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What is 

Customer Discovery?
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Design Thinking
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• Empathy - term we use for the 

ability to understand other 

people’s feelings as if we were 
having them ourselves. 

• Sympathy - refers to the ability 

to take part in someone else’s 
feelings, mostly by feeling 

sorrowful about their 

misfortune.

Empathy vs Sympathy
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Innovation

Human Centered Design
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A Design Process Journey
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Design Thinking Full Cycle
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Customer Interviewing & 

Hypothesis Development
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Problem Framing

What?  
• Determine the type of “problem” you are trying to solve.

• Is it an existing problem or issue?

• Is it a new idea or an improvement on an existing product or service?

• Identifying a market.

• Is it an existing or new market?

• What similar products or services exist in the market?

• What types of potential customers MAY benefit from your concept?

• Define the problem.

• What is the difference between personal or native bias and thinking objectively about your concept?

• What are the underlying causes of the problem? Separate fact from fiction (opinion).

• How far can you break down the problem to get to the core of what is trying to be solved or brought 
to market?
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When?

• Does the problem occur at a certain time or based upon a certain set of circumstances or predecessor 
events?

• Remember, the problem you may be solving could be the result of something upstream from your 
impacted, potential customer. And therefore, may be beyond your control. You will need to take this into 
account. Will the problem you are targeting always occur based on another set of circumstances and at a 
specific time and based on a specific set of parameters?

• As the saying goes, "timing is everything". So, ensure timing is taken into account as well as the factors that 
affect that timing.

Problem Framing
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Where?

• Is the problem connected to a particular geographic location?

• The geographic aspect of a problem can dictate the solution. Often, a solution may have to be 
altered based on the varying geographic needs of one customer base in one market differently 
from a customer base in a different market. This could be based on the lifestyles and 
preferences of the customer or regulated by the governing body of the location where that 
customer resides.

• Globalization is a major factor to be considered here.

Problem Framing
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Why?

• Ask yourself “Why” do I or others have this problem? 
o Why, Why, Why, Why, Why

• Unpacking the whys associated with each segment of your problem can reveal gaps in your 
understanding, and identify your native biases and assumptions, and the impact and prevalence 
of your problem (or lack thereof).

• Keep digging deeper by asking "why" at each layer of detail. In other words, channel your inner 

three-year-old.

Problem Framing
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Who?
• Simply, who is experiencing the problem?

• This could be more than one person or group as there may be segments or niches of customers.

• At this point though, you are looking for the person or persons that are closest to the problem 
and are experiencing most of the impact of not having the solution.

• We will dig deeper into the customer roles and value propositions in future modules.

Problem Framing
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How?

• Identify and try to quantify the problem’s impact if not solved. (i.e. Is it a small, 
medium, or larger issue?)

• Identify possible benefits of solving the problem.

• Before committing to a problem to address with a possible solution keep digging 
deeper and adjust your goals for solving the problem in question.

• Unpacking the whys associated with each segment of your problem can reveal gaps in 
your understanding, and identify your native biases and assumptions, and the impact 
and prevalence of your problem (or lack thereof).

Problem Framing
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Townsville General Hospital (where) operates 24 hours a day, 7 days a week. As such, a 
patient’s needs must be addressed around the clock.

For the overnight shift (when), there are currently no cardiology technologists scheduled 
(why), which can create issues for emergency staff (who). Some patients wait for four 
hours or more for a medical laboratory assistant to administer an electrocardiogram (ECG), 
a task better suited for a cardiology technologist to perform and interpret.

This results in poorer patient care and worse health outcomes (what).

The hospital should always have a cardiology technologist available, even if they are only 
on call for the overnight shift (how).

Problem Framing Example
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Problem 

vs.

Solution-focused

Interviewing
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Rule #1

Do not talk about your 

solution!
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FINDING INTERVIEWEESFinding Interviewees

• Your Network 

• LinkedIn DM

• Referrals from interviews

• Trade shows and meetups- even those hosted virtually

• Hint: Save the ultimate decision makers for later when you have a 

flow to your interviewing and you’ve refined your questions & value 
proposition
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Guidelines for Outreach

• Introduce yourself- leverage your 

network.

• Do not introduce yourself as a CEO.

• Ask for 10 - 15 minutes

• Video chat or in-person is best

• Reference their expertise or 

something you saw/heard from them

• Flattery will get you everywhere!

• No Selling!
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Guidelines for Outreach
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Customer Discovery

 Interview Method
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The Socratic Method

• Used to clarify concepts.

• Probes and challenges assumptions

• Probes rationale, reasons, and evidence

• Questions viewpoints and perspectives

• Probes implications, causes, and consequences

• Questions the question
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Warm-up

How long have you been in this position?

 

What are your responsibilities?

Tell me about a typical day.
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Goal #1

Identify the biggest need(s) your customer has.
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Question #1

What are the top 2 challenges that keep you up at night?
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Goal #2

Identify frequency and urgency.
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Question #2

Can you tell me about the last time that happened? 

Why was that hard/challenging?
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Goal #3

Identify the current solution(s).
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Question #3

What did you do to solve it? 

What did you like/dislike about that solution?
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Question #4 

When was the last time a (hardware, software, service, etc.) 

was adopted? 

Tell me about that. 
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One Final Question

Who else should I speak with?
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