out the person that tried to take it” and several other 

interviewees showed that they felt that they had one specific forklift truck. Some variables 

can also be created from two questions, for example, in Appendix B there is a variable 

called Controls – design/feeling. That variable was created because two questions merged 

together in the aspects of attitudes towards the feeling and design of the control panel, for 

example, if the feeling was good, the design also felt good and vice versa.  

Divide interviewees by product model - One thing that is good to do before mapping all 

the interviewees is to divide them if they drive different types of forklift trucks. Perhaps 

they drive the same forklift truck type but have different control panels or different func-

tions that are specialized for that specific place. This should be taken into account.  

4.3.3. Map interviewees to variables and identify formations 

The following steps includes placing all interviewees to variables and identifying for-

mations. If the product line is wide with a lot of different models, it is good to sort the 

interviewees that drive model A in one stock and model B to another before starting the 

mapping. The placing and identifying steps go hand in hand. The person from the devel-

opment team that places each interviewee to the map will either see a formation and pat-

tern of the interviewees or not.  
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Figure 4 - Types of way to do the mapping 

It is important to place the interviewees with the same space between them, for example, 

in Figure 7 in the green solid circle you can see that all the people are standing next to 

each other and in relation to each other. Person2 is for example 25 years old, person4 is 

30 years old and person3 is 32 years old. It does not matter if the interviewees are the 

exact same age and distance from each other. What matters are that they are next to the 

interviewees they should be next to.  

In the blue dotted circle in Figure 7 the interviewees are standing next to each other but 

with no space and that is because they have said the same thing. In this case they have the 

same amount of experience.  

In the red striped circle in Figure 7 there is a longer distance between the interviewees 

and that is because they both have long experience but person1 has much more experi-

ence, for example, person5 has 4 years of experience, person6 has 7 years and person1 

has 15 years. This was makes it clear for the development team that the interviewees are 

in relation to each other but they are still different.  
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Figure 5 - Identifying formations and patterns 

When the mapping of all the interviewees is done it is time to start looking for two or 

more interviewees that follows each other (see Figure 8). It is difficult to identify patterns 

if there are more than about fifteen interviewees on one map, because it can look very 

messy which makes hard to identify patterns. It might be a good idea to colour code them, 

for example that interviewee number one has “red” etc., but it is not necessary. Another 

option is to remove interviewees that are outliners or have not answered all the questions. 

4.3.4. Clarify patterns and add detail  

After identifying one or more patterns it is time to start thinking about why they have 

been clustered together and why the patterns differ from each other. Make a list of what 

they think differently about and go back to the matrix to identify what the interviewees 

said within the red pattern. For example, perhaps they have received a higher education 

with a focus on computer science and the interviewees in the blue pattern only sit a long 

time in front of their computer in their spare time.  

Find details from the matrix that can be add to the persona description, it can be their 

marital status, animals, hobbies or something they would like to change about the product.  

 Template tool 

There are several websites that provide companies and private people with free templates 

to create and present a professional and structured persona. The website Xtensio offers 

their clients to use their persona template that also can be modified to suit their clients’ 
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purpose. An account needs to be created before accessing all templates, but after that 

attributes and items can be moved, added or deleted from the template. The template can 

also be downloaded as a pdf or image.  

 

Figure 6 - This is an example of a persona description that has been created in Xtensio. 

Figure 9 shows what a persona description should contain to make it feel more human. It 

contains a name, picture, some information about where the person lives and their age. It 

also contains a quote of something the person has said, personality features, a biography, 

goals and issues the person faces today.  

4.3.5. Group and prioritize personas 

Discuss within the group about which of the Personas should be the primary and which 

the secondary. Different people in the group might have different opinions about issues 

and what should be the main focus when going forward in the development process.  
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A guideline is that the Persona that can help the group the most should be the primary, it 

does not have to be a persona that has the most negative or positive feedback about the 

product. The primary persona can be a Persona that explains how the product feels when 

using it, rather than issues that come up. Which Persona that will help the development 

team the most depends on what kind of data that has been collected. However, a Persona 

should be well received in the development team, and if the majority of the development 

team is drawn towards one Persona that one should be the primary Persona. 
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5. Discussion 

This thesis result has presented a possibly time efficient Persona method. The main goal 

with a Quick Persona Method (QPM) was that the stakeholder could apply Personas onto 

their whole product line, and to share common knowledge about their user group to all 

departments. This could lead to a more efficient product development process which in 

turn leads to reduced time to market. The thought behind QPM is to break silo thinking 

culture and to improve communication between departments. Additionally, QPM should 

increase knowledge sharing between departments and also create an organisational 

awareness and distributional situational awareness. 

The major differences between Goodwin’s method and QPM are that Goodwin has sev-

eral steps that could be combined with others to make it easier for the stakeholder to 

follow without going back and forth between steps. For example, has step four through 

six been combined to one in QPM since they relate to each other and it is easy to execute 

them as one step. The disadvantage of removing several steps is that a person that has 

created personas several times knows the process and what needs to be done. However, a 

new Persona developer might lose information along the Persona development process 

because of lack of information in the development description. 

QPM suggest to have a workshop to start of the Persona development process. The inten-

tion with the workshop is to provide the members with different aspects and needs of the 

Persona and to increase the organisational awareness.  

Goodwin suggests that surveys can be used for collecting data, but in the new QPM the 

only suggestions are to use interviews and observations. That is because of during an 

interview a lot of information can be reviled unconsciously such as face expressions, ges-

tures or tone of voice. With interviews the stakeholders can gain a lot of useful infor-

mation and discuss it during workshops or sharing new knowledge to co-workers. The 

QPM also suggest that having less interviews but longer to really get to know their inter-

viewees and understand the issues and goals. To have a lot of interviewees can also make 

the mapping and identification of pattern more difficult since the map becomes bigger 

and more complex to see any patterns on. To involve all development departments in the 

interviewing process, the interviews can be performed/observed by different members in 
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the development team. Furthermore, that can increase common knowledge and sharing 

among departments.  

Another difference is that Goodwin presents two ways to place to interviewees on the 

maps of variables, and the new method emanates from a larger matrix where all infor-

mation from the interviewees should be presented. The purpose of the matrix is that it 

should be used as a cognitive artefact to store all data and information, but also as a place 

where the development team can have a common document to go back to and share in-

formation that has been gained during the interviews and observations. 

The stakeholders have requested a method that can be followed by anyone in the organi-

sation without any deeper knowledge than has been presented in this thesis. To accom-

plish this request, it is important to keep it basic and not have any unnecessary steps in 

the method that can be misinterpreted by the developer. 

Another difference about the two methods is that the step when to prioritize Personas has 

been moved to the last step. There are several departments involved in the product devel-

opment process and all should have a saying in which one of the Personas should have 

the most impact on the decision making. 

 

 

 

 

Figure 8 - Quick Persona method 

Figure 7 and figure 8 shows the differences between the new zero pre-knowledge and 

Goodwin’s persona method. 

Figure 7 - Goodwin persona method 
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The method section in this thesis has presented how Goodwin’s method has been exe-

cuted. The method was executed in ways that have affected the end result and those are 

presented below. 

The first aspect that could have affected the result was that the stakeholder confirmed that 

personal questions could not be asked during the interviews. For example, the stakeholder 

was nervous about us asking questions about the interviewees’ marital status or their hob-

bies. This was an issue since Personas are built on the respondent’s feelings or point of 

view on their life, work etc. 

The second aspect that could have affected the result was that the interviews could not be 

more than ten to fifteen minutes, which makes it really hard to get to know the inter-

viewee. Afterwards, it would be better to have interviewed one or two interviewees on 

one site instead of four to six. That could have given more time with those interviewees 

and get a higher quality on the interviews. 

The third aspect is that the interviews could not be recorded or taped. Not many stake-

holders approve recordings in any form so this issue is not as severe as the ones above. 

However, it is still an issue and to be sure that we would not miss anything an interviewee 

said, two people performed the interviews, one who took notes and the other one who 

asked the questions. It was preferable to have one that listened and one taking notes be-

cause later on the answers could be discussed and more details could be added-on to the 

notes. 

The fourth aspect was discussed after the interviews and that was the impact of the envi-

ronment in which the interviews took place. In only a few interviews we could be in a 

private room with the interviewees without someone else listening or giving their input 

on our questions. The major part of the other interviews was done close to the inter-

viewee’s workspace and their supervisor or colleges could hear what the interviewee said, 

which of course has an impact on the answers the interviewees will provide. However, 

all the interviewees answered all the questions and they were very polite and nobody 

seemed to be offended about the questions. 
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Two countries were visited where the interviewees did not speak Swedish; some of the 

interviewees only spoke their native language and a bit of English. This is also an issue 

because it made it hard sometimes to understand what the interviewees were saying. For 

some interviewees we also used a translator. However, when the translator told us what 

the interviewee said we could tell that the question or/and answer was misinterpreted and 

the question needed to be asked several times and in different ways. 

The main positive aspects of this thesis is that since interviewees and observations have 

been done in different countries the Personas are very broad and we can say something 

about the stakeholders’ users in North and Central Europe. Another positive aspect is the 

involvement of the stakeholders and their interest in getting to know their users. 
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6. Conclusion 

This thesis presents QPM, a method for understanding behaviour and needs of end users 

for large product development corporation and also to improve intercompany communi-

cation within the company, which answer the first question if it was possible to tailor a 

Persona method for a large product development corporation. 

The approach of QPM is to focusing on interviews as well as strong stakeholder involve-

ment in the early stages of product development. To involve the development departments 

in several steps in the QPM method, it is expected to provide a common knowledge and 

to break a silo thinking culture. Moreover, to gain organisational awareness among mem-

bers. The steps that includes several departments involvement are workshop, interviews 

and the majority of steps in the analysis, which answer the second question of where the 

involvement should be in the Persona development process. 

Future work includes to implement QPM and further development and evaluating its ef-

fectiveness. Furthermore, its time efficacy and usability. 
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Appendix A - Questions  
Nr:_______ 

Location:___________________ 

Man / Woman 

How old are you:________ year 

How tall are you:________cm 

Are you left or right handed? 

Do you have any hobbies? 

What´s your marital status (married, children)? 

What is your living situation? 

How long have you worked here? 

How long have you worked with this specific truck? 

Do you have any other experience from Toyota trucks or other manufacturer? 

Do you have a personal favour of brand? 

Why? (Example; control panel, buttons etc.) 

Do you feel like this is “your” workspace? 

Was it easy to learn all the functions? 

Why? 

What does a workday for you look like? Work tasks? 

How do you work sitting or standing?  

Do you think the control panel, buttons etc. have a good design and function?  

Why? 

Give example on detailed function (steering, interface)? 

Do you use all the functions on the control? 

Do you think we could remove or add anything/change? 

Why? Give example 

How does the steering feel/driving experience? 

Do you think the work space in truck is big enough? 

Do you think we could remove or add anything/change? 

Why? Give example 

Is there anything you would like to change? 

What? 

Why? Give example 

Can you mention one... 

Bad thing?  

Good thing? 
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Appendix B – Variables and spectrum 
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Appendix C – Mapped interviewees of Divided control 
panel 

  



 

40 
 

Appendix D – Mapped interviewees of Integrated 
control panel 
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Appendix E – Mapping of Divided control panel 
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Appendix F – Mapping of Integrated control panel 

 


