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	Think?
	Feel?



	See or Hear?


	Do?

	Pain Points and Challenges


	Motivators


What Is It?
A simple tool for helping people think about the users of your solution. 
How and When Do You Use It? 
Create an empathy map very early in your design process. The goal of the empathy map is to get perspective from your target learners and create a shared understanding of the learners’ perspective between you and your client (instead of making assumptions). Make sure you gather people who truly are your target learners. Customize the generic prompts on the template provided here to reflect the specifics of your situation. (For example: As you do X, what are you thinking about? What kind of feelings does doing X generate in you?) 

If you are doing empathy mapping in-person, you can use flipchart paper and sticky notes. If you are doing the mapping virtually, you can use Miro, Mural, or even simple PowerPoint to collaborate virtually with your participants.

Focus your map on whatever task or block of knowledge you are trying to get people to do or know about. Be specific in the context if context matters. For example, “When you position a new drug as part of a sales call to an existing healthcare provider,” is far more specific than “When you are in a selling situation.”


A baseline map addresses questions in six areas:
What is this learner thinking and feeling about X? (X = whatever it is you want people to learn to do or to know about.)
What does the learner see while they do X? (For example, what is their environment like and what devices, tools, and resources are they using?)
What does the learner hear from others as they do X or apply knowledge of X in their jobs?
What does the learner say and do in relation to X? (For example, if the training is going to focus on selling a product, ask yourself what the sales rep [the learner] does in the job as they sell a product.)
What are the learner’s pain points in attempting to do the task or applying the knowledge?
What are the motivators for doing the task or applying knowledge successfully?

I like to have participants in an empathy mapping session write their own comments for each question. Direct quotes are far more relevant and persuasive with clients and stakeholders than your summary of what learners said.
What Do You Do Once You Build It? 
Use it! Create a persona based on the information you collect and use it to inform your learning journey map, your design, and what you develop. Also use it to assess your strategy blueprint or help you flesh out that blueprint in greater detail.

Here’s an example of an empathy map for a product training project.
	Think?
“How am I going to place new indications?”
“What’s right for the patient?”
“How am I going to fit this new message into my call time?”
	Feel?
Anxious and unconfident: “I don’t know enough.” “It’s not clear to me how this fits. What if I say the wrong thing in the doc’s office?”
Excited: “Will this enable me to cover more indications and sell more scripts?”
Overwhelmed: “I thought I understood this . . . but now I don’t think I do.”

	See or Hear?
From doc’s: “It works the same as everything else.” “I prescribe your competitor. Works fine, and I don’t see why I should switch.” “I don’t prescribe any new drug for the first two years it’s on the market. I want to wait and see how it does.”
From other reps re: timing: “That was a total waste of time.” “What just happened. . . . I’m not sure I got it right.”
	Do?
Sell on value if the product is innovative or different. Sell on reputation and org reputation if can’t differentiate between their product and competitor products.
Focuses on what they can say, not what they can’t.
Avoids selling a product if they don’t understand it; relies on what they know or feel comfortable selling. Reverts back to old habits if attempts at selling new don’t immediately pay off.

	Pain and Challenges
Time it takes to really learn new stuff and time it takes to get comfortable with new messaging, tools, and content
Nerves: ride-alongs can be intimidating.
Lack of clarity on how to insert new messages into calls.
	Motivators
Hitting sales goals.
Helping patients who can benefit from these products.
Gaining interest from docs to try a drug on a patient.
Peer-to-peer interaction and story sharing.
Ride-alongs: incentive to prepare.
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