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Abstract

Business
Case

• Ask KOLs and internal sales people
• Get survey ques�ons

Business
Needs

During the early feasibility development stage of product development, there is o�en the struggle of who to involve
in the ﬁrst rounds of research ac�vi�es. The integra�on of both marke�ng and human factors from the onset of a
study can provide signiﬁcant advantages. In this poster, we explain that by u�lizing the combina�on of both human
factors and marke�ng methods and ac�vi�es, researchers will uncover and connect user needs and market needs in
a more �mely and cost-eﬀec�ve manner than typical separated studies.

Human Factors

Human Factors:

Marke�ng:

• Who are the users?
• What are their needs?
• What is a typical use environment?
• What is the user’s workﬂow?

• Who are the consumers/payers?
• What are their backgrounds?
• What are their preferences?
• What tradeoﬀs are they willing to make?
• What value proposi�on are they looking for?
• How much will they spend on the product?

Integrated

Example:
Product: Infusion Pump
Users: Floor nurses
Needs: Deliver the correct amount of medica�on to pa�ents without errors
Environment: Hospital room with signiﬁcant ambient sound (e.g., monitoring equipment and alarms)
Workﬂow: Programming the pump while simultaneously monitoring vitals and tending to 3 other pa�ents
Consumers: Hospital Administra�on Staﬀ
Backgrounds: Finance
Preferences: Saving the hospital money while maintaining good health outcomes
Tradeoﬀs: Willing to pay more for technology that lasts longer and is easier to use
Value Proposi�on: Good pa�ent outcomes, less frustrated staﬀ, fewer usability issues
Price Point: $3,500-$4,000 every 5 years

• Prepare for product launch
and begin producing pipeline
content

• Ask KOLs

Market
Segmenta�on

Features

Commercial
Launch Plan

Preferences
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DEVELOPMENT

FEASIBILITY

User Specs /
UIR

Forma�ve I

Forma�ve II

• Perform ethnography
• Early user needs

• Perform preference test a�er
market constraints are determined

• Con�nue with Forma�ve
tes�ng to ensure product ﬁt

• Focus Groups with End Users and
Payer/Buyers
• Ask users ques�ons that would inform
user needs and payers/buyers
ques�ons that would inform business
needs
• Be able to hear impact of each on the
other
• Ethnography to uncover business and
user needs
• Business needs surround compa�bility
with other equipment or feature set
decisions based on compe�tors
• User needs to also determine use
environment understanding

• Study design that includes
marke�ng’s KOLs but also typical end
users and determines preference and
usability strengths and weaknesses
of each choice

• U�lize study design to
incorporate marke�ng
go-to-market strategies
into forma�ve ques�ons to
ensure launch success

Summa�ve

In combining what would typically be two studies into one extended study, there are many beneﬁts:
1

Cost Savings: With only one study, a single
research team can be created from both
marke�ng and human factors specialists. Then
their study will only need one set of par�cipants,
one experience at a research facility, one set of
travel expenses, and overall less costs associated
with billable hours spent on the project.

2

Time Savings: Time savings can be accounted for in
costs but also in overall savings as �me can be
resourced to other projects if less is spent by u�lizing
one study instead of two. A combined study will likely
take more �me than one standalone marke�ng or
human factors study, but less �me than two separate
studies would take. There will only need to be one set
of research materials and documenta�on, one approval
process, and again, only one period of �me spent
performing the actual study.

3

Richer Insights: Lastly, the beneﬁts of this
combined study can be found in the new holis�c
insights gained from both marke�ng and human
factors. Marke�ng may learn something
unexpected from their consumers that results
from a human factors planned ques�on, and vice
versa. The techniques and skills from each
department can help unearth ﬁndings that help
both groups overall and result in a ﬁnal end
product that is be�er than either could have
imagined on their own.

