LEASE CAR PURCHASER EMPATHY MAP
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The relationship manager prepared an empathy map of a medlum-sized business
supplying hi-tech produots to major customers In B2B and B2Q. It features the purcha-
ser responsible for lease cars In a central position. What Is the role of this purchaser
and what pressures and expectations apply to his role within the organisation?

Questions with regard to the
purchaser

Empathy map completed on the purchasing
company

1 What s the cllant/purchaser’s point
of view, what must he deal with,
what are hig/her prablems?

2 What messages doé the clle;ht
receive from his immediate soclal
envionment?

3  What does the purghaser think
and feel? What Is reaily iImportant
for a lease car user and for the
compary?

Ad 1 Management has frazen the ear fleet budget. Both the
purchaser and tha exemal sales forca are judged against ef-
flclency and effectiveness objectives. Thelr bonus has been
based on this. The number of aar merques must be reduced
from five to three. Ten différent calours are permitied. The S8U
has a produot leadership strategy The business has customers
wha find CSR important

Ad 2 A car is a status symbol within the sales foree (agcount
managars, salesmen). A company car 18 aiso a “frings benefit'. it
can aise be used privately (In moderation). Mileage records are
made avaliable to the sales maneger at the end of the year. The
purchaser will be blamed if the status symhol Is ‘discontinued'.

Ad 3 Lease oar usar. An acoount managar visit, on averags, two
customers per day, while a salesperson visits four. The business
provides ‘segurity’ and this is elsa recorded In its misslon. The
sales farpe carry samples of high-quality products, product
broghures and presentation equipment |n thelr cars, Sorhetimes
also prototypes - which cannot fall unauthorised hands. Route
pianning Is important for an external sales representative. As is
navigation and Biue&Me. AR

4 Wh; &)es the pu;naser. car user
say and do? What Is his attitude?

5  What obstacies, concerns about
risks, ste. frustrate the client pur-
chaser?

6§ What does the purchaser want to
achieve in terms of success, profit
and meeting criteria?

Ad 4 The highest ievels of craatlvity, commitment, transparency,
Integrity and maotivation are expected from everyone in the cus-
tamer organ|sation. An external salesperson has, in general, a
tertiary-level technical or commeraiai education. He Is driven by
a powerful desire to be of service. At 5 pm he has cleared his
desk - and tidied his car.

Ad 5 The purchaser is the fist point of contact for colleagues if
the company car policy of the business is seen to change, for
example if imitations are imposed in terms of choice, colour or
accessories, The car dealers and lease gompanies are siow In
supplying Information and contracts. The car purchaser wouid
prefer to be of service to all concerned. Purchasing feels subor-
dinate to Saies.
Ad 6 He wants to become head of purehasing. Achieve the
pirchasing objectives. He wants to reailse a win-win situation
or the company, the internal customers and himseif.



Example 2. Empathy map

Empathy map of an orthopaedic speclalist made by a suppller of orthopaedic products

liuestlons about the customer

Empathy map of orthopaedic specilalst

1 ‘Vhatis the éllent/user’s viewpoint and what
are his problems?

Changing requirements (relating to efficlency and effectiveness)
of government and heaith insurance companies. Attitude of
professional association.

Competition from hospitals and speclalist organisations - In-
cluding International competition (from Germany, Turkey, etc.).
Patient wants Involvement In decislon reganding treatment.

2 What messages does the client/ user receive
from his immediate social environment?

Working with colleagues in a partnership. Patient empowerment.
Hospitai satisfaction ratings. Irregular working hours versus
private ife. Relationship between doctor and suppiler. Choice of
product/service.

3 What does the cilent/user think and feet;
~hat s reaily important to him?

‘Norkload, operating theatre scheduiing, knowledgs and ef-
ficlency of theatre staff. Facilities, hyglene and the avaiiability
of the necessary components and Instruments - as required, for
instancs, for a knee replacement. Success rate of a particular
operation. OEM suppller’s assistance in complex operations.

4 ‘What does ciient/user say and do, what are
his attitudes?

Perfection is his gulding principle. Ha demands this In the work en-
viranment, but also in his hobby - bicycle racing. Everything must
run smoothly. Work and performance come before play. it's worth
paying for perfection. Status and appearance are important.

5 What obstacles, concerns about risks, etc.
frustrate the cilent/user?

Damages clalms as a result of errors. Theatre canceilations due
to missing components or non-avallablility of operating theatre
team. Hospital scheduiing. Involvement of partnership In hospi-
tal administration (board of directors, central buying). Declining
status of speciallst. Shortage of operating theatre staff. Income
reduction as a result of government reguiation.

6 'Nhat does the client/user want to achieve in
terms of success, profit and meeting criteria?

Own, specialist orthopaedic centre; number of patients; number
of operations, Excellent performanca by suppller and/or pur-
chasing unit as well as speclallst tralning and support. Expert
service,




