Prophecy

Ideatlon Brainstorm ideas to tackle

these opportunities, | N discuss

Gather around the artefacts from

individually and then as a

Present concepts and

............................

Co-creation

Use making as a way of thinking.

synthesis and discuss key challenges. GliEt: Prototyping your ideas as you test them
Then, focus on the riskiest ones. OR Are you confident that your NO ________________ is a powerful way of learning rapidly.
Body’storm: simulate the ideas align well with the k
When generating ideas, be mindful that user's environment and e users’ context? < ..................
Identify make-or-break points in you're diverging. Don't judge or filter. enact possible solutions SN Create a set of movable -5 Sit with your users and have
N Aim for quantity over quality at first, . SRR T Teeh o0 70z [ee ih ol
7N YES
: When selecting ideas, be ruthless 8B eieeiieseesentteetessetttetensssttttetessstttatessssttsteressssstatenesssetteressssetateressststaressssstsasressaes®
° about your reasoning, but also
Map the user’s journey and Syr‘tl“eSIs empathetic towards your teammates. Map concepts in 2x2's,
experience Ideas are fragile at this stage. Listen to clusters, continua, etc.
7N Capture your understanding of your intuition too. v
: the problem space — the user A4
Create artefacts like personas and their'context. Mode'lling your Vote on the most promising Prototyping Start by testing for usefulness first.
and empathy maps data in different ways will help concepts The goal at this stage isn't to create
you see patterns and uncover - - the finished product, but to test if
/\ new insights. Externalising your Turn these' Ir\tO cjesugn H people will find value in the
synthesis with your team will '-.....................> Opportun|t|es ( HOW  receerececcecececcncacicecacecececcecececcececncnecnees® A4 experience you envision. Focus on
Synthesise insights: key learnings create a shared understanding might we questions”) Select the most promising usability after usefulness has been
) about the user’s values, for everyone. concept [T velidkiedl
7 behaviour and needs
N > Write .a .plan for testcmg Avoid bias in your prototypes by
: the envisioned experience removing unnecessary nudges. Be
e . . . 5 to both validati d
Affinity mapping: find patterns in : AP LR TR I
r . A4 disproval.
interview data
Recruit users
N\ As concepts get validated, ramp up
i \/ the detail and fidelity with each
iteration, steadily getting closer to a
What do you want to test? shippable product.
‘ - "..
Gather notes (Quotes, A 4
Observations, Interpretations) The usefulness of a The usability of your
7~ high-level concept detailed solution
Interview experts A4 W/
OR Storyboard the Create a click-through
| Interview users experience concept prototype
(o] ; (o]
Design and run game-like . A4 Create a functional
activities with users A guide for early-stage product teams on how to Play as a concierge and prototype (only rarely,
. . . : ; when a click-through
Z rapidly experiment, learn and build. replicate the intended ism't enough)
: experience :
Write interview ¢ Recruit people who fit into your ol
questions target user group Shoot a quick video
— O showcasing the
experience
: OR
Create a realistic, but
Observe what people do, say, think 2 shallow mockup
and feel. Understand their values, Do "_"e want to understand S :
and how they manifest as behaV|ours and needs deepIY' .................................................................... @
behaviour. Identify their goals, /N
frustrations, aspirations, and most : ResearCh Start Here Test with 5 users
importantly, unmet needs.
Writ h i d Choose one target Guesstimate possible Brain-dump all ideas,
bjoctives (known unknowng) (G user group to begin &~ targetusergroupsand &1 observations, |
objectives tknown unknowns k with their characteristics concerns, goals :
It's important to diverge on the problems . .
that are to be solve for, before moving on Ite I‘atIO n Pla nni ng
: to finding solutions. Good research will V
A4 surface unknown unknowns that will ~— Tteeeeessseseeeeene, Products are never done. Every week
N ide the rest of this j . Summarise ' '
Analyse quantitative Do we want to understand AR S RIS JORI . ask yourself:
’ : - . learnings from the
data like usage metrics behaviours on a larger scale, but U
OR not as deeply? Rlifateh 7 What are our known unknowns about
. . our users?
Run ads on social media e
to test for demand . , :
o Understand the forces at play: market size, o Choose a new target Update learnings about : What is our biggest assumption? How
. NO : : .
. demand, cultural trends, technological roup or run another the target groups : can we design a small experiment to test
Test competitors’ - - 7 Conduct more research < p Are there more s group . < . reet group ( A4 it cheaply and quickly?
. capabilities, economics, competitors, etc. : H experiment identified earlier 3 1% q %
products with users major known ¢ Did the concept
OR : unknowns about ‘s work for the chosen What did we learn from our previous
. . . .-. Q K )
Conduct surveys Repeat ideation, prototyping  --{ Are you sure? |[{..- the user: ‘ ; target group? experiment? How does that change our
and testing on a new, more e Great! Identify what .( assumptions, and our knowledge of
specific problem could be done better YES the user?
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