
Modifying methods for persona creation: 
Bringing user-centered approaches to ICTD research

A persona is a archtypal 
character that is meant to 
represent a group of 
users in a role who share 
common goals, attitudes 
and behaviors when 

interacting with a 
particular product 
or service. 

Step 1: Collect the Data
 Used a combination of pre-existing data types
    Large scale survey 
    (1000 respondents)
    Design Ethnography 
    (12 Participants)
 We re-purposed data we already had 
    Useful for developing world

Step 2: Segment the audience
   460 respondents owned used and owned mobile phones
   Asked: “What was your motivation to acquire your phone?”

Through Cross-tabs and Phi correlations three logical 
groupings emerged:
  (1) Replacement for home phone motivations
  (2) Practical motivations 
      Desire to make outgoing calls and 
      pricing motivations
  (3) Social motivations
      Desire to receive incoming calls and a 
      need for a mobile phone because friends 
      had them.

Groups then became a lens by which to analyze the 
survey data

Step 3: Create the personas    
 Followed recommendations from the literature:

   Used a photo that looked like a “real” person, e.g. not a model
   Emphasized key differentiators 
   Included computer and Internet usage that would help define the technical abilities 
    of each personaand illustrated significant behavior patterns
   Included a prose personal profile 
   Outlined user goals for the product emphasizing end goals 

Key Findings from research:
  A lack of easily accessible, reliable, 
and free information about phone numbers 
  A history of a strong reliance on 
social networks to accomplish tasks in 
everyday life
  Strong upward trend in mobile phone 
use andownership 

Product Ideation based key findings:

Phase 1: Allow users to via SMS to:
  Create and join groups 
  Contribute and rate services 
  Retrieve recommendations
 Allow businesses to:
   Publicly advertise their 
 information via text

Phase 2: Allow users to: 
  Broadcast (push) or post (pull) 
 information to a group via text
  Retrieve information from the 
 service without using text. 

Mobile Social Software
(MoSoSo) Directory

Photos from design ethnography in Kyrgyzstan

Age
Number of people in 

household* *
Years of schooling* *

Non-mobile users 44.9 3.9 10.7

Replacement 35.6 4.4 11.1

Practical/Price 35.9 3.5 12.5

Social 33.6 3.8 12.6
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Gender:  
Percentage of 

females

Employment 
Status:  Percentage 

Employed*

Student Status:  
Percentage in 

school

Percentage living 
in a rural 

Location* *

Non-mobile users 57% 14% 6% 70%

Replacement 62% 13% 16% 82%

Practical/Price 60% 25% 14% 44%

Social 51% 30% 18% 42%
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Use a 
computer, at 

least 
occasionally

Percent who 
own a 

computer in 
the computer 

using sample* *

Used the 
internet

Have Cable or 
Satelite TV in 

house* *

Have a landline 
telephone in 

house* *

Non-mobile users 13% 18% 3% 13% 31%

Replacement 33% 7% 20% 9% 2%

Practical/Price 49% 39% 29% 29% 51%

Social 43% 26% 25% 32% 54%
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Owned Computers Used the Internet
Owned and used mobile 

phones

2006 7% 11% 26%

2007 8% 13% 46%

2008 12% 15% 71%
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