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https://hbr.org/2015/03/few-companies-actually-succeed-at-going-global
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https://taxation-customs.ec.europa.eu/carbon-border-adjustment-mechanism_en#:~:text=The%20EU's%20Carbon%20Border%20Adjustment,production%20in%20non%2DEU%20countries.
https://www.there100.org/
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Customer insights interview: Understanding key customer needs in the ||
market

Interview guide

Purpose and structure of the interview:

+The interview aims to identify key customer pain points and understand new solutions
would be considered valuable in resolving these pain points as well as potential user
volume of the interviewee company and their willingness to pay
«The interview is expected to take approximately 1 hour, and it is structured in three
sections as follows:
« First section aims for understanding background information, such as the
organization's current demand in data sources and insights
»Second section focuses on identification of the key pain points via multiple choice
questions
» Third section aims for discussion on potential value-add of next-generation data
solutions and services in resolving the identified pain points
« Fourth section identifies commercial implications of the account and delving into
price sensitivity

Interviewee: [insert name and role]
Interviewers: [insert names]

Date and time: [insert date and time]

Section 1: Background information

«Could you briefly describe your organization and its operations?
«What is your title / role in your organization?
«What are the key responsibilities of your role?
«How would you assess your organization's current need for new data sources to
expand the business?
«How would you evaluate the existing demand for additional data sources?
«What is your perspective on the anticipated evolution of the industry in the next few
years?

Section 2: Identification of key pain points and needs

«\What are the key pain points that you are facing in your current role? Some potential
pain points can be found below. Are some of the pain points less significant than
others?

B onitoring

I onitoring

» Sustainability

» Cost of data acquisition

= Availability of advanced insights

+ Overall reliability and accuracy of data

«Complexity of integrating large datasets

+ Compliance with data-related regulations and security issues
+Others (please describe)

«\Why do you consider them as key pain points? Please describe.

« Are there other pain points outside of your role that you are aware of? If so, please
describe them.

Section 3: Identification of value-adding new solutions

«\What existing solutions in the market are you currently exploring to meet your needs?
How well do they address your key requirements, and what limitations have you
identified in those solutions?

«If you could develop your ideal solution, what features or capabilities would be
included in your dream solution?

«(If applicable) What data formats do you find most convenient or preferable for your
operations?

Section 4: Account needs and support areas — next steps for engagement

« How many people in your organization are likely to utilize software like || | N N>
«What is the purchasing process and its limits in your organization?
«Are there budget limitations in choosing a tool and/or data provider?
«Are there limitations to integrating commercial data versus publicly available data
in your processes? If so, what are the blockers of using commercial data?
«Do you prefer the standard features and offerings of our platform, or would you require
customized software solutions?
= When it comes to contract preferences, do you lean towards fixed-term subscriptions,
pay-per-use billing, or service contracts? What factors influence your preference?

*Would you consider participating in a pilot program to test || N JEJllllll upcoming
solution? What specific aspects or features would you be interested in evaluating
during the pilot phase?

Closing

+|s there anything we did not cover, and that you think should be mentioned?

+ s there any material you think would be helpful for understanding these issues
further?

« Are there other people you think we should talk to about this?

«Can we contact you again in case we have further questions?

Thank you!
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Why s this important to me?

Why Is this important to me?
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