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Welcome.
Welcome to this Purposeful Guide to Deep Dive 
Empathy Interviews. Use it in whole or in part, 
experiment, and learn as you go. You’ll soon see 
the endless and extraordinary possibilities that 
surface when you tap into the power of true 
empathy.

Explore.
Check out this video that engages us emotionally 
as it shows us what empathy looks like, giving us 
a deeper understanding of what others see, feel 
and experience.

Video courtesy of IDEO.
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Embrace Empathy.
Empathy asks us to walk in the shoes of the people 
we’re designing for and see the world from their 
perspective. It helps us get to know someone as a 
whole person, so we can more deeply understand his 
or her thoughts, emotions, and motivations. Through 
empathy interviews, we gain fresh perspective on our 
business challenges by uncovering unique insights. 
And by understanding choices people make and 
behaviors they engage in, we can identify their needs 
and create more meaningful value for them. 

The best way to get to know someone, is to fully 
open to whatever they have to say. Below are several    
   tips for preparing to have and cultivating rich   
          conversations that help you get to know your     
  customer better.

Get Ready.
Before you sit down to speak with someone, take 
some time to let go of what’s happening at the office 
or on your mobile phone. Start to think about life 
from your customer’s point of view. Embrace the idea 
that this will be a conversation where you have a 
wonderful opportunity to learn new, even surprising, 
things about someone.

To make the most of your time together, it helps 
to think very broadly about where your brand sits 
in the minds of the consumer. This will allow you 
to ask questions that are broad and specific at the 
same time. For example, for a museum client, we 
asked people to share some examples of what they 
like to do for fun when they have free time. For an 
executive education client, we asked people to name 
the things they still want to learn before they retire. 
These are examples of questions broad enough to 
invite people to share from their point of view, while 
also inspiring answers that help these clients uncover 
new possibilities for their particular space.
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Get Ready. (cont.)
 
In addition to 3 or 4 broad questions, it’s ok add 1-2 
questions that start to surface fresh perspectives for 
your brand. For example, for a university client, we 
asked what advice they had for the school in order to 
provide a graduate school experience that exceeded 
their expectations? For an international nonprofit 
serving people with intellectual disabilities, we asked 
what it means, practically, to include someone with 
an intellectual disability in the daily office routine?

 
 
 
Here are a few good examples of questions that 
make great “warm up” questions because they help 
both you (the interviewer) and the interviewee (your 
customer) become more present in the conversation.

1. What brings you the most joy on any given day 
or week? Why? 

2. What are some of your favorite brands/
companies/organizations/campaigns?  Why did 
you choose them? What do you like about them?  

3. What stresses you out in any given day or week? 
Why?

Having about 5-7 questions ready to ask is a great 
starting point. You may or may not get through 
all these questions, and that’s ok. You’ll have 
them if you need them. More importantly, as the 
conversation gets underway, listening thoughtfully 
will naturally lead to follow-up questions, which you 
should pursue!
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Dive In.
Above all, interviews should feel informal, but not 
superficial. Spend at least 20 minutes with each 
person to make sure there is sufficient time to hear 
at least a few meaningful stories. Remember, your 
starter questions are just that—for starters. Treat 
them as a guide, not a script. Use them to ensure you 
cover the key topics with each interviewee and add 
or modify as the conversation unfolds.

Below are several tips to help you make the most of 
your one-on-one time together.

Interview Tips.
• Embrace a “beginner’s mindset;” be genuinely 

curious and listen as if you’re hearing everything 
for the first time.

• Ask open-ended questions and questions that elicit 
a personal story; look for the motivation behind 
why a person is telling a particular story.

• Look for inconsistencies. Sometimes what people 
say and what they do are different. These 
inconsistencies often reveal interesting insight.

• Listen deeply, especially to understand intent and 
motivation behind each story

• Ask why often, even if you think you know the 
answer. The answers will sometimes surprise you!

• Pay attention to nonverbal cues, including 
body language and emotion, which can reveal 
something deeper.

• Make it feel like a conversation, not an interview
• When possible, listen with a partner 

who can take notes that capture 
stories, quotes, body language,  
tone of voice, etc.
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Reflect.
Once you’ve wrapped up your conversation, take 
time to reflect. Think about a day in the life of the 
person with whom you spoke. Look for commonalities 
or patterns in the stories they told and the 
experiences they shared. 

Based on your interviews and observations, what 
might be some of the unmet needs and opportunities 
that could be addressed through new, enhanced or 
improved offerings from your brand?

Get In Touch.
When you embrace empathy, the possibilities for 
creating exceptional customer experiences are 
endless. We’re excited you’re here and we’d love to 
collaborate with you. Whether you need a catalyst 
for fresh thinking on your team, extra bench strength 
for brand insight and innovation, or an extra set of 
hands for a special project, we can help.  
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Brand Strategy
Leading-edge research
• To more deeply understand customer perception 

and preferences
• To surface fresh insight around your highest 

priorities and campaigns  
and win buy-in from clients and stakeholders

• To measure + monitor brand health 
 

Brand Storytelling
Breakthrough creative for any platform, including 
videos, logos, graphics, brand packaging, digital 
and print (includes re-branding and creative brand 
refreshes)
• To win new audiences
• To engage existing audiences more deeply
• To inspire support for nonprofit  

organizations and causes

 
 
 

Brand Innovation
Workshops + brand visioning sessions
• To define, refine or fortify your brand positioning, 

purpose, personality and voice
• To surface breakthrough strategies, experience, 

ideas and campaigns designed to win new 
customers and deepen brand loyalty 
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