
Identifying customer 
segments for a device to 

treat chronic tinnitus

The one where I used 
photovoice to define 

jobs-to-be-done



An startup developing a medical device for the treatment of chronic tinnitus wanted to 
answer the following questions:

“How do different customers experience chronic tinnitus? How does the device fit into 
different customers daily routines?”

The Problem > My Approach > Outcome

Scenario

● The start-up’s design team wanted to 
understand their customers more deeply  
to help them prioritize features for the 
upcoming version of the product.

● Tinnitus is an ‘invisible’ condition and 
assessing its impact on patients lives can 
be particularly challenging. 

Task

● To engage with current customers to 
deeply understand their experience of 
the condition.

● To create personas and identify 
jobs-to-be-done for different 
customer segments.



The Problem > My Approach > Outcome

Methods

● We adapted a method called photovoice 
to gain insight into the experience of 
people suffering from chronic tinnitus. 

● During one week, existing customers 
took photos of situations where they 
thought about their condition, including 
both positive and negative moments. 

● We conducted interviews to dive deep 
into their needs, motivations, desires, 
coping strategies and device usage 
behaviors.

https://en.wikipedia.org/wiki/Photovoice


The Problem > My Approach > Outcome

Outcome
● Three  customer personas were identified 

with distinct jobs-to-be-done. 

● Outputs were discussed with the client’s 
design, product and engineering teams to 
guide feature prioritization for the 
upcoming version of the product.  

● The design team reported that being 
involved in the data analysis helped them 
empathize with their customers in a 
much deeper level than ever before.


