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Personas (1/2)

e humanized representations of the
underlying survey data presented as a
believable person

contain picture, name, age, Country,
and other demographic attributes and
information

“making data memorable” to keep the
customer front & center

Persona

L Maria
: 46 year old, Female
Angola

Maria is most likely...
* Single
* In high school
* Administrative Services

Maria agrees with this:
» community risk index weighted Extremely-dangerous
* mismatch index weighted
* measures taken avoid touching face weighted Yes
* measures taken cover coughs weighted Yes
and 27 more

Maria disagrees with this:
* news sources ordinary people i dont know personally
weighted No
* measures taken taking herbal supplements weighted No
* news sources local health workers weiahted No
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Personas (2/2)

* Research shows

ember...

sarves o

e again, keeping the customer
“front and center”

 picture, name, quotes

e this 1s what makes the
memorable

Persona

lMaric:
: a0y Id, Female
Angola

Maria is most likely...
* Single
* In high school
* Administrative Services

Guriu agrees with this: )
» community risk index weighted Extremely-dangerous
* mismatch index weighted
* measures taken avoid touching face weighted Yes
* measures taken cover coughs weighted Yes

\_

Maria disagrees with this:
* news sources ordinary people i dont know personally
weighted No
* measures taken taking herbal supplements weighted No
* news sources local health workers weiahted No

J

and 27 mora

Print Close




Survey2Persona

Survey2Persona

A ool for enalysis of survey date

 a tool for analysis and visualization of
survey data

e requires no knowledge of statistics
from the user - all processing via
point-and-click interfaces

Survey2Persona...

= is a tool for analysis of survey data
= requires no knowledge of statistics from the user - all point-and-click interfaces
« transforms survey data into "personas’ for actionable insights

 transforms numerical survey Personas

Research show people remember ...
= picture, name, quotes

responses and demographic datamto | oy =
‘personas’ for actionable insights
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https://s2p.qcri.org



https://s2p.qcri.org/

Issue Addressed by Survey2Persona

e Organizations have a tremendous amount of survey data and
survey-like data (e.g., reviews, CRM, chat logs, etc.)

e Organizations also face tremendous challenges harvesting value
from this data

e Survey2Persona provides immediate msights from this data that
are targetable, actionable, and communicable




Survey2Persona as a Solution

e Survey2Persona addresses this pain point via:
 a functional interface for survey data integration
e a user friendly interface for data selection for visualizaion
e inherent algorithmic processes for analyzing data to select what
personas to present

e Results in rapid, contextualized, targeted, and immediately actionable
personas from survey data.



Example Use Case

e Scenario: You are a major air company with a
variety of customer relationship management

(CRM) and survey data.

e With Survey2Persona, you can generate personas
representing customers who:

e don‘t like your mobile app
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Example Use Case
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Example Use Case

e Scenario: You are a major air company with a
variety of CRM and survey data.

e With Survey2Persona, you can generate personas
representing customers who:

e don‘t like your mobile app, and
e rate your mn-flight service highly, and
e purchase tickets with a branded credit card

Targetable!
Actionable!

Communicable!

Persona

Sarah
- 57 year old, Female
3 Australia

Sarah is most likely...
* Married
* College grad
* Administrative Services

Sarah agrees with this:
- in-flight service is top of line and professional
= always use the airline credit card

Sarah disagrees with this:

- the mobile app is easy to use
« the mobile app is highly functional
- uses the mobile app quite often

Print

Close




Survey2Persona

A ool for enalysis of survey date

Survey2Persona

e Available at https://s2p.qcri.org

Survey2Persona...

= is a tool for analysis of survey data

. ” ’
] Open demo S uSIHg: ‘ = requires no knowledge of statistics from the user - all point-and-click interfaces

« transforms survey data into "personas’ for actionable insights

e American Trends Panel Data (Pew R

Personas

R h) Reseo_a‘?h show people remember ... :
¢searc pewenemeguetes o
e MIT COVID-19 Beliefs, |

TR 8T T

« keeping the customer “front and center”
Behaviors & Norms Survey %o ~_\

: Personas you will
e \ see Priest Closs

= Fern

e Computer Generate Customer T = Demogaptice s
. . . n
Survey data simulating a worldwide
audience

e Login function for uploading survey
datasets
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User Intertace

Multple data visualizations

1.

2.

demographics - age, gender,
country

survey items - responses to survey

Survey2Persona

& tool for analysis of survey data Fersono

Survay Dato
Computer-genarated data ~
Demographics Survey Items

Age Ronga

Select Age Ranga
Gendar

Select Gander
Country

Selact Country

Genarota




User Intertace

Multple data visualizations

I. demographics - age, gender,
country

2. survey items - responses to survey

SurveyZ2Persona

A tool for analysis of survey data Persona

survey Data

Cormputar-generated data L

Demographice | Survay ltems

Persona agreas with this:

Search
Persona disograas with this:

Searche

Ganarota




Find what difterent groups o
think about your product

Survey2Persona

A tool for enalysis of survey data Persono Team: Research

Age Range Country
1= =L =12 1=
Bec " .ﬁ.ﬂﬂehes g Ewc:
year old, F 16 year old, Femaie
Demographics  Survey items Indic

b \\
s Personas you will see

® Famale

Survey Data 3 personas

Computer-generated data L4

Country

# pustrolic % Belgium  * India < Demographics you
want to analyze




Click to learn more about

Survey2Persona

A tool for analysis of survey data

Survey Data

Computer-generated data

Persono

3 personas

L
Demographics  Survey items -
Age Ronge
*13-7 = 18-24 % 25-34 = 35-44
* 45-84  x b5-64  x 65
Gandar
* Famaole o
Country
® Australioc . X% Belgium X India

Ganarata

Bec
29 vear old, Female
Australia

Persona

Bec
29 year old, Femala
Australia

Bec is most likely...
» Married
» College grad
» Administrative Senvices

Bec agrees with this:
» | feal shy speaking in public.
o My fovorite color iz blue. @
» Algorithms have too much power in our sociaty.

Bec disagrees with this:
s |like pudding.
o |'woas offended by the suggestion that my baby brother was o
jewel thiaf.
» Malls are greot ploces to shop; | can find everything | need
under one roof. &

Print Closza




Demographics provide many
understanding your customers

Survey2Persona

A toal for analysis of survey data Persona
Gandear Country
Survey Data 8 persanas & s pla > I i
Computer-generated data L4
Javiera Conor Hazig
24 yaar old, Fermale I8 year old, Male 24 year old, Male
Demographics Survey Items Chile Iraland mMalaysia
Age Ronge
MNikita Abdirahman Josue
X 18-24 19 yearold, Male 27 year old, Male 20 year old, Male
Russian Faderatior somolia El Solvador
Gendar
Salact Gander Amal Agusting
Country — ™ 23 year old, Famala 24 year old, Famale
Tunisio Lruguey
Salact C try

For example, young customers!



SurveyZ2Persona

A tool for analysls of survey data Personao Ressarch

Country

3 personas
Survey Data P Saloct v

Computar-ganardted data o
Javiero Amal Agustina

18 year old, Fermalie —— 19 year oid, Female 23 yeaar old, Femaie
Demographics  Survey items Chila Tunisia LIruguay

Age Range

% 18-24
Gandar

#* Farmale
Country

Select Country

Ganarata

Or young female customers only.



User Intertace

Multple data visualizations

I. demographics - age, gender,
country

2. survey items - responses to survey

SurveyZ2Persona

A tool for analysis of survey data Persona

survey Data

Cormputar-generated data L

Dunmu-gruphi:: Survay Items

Persona agreas with this:

Search
Persona disograas with this:

Searche

Ganarota




Survey2Persona Functio

I. Select survey 1tems that users
agree/disagree with

Survey2Persona

A tool for analysls of survey dat |\ Persono
Age Range Gandear
@ orfitns \ 82 personas v o 1 s

Computar-ganerated doto L s
uoal

46 year old, Male
United &rab Emirates

Uuuk
73 yaar old, Mala
Demographics Survey ltams afghanistan

Farsona agrees with this:

E a
. 4

= | feal shy speaking in public. Arben Lindita
50 year old, Male 60 year old, Female
Parsond disagraas with this: Albania Albania
\ * My fovorite color is blue. /
Elisabeth Lachlan
| 48 yearold, Female 23 yaar old, Male
Austria australio

Country

Ermal
35 yaar old, Mala
Albania

Florencia
25 yaar old, Famale
Arcpanting

Nicat
13 yaar old, Male
Azerbaljan

2. Generate! 3. See the resulting personas



Learn more about the per
attitudes

Persona W

Survey2Persona

A tool for analysls of survey data Persono
Elisabeth
{ 48 year old, Fermale
Survey Dato 82 personas Austria

Elisabeth is most likely.-
» Marriad
» College grad
* Administrotive Services

Computar-ganerated doto L

Demographics Survey ltams

Elisabeth agrees with this:
* | feel shy spaaking in public.
» | feel very successful in my lifa.

Farsona agrees with this:

* | fesl shy speaking in public.
yaar old, Male

Parsona disagrees with this: ania s Too many prisons hove become sarly coffins. @
» | cheated while playing the darts tournament by using a
* My fovorite color is blue. longbow. &
Elisabeth F
48 ysar old, Femala l Elisabeth disagrees with this:
AusiTia

s Wiy fovorite color is blus.




Learn more about the per

Survey2Persona

A tool for analysls of survey data

Survey Dato

Computar-ganerated doto

Demographics
Farsona agrees with this:
* | fesl shy speaking in public.
Parsond disagraas with this:

* My fovorite color is blue.

attitudes

Persono

82 personas

Dubai
46 year old, Male

Survey ltems Uinited &rab Emirates

Arben
50 yaar old, Male
Albania

Elisabeth
48 yaar old, Fermalka
ALUSLTO

Ganarate

Print the results to
your presentation

Persona

Elisabeth
{48 year old, Fernale
Austria
Elisabeth is most likely..
« Married

» College grad
« Administrative Senvices

Elisabeth agrees with this:
* | feel shy spaaking in public.
» | feel very successful in my lifa.
s Too many prisons hove bacome early coffins. &
» | cheated while playing the darts tournament by using a
longhow. =

l Elisabeth disagrees with this:
s Wiy fovorite color is blus.




SurveyZPersona

? Bemaord Jonsen
A tool for analysis of survey data Persona FAQ Team Research Blog Pitch 4

Team Quecst

a- I ® ® I | Generate Personas Upload Survey Data Mandage Survey Data

Add ~

Aggregate data visualizations ‘

766 responses

1 . by demographics — age’ gender’ Tebldemnareplics

Approach

country . “

Demeographic groups agree with

2. Interface 1s interactive (1.e., point 7T
and click filtering)

Country f| Respondents

Philippines 1.98%
Thaoiland 198%
Germany 1.85%
Poland 1.85%
Argenting 1.85%
5 4 3
i 1812%  1759% 17.33% 1827% 1323% 46.30% 53.31%
66
_ 0.40%
13-19 20-30 3140 41-50 51-80 6170 7180 female male nen-binary




Also survey 1msights

By question data visualizations

.

2.

by demographics distributions by
question

Interface 1s mteractive (1.e., pomnt
and click filtering

18.12%

10.85%

13-18¢  20-30

17.59%

31-40

0
]

0O o o 0 0 0 0 o a0 o aaaao

Survey2Persona

A tool for analysis of survey data

17.33%

41-50

Persona FAQ Blog

1827% 1209y 4630% 53.31%

51-80

‘ooccccooocooooo

BBI%

81-70

20 female male

Question

heaith_everyone_has_to_pass_a_temperature _check_weighted _More-likely-to-visit
health_everyone_has_to_wear_a_mask _weighted_More-likely- to-visit
health_has_additional_hand _washing_stations_weighted _More-likely-to-visit
health_operating_at_limited _capacity_weighted_Less-likely-to-visit
health_operating_at_limited _capacity_weighted _More-likely-to-visit
locations _would_attend_performances_and_sporting_events_weighted_No
locations _would _attend_places_of_employment_weighted _No

locations _would _attend_places_of_worship_weighted _MNo

locations _would _attend _restaurants_weighted_No

locations _would_attend_schools_weighted _No

measuras_taken_avoid_sick_weighted _No

measuras_taken_avoid_sick_weighted _Yes
measures_taken_avoid_touching_face_weighted _No
measures_taken_avoid_touching_face_weighted_Yes

measures_taken_caution_opening _mail _weighted _No

Pitch

?

Bernard Jansen

Team Quecst

Country Respondents

Philippines 1.88%
Thailand 1.88%
Germany 1.B5%
Poland 1.B5%
Argentina 1.85%

A0%

non-binary

<23 45

Search:

14

>




Also survey 1msights

By question data visualizations

.

2.

Response box plots, including
outliers by question

Interface 1s interactive (1.e., pomt
and click filtering)

3616% LE
e 5.02% 201% 0.33% B Uo%
18-24 2524 35-44 4554 5564 o5 b female
Excel CSV
3 25 2 16 = Question Q
| strictly follow the rules and rifgulations of the subreddit(s) that | pate
- 50
44
40
6 8 a 42 49 28
i
LS 1
-

.
':-1 think my subreddit(s) are ha¥ul-toxic /

It is important to me as a moderator to prevent hate-toxicity in my subreddit{s)

[B80 S8 Modration tools are helptul

0 0 82| The subreddits | maderate are similar in hate-tosicity
a | Users often violate community guidelines-rules in my subreddit(s)

_I know the moderation rules of my subreddit(s)

Country

| Respondents

United States 59.38%
United Kingdom B58%
Canada 7.89B%
Germany 3.07%
Australio 296%

c@P23 45 .

1.79%

4

T
non-binary

Search:

og‘ﬁco}hf'
ofgiz o -8

+3

ouaooé:z



The End to End
Survey2Persona Process!

Survey

Development

Consulting

Human 1n the
Loop




The End to End
Survey2Persona Process!

Survey Survey

Development Data

Consulting Collection

Human in the  All major survey
Loop tools




The End to End
Survey2Persona Process!

Survey Survey
Development Data
Consulting Collection
Human in the  All major survey The magic!
Loop tools (really, 1t’s

algorithms!)



The End to End

Survey2Persona Process!

Survey Survey
: : ersona
Consulting Collection :
Generation
Human in the  All major survey The magic! Actionable
Loop tools (really, 1t’s Insights!

algorithms!)




The End to End

Survey2Persona Process!

Survey Survey
Development Data =
: : Persona
Consulting Collection :
Generation
Human in the  All major survey The magic! Actionable
Loop tools (really, 1t’s Insights!
algorithms!)
<= <=

Feedback Cycle: Surveys Tailored to Personas
optimize processes & increase efficiency via learning, self-correction,
and segmentation targeting




Interested?
Don’t hesitate to jump aboard!

e S2P 1s available and ready for use now!
https://s2p.qcri.org

e Reach out for a quote!

Dr. Jim Jansen: bjansen@hbku.edu.ga



https://s2p.qcri.org/
mailto:bjansen@hbku.edu.qa

Need more help?

We provide end-to-end services helping organizations with their
surveys: defining information needs =2 creating the survey 2

collecting data = providing S2P analysis and visualization = S2P
results to KPIs

(1.e., a soup to nuts' survey system - from ‘creation to results’!)

Send email to Dr. Jim Jansen: bjansen@hbku.edu.ga



mailto:bjansen@hbku.edu.qa

Thank you!

Survey2Persona
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